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Abstract

This dissertation was undertaken in part fulfilment of an undergraduate bachelor’s degree in Business Management, and conduct a critical analysis of CSR with the UK supermarket sector, with a case study of Aldi. 
A broad literature review of CSR, CSR theory and CSR principles and practices of Aldi was undertaken by the researcher. And????   
The outcomes of the literature review were then used to develop and construct the researcher’s primary data collection method. An online survey was circulated among the researcher’s peers and potential possible participants online. The researcher gathered 141 responses, detailing the views and opinions of basic supermarket preferences, the understanding of CSR and finally the awareness of Aldi’s policies and practices. 
The main findings were as follows: that Aldi have improved the CSR operations within the business yet have failed to communicate these effectively with consumers and potential consumers; personal incomes has a direct effect of the choice of preferred supermarket; Aldi have a middle rank among the potential competitors yet Aldi have shown improvement within its policies and practices. 
The findings of this research suggest that Aldi are operating in aspects in CSR defined way, yet there could be improvements moving forward. With the improvement there is room for mass improvement of communication from Aldi on its commitments and achievements to the general public. This improved commutation could be a boost of awareness and may yield more potential consumers of the Aldi brand and products. 
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[bookmark: _Toc8658170]1.0 Chapter One - Introduction 
1.1 Background 

Leach (2016) states within the Gather report, indicates a sizeable flaw in the collective CSR outputs of the UK’s supermarkets: “There is a need to have stronger and more coherent story at the heart of each report to successfully link the report together.” Aldi UK have released a CSR report (Appendix 1) within this report there are an array of different CSR principles, practices and innovations. Aldi’s history can be briefly summarised as the following (Aldi website, History, 2019); 
1913 – Anna Albrecht opens a small grocery store in Essen, Germany.
1930s – The Great Depression hits, effecting the business performance. This leads to a numerous of idea to push for lower prices and incentives for customers to retain their custom.
1946 – Karl & Theo Albrecht take over the business. 
1961 – With over 300 stores, the brothers decide to split the business into Nord and Sud. 
1962 – The Aldi name was formed by the shorting of Albrecht (Al) alongside discount (di),
1990 – Aldi Sud enters the UK supermarket sector. 
1.2Rationale 

CSR is defined as a term of reference and a countermeasure to various issues beyond corporations’ economic, technical, and legal requirements (Lee and Lee 2019). ‘Corporate social responsibility is seriously considering the impact of the company’s actions on society’ (Psluszek, 1976). Thus interrelating with the fact that CSR is becoming more significant within the UK supermarket industry within the practices and cultures of the businesses within the sector. This is due to developments and changes to the real value of the CSR to the consumers and customer, Meijer and Schuyt (2005) state that consumers are reluctant to obtain products due to the low corporate social performance of producers and the retailers which sell the products..  It is apparent that there is a requirement of further investigation, with the growth of the German supermarket chain Aldi, it would be a relevant casest study.  	Comment by Matthew Rothwell (P150153): OLD NEED TO CHANGE 	Comment by Caroline Jawad: Referencing to strengthen your argument 
1.3 Research statement

Due to the outline of Leach in 2016, there is a need for further development of each individual CSR report released by UK supermarkets. Aldi have released one report in 2017 (Appendix 1). The researcher wants to analyses the practices and policies, with the addition of primary research to understand the overall CSR commitments of Aldi.







1.3 Aims and Objectives 	Comment by Caroline Jawad: 



The aim of this study is to critically analyse CSR policies and practices within Aldi. The objectives are as follows:
1. To conduct an extensive literature review examining CSR and CSR policies and practices at Aldi.

2. To evaluate CSR policies and practices at Aldi by conducting a survey of supermarket shoppers.

3. To synthesise extant literature and primary research to make recommendations for Aldi in the UK, to achieve a greater understanding and awareness from consumers of Aldi’s principles and practices.

1.4 Research 	Comment by Caroline Jawad: Change this so your chapter 1 headings are the same as above.

The researcher will carry out an online survey using the online formatting software which allows the creation of surveys Google Docs. This will distributed online to potential participants who conduct shopping trips and are a consumer of the UK supermarket industry. This data collection method is appropriate to the research, and holds the advantage of gathering a vast amount of data in a high economical manner (Saunders, et al., 2009). The use of a survey will enable the researcher have a reach to wider amount of participants, who will hopefully engage with the question in a manner to develop an understanding of the data.
 The ensuing chapter will look at the Aldi CSR report (Appendix 1) and previous academic literature regarding CSR, CSR principles and practices within Aldi’s operations, and will be used to support the results and study conducted by the researcher.
























2.0 Chapter Two – Literature Review 

[bookmark: _Toc8658171]2.1 Introduction

This chapter aims to address the first research objective of this thesis:
1. To conduct an extensive literature review examining CSR and CSR policies and practices at Aldi.
Using a vast range of sources that include Aldi CSR report (Appendix 1), Aldi Principles (Appendix 2), peer-reviewed academic journals, trade publications, and relevant text books and literature, this review will underpin and form the base of the methodology for data collection. The chapter will first provide definitions of key terms within the relevant literature, and include an update overview of the CSR policies and practices within Aldi’s operations. 
It will continue to discuss significant theoretical perspectives surrounding CSR, highlight models that can be related to CSR to allow the development of a deeper understanding. 


[bookmark: _Toc8658172]2.2 Introduction to CSR 


































Currently, it seems that corporate social responsibility is largely accepted practice and continues to be promulgated by management scholars and business leaders (David, 2006).
While the development of corporate social responsibility goes back to the 1950s, only recently has the concept grown in popularity and become an important part of business strategy. In the current era when environmental and social awareness among consumers and customers is at highest point it has ever been, discovering the cheapest price point isn’t always what matters the most to customers, in its place they expect and desire businesses to function in a socially responsible style. (Sampada, 2014). This apparent increase in customer consciousness comes about as the anticipation of transparency is now a reality in business, which has developed the new era of consumer who are savvier than any other generation which has gone before them and for those whose default setting is of scepticism, which requires businesses to develop a trusting relationship first (Craven, 2015).
There is presently no standard recognised explanation for CSR, this is partly due to the other whelming quantity of definitions. Dahlsrud (2006) also states that notwithstanding these abundant exertions to convey a clear and impartial definition of CSR. 

Yet there is still some uncertainty on how to define CSR, this is due to the fact that definitions which are put forward are usually biased towards specific interests. The World Business Council for Sustainable Development define CSR as the on-going pledge by businesses to perform ethically and contribute to economic development, while refining the quality of life of the workforce and their families as well as of the local community and society at large (Holme & Watts, 2000). On the other hand, the European Commission (2011) outlines CSR as ‘the responsibility of enterprises for their impacts on society and outlines what an enterprise should do to meet that responsibility’. 



Dahlsrud (2006) summarises that the wealth of definitions of CSR delivers a momentous problem, if opposing definitions have separating biases, people will think of CSR contrarily thus preventing industrious arrangements. As a result of the debate surrounding its definition, there remnants in both the corporate and the academic world, doubt as to exactly how CSR should be defined and how it can be applied correctly.
Aldi have stated that their CSR definition which they use as a value within the Aldi Corporate Responsibility Policy (CR Policy, 2017) that it defines it as a ‘core value of 'responsibility'. It summarizes our commitments to 'people and planet' and guides the day-to-day actions of all our employees and business partners.’ 
[bookmark: _Toc8658173]2.3 CSR and sustainable development relationship 
CSR is normally alluded to as an "umbrella term under which manageability is one angle" (Knowles, 2014). Others contend that the "two terms can appear to be compatible" (Salt, 2012), with Herrmann (2004) supporting this by including that a well-actualized and firmly upheld CSR approach is critical to feasible advancement. 
Notwithstanding, Knowles (2014) perceives that that CSR is one of the three-pronged 'p's' in individuals, planet and benefit, and that CSR alludes to organizations' obligation to act morally and think about their effects on the network everywhere, which does not really include manageability. Confino and Drummond (2010) trust that CSR alone isn't sufficient to make a reasonable world, depicting that another shape in business is starting to rise, naming the new shape, feasible business. They include that a practical business acts to accomplish short, medium and long-haul achievement, which means they're fruitful today and essentially tomorrow also.

Aldi conducted a ‘’ (see pages 17-20 of appendix 1) within this analysisnominated Aldi’sgrounded  AldiAldi’s current or potentialAldi’s. This analysis was carried out by ‘internal sustainability experts’ (Appendix 1, page 19). This reference of sustainability experts carrying out an internal analysis basing on the CR report, shows another direct relationship between both sustainability and CSR. ‘We asked our stakeholders to rate the importance they attach to various sustainability-related topics’ (Appendix 1, page 19) this question is requiring stakeholders to highlight which sustainability-related topics they are aware of and also rate them, is another strong development of the relationship, as the wording could have been used under a branch of CSR but chosen as sustainability.
Aldi held interviews with external experts for the supply chain field of action to highlight important indications concerning the ongoing development of Aldi’s corporate responsibility strategy. ‘The multitude of challenges faced throughout our supply chains continue to provide potential for optimisation. We deem an ever stronger integration of sustainability requirements into our other business processes (Appendix 1, page 22).’ This is an obvious sign that Aldi link sustainable business practices to CSR. 

The use of such an analysis to determine Stakeholder views and values for the CSR report but use sustainability as frequently as Aldi have done, shows to that within the Aldi business strategy, principles there is a crossing of both sustainability and CSR. This give the clear indication that Aldi have made sustainability a branch of their CSR reporting, values and responsibility. This overview is summed up by the sustainable goals within the actual CSR report (Appendix 1, page 33). 
[bookmark: _Toc8658174]2.5 Theoretical models of CSR
There are several theoretical models representing contrasting views towards CSR and a review of the theory demonstrates that CSR discourse tends to waver between two extremes regarding the potential usefulness and applicability of CSR (Jamali & Mirshak, 2006).  These models will be lniked directly with Aldi and its operations. 
[bookmark: _Toc8658175]2.5.1 Carroll’s CSR Pyramid





The pyramid of CSR is a four-part hierarchy of needs (See figure 1) that considers what is necessary for an organisation to be regarded as socially responsible (Carroll and Buchhotlz, 1999, pp. 37-38)
Carroll’s pyramid has facilitated the creation of businesses to centre and considerate CSR which involves that economic responsibilities take superiority above ethical and legal responsibilities. The pyramid makes available an outline for expressive analysis that strives for universality in the model. The base of the pyramid is ‘Economic responsibility’, which fundamentally refers to making profit. The third layer in ‘legal responsibility’, and this requires following the law because ‘law is societies list of right and wrong’. ‘Ethical responsibilities’ necessitate the organisation to do what is “right, just and fair” while “avoiding harm”. ‘Philanthropic responsibilities’ translate to being a ‘good corporate citizen’, via ‘contributing resources to the community, in order to improve the quality of life’ (Carroll and Buchholtz, 1999, pp. 37-38). 
Aldi has released information regarding all of these aspects shown in the figure below, this information can be fully examined in Online CSR (Appendix 2). The link between Aldi and Carroll’s can be observed due to multiple reasons. 
























Figure 1 (Carroll, 1991)



Firstly, as the base of the pyramid is economic responsibility Carroll (1991) states business organizations were created as economic entities designed to provide goods and services to societal members. At some point the idea of the profit motive got transformed into a notion of maximum profits, and this has been an enduring value ever since. Socially responsible firms do try to maximize profits but at the same time try to improve the welfare of other stakeholders (Beltratti, 2005). Jones et al. (2005, 2007) concluded that operational business imperatives, economic viability, and CSR assure long-term growth and financial safety for stakeholders.
Sander van Luit (2006) states ‘ALDI was known as a cheap store where only poor people did their weekly buying.’ Yet in recent years Aldi have been rising up the UK supermarket ranks, according to figures from Kantar Worldpanel, sales at Aldi were up 12.4% year on year in the 12 weeks ending 29 January. That increase helped buoy its market share by 0.6 percentage points, giving it a 6.2% market share and putting it just ahead of the Co-op on 6% (Vizard, 2017). Aldi won the 2018 MoneyWise Award, the Moneywise Home Finance Awards look at the businesses who provide essential services like food, heating and utilities to households in Britain. By surveying thousands of readers, they rate the companies based on value for money and customer service to help the public decide who to spend their money with (MoneyWise Award, Aldi 2018).
Secondly, moving up the pyramid the next section is legal responsibilities Aldi have tried to link their own supply chain with government standards and laws at the same time by implementing their own regulations. Aldi identify that standards in the supply chain may not firstly reach those set out in Aldi’s Social Standards in Production (Monitoring Suppliers, 2019). In such cases, Aldi is committed to working with suppliers to achieve continuous improvement.
Since 2017, we have also deepened our understanding of the specific risks that workers face in these supply chains by participating in several initiatives:
• Establishing a working group for an ethical sourcing strategy for food, comprised of experts from our CR International teams and national country CR teams including Aldi UK, to increase collaboration and momentum on human rights risks in the supply chain.
• Joining the Food Network for Ethical Trade (FNET).
• Engaging with Stronger Together on their construction programme and in their South Africa programme.
• Continuing our participation in the British Retail Consortium Ethical Labour Working Group to help shape industry decisions and share best practice with other retailers.

Thirdly, ethical reasonability, involving corporate codes of conduct for sites of production, has become a key means of regulating labour in retailers’ global supply chains since the mid-1990s (Blowfield, 1999; Barrientos, 2000; Jenkins, 2002).  Within Aldi’s chain of supply and product sourcing (See Appendix 1 pages 37, 42 and 86) there are links with ethical sourcing of products.  Throughout the CR report there are multiple links to certifications, associations and standards, all of these accreditations show the ethically business practices in which Aldi are involved in. 
Hosmer (1994) argues that companies who recognize and ethically resolve moral problems will be trusted by the stakeholders. Aldi have a system of which when a supplier breaks the strict requirements Aldi set which are then certified through third parties (see Apendix 1, page 14) there is a table relating to the supply chain within Aldi. The table points at the Social Monitoring Programme (SMP) which is implemented to monitor the supply chain process from production to selling point of products. 
Within the CR report Aldi highlight the environmental aspects of the business (See appendix 1, page 16) this table show Aldi’s current practices and goals. ‘Throughout our global supply chains, we assume responsibility for promoting fair working conditions and environmental compliance’ (Aldi CR Report, 2007)
Finally the top of the model is Philanthropic responsibilities, different scholars approach the definition of philanthropy in diverse ways and disagree about the significant defining features of philanthropy (Van Til 1990; Sulek 2010). The meaning of philanthropy has also evolved and altered in different ways over time, within and across different contexts (Ilchman et al. 1998). 
‘ALDI is part of the community. To us, responsibility means making a positive contribution to the community by applying our skills and resources beyond our core business operations. The objective of our community activities is to deliver a sustainable societal impact. This will be achieved by engaging in long-term partnerships with charitable organisations and focusing on key issues and target groups’ (See Appendix 1, page 60).
Aldi have been working closely with a number charities and local organisations to help those in need within society. With Aldi working alongside the likes of Teenage Cancer trust raising three million pounds so far, Farm Africa supporting farmer’s rights and pay and the Red Cross helping during home crisis’s (See Appendix 2, charity-partnerships).

Aldi have a lot of partnerships, associations and certifications the following chat will place these in the respective sections. This allows the basic understanding of Aldi’s principles in different relation the pyramid. All these different organisations, awards and partnerships can be found across the Appendix 2. 
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Ed Freeman is generally accredited for the expansion of stakeholder theory since its primary periods. Stakeholder theory has since then gathered currency in business and society works in recent years, and in light of its realism from the perception of administrators and scholars (Jamali, 2008), stakeholder theory is frequently understood as “a necessary process in the operationalisation of corporate social responsibility” (Matten, Crane, & Chapple, 2003). 
Edward Freeman created a CSR theory loosely formed around that of stakeholder theory, where he argued ‘the interests of the stockholders, should not outweigh the importance of other stakeholders’ (Bowie and Werhane, 2005, p. 25).
Stakeholders are regard as individuals or collective groups with interests in practical and functional aspects of corporate actions according to Donaldson & Preston (1995). Stakeholders are then recognised by their interests in the company, depending on if the corporation has any relevant functional interest in them. Donaldson & Preston (1995) also propose informative visual illustrations linking the classic input-output model of companies in contradiction of the stakeholder model, the input-output model as shown in the figure below. 

Figure 2  (Donaldson & Preston, 1995)
This model shows how speculators, representatives and providers are delineated as contributing contributions of the firm which at that point changes into the yields to serve the client. This input-output model in relation to Aldi highlights the input of certain aspects have a direct route towards the customers. Aldi as a business have to systematically have inputs into the business operations which cause effects on the outputs. 
They include that in examination, the partner model as appeared in the figure underneath stands out unequivocally from the info yield model in the entirety of its varieties, in that all people or gatherings with authentic interests taking part in an endeavour do as such to get benefits and that there is no predisposition of one lot of interests over another, subsequently the bolts between the firm and its staeholders keep running in the two headings and are all a similar size and shape.
Aldi rely on input of employees to make sure that the business runs effectively in 2016 Aldi held an Employee survey which was about employee thoughts, improvements and issues (Training & Development Aldi, 2019). Suppliers are obviously a key element of the model due to the actually products that Aldi consumers require in relation to available options in the Aldi options. 





 2.6.1 Advantages of stakeholder theory
Actualizing stakeholder theory offers numerous points of interest to associations. At the point when appropriately connected with amid the basic leadership process partners can offer profitable info, improve results and manufacture accord (Ryckman, 2015). One key preferred standpoint set forward by Ryckman (2015) is that including partners who have a remarkable understanding into various issues can prompt expanded straightforwardness which can help basic leadership and help in structure trust between partners.
Kurucz et al (2008) expand on the benefits of stakeholder theory expressing that partner the board is the way to accomplishing upper hands that will empower supported development of monetary incentive through for example, cost and hazard decrease, representative or client dependability, increasingly good treatment from controllers, and the obtaining of notoriety and authenticity.
[bookmark: _Toc8658178]2.6.2 Disadvantages of Stakeholder theory
In a general sense one of the focal issues in the improvement of stakeholder theory has been perplexity about its inclination and reason, for instance stakeholder theory has been utilized either unequivocally or certainly for enlightening purposes (Donaldson and Preston, 1995). For instance of the disarray, Brenner and Cochran (1991) present a 'stakeholder theory of the firm' for two purposes; to depict how associations work and to help foresee hierarchical conduct. They at that point balance this with various 'theory of the firm' without addressing whether in truth the speculations have equivalent purposes. Donaldson and Preston (1995) further clarify that these contrasting speculations have distinctive purposes and accordingly unique legitimacy criteria and distinctive ramifications, including that a lot of partner hypothesis writing is certain as opposed to express, which is one motivation behind why different and once in a while befuddling employments of the partner idea have not pulled in more consideration.
King (2006) contends that numerous researchers have issues with stakeholder theory, with some contending that partner hypothesis needs particularity, and in this way can't be operationalised in a manner that permits logical examination. In the meantime others imply the way that stakeholder theory offers no basic leadership criteria that would satisfactorily manage corporate administration. Felin (2006) contributes his conclusion that stakeholder theory does not have any establishing truly, offers an implausible perspective on how activities work and on a very basic level overlooks what's really important of the need to organize, the need to think about expenses and that's just the beginning. 
[bookmark: _Toc8658179]2.4 The Triple Bottom Line
These 3P's are otherwise called the triple bottom line (TBL), an idea initially created by John Elkington to quantify maintainability. The TBL went past the conventional proportions of benefits, degree of profitability and investor incentive to incorporate natural and social measurements (Hall and Slaper, 2011). The 3P's speak on the social, ecological and money related components of execution. The trouble with the TBL is estimating it, since each measurement does not have a typical unit of estimation, while some backer adapting all components of the TBL, which would give the advantage of a typical unit of estimation. Numerous others, article to putting a money related an incentive on wetlands or jeopardized species (Hall and Slaper, 2011). 
Tyson (2010) states that the TBL matters like never before as it acquires consideration and that it has a fascinating test to business pioneers to all the while please speculators and awe their grandkids. Leaving the planet somewhat superior to anything you discovered it while as yet making benefit, if conceivable, can prompt increasingly productive and fruitful business all things considered a mission can convey more prominent proficiency and sparkle advancement. The way that there is no all-inclusive standard strategy for estimating the TBL can be seen as a quality since it enables a client to adjust the general system to the requirements of various substances, distinctive activities or diverse geographic limits, along these lines permitting adaptability. In that sense TBL can be case explicit or permit an expansive degree, for example, – estimating impacts crosswise over huge geographic limits (Hall and Slaper, 2011).
The TBL is also based on stakeholder theory, but it takes a much wider perspective of the stakeholders affected by the organization. It is based on the idea that a firm should measure its performance in relation to stakeholders including local communities and governments, not just those stakeholders with whom it has direct, transactional relationships (such as employees, suppliers and customers). The TBL is an unsettling concept for many organizations because it implies that the firm’s responsibilities are much wider than simply those related to the economic aspects of producing products and services that customers want, to regulatory standards, at a profit. The TBL adds social and environmental measures of performance to the economic measures typically used in most organizations. Environmental performance generally refers to the amount of resources a firm uses in its operations (e.g. energy, land, water) and the by-products its activities create (e.g. waste, air emissions, chemical residues etc.). Social performance generally refers to the impact a firm (and its suppliers) has on the communities in which it works. Measuring performance against these measures is not a straightforward task. Shareholder value, market share, customer satisfaction, even employee well-being, are relatively easy to quantify and measures developed by one organization are readily transferable to others, but social and environment performance are almost certainly unique to each organization, or at least each industry, and they are often very difficult to quantify. The TBL has not been successful in penetrating organizational performance systems. It has been seen as too complex and perhaps too confronting for managers mired in economically dominated ways of thinking.
An illustrative example is corporate accountability and non-financial disclosure, adopted by many multinationals under a variety of headings, such as sustainability, CSR and corporate citizenship reports, in a stand-alone format, or included in the annual financial report (Kolk, 2010).
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 Using the TBL as a measurement tool of progress in line with goals and aims across such a broad business, it can be key to understand the development and the progression required. 
Aldi have reported on the key figures (See Appendix 1, pages 77-100) the aspects that are reported on range from sales, employees and environmental figures. Using selected key performance indicators (KPIs) in the areas of Company, Customers, Supply chain, People, Community, and Environment, Aldi have provided and covered data on the effectiveness of their internal and external actions whilst highlighting progression in areas and also in other areas where further action is still required. Together with the materiality analysis conducted within the scope of the International Corporate Responsibility Report 2017, selected KPIs for the reporting year 2017 were verified by the auditing firm KPMG AG. 
Profit 
This element is different to traditional corporate financial accounting and measurement of profits. It also takes into account the external economic benefit generated for society. For example, employing local individuals and using local suppliers will improve the standard of living in the area and create a multiplier effect throughout the local economy. 
With the data being limited within the report to the net sales (See Appendix 1, page 79) of the whole Aldi South group, it doesn’t allow an in-depth structure of the UK accounts within the public domain. Yet Aldi UK release yearly profits compared to the year before which is then passed on the media for example, ‘For the year to Dec. 31 2017 Aldi UK and Ireland made an operating profit of 265.9 million pounds ($346.4 million), up 26 percent from 211.3 million pounds made in 2016, on sales up 16.4 percent to 10.18 billion pounds.’ (Reuters, 2018)
People
Organisations should not only be concerned with how they treat their workforce, but also their impact on the wider community. This includes contributing to local community projects and improving local health and education services. In terms of their own employees, they can ensure discrimination does not take place, apply minimum wage levels, maintain health and safety levels and monitor working hours.
Aldi released the figures (See Appendix 1, pages 90-93) in relation to employees, with detailed analysis based on gender, age and position. 

Planet 
As the consequences of global warming have come into the public eye, the effects organisations have on the environment has also become a popular discussion topic. In particular, the sustainability of operation, the natural resources used, waste management and land use have come under scrutiny in recent years. For this reason, organisations now monitor these elements closely, to ensure they are having a positive environmental impact. 




As businesses become more socially and environmentally conscious, they are likely to engage less in activities that generate pollution. As they weigh the effects of their actions on the environment and on society, they are likely to make more environmentally beneficial decisions. This will benefit the larger society in the long run.
Reputation – The key benefited often associated with pursuing CSR initiatives is an improvement with the organisation’s reputation in the public eye. This can have a range of positive side effects, as consumers, other organisations and employees favour organisations that have a positive reputation.
Recruitment and Retention of Talent – Studies have shown that individuals will choose to work for a company with a positive CSR reputation over one that does not. Therefore, pursuing these initiatives will help to recruit the best talent and keep them working for you.
Increased Productivity – Initiatives to reduce waste and utilise sustainable operations can also improve productivity and save costs. 
New Market Potential – By pursuing these initiatives, new markets can open up. For example, fair trade food has recently become very popular in the consumer market.


While a company may quantify financial aspects such as earnings, revenues and costs, it is difficult to quantify social and environmental aspects. When a business makes a commitment to protecting the environment by recycling, for example, its impact is not easily discernible. Companies that embrace the triple-bottom-line approach tend to adopt more of a compliance approach, stating that they have engaged in certain activities that are environmentally sound, for example.
A business’s management traditionally aims to maximize returns to shareholders. Triple-bottom-line reporting might create a conflict for such a business. The benefits of any social and environmental actions that a business engages in are likely to emerge over the long term. However, they could have a short-term negative impact on profits. Most shareholders are more geared to the short-term profits than to long-term results.
Marketing Tool – Often CSR initiatives can come across a simply marketing tools, with no real objective to improve performance. If organisations only want to appear to be monitoring the triple bottom line, rather than actually doing it, then they will be wasting resources.
Objectives Lost – The triple bottom line, while having the potential to improve productivity, is not enough to have as a sole strategy. Therefore, only pursuing the triple bottom line will allow other important objectives to be lost. 
Lack of Understanding – The triple bottom line is a complex tool and is not always understood fully, in particular as there are no precise measurement tools for each element. This means resources can be wasted pursuing the wrong things. 
No Precise Measurement – No precise measurement exists for each of the three elements and this can make it hard to measure and control performance.

[bookmark: _Toc8658180]2.7 CSR issues in Retail

Anselmsson and Johansson (2007) highlighted that there are three universal attitudes-based scopes for CSR positioning which then can be translated into the supermarket sector. These dimensions are human responsibility, environmental responsibility, product responsibility.
The dimension of environmental responsibility means that a company is supposed to yield eco-friendly, green, and non-dangerous products. It suggests that a clear contingent of environmental policies exists, and that product wrapping is recyclable. Human responsibility can be defined as that the company has arrangements with suppliers who should adhere to principles of natural and good breeding and farming of animals. Whilst also upholding safe and fair working environments and work-place atmospheres for their own employees. Product responsibility means that all products come with a full and complete list of content, that country of origin is stated, that the company will uphold its declarations of intent and assume liability for its products.  CSR has an impact on consumers’ intention to purchase goods from CSR-oriented enterprises. A core characteristic of extended producer responsibility (EPR) policies is that they place some responsibility for a product's end-of-life environmental impacts on the original producer and seller of that product (Walls, M. 2006).
Lee et al. (2009) studied CSR attitudes of 100 retailers. Researchers believe that there is a lack of communication coming from firms conveying their beliefs in social responsibility to the rest of the society. Retail companies seem to believe that the primary target demographic comprises of stakeholders and investors of the financial community. As a result of this belief, economic principles would be of most interest. Emphasising philanthropic principles might appeal more to the consumer base and contribute to the organisation’s social responsibility image. In retailer’s social agendas were tracked by environmental programs and then informative ones and included community support such as sponsorship of local charities and projects and environmental aspects that revolved around health. 
A supply chain is comprised of all the businesses and individual contributors involved in creating a product, from raw materials to finished merchandise (Farfan, B. 2018) . Aldi supply chain has been developed and built over the years that the business has been in operation a key example of this is the Roach Brothers, which have supplied Aldi since 1996 (Roach Bros Aldi, 2019).  Supply chains in the retail sector are massive and they frequently spread to very distant regions of the world. Further down the supply chain, there is less control from the entail business which leads to a larger risk of child labour or health concerns and issues with any working conditions. Aldi have implemented a Women’s Empowerment Project in Ethiopia to support women who worked within the Aldi flower supply and developed the working conditions.  There is also a threat that mega-retailers will take advantage of their strong bargaining power (Grundy, T. 2006) and will exploit local farmers, producers, and the natural environment. This then leads companies to becoming engaged with initiatives such as Ethical Trading Initiative or “Fair Trade” to avoid diverse kinds of negative phenomena (Jones et al., 2005). Aldi have a close link with fair trade 
Jones et al. (2010) studied the sustainability reports of the worlds’ leading retailers. They established some apparent conflicts which were being communicated to the public and are subsequent from everyday business operations. E.g. retailer’s necessity to evaluate the environmental expenses of importing fresh fruits, vegetables, and flowers from developing countries, and the social welfares for customers. The study also questioned and for after the way large retailers define sustainability, as they are often to “congest” an array of goals into the sustainability agenda, whilst they make up part of the companies’ competitiveness and growth obligations. These companies’ tend to base the sustainability agenda for the purposes of encouragement and to further purse growth. Which is in clear CSR Activities and Impacts of the Retail Sector 17 contradiction with sustainability. Furthermore, Jones et al. (2011) concluded that at best, UK’s retailers promote the weak approach to sustainability, and that the way they communicate sustainability aims mainly at stimulating consumption. 
Guercini and Runfola (2009) offered the notion of traceability, which refers to the generation and distribution of data about the product and production developments beside the supply chain, from the business to business associations up to the customers in the final market. Two approaches to the traceability: some companies act as if it was a tool for strengthening organisational control and are not willing or not able to share information with customers, and secondly other companies treat traceability as a marketing tool for the growth of the business, which enables customers to obtain knowledge about the origin of the products and the conditions under which they have been manufactured. Aldi’s notion of traceability has been called into question, yet they do publish their CSR reports and report on the positive aspects of business operations. On the other hand there have been many cases which products have been recalled for production conditions and risks to consumers. Walthew in 2016 states Aldi has established long-term partnerships with its suppliers, built on trust. While on paper the theory is sound, the recent recalls suggests that more needs to be done. There are obvious issues if products have to be recalled for production conditions concerns, these recall can also be added to by the horse meat scandal. The horse meat scandal was across the supermarket industry in Europe, Aldi was directly effect as horse meat was found in beef products (Huffington Post, 2013). 







2.8 Conclusion 

This chapter aimed to address the first research objective of this thesis:
1. To conduct an extensive literature review examining CSR and CSR policies and practices at Aldi.
This has been achieved to allow the researcher to develop a methodology on how to approach the data collection aspect of this thesis. It has given the researcher the foundations required to conduct data collection and the reasons to do so. 
[bookmark: _Toc3294455]2.0 Chapter Two – Literature Review 

2.1 Introduction

This chapter aims to address the first research objective of this thesis:
2. To conduct an extensive literature review examining CSR and CSR policies and practices at Aldi.
Using a vast range of sources that include the Aldi CSR report (Appendix 1), Aldi Principles (Appendix 2), alongside relevant literature, this literature examination will support and form the base of the methodology, which will allow the researcher to perform a data collection. This chapter will firstly define an outline vital terminology within the relevant literature, and include an update overview of the CSR policies and practices within Aldi’s operations. 
It will then discuss key academic views regarding CSR, highlight models that can be related to CSR to allow the development of a deeper understanding. 


2.2 Introduction to CSR 

Currently, it seems that corporate social responsibility is largely accepted practice 
and continues to be promulgated by management scholars and business leaders.  For 
example, at companies such as Novartis, corporate citizenship or corporate social 
responsibility is stated as a top priority (Novartis 2005). As a corporation, Novartis seeks 
to act the same way as responsible and conscientious individuals would act in their 
community. They claim to do everything they can to operate in a manner that is 
sustainable economically, socially, and environmentally in the best interest of long-term 
success for their enterprise. The cornerstones of the stated commitment at Novartis to 
corporate citizenship are active engagement in society in areas where they are competent, 
helping where help is most needed, and establishing and implementing transparent, 
ethical corporate standards and policies.
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Currently, it seems that corporate social responsibility is largely accepted practice 
and continues to be promulgated by management scholars and business leaders.  For 
example, at companies such as Novartis, corporate citizenship or corporate social 
responsibility is stated as a top priority (Novartis 2005). As a corporation, Novartis seeks 
to act the same way as responsible and conscientious individuals would act in their 
community. They claim to do everything they can to operate in a manner that is 
sustainable economically, socially, and environmentally in the best interest of long-term 
success for their enterprise. The cornerstones of the stated commitment at Novartis to 
corporate citizenship are active engagement in society in areas where they are competent, 
helping where help is most needed, and establishing and implementing transparent, 
ethical corporate standards and policies.
Currently, it seems that corporate social responsibility is largely accepted practice and continues to be promulgated by management scholars and business leaders (David, 2006).
Even though CSR development can be referred back to the 1950s, just recently has the concept gained popularity and turned out to be a significant element of a business strategy (Babiak & Trendafilova 2010). Carrigan and Attalla state in 2011 that in the current period when environmental and social awareness among consumers and customers is at highest point it has ever been, discovering the lowest price point does not always matter to the majority of consumers, in its place they assume and desire corporations to function in a way which can be referred to as socially responsible (Sampada, 2014). This awareness in the increase of the customer’s consciousness is due to the wanting of transparency with businesses. This development has led to the new era of consumers who are savvier than previous generations. This current era have a ‘default’ setting of scepticism, which then leads on the businesses requirement of building a trusting relationship (Craven, 2015).
Dahlsrud (2006) states that there have been abundant exertions to define a clear and unbiased definition of CSR, but there is still not an overall general definition of CSR. Dahlsrud (2006) also states that presently there is no standard recognised explanation for CSR, this is partly linked to the overwhelming quantity of definitions.
With the previous statement there is still some major uncertainty surrounding how to actually define CSR, this is due to the fact that definitions which are put forward are normally biased towards the specific aspects and interests of the individual presenting the definition.

Many companies are paying greater attention to CSR to obtain a 
sustainable and strategic advantage in very competitive market conditions. CSR is defined as a term of reference and a countermeasure to various issues beyond corporations’ economic, technical, and legal requirements (Lee and Lee 2019). It enables corporations to accomplish not only traditional economic incomes but also social outcomes.

Dahlsrud (2006) summarises the overall wealth of the attempts to define CSR and delivers a momentous problem: if opposing definitions have separating biases, individuals will think of CSR contrarily therefore preventing industrious arrangements. As an outcome of the problem within the corporate and academic sphere, there has been doubt surrounding the debate around the definition of CSR and how it can be correctly implemented within business.
Aldi have stated that their CSR definition which they use as a value within the Aldi Corporate Responsibility Policy (CR Policy, 2017) that it defines it as a ‘core value of 'responsibility'. It summarizes our commitments to 'people and planet' and guides the day-to-day actions of all our employees and business partners.’ 
2.3 CSR and sustainable development relationship 

CSR is usually betrayed as an "umbrella term under which manageability is one angle" (Knowles, 2014). Additional scholars contend that the "two terms can appear to be compatible" (Salt, 2012). Herrmann (2004) underpins this by including that a well-actualized and firmly upheld CSR approach is critical to feasible advancement. 	Comment by Caroline Jawad: I am not sure this paragraph does justice to the title of CSr and sustainable development.
Knowles (2014) perceives that CSR can be broken down to the three 'p's' (planet, people and profit) and that CSR alludes to organizations' obligation to act morally and think about their effects on the overall environment everywhere; that does not really include manageability. Bowd et al. (2006) observed stakeholder and management perspectives of CSR in retail which will be further discussed within the following section of this chapter. Confino and Drummond (2010) trust that CSR solely is not sufficient to make a reasonable world, depicting that another branch of business is starting to rise, naming the new shape, feasible business. They include that a practical business acts to accomplish short, medium and long-term achievement, which means they are fruitful today and essentially tomorrow also.
See paper 4 of Appendix, it is a foreword of the report yet it states the organisations which Aldi join and commit to in relation to sustainability. It is stated ‘Together with the Global Compact, the e Sustainable Development Goals form the basis for the further development of our sustainability strategy.’ This is a clear indication that Aldi have a long term plan for sustainable development within the business. 
Aldi conducted a ‘Materiality analysis’ (see pages 17-20 of appendix 1) within this analysis Aldi nominated the topics to be included in Aldi’s CR Report grounded on Aldi stakeholders' expectations, Aldi’s impact current or potential, and Aldi’s general belief as expressed in our CR Principles. This analysis was carried out by ‘internal sustainability experts’ (Appendix 1, page 19). This reference of sustainability experts carrying out an internal analysis basing on the CR report, shows another direct relationship between both sustainability and CSR. ‘We asked our stakeholders to rate the importance they attach to various sustainability-related topics’ (Appendix 1, page 19) this question is requiring stakeholders to highlight which sustainability-related topics they are aware of and also rate them, is another strong development of the relationship, as the wording could have been used under a branch of CSR but chosen as sustainability.
Aldi held interviews with external experts for the supply chain field of action to highlight vital suggestions regarding the ongoing development of Aldi’s CSR strategy. ‘The multitude of challenges faced throughout our supply chains continue to provide potential for optimisation. We deem an ever stronger integration of sustainability requirements into our other business processes (Appendix 1, page 22).’ This is an obvious sign that Aldi link sustainable business practices to CSR. 
Aldi have presented their CSR initiatives in aspects of energy usage and reduction, with also material input. With these reductions along the supply chain as a whole it can be considered that there are vast cost savings which may be attainable. Miles and Covin (2000) report that  uninterrupted enhancements, decreasing lawsuit expenditures, inferior insurance, and lower energy costs belong to the main asset direction of corporations wanting to minimize their environmental impact.
The use of such an analysis to determine Stakeholder views and values for the CSR report but use sustainability as frequently as Aldi have done, shows to that within the Aldi business strategy, principles there is a crossing of both sustainability and CSR. This give the clear indication that Aldi have made sustainability a branch of their CSR reporting, values and responsibility. This overview is summed up by the sustainable goals within the actual CSR report (Appendix 1, page 33). 
2.4 Theoretical models of CSR

There are numerous theoretical models representing contrasting opinions of CSR. Moreover an analysis of the theory proves that CSR discourse wavers between two standpoints: potential usefulness and applicability of CSR (Jamali & Mirshak, 2006). These models will be linked directly with Aldi and its practices and policies. 
2.4.1 Carroll’s CSR Pyramid

Carroll theorises a four-part hierarchy structure, which was then structured into a pyramid model (See figure 1), which dictates what is necessary for a business to be considered as socially responsible (Carroll and Buchhotlz, 1999, pp. 37-38).
Carroll’s pyramid facilitated the creation of businesses to centre and considerate on CSR. This involves that economic responsibilities yield superiority above ethical and legal responsibilities. The pyramid makes available an outline for expressive analysis that endeavours for universality in the model. At the bottom of the model there is ‘Economic responsibility’, which fundamentally refers to gaining capital. At the third level there is ‘legal responsibility’, and this requires obeying the law due to the fact that ‘law is societies’ list of right and wrong’. ‘Ethical responsibilities’, at the second level of the pyramid, necessitate the corporation to perform in a way which is “right, just and fair” while “avoiding harm”. At the top of the pyramid there is ‘Philanthropic responsibilities’, which means to be a ‘good corporate citizen’, via ‘contributing resources to the community, in order to improve the quality of life’ (Carroll and Buchholtz, 1999, pp. 37-38). 
Aldi has released information regarding all of these aspects shown in the figure below, this information can be fully examined online (Aldi Online). The link between Aldi and Carroll’s can be observed due to multiple reasons. As the two pyramids below show the original table alongside an example table of Aldi’s practices within the different aspects. 



Aldi has released information regarding all of these aspects shown in the figure below, this information can be fully examined on the Aldi website. The link between Aldi and Carroll’s can be observed due to multiple reasons. 
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Firstly, as the bottom of the model is economic responsibility. Carroll (1991) states organizations were built to perform as economic units designed to offer products and services to the society surrounding them. As Aldi have won multiple awards due to value for money, these can be seen with the base of the second pyramid. The notion of the profit motive has been transfigured into an idea of maximization of profits, and this value has been strong since socially responsible firms try to increase profits, whilst trying to improve the welfare of other stakeholders (Beltratti, 2005). Aldi have maximised the potential profits and have accomplished the welfare of consumers by having a price point which has been accredited for its value for money. Jones et al. (2005, 2007) concluded that operational business imperatives, economic viability, and CSR assure long-term growth and financial safety for stakeholders.
Sander van Luit (2006) states ‘ALDI was known as a cheap store where only poor people did their weekly buying.’ Yet in recent years Aldi have been rising up the UK supermarket ranks. As Kantar Worldpanel states, sales at Aldi were up 12.4% year on year during a period of 12 weeks in 2017. This sales then increased the market share of Aldi by 0.6%, giving it a 6.2% market share and putting it just ahead of the Co-op on 6% (Vizard, 2017). Aldi won the 2018 MoneyWise Home Finance Award. This award is credited to businesses who provide essential services in Britain. The winner of this award is selected by surveying thousands of readers; the categories they select from value for money and customer service (MoneyWise Award, Aldi 2018).
Moving up the pyramid, the next section is legal responsibilities. Aldi have tried to link their own supply chain with government regulations and laws at the same time by implementing their own standards. Aldi identify that standards in the supply chain may not firstly reach those set out in Aldi’s Social Standards in Production (Monitoring Suppliers, 2019). In cases which go against these strict social standards within the supply chain, Aldi is committed to working with suppliers to achieve the standards.
Thirdly in the pyramid, there is ethical reasonability. This entails corporate codes of conduct for establishments of production have become a vital means of regulating work in retailers’ global supply chains (Blowfield, 1999; Barrientos, 2000; Jenkins, 2002).  Within Aldi’s chain of supply and product sourcing (See Appendix 1 pages 37, 42 and 86) there are links with ethical sourcing of products.  Throughout the CSR report there are multiple links to certifications, associations and standards, all of these accreditations show the ethically business practices in which Aldi are involved in. 	Comment by Caroline Jawad: So how does this apply at Aldi ?
Hosmer (1994) argues that companies who recognize and ethically resolve moral problems will be trusted by the stakeholders. Aldi have a system of which when a supplier breaks the strict requirements Aldi set which are then certified through third parties (see Apendix 1, page 14) there is a table relating to the supply chain within Aldi. The table points at the Social Monitoring Programme (SMP) which is implemented to monitor the supply chain process from production to selling point of products. 
Within the CR report Aldi highlight the environmental aspects of the business (See appendix 1, page 16) this table show Aldi’s current practices and goals. ‘Throughout our global supply chains, we assume responsibility for promoting fair working conditions and environmental compliance’ (Aldi CR Report, 2007)
Finally the top of the model is Philanthropic responsibilities. The definition of philanthropy has been approached differently by scholars, who disagree about the significant defining features of philanthropy (Van Til 1990; Sulek 2010). The meaning of the term has changed over times, according to the different context structures (Ilchman et al. 1998). 
‘ALDI is part of the community. To us, responsibility means making a positive contribution to the community by applying our skills and resources beyond our core business operations. The objective of our community activities is to deliver a sustainable societal impact. This will be achieved by engaging in long-term partnerships with charitable organisations and focusing on key issues and target groups’ (See Appendix 1, page 60).
Aldi have been working closely with a number charities and local organisations to help those in need within society. With Aldi working alongside the likes of Teenage Cancer trust raising three million pounds so far, Farm Africa supporting farmer’s rights and pay and the Red Cross helping during home crisis’s (See Aldi website 2019 finder, charity-partnerships).
Aldi have a lot of partnerships, associations and certifications the following chat will place these in the respective sections. This allows the basic understanding of Aldi’s principles in different relation the pyramid. All these different organisations, awards and partnerships can be found on the Aldi website (2019) 




	Comment by Caroline Jawad: So how does this apply at Aldi ?Figure 1 (Carroll, 1991)





































2.5 Stakeholder theory 
Edward Freeman is generally accredited for the expansion of stakeholder theory. This theory has since then gathered value in business and society operations, and it has been considered by administrators and scholars due to its realism (Jamali, 2008). Stakeholder theory is frequently understood as “a necessary process in the operationalisation of corporate social responsibility” (Matten, Crane, & Chapple, 2003). 	Comment by Caroline Jawad: So this needs tweaking so the section is not generic but applied to your aim and or objectives, which of course, drive the dissertation.
Freeman subsequentially made a CSR theory, basing it on the stakeholder theory, where he argued ‘the interests of the stockholders, should not outweigh the importance of other stakeholders’ (Bowie and Werhane, 2005, p. 25).
Stakeholders are regard as individuals or collective clusters, which are interested in practical and functional characteristics of corporate actions according to Donaldson & Preston (1995). Stakeholders are then recognised by their interests in the company, depending on the possibility of the corporation to have relevant functional awareness of them. Donaldson & Preston (1995) propose informative visual illustration linking the input-output model of organisations in contradiction of the stakeholder model. The input-output model as shown in the figure below has been adapted to Aldi’s system. 

Figure 2  (Donaldson & Preston, 1995) 
This figure shows that consumers, representatives and providers are delineated as contributions of the business, which at that point changes into the yields to serve the client. This input-output model in relation to Aldi highlights the input of certain aspects have a direct route towards the customers. Aldi as a business have to systematically have inputs into the business operations which cause effects on the outputs. 
Aldi rely on input of employees to make sure that the business runs effectively in 2016 Aldi held an Employee survey which was about employee thoughts, improvements and issues (Training & Development Aldi, 2019). Suppliers are obviously a key element of the model due to the actually products that Aldi consumers require in relation to available options in the Aldi options. 





 2.5.1 Advantages of stakeholder theory
Stakeholder theory proposes numerous points of interest to associations. At the point when appropriately connected with amid the basic leadership process partners can offer profitable info, improve results and manufacture accord (Ryckman, 2015). A vital standpoint made by Ryckman (2015) is that including partners with a remarkable understanding of various problems may prompt expanded straightforwardness, which can help basic leadership and help in structure trust between partners.
Kurucz et al (2008) expand the benefits of stakeholder theory; according to them, to partner the board is a way of accomplishing supremacy that will empower supported development of monetary incentive through, as an example, cost and hazard decrease, representative or client dependability, increasingly good behaviour from controllers, and the obtaining of notoriety and authenticity.
2.5.2 Disadvantages of Stakeholder theory
In a general sense, the main issue in the improvement of the stakeholder theory has been perplexity as regards its inclination and reason. In this instance, the theory is utilized, unequivocally or certainly, for enlightening aims (Donaldson and Preston, 1995). Brenner and Cochran (1991) introduce a 'stakeholder theory of the firm' in order to reach two outcomes: to depict how associations work and to help foresee hierarchical conduct. Then they balance this with various 'theory of the firm' without addressing whether in truth the speculations have equivalent purposes. Donaldson and Preston (1995) clarify that the contrasting speculations have distinctive purposes and accordingly unique legitimacy criteria and distinctive ramifications. 	Comment by Caroline Jawad: I am on page 6 and I still have yet to see an application of theory or models to Aldi. 
King (2006) contends that numerous researchers have issues with stakeholder theory, with some contending that partner hypothesis needs particularity, and in this way can't be operationalised in a manner that permits logical examination. In the meantime others imply the way that this theory delives no basic leadership standard, that could be a satisfactorily manage corporate administration. Felin (2006) concludes that the theory does not have any established offers, which are implausible perspectives on how activities work and on a very basic level overlooks what is really important of the need to organise, the need to think about expenses and that's just the beginning. 
2.6 The Triple Bottom Line

John Elkington created the triple bottom line (TBL), which consists of three P’s: profit, people, planet. The TBL surpassed the universal benefits, degree of cost-effectiveness and investor incentive to combine natural and social measurements (Hall and Slaper, 2011). The three P's speak on the social, ecological and money related components of execution within the TBL. 
The issue surrounding the TBL is estimating its effectiveness, considering that each measurement does not possess a typical value of estimation. There are supporters who believe that adapting all components of the TBL would give the advantage of a typical unit of estimation (Hall and Slaper, 2011). 
Tyson (2010) claims that the importance of TBL is at its highest point, like never before. For it has acquired consideration because it is a fascinating test to business pioneers to all the while please speculators. Leaving the planet somewhat superior to anything you discovered it while as yet making benefit, if conceivable, can prompt increasingly productive and fruitful business all things considered a mission can convey more prominent proficiency and sparkle advancement. 
The lack of an all-inclusive standard strategy for estimating the TBL can still be considered a quality due to the fact that the client is able to change the system to the requirements. In that sense, TBL has the reach to be an expansive aspect, if one considers, for example, estimating impacts crosswise over huge geographic limits (Hall and Slaper, 2011).
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Profit, 
People and Planet aims to measure the financial, social and environmental performance of a business over a period of time. In relation to Aldi, the TBL can be applied as a theory which can allow the development of understanding of Aldi aspects. Using the TBL as a measurement tool of progress in line with goals and aims across such a broad business, it can be key to understand the development and the progression required. 
Aldi have reported on the key figures (See Appendix 1, pages 77-100) the aspects that are reported on range from sales, employees and environmental figures. Using selected key performance indicators (KPIs) in the areas of Company, Customers, Supply chain, People, Community, and Environment, Aldi have provided and covered data on the effectiveness of their internal and external actions whilst highlighting progression in areas and also in other areas where further action is still required. Together with the materiality analysis conducted within the scope of the International Corporate Responsibility Report 2017, selected KPIs for the reporting year 2017 were verified by the auditing firm KPMG AG. 
Profit  
The element of profit is somewhat an alternative to traditional financial methods. It consists of external economic advantage for society. An example of this could be employing autochthonous individuals and accessing local suppliers; these two aspects would improve the local economy.
With the data being limited within the report to the net sales (See Appendix 1, page 79) of the whole Aldi South group, it doesn’t allow an in-depth structure of the UK accounts within the public domain. Yet Aldi UK release yearly profits compared to the year before which is then passed on the media for example, ‘For the year to Dec. 31 2017 Aldi UK and Ireland made an operating profit of 265.9 million pounds ($346.4 million), up 26 percent from 211.3 million pounds made in 2016, on sales up 16.4 percent to 10.18 billion pounds.’ (Reuters, 2018)

People
The wider community is an aspect of society, which surrounds an organization. An organization should contribute to the community within its vicinity with projects, educational services and improving health; Aldi states this in detail under ‘Community focus’ (See Appendix 1, page 21). In the case of Aldi there are also the employees, which must ensure the following aspects: working hours, minimum wage levels, no discriminations, health and safety.
Aldi released the figures (See Appendix 1, pages 90-93) in relation to employees, with detailed analysis based on gender, age and position, showing an understanding of its own employees.

Planet 
The awareness of pollution and the green house gasses within the remit of the public eye link directly to organisations’ environmental operations. Aldi as an organisation have to monitor the following aspects: waste management, sustainability, natural resources and ethical consumption (See Appendix 1, pages 14, 20, 21).








Benefits of Measuring the Triple Bottom Line

The businesses which start being more aware of the social and environmental situation, can easier stop using activities that creates pollution. For, due to the fact that they could start to weigh the results of their choices on both the societies and the environment, they could eventually decide to preserve the society and the surroundings. This attitude could positively effect the whole society in the long run.
Reputation – By achieving CSR aims and by carrying out a policy following CSR ideals, the organisation would experience an improvement of its reputation in the public eye. Among the high variety of positive consequences, guaranteed by choosing this kind of attitude towards the environment, there is the favour of the costumers and of other society that would promote the success of the abovementioned organisation.
Recruitment and Retention of Talent – According to some scholars (e.g. Hall and Slaper, 2011) the choice of a CSR policy brings also a numerous amount of employees who would want to work for that company. The company would then recruit the most talented workers and let them stay in the group.
Increased Productivity – By reducing wasted products and by utilising sustainable practices, the company would improve the production of good and save many costs.
New Market Potential – New markets could be open up if the company will pursue the CSR initiatives.
2.6.1 Criticisms of The Triple Bottom Line

While a company may express economical facets, e.g. salaries, incomes and costs, it is hard to enumerate social and environmental features. The choice of a business to protect the environment, for example via the practice of recycling, does not make simple to discern the impact it has. The adoption of a compliance approach is usually made by the companies that embrace the TBL; these companies state that they are committed to environment-sound activities.
The main problem created by the TBL is the possibility of creating conflict between the social-environmental positivity actions and the fact that a business’s management usually points to make the most out of the returns to the stakeholders. For the benefits of the CSR conduct would emerge over the long term, alas having a short-term negative impact on profits; if one considers that the majority of stakeholders are more oriented to the short-term profits than to long-term results, it is easy to see where the conflict could be. 
Marketing Tool – Sometimes the CSR initiatives do not have real targets in order to improve the performances of the organisation; for these initiatives come across as marketing tools. In the case of an organisation wanting just to appear to be monitoring the TBL instead of doing it properly, it would be only a waste of resources.
Objectives Lost – Even though the TBL has the potential to improve productivity, it is not enough; other important objectives could be in fact lost.
Lack of Understanding – The TBL is still a misunderstood and complex tool. As a consequence, there could be a great waste of resources. 
No Precise Measurement – The lack of a specific measurement for the three elements above can make it difficult to quantify and control performance.

2.7 CSR issues in Retail

According to Anselmsson and Johansson (2007) there are few universal attitudes-based scopes for CSR standing which then can be translated into the supermarket sector. These dimensions are human responsibility, environmental responsibility, product responsibility.
The first scope is environmental responsibility, which for a company means to yield eco-friendly, green, and non-dangerous goods. It suggests that a high number of environmental policies exists, and that goods-wrapping is recyclable. 
The second scope is human responsibility. It can be defined as company arrangements with suppliers who should comply to laws and regulations within breeding and farming of animals, whilst also upholding safe and fair working environments and work-place atmospheres for the people who work for them. 
The third scope is product responsibility. According to this last point, all products should have document, which specify a multiple array of aspects: e.g. origin, ‘ingredients’, declaration of intent. Organisations should also assume liability for their products. CSR’s policies and practices have a direct effect on consumers’ desire to buy CSR-oriented products. A central characteristic of extended producer responsibility (EPR) policies is that they put a certain number of responsibility for a product's end-of-life environmental impacts on the original producer and seller of that product (Walls, M. 2006).


A study carried out by Lee et al. (2009) on CSR attitudes of 100 retailers results in the following conclusion: researchers believe that there is a lack of communication coming from firms conveying the organisations’ social responsibilities to the rest of the society. The companies researched believe that the sole demographic within the operation comprises of stakeholders and investors of the economic community. Thus, economic principles would be of most interest. It would appear more appealing to the consumer if the organisation endorsed philanthropic principles, which would contribute to the organisation’s social responsibility reputation. In the study conducted by Lee et al. (2009), retailer’s social agendas were tracked by ecological plans, which encompassed aspects such as: community support, local charity, health awareness projects. 
A supply chain is comprised of all the businesses and individual contributors involved in creating a product, from raw materials to finished merchandise (Farfan, B. 2018) . Aldi supply chain has been developed and built over the years that the business has been in operation a key example of this is the Roach Brothers, which have supplied Aldi since 1996 (Roach Bros Aldi, 2019). Within the retail sector, there is one key element, namely the supply chains, which is usually spread across the world. Towards the lower regions of the chain, there is less control from the entail business which leads to a greater danger of the use of children within the work force, health concerns and issues with any working conditions. Aldi have implemented a Women’s Empowerment Project in Ethiopia to support women who worked within the Aldi flower supply and have developed the working environment. 	Comment by Caroline Jawad: What is the supply chain at Aldi ? What does it look like ?
Mega-retailers pose a potential threat due to the fact that they may hold a stronger bargaining power (Grundy, T. 2006) and may exploit native farmers, manufacturers, and the environment. This then leads organisations to becoming engaged with enterprises, for example Ethical Trading Initiative or “Fair Trade” to avoid diverse kinds of negative phenomena (Jones et al., 2005). Aldi have a close link with fair trade; this can be seen on the Aldi’s Carroll’s pyramid showed before. Also Aldi are working with Rainforest Alliance (See Appendix 1, page 30).
The sustainability reports produced by the worlds’ leading stores have been reviewed and analysed by Jones et al. (2010). This review established that apparent conflicts were being published within the public domain and are subsequent from daily business practices. E.g. retailer’s necessity to evaluate the ecological expenses of sourcing produces and flowers from unindustrial countries, and the community welfares for customers. The study interrogated the definition of sustainability given by retailers, as they are often to “congest” an array of objectives into the sustainability policy, whilst these constitute the companies’ competitiveness and growth obligations. These companies’ often base the sustainability policies for the purposes of encouragement and to pursue growth. Jones at al. (2011) conclude the study with the notion that UK’s retailers commonly advertise a weak approach  to sustainability, and the communication of aims is vital to stimulate potential consumers. 

Guercini and Runfola (2009) offered a notion of ‘traceability’. With this word they imply the creation and distribution of data about goods and manufacturing developments beside the supply chain, from the business, passing to the business associations, up to the final destination, namely the customers. There are two different styles of traceability: the first is to act as if it was a instrument for enforcement of organisational regulations (as the organisation may not be willing or able to part information with consumers); the second is to use traceability as marketing tool for the growth of the business, which allows the awareness of the knowledge of the origin and manufacturing conditions, in which products have been made. Aldi’s notion of traceability has been called into question, yet they do publish their CSR reports and report on the positive aspects of business operations. On the other hand there have been many cases which products have been recalled for production conditions and risks to consumers. Walthew in 2016 states that Aldi have committed to partnerships with suppliers which are long-term; these relationship are founded on trust. The recent recalls of products suggests that this trusting relationship needs to be more regulated. There are obvious issues if products have to be recalled for production conditions concerns, these recall can also be added to by the horse meat scandal. The horse meat scandal was across the supermarket industry in Europe, Aldi was directly effect as horse meat was found in beef products (Huffington Post, 2013). 
2.8 Supermarket ethical ranking

The Gather report as previously referenced to features the over-long nature of some CSR proclamations, and the way that at the heart numerous CSR activities interface back to the money related suitability of the business. Shaw and Shaw (2019) state here is a hidden accentuation on keeping up supply chains so client deal can be kept up, or on lessening vitality use, so the fuel or power bill can be limited. There is additionally an absence of any globally acknowledged basic standard of CSR, which enables each organisation to distribute what it picks, what give it the most green credit and, in all the abundant detail given by the bigger partnerships, any oversight will be difficult to spot. 
The Good Shopping Guide is an organisation which compares and accesses the ethical aspects of multiple different industries. The GSG believe that supermarkets are very suitable to the  majority of the British population, which have easy and regular access to them (GSG 2019).
The researcher will use the table and ethical rating given by this organisation as a basis for the discussion in Chaper 5. 
[image: ]

2.9 Conclusion 

This literature review aimed to fulfil the primary research objective of this dissertation:
2. To conduct an extensive literature review examining CSR and CSR policies and practices at Aldi.
This has been achieved to allow the researcher to develop a methodology on how to approach the data collection aspect of this thesis. It has given the researcher the foundations required to conduct data collection and the reasons to do so. 























[bookmark: _Toc8658181]3.0 Chapter Three - Methodology 
[bookmark: _Toc8658182]3.1 Introduction

In this chapter, the researcher will offer a summary and justification for the research methodology used in this dissertation. The ‘Research Onion’, will be used to help understand each stage of this research planning process (Saunders el al., 2009). The decisions that were made during the planning process were deemed to be the most suitable to achieve the research objectives: 

3. To evaluate CSR policies and practices at Aldi by conducting a survey of supermarket shoppers.

To conduct primary research in the form of surveys to investigate the opinions of consumers in the supermarket sector in relation to consumer values towards CSR.

To use published articles and journals, books about CSR and about the supermarket industry to form a greater understanding about Aldi’s CSR stance and to make recommendations for how these principles can be improved to advance.

[bookmark: _Toc3294456][bookmark: _Toc8658183]3.2 Research Definition and the Research Onion 

The method of primary research chosen by the researcher will be prudently comprehensive using Saunders, et al (2009) Research onion to recognise and rationalise research strategy, data collection methods and data analysis techniques. 
Research is a principle which can be defined as an enquiry process that is exceptionally organised and systematic. It follows a pathway which is logical guided by using information in order to investigate a proposed test or question hypotheses (Punch 2016). Research can be also defined as ‘something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge’ (Saunders, et al., 2009, p. 9).
Research is based on logical relationships as opposed to beliefs, and purpose encompasses providing descriptions, explanations, understanding, criticisms and/or analysis (Ghauri & Gronhaug, 2005). 



Figure 1 'Research Onion' Saunders, et al., (2009)

As depicted in Figure 3.1, the Research Onion is made up of multiple layers, highlighted are the aspects the researcher has chosen to use. By implementing the ‘Onion’, it is basic to recognize a research strategy as deliberated by Saunders, et al., (2009). This strategy provides the researchers a directional guidance to follow when carrying out research. The research onion makes available to the researcher with options of philosophies, approaches, strategies, selections, time horizons, methods and procedures that can be carried out to help the researcher gain access to the best context of data.

[bookmark: _Toc3294457][bookmark: _Toc8658184]3.3 Research Approach and Purpose 


Saunders et al (2009) state that a deductive approach shapes the qualitative research process, which build upon on an existing grounded theory. Whilst the researcher acknowledges that there is an element of qualitative research using the CSR report (Appendix 1), the researcher is aware that the research will be appropriate in the form of inductive approach. An inductive approach uses research questions in a form of a survey to narrow the overall scope of the study, in this case CSR is a broad range of differencing aspects. This approach embraces a search for potential configurations and recurring occurrences of events and then cultivates an explanation or theory from the result.  

By methods for the inductive approach, the researcher has intensified adaptability in changing how the investigation is advancing (Bryman, 2011). This approach was observed to be the most reasonable as the researcher planned to gather data important to the exploration and after that make a conclusion from examining the CSR Report (Appendix 1). For this exploration, there were not any hypothesis or theories and the research would develop a conclusion.
The researcher recognized that the most appropriate sort of research was exploratory. Exploratory studies are significant methods for highlighting a summary of what is occurring and attaining insights into research. This style of research is supportive in obtaining a specific issue. These investigations are adaptable enabling the examination to adjust the course of the research if required (Bryman, 2011). 
This exploratory examination was reasonable as the researcher expected to pick up a comprehension into the branch of knowledge. Besides, there were two strategies for information gathering utilized. 
[bookmark: _Toc3294458][bookmark: _Toc8658185]3.4 Primary and Secondary Research 

Primary research occurs when the researcher gathers this data first hand. The research is unique to the specific study. Secondary data is information that has been previously composed by other research studies and incorporates a variety of sources. Research studies can comprise of both primary or secondary data and one of the two (Schindler, 2014).
For this study the researcher used both primary and secondary research. Secondary research was a requirement to allow the researcher to carry out an extensive review of literature. This literature comprised of Aldi’s CSR reports and Aldi documentation with relevant structure. Secondary research was also required to inform and guide the primary research. 

[bookmark: _Toc3294459][bookmark: _Toc8658186]3.5 Research Strategy and Data collection methods 

There are two terms used to define research strategies, these are qualitative and quantitative.  Quantitative research studies information that is mathematical, while qualitative research looks at data in the method of an account (Wilson 2010). Quantitative method is objective and focuses on determining actions whereas qualitative is more particular. There are an assortment of ways to gather mutually quantitative and qualitative data. Surveys were used to gather the data in this study. Surveys are questions put towards a participant who has agreed to undergo the questionnaire. These questions can be arranged where the answers are repeatedly fixed, or semi structured where there is more flexibility, or unstructured in which the questions are informal (Schindler, 2014).
The best primary research strategy is chosen dependent on what suits the researcher in order to achieve their stated objectives (Saunders et al., 2009). This is reliant on the properties and time accessible. Surveys were the form of primary research strategy conducted. In depth analysis of literature is used for exploratory and descriptive research. As previously discussed, this research is exploratory and therefore surveys were suitable as a method of gathering data. 

[bookmark: _Toc3294460][bookmark: _Toc8658187]3.6 Chosen Paradigm  

Sections that researchers make are an outcome from a premise of two principle ideal models of social research. These are known as the positivist paradigm (closed) and interpretivist paradigm (open) (Denscombe, 2014, p. 2). The paradigm selected for this investigation is 'interpretivism'. Interpretivism empowers a researcher to scan for principles that individuals use to understand social circumstances (Cameron et al., 2009, p. 57). The point of interpretivism research is to form areas of knowledge into 'individuals' conviction and their lived encounters'. This methodology suits this exploration as it utilizes quantitative information (Denscombe, 2014) yet the use of literature as a replacement to any qualitative data will enable the deemed appropriate paradigm.
Vast majority of the questions will involve quantitative analysis however, the open-ended questions will be evaluated qualitatively.  
[bookmark: _Toc3294461][bookmark: _Toc8658188]3.7 Survey Design 

The survey consisted of twenty five questions in overall and averaged a total of eight minutes to undertake.  There were a variety of categories for the questions; participant demographics, opinion of CSR in the supermarket industry, Aldi knowledge. The questions allowed the participant to give their own opinion so the researcher could gain qualitative data per individual response the questions also allowed the collection of wider quantitative information. The survey format allowed the researcher to store and analyse the data in an efficient manner.
[bookmark: _Toc3294462][bookmark: _Toc8658189]3.8 Research Sample 

Research can often be collected using samples as it is not probable to gather data from a whole population group. A sample is a subdivision of the population, while a population includes consuming a complete set of group members (Saunders et al., 2009).
For the purpose of this thesis, the researcher used an appropriate and suitable sampling methods for this study. This sampling method is defined as opportunity sampling, this type of sampling method can be defined as a non-probability sample method (Saunders et al., 2009).
Those who participated in the data collection providing data for the researcher, found the survey online within the reach of the researcher’s social media reach. The researcher didn’t have direct access to the company, due to privacy reasons and also the researcher wanted an unbiased opinion. The main reason for using the general public and supermarket consumers in general as a sample is for the unbiased view and opinion, this allowed the information to be reliable.  
The resources for this study which are reliable and accessible are somewhat limited due to the fact that Aldi CSR reporting has not been an ongoing aspects of practices for a large quantity of years, and the business were not willing to engage with a formal interview. This resulted in the requirement for the participants of the research to be within the public domain. This requirement then lead to the use of non-probability sampling which was the technique used as there is no existing sample frame. 
As there were time constraints on this research, the number of responses were limited due to this factor. The researcher was looking for a minimum of one hundred surveys to be completed. If the researcher had more time, it would have been beneficial to have the company carry out an interview as it would have provided a further consideration towards additional depth to the data gathered through possible interviews with management. 
[bookmark: _Toc3294463][bookmark: _Toc8658190]3.9 Time Horizon 

The researcher chose to use a cross sectional method as opposed to longitudinal. Longitudinal is ‘normally’ used in studies that are carried out over a long period of time, with data collection each year (Horn., 2012).  Cross sectional is when there is a key importance to answer a research question. This form requires data to be gathered once over a period of days, weeks or months (Saunders et al., 2009).  This time horizon was more suited to this research as there are time constraints on the project, and the context of the research undertaken. It’s more suitable to a shorter time frame due to the collection research method. 
[bookmark: _Toc3294464][bookmark: _Toc8658191]3.10 Data Analysis 




Once the surveys were completed, they were then analysed and stored. This study used quantitative research. Secondary research was carried out to study literature surrounding the research objectives due to information available to the researcher. This helped to direct the focus of the surveys to make them based on the study area required. To enable the researcher to interpret the data, the surveys were layout in efficient format to allow the best transfer from collection to analysis. Wolcott (1994) suggests that the move from coding to interpreting data is crucial. Quantitative coding is the method of categorising the collected non-numerical data into clusters and assigning the numerical codes to these groups. The fact of numeric coding is shared by all statistical software and among others, it facilitates data conversion and measurement comparisons. The contextualised data was presented in a way that it can be read without difficulty. The data that showed similarities was presented together in relation to other segments which are similar. This allowed the researcher to investigate contrasts between the data gather. The codes created were based on opinions and concepts that were raised in the collected data (Coffey A., 1996). Parts of the data that was coded were because; they were repeated across the data, they surprised the researcher and they had looked into the related literature that had comparable opinions and thoughts. The researcher understood this phenomenon as they considered them important for the report. Coding helped to minimize the volume of data. Data reduction is a form of analysing data and organising it in a way for conclusions to be made (Collis, 2009). This process was decided upon as it helped the researcher to find themes and reach conclusions in a more efficient manner. 
[bookmark: _Toc3294465][bookmark: _Toc8658192]3.11 Pilot Survey 

Before the final distribution of the survey, the survey itself will be piloted among peers to ensure its suitability and to gather opinions on improvements and areas of strength. A pilot study is a test study conducted on a smaller scale prior to the official distribution of data collection methods, and allows the researcher to identify any potential issues and make final alterations (Daniel & Sam, 2011). An undertaking of a pilot survey is somewhat vital for the researcher when considering the chosen method of data collection, as surveys do not provide respondents with an opportunity to request clarification of confusing items (Thomas, 2003).


[bookmark: _Toc3294466][bookmark: _Toc8658193]3.12 Reliability & Validity 

The results and findings of this research-based report should have valid credibility and to be able to stand up to extreme scrutiny. To guarantee credibility and reduce the possibility of attaining inappropriate answers, comes down to two elements of the research design; reliability and validity (Saunders et al., 2009). These features are key fundamentals for carrying out research. Bryman  states that reliability is based on whether information collected is repeatable. Validity is reliant on on the integrity of the conclusions shaped from the research. Kirk and Miller deliberate how significant it is for a researcher to provide credible data, creating a notion that if the research is not to a standard that is considered valid and reliable, the conclusions of the dissertation will be incorrect. The surveys were designed with set questions that consequent from the literature review. The questions were unbiased and were reviewed by an experienced dissertation supervisor to ensure that no errors would occur (Kirk & Miller, 1986). Designing the survey questions and the format was taken under extreme nature, this is due to the researcher not wanting to cause basis. 
The researcher worked on remaining unbiased and focused on ensuring that the surveys were completed with a simplistic fashion designed to allow the participant answer at their own will. Prior to carrying out the surveys, the researcher and dissertation supervisor operated together to make sure that the survey questions adhered to the above criteria of research reliability and validity. This helped to minimise the danger of participant error and invalid answers (Denscombe, 2014). 

[bookmark: _Toc3294467][bookmark: _Toc8658194]3.13 Limitations 

There was a limited time frame to carry out this research, access properties and conduct primary research. The sample used for the primary research were from members of the public. This sample will not be representative of the overall retail sector due to the public being the consumers and not creating basis by surveying , but due to the time frame, the researcher aims that the results would give an insight into the industry (Saunders, 2007). The researcher would have ideally liked to carry out primary research among all available possible demographics, but time constraints reduced this opportunity. There were limitations on the demographics of the respondents as it was based on the willingness of the respondents. The results may have been wide-ranging if there was a larger range of demographics. This research can be classified as a case study approach as is ‘fairly self-contained’ (Denscombe, 2014). While case studies can be criticised as assumptions are regularly implemented generally, there are benefits in this approach. The advantages of using the case study approach are that it is suitable for small-scale research like this dissertation, it allows the researcher to take a flexible approach to theory building and testing. 
[bookmark: _Toc3294468][bookmark: _Toc8658195]3.14 Ethical Considerations 

In a section of the research proposal, an ethics form was accomplished. This guaranteed all ethical considerations were made before the beginning of the research (Horn., 2012). There is little to none ethical hazards in the case of this research. There isn’t a risk to members in the vulnerable population, all participants will be voluntary and will be over the age of eighteen, all the data that the researcher composed will be stored anonymously and protected by a password protected document on a computer. 
[bookmark: _Toc3294469][bookmark: _Toc8658196]3.15 Summary

Using quantitative and qualitative research approaches will allow the researcher to gain an enhanced understanding and access data of the research topic (Denscombe, 2014). By conducting surveys with open members of the public the research can collect primary data from consumers of the UK supermarket industry.
The following chapter summarises the data analysis of the survey. The aim of Chapter 4 is to understand the results of the participants from the survey and an overview on Aldi’s released CSR reports using keyword searches.



















3.0 Chapter Three - Methodology 
3.1 Introduction

This chapter will offer a summary and a justification of the research methodology employed in this thesis. Saunders et al. (2009) created a research planning process, called the ‘Research Onion’. The objective below was achieved within this chapter by the most appropriate choices in relation to the ‘Research Onion’: 

4. To evaluate CSR policies and practices at Aldi by conducting a survey of supermarket shoppers.

Primary research will be carried out in the form of surveys to consider the views of consumers in the supermarket sector in relation to consumer values towards CSR.

The use of a vast range of sources, that include the Aldi CSR report (Appendix 1), Aldi Principles (Appendix 2), alongside the research conducted and purposed within this methodology, will form a greater understanding about participants views on Aldi’s CSR stance and will make recommendations for how these principles can be improved to advance.

3.2 The Research Onion and Research Definition. 

The researcher has selected a primary research method, that is the previously mentioned ‘Research Onion’, theorised by Saunders, et al. (2009), that will be implemented to recognise and rationalise the research strategy. This strategy will consist of the following aspects: data analysis techniques and data collection methods. 
Research is a principle which can be outlined in the following way: a course of action, which holds the traits of organisation and systematism. It follows a direction which is logically guided by the usage of data, with the aim of investigating the put forth test or question (Punch 2016). Saunders, et al. (2009, p.9) define research as ‘something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge’.
Ghauri & Gronhaug (2005) also attempt to define research, by affirming that it is built upon foundations of relationships and beliefs, which are both logical and opposed. The end goal of research, according to them, is to define, explain, understand, criticise, and/or analyse the data collected. 


Figure 1 'Research Onion' Saunders, et al., (2009)

In the Figure 3.1, it can be visualised the concepts and sections within the Research Onion. There are multiple layers, highlighted are the aspects the researcher has chosen to use. By implementing this theory, it is basic to recognize a research strategy as deliberated by Saunders, et al., (2009). The researcher gains a directional guidance to be followed in the process of the research. 
Saunders, et al. (2009) theory makes available the following options: attitudes, methods, policies, selections, time horizons, that can be conducted to give the research assistance in gaining entry to the optimum context of data.

3.3 Research Approach and Purpose 


Saunders et al (2009) state that a deductive approach shapes the qualitative research process, which build upon on an existing grounded theory. Whilst the researcher acknowledges that there is an element of qualitative research using the CSR report (Appendix 1), the researcher is aware that the research will be appropriate in the form of an inductive approach. This kind of approach utilises research questions in a form of a survey to thin the overall focus of the study, in this case CSR is a broad range of differencing aspects. The inductive method embraces an investigation of potential configurations and recurring actions and then cultivates an overall theory as a result.  

The researcher will use the inductive approach’s methods to allow change within the investigation; Bryman (2011) states that intensified adaptability, within the inductive approach, is possible. The previous observation gave the researcher insight into the reasonability of the plans to gather data, which is vital to the exploration, and subsequentially formed a conclusion from examining the CSR Report (Appendix 1). Within this research there was not any hypothesis or theories to which the researcher had to develop the conclusion around.
Exploratory research was detected as the most appropriate sort of research. Studies of this kind are significant methods for highlighting a overall sense of what is taking place and attaining perceptions of the research. This style of investigation is supportive in obtaining a precise issue. These investigations are adaptable enabling the examination to adjust the course of the research if required (Bryman, 2011). 
This exploratory examination was reasonable as the researcher expected to pick up a comprehension into the branch of knowledge. Besides, there were two strategies for information gathering utilized. 
3.4 Primary and Secondary Research 

The process of gathering data first hand is referred to as primary research, which is specifically made according to the investigation. Secondary data is a collection of previous studies and other sources. Studies of research nature can comprise of both of these two types of data or can take use them individually (Schindler, 2014).
For this thesis, the researcher has acknowledged that both primary and secondary research is required. The necessity of the secondary research is highlighted by the mass content of the Aldi CSR report (See Appendix 1); this relevant literature will supply the structure to inform and guide the primary research.
 
3.5 Research Strategy and Data collection methods 

The researcher establishes that there are two recognised research strategy: qualitative and quantitative.
Studies which endorse quantitative research analyse information that is mathematical. On the other hand, qualitative research investigates data in the method of a written format (Wilson 2010). Quantitative method is unbiased and emphasises determining actions, while qualitative methods are precise. Gathering quantitative and qualitative data can be done in many ways. 
Surveys were conducted as primary research in order to gather the information needed for this research. Surveys are made of queries put towards a participant who has agreed to undergo the questionnaire. With the researcher having control over the format of the questions, there is a lack of control over the participants’ answers due to the fact that these answers are fixed or structured in way which is more flexible (Schindler, 2014).
The researches chooses the best strategy of primary research which enables to accomplish the objectives (Saunders et al., 2009), according to the properties and time available. A deep analysis of literature is vital to describe and explore the research. Therefore, this thesis utilises surveys due to the fact that it is a suitable method to achieve the aim and objective of the thesis. 

3.6 Chosen Paradigm  

Sections that researchers make are an outcome from a premise of two principle ideal models of social research. The two principles are called ‘positivist paradigm (closed)’ and ‘interpretivist paradigm (open)’ (Denscombe, 2014, p. 2). The researcher selected the latter of the two, due to the fact that it empowers the possibility to scan for principles that individuals use to understand social circumstances (Cameron et al., 2009, p. 57). This type of research forms areas of knowledge into individuals’ convictions and experiences. The methodology of this thesis suits this exploration as it utilizes quantitative information (Denscombe, 2014) yet the use of literature as a replacement to any qualitative data will enable the deemed appropriate paradigm.
Vast majority of the questions will involve quantitative analysis however, the open-ended questions will be evaluated qualitatively.  
3.7 Survey Design 

In this survey there are twenty five questions in total, with a completion time of roughly eight minutes. The categories of the questions are the following: participant demographics, supermarket shopping habits, supermarket opinion, understanding of CSR, knowledge of Aldi CSR. From the answers, the researcher obtained qualitative data via participants’ responses; this collection allows wider quantitative information analysis. Therefore the survey format enabled the storing and analysis of the data in an efficient manner for the researcher.
3.8 Research Sample 

According to Saunders et al. (2009) the research is depending on a sample, which is reliable and reachable; therefore, it is not probable to gather information from the wider population. The word sample can be defined as a subdivision in relation to the population. 
Saunders et al. (2009) continues by suggesting that opportunity sampling is a variation of sampling, which can be defined as a non-profitability method. Following on from this, the researcher has selected an appropriate and suitable method which is the previously mentioned ‘opportunity sampling method’.
Those who participated in the data collection providing data for the researcher, found the survey online within the reach of the researcher’s social media reach. The researcher didn’t have direct access to the company, due to privacy reasons and also the researcher wanted an unbiased opinion. The main reason for using the general public and supermarket consumers in general as a sample is for the unbiased view and opinion, this allowed the information to be reliable.  
The resources for this study, which are reliable and accessible, are somewhat limited due to the fact that Aldi CSR reporting has not been an ongoing practice for a large quantity of years, and the business were not willing to engage with a formal interview. Subsequentially the researcher acknowledged the need of participants for the research, which then will be within the public domain. This requirement then lead to the use of non-probability sampling which is a technique utilised where there is no apparent sample frame. 
The number of responses were limited due to the time constraint on this research. The minimum of surveys to be completed by participants was one hundred. If there was not a time constraint on the research, there would have been a possibility to carry out an interview which would have offered consideration towards additional data. 
3.9 Time Horizon 

The use of a cross sectional method instead of a longitudinal method was within the researcher’s remit. To understand the choice made by the researcher, it is vital to define what these methods mean. Longitudinal is ‘commonly’ employed in researches that consist of a long time frame, with annual data collection (Horn., 2012). 
On the other hand cross sectional method is needed to answer research questions or to fill gaps within past researches. According to Saunders et al. (2009) this format requires the data to be collected over a number of days, weeks or months. Due to the time constraint on this project, the time horizon selected above was the best suitable to the research and the context of the research undertaken. It’s more suitable to a shorter time frame due to the collection research method. 
3.10 Data Analysis 

The surveys were collected and stored using the secure Google Docs system, which allows the researcher to clearly see the data in different formats; charts, graphs and a spreadsheet. 
The researcher will use two main analysis techniques. On one hand a cross analysis, which allows the research to gain further insight by forming an overall summary. For Veal (2005) affirms that this type of summary lends itself to be employed to obtain deep looks into tendencies and patterns, and then will form the foundation for future statistical comparisons. Secondly the use of a keyword search will provide access to understand the wording used constantly within the CSR report (Appendix 1). 

3.11 Pilot Survey 

Before the final distribution of the survey, there was a trial of the survey amid colleagues to guarantee the stability and to gather opinions on improvements and areas of strength. 
Daniel & Sam (2011) suggest that a trial of the survey should be carried out on a smaller scale before the certified distribution because it indicates to the researcher of any potential issues and subsequentially allows final alterations. 
An undertaking of a pilot survey is somewhat vital because this data collection method (survey) will not allow respondents to request explanations of unclear elements (Thomas, 2003).
The complete survey can be seen within Appendix 3.

3.12 Reliability & Validity 

Research-based reports, such as this one, should have valid and credible results and findings, which then should be able to undergo scrutiny. Sanders et al. (2009) state that to guarantee reliability and to minimize the chance of attaining inappropriate result is based on the two elements surrounding research design, which are: reliability and validity. These facets are vital of conducting research. Bryman  recognizes that reliability is based on the possibility of the information gathered is repetitive. 
Validity is reliant on the veracity of the final deductions made after the research. Kirk and Miller deliberate how significant is that the overall thesis would be considered as a valid, reliable and correct piece of academic literature. The literature review was the foundation of the understanding, which the researcher then used to design the survey. Kirk & Miller (1986) add to the previous point that questions should be unbiased and reviewed by an experienced dissertation supervisor, to ensure that no errors would be included; the researcher has done both of these points. 
Designing the survey questions and the format was taken under extreme nature, this is due to the researcher not wanting to cause biases. 
Remaining unbiased was one of the researcher’s main concern and focuses on ensuring that the surveys were completed with a simplistic fashion designed to allow the participant answer at their own will. Before the distribution of the surveys, the researcher and dissertation supervisor operated in a cohesive manner to make sure that the survey was in line with the previous criteria in relation to the aspects of reliability and validity; thus eliminating the possibility of participant error and invalid answers (Denscombe, 2014). 

3.13 Limitations 

The primary research within this thesis a limited time frame, which restricted different areas of possible research. The first restricted area was the sample, due to the fact that it would not be a representation of the entire retail sectors and the consumers; for the reach of the researchers’ distribution was constricted by the time frame. Saunders (2007) elaborates further on this by stating that the researcher’s aim and research would give a possible insight into the questioned industry, whilst maintaining no biases. 
Secondly, the constraints did not enable the researcher to conduct primary research among a vast quantity of potential demographics. The willingness of respondents was also another limitation due to the fact that some potential participants within the demographics would not participate in the survey.  Denscombe (2014) classifies an approach which is known as a “fairly self-contained’; the researcher implements this approach. Case studies have sometimes be criticised due to the fact that assumptions are usually regularly implemented; with this approach there may be benefits. The implementation of the case study approach within a thesis of this size and scale develops the researcher’s flexibility and method of defining, cultivating, and testing a theory. 
3.14 Ethical Considerations 

Within the research proposal of this thesis, an ethic form was completed (See Appendix 6). The ethic form guaranteed that all ethical reflections and deliberations were discussed before the start of the research (Horn, 2012). In this case of research there is a minimal risk of potential ethical hazards. Consideration was made about the vulnerable population, which may be reached by the distribution of the survey. Therefore, participants would be voluntary and over the age of eighteen, with all data collected stored anonymously and protected by password systems to gain access to a computer and the relevant software (Google Docs).

3.15 Summary


Within this methodology, the researcher had underlined the requirement and the necessity of using quantitative and qualitative research approaches, which will permit to obtain an enhanced knowledge and access to the data of the research topic (Denscombe, 2014). By conducting surveys with open members of the public the research can collect primary data from consumers of the UK supermarket industry.
The next chapter reviews the data collected by the survey to form a data analysis. The aim of Chapter 4 is to understand the results of the participants from the survey and an overview on Aldi’s released CSR reports using keyword searches.



















[bookmark: _Toc8658197]4.0 Chapter 4 - Data analysis and findings

[bookmark: _Toc8658198]4.1 Introduction 

The primary research conducted by the researcher will be shown, expressed and analysed within this chapter. The research consisted of a survey, which was distributed online, that regards CSR and Aldi. The sample was made of 141 participants. The overall analysis of this primary research data will include an oversight of the data provided by the participants.

This chapter will address the results of the researcher’s primary research which involved the online distribution of a survey regarding CSR and Aldi. There was an overall sample of 141 respondents who are members of the public who are consumers within the supermarket industry. Drawing analysis from common responses to the questionnaire will aid the overall analysis and provide an extra detail to the qualitative data collected.
The following results will be analysed, correlated and interpreted by the researcher in order to complete following objectives of the dissertation:
5. To evaluate CSR policies and practices at Aldi by conducting a survey of supermarket shoppers.

6. To synthesise extant literature and primary research to make recommendations for Aldi in the UK, to achieve a greater understanding and awareness from consumers of Aldi’s principles and practices.

Please note that the data will be presented within the format of a percentage (number of participants) for the benefit of the researcher to indicate the results and for the use of cross-referencing.
The survey can be formatted into four general sections that will accomplish different purposes for the research: Questions 1, 2, 3 and 4 are used to understand the overall and different demographics of participants; questions 5, 6, 7, 9, 10, 11 and 12 are to discover the general supermarket shopping habits, choices and basic opinions of general statements; questions 8 and 13 are to establish the understanding and awareness of which the participants have of CSR; and questions 14, 15, 16, 17, 18, 19, 20, 21, 22, 23, 24 and 25 focus on Aldi and the awareness of its CSR practices and principles, and the participants views this will allow the researcher to evaluate the effectiveness of these principles.  
Due to the large quantity of questions, the researcher only shown only a number of the charts and graphs which are directly relatable to the direction of the research (See the others within appendix 4) . Tthe researcher has also briefly analysed the results in certain cases there will be more information in Appendix 5 tThis in-depth analysis isn’t for every question just for the results which related and will be key to understand the overall survey and outcomes.


[bookmark: _Toc8658199]4.2 Data Analysis – Survey 
[bookmark: _Toc8658200]4.2.1 Basic Demographics 
4.2.1.1 Gender of participants 
[image: ]
As the table indicates there were 87 female participants and 54 male participants. (See Appendix 5 for more detail).
4.2.1.2 Age of participants
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D6D62BC4.tmp]

This chart shows the age ranges of participants, 18-24 was the highest age range in relation to number of participants, it is 38% of the participants. (See Appendix 5 for more detail).



4.2.1.3 Educational background of participants
 
[image: ]

This pie charts highlights to the researcher that just over half of the participants have or are currently an undergraduate education. (See Appendix 5 for more detail).

4.2.1.4 Personal income of participants
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D34F6048.tmp]
This chart indicates to the researcher that the biggest percentage of age is 1-24 at 38%, 52% of the participants are studying an undergraduate or have one , 56% of the income is less than £20,000. (See Appendix 5 for more detail).


4.2.1.5 Demographics conclusion

Considerable analysis of the demographics data collected can be found in Appendix 5. Here is an overview of the main demographic findings. 
Firstly, this data will be linked with other questions later on due the importance of awareness, knowledge and understanding, with the previous analysis of age, the researcher can base further findings with the finding of these questions (See Appendix 5). 
Secondly, this demographic data highlights that there is a underlining link, from the researcher’s reach with the survey, as the researcher matches aspects of the higher percentage of outcomes.



















[bookmark: _Toc8658201]4.2.2 General Supermarkets
Shopping habits allow the researcher to investigate which supermarket the participants take their custom to, this can also be crossed reference with the basic demographics from example the personal income (See Appendix 5 for more detail).
4.2.2.1 Shopping frequency 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\F692E3CB.tmp]

This data collected indicates to the researcher that the participants shopped mainly, once a week 39% and twice a week 34.8%. 






4.2.2.2 Supermarkets visited 
Add a ranking from how high these supermarkets rank ethical consumers rank CSR Chapter 2?
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D6825BD5.tmp]
The researcher has collected the data and put it in the following table due to the figures above not combing participants’ additions together.
[image: ]
Percent (141*) – This column is the percent of the 141 participants who chose the option. (Example 76% of the participants selected Tesco). 
Percent (429*) - This column is the percent of the overall count of sections made.
To understand this chart in detail the researcher is going to base some of the analysis with previous data, the income of the participants is key to the choice to where they shop. This is due to the available expenditure, 56% of the participants have a personal income of £20,000 or less. This is then shown by the popularity of the like of Aldi and Lidl both of which are known as ‘discount’ supermarkets (Thompson, et al. 2012).
4.2.2.3 Preferred supermarket
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D24D55DA.tmp]
This chart highlights to the researcher the overall preferred supermarkets to the participants, it is clear that both Tesco (31.2%) and Aldi (27%) are the two most preferred supermarkets. (See Appendix 5 for more detail)
The researcher put the first supermarkets in the order of the current supermarket rankings to show how this demographic compares to the overall market share. 
[image: ] 
This table shows the difference in the market share and the participant’s choice of preferred supermarket. The colours are the results of comparing both columns and the difference, more is green and less is red. (See Appendix 5 for more detail).



4.2.2.4 Factors involved with supermarket choice 


1 – Least important, 5 – Most important 
This bar chart highlights multiple aspects of choice, the researcher has seperated below each section. This data is more accessible when it’s been broken down into subsections (See Appendix 5 for more detail).
The overview of the data is that participants feel that the most important factors are price and quality, this can be related to the preferred supermarket section (4.2.2.34) as Aldi represents the lower price point and quality, and in addition Tesco. 
4.2.2.5 Areas of improvement within supermarkets 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D975984F.tmp]
This chart shows the areas and quantity in which participants believe supermarkets can improve in.

4.2.2.6 Supermarket statements
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\3BBF5635.tmp]
These are the statements highlighted in chapter 2, the ‘Unhealthy confectionery, snacks, and sweetened beverages are prominent in supermarkets’ was the most agreed with statement.
(See Appendix 5 for more detail).

4.2.2.7 Trend influencing 
How much do you think the supermarket industry is influenced by the changing trends of public awareness of possible pollution issues? (1 not at all, 10 a great deal)

This chart is based on the scale 1-10 based on the participants view if the supermarket industry is influenced by the public awareness of pollution issues.  












[bookmark: _Toc8658202]4.2.3 CSR concept 
The researcher was interested to see what the open public what think CSR meant, or the understanding which people had of it. It was an open question within the survey to allow participants have open input. 
4.2.3.1 Participant definitions of CSR
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\52000C55.tmp]
This is a representation of the open answers the researcher received from the participants of their understanding of the concept of CSR. 42 of the participants were either one of the following: No understanding, Nothing, N/A, Unsure, No idea, question mark.
4.2.3.2 CSR Reporting awareness 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\FB7A85DD.tmp]
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[bookmark: _Toc8658203]4.2.4 Aldi Section 
Within this part of the data analysis the researcher will investigate the result of the questions within the Aldi section of the survey.
4.2.4.1 Awareness of the CSR aspects of Aldi's business practices
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\9018ED.tmp] [image: C:\Users\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\423C6739.tmp]

The aims and objectives of the research is to investigate the CSR practices of Aldi and evaluate them, and this negative awareness of the practices is a huge stumbling block. The fact that 83% of participants are unaware and linking it with the fact that 27% (4.2.2.3) chose Aldi as a preferred supermarket highlights the following statements.
· CSR aspects of supermarkets are not known widely.
· Aldi customers are unaware of the practices of Aldi.
(See Appendix 5 for more detail) 
4.2.4.2 Aldi operational manner 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\E7070683.tmp] [image: C:\Users\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\BBCBDFB3.tmp]

The researcher was to the highlight that 35 participants didn’t select an answer which can be presumed that they didn’t know the manner in which Aldi operate. This indicates that people are aware of the manner in which Aldi operate, on the other hand 44 participants believe that they don’t operate in a socially responsible way, this is linked to Aldi charitable commitments (4.2.4.9).
4.2.4.3 Awareness of Aldi's charitable commitments
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\3BBBC689.tmp] [image: C:\Users\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\7DA6369D.tmp]
This chart above highlights that the vast majority of the participants are unaware of the charitable commitments of Aldi. 
4.2.4.4 Should Aldi introduce bio-gradable carrier bags
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\B3DCDFE5.tmp]


This pie chart above is a visual aid to highlight the large percentage of responses which are for Aldi introducing bio-degradable bags. (See Appendix 5 for more detail
4.2.4.45 Awareness of any environmental commitments which have been published by Aldi 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\9F5E9393.tmp]
[image: C:\Users\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\FBD48E77.tmp]

The researcher ask this question in direct relation to the CSR report and awareness of it, the fact that only 112 out of the 141, could lead to misrepresentation. Yet the researcher makes to it clear that 78% of those who answer are unaware of any published documents, posters, online new and reports. 
4.2.4.56 Awareness within the Aldi supply chain
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\B804F345.tmp]
This chart highlights that 40.4% of the participants are unaware of any of sections within the Aldi supply chain, yet 30.8 and 29.8% are aware of sourcing and farming, which shows Aldi have advertised this in such a way that some of the participants are aware of it.
4.2.4.67 Aldi statements application to participants
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\ACE2CA9B.tmp]
This chart demonstrates a multiple aspects to the researcher, firstly 31.8% of the participants selected none of the above which is a large percentage of the overall percentage. Secondly 30.8% believe that Aldi are committed to employees and 33.6% believe Aldi listen to customers on matters which regard responsibility.  



4.2.4.78 Rating Aldi CSR practices
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\E188DA61.tmp]
This chart highlights that 47.7% of the respondents think Aldi’s current practices rate in the middle of the range, 29.9% believe that their current practices are past the middle ground are more of a 6/7 out of 10.

4.2.4.8 9 Awareness of Aldi statements 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\8E246C17.tmp]
This chart highlights that 56.3% of the participants are unaware of any of the statements, the main statement which participants recognised was that Aldi are the official sponsor of team GB with 37.5%. Yet the massive fund raising for Teenage Cancer trust was only known by 4 participants, this is a massive indication of not publishing this achievement correctly. 

4.2.4.10 Labels on Aldi products 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\CA3C753.tmp]
This chart is related to the assured labels in which Aldi have been accredited from chapter 2. There are two labels which have been seen the most by respondents, Red tractor (64%) and Fair trade (60.4%) 


4.2.4.11 Aldi usage of plastic packaging
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\AA77803B.tmp]
76.1% believe that Aldi over use plastic on packaging, this is against 21.1% which believe they don’t over use plastic. 
(See appendix 5 for more detail) 
4.3 Survey conclusion 

The overall outcome of this data collection and the previous analysis is that participants are mainly unware of the Aldi CSR policies and practices. This will be discussed further within Chapter 5.
4.2.4.12 Possible traits Aldi should possess 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D7E2ABB7.tmp]


The researcher based these categories from the Aldi CR 2017 report (Appendix 1), as it is key for the researcher to find out how consumers view Aldi and the traits it should have.  There are two major trends, one is ability to prioritise environmental impact (34.5%) and respect for employees (22.7%).
[bookmark: _Toc8658204]4.43 Data Analysis – Literature

In this section of the analysis the researcher decided in investigate the Aldi CSR report (Appendix 1) for the reasons which are highlighted in Chapter 2, this analysis allows the researcher to highlight data which can be used to base foundations on.

4.4.1 [bookmark: _Toc8658205]4.3.1 Key words in relation to CSR

The researcher ran an organic search which Hemann and Burbary state is a search of pages ‘that are tied to a specific keyword.’
Researcher has decided one of the data analysis elements will consist of the use of ‘key’ words associated with CSR, to develop an understanding regarding Aldi’s wording and actual usage of these words.
	Word
	Amount of times used

	CSR
	1

	CR
	171

	Environment
	79

	Susainable(ility)
	92

	Energy
	30

	Green
	41

	Responsible(ity)
	61

	Emission(s)
	85

	Waste
	41

	Community
	38

	People
	39

	Well-being
	8

	Supply chain
	62



For the actual context of the report the usage of these words is quite low in compared to expectation, this could be to do the difference of understanding the concept of CSR. It could be the researcher’s over estimate of what the word count would be.
This could be related to the fact that Aldi could be aware of the issue of consumers not being aware of academic definitions of CSR, and the branches it covers. This could be proven by the survey sections based on awareness of CSR reports (4.2.3.2 and 4.2.4.5 for example). 







































[bookmark: _Toc8658206]5.0 Chapter Five -– Discussion

This chapter will primarily address the third objective of this thesis:
The following chapter has the aim to address the third objective of this thesis:
3.  To synthesise extant literature and primary research to make recommendations for Aldi in the UK, to achieve a greater understanding and awareness from consumers of Aldi’s principles and practices.
The results of the online survey will be studied and analysed further, also combined and compared to the literature deliberated in Chapter 2, together with the CSR report (Appendix 1).   

3.  To synthesise extant literature and primary research to make recommendations for Aldi in the UK, to achieve a greater understanding and awareness from consumers of Aldi’s principles and practices.
The main findings of the survey will be analysed further and more in-depth, also synthesised with previous academic literate discussed in Chapter 2 alongside the CSR report (Appendix 1).   

[bookmark: _Toc8658207]5.1 Main Findings
[bookmark: _Toc8658208]5.1.1 Low income expenditure in discount supermarkets

The researcher understands that the question on educational background, can be a ‘proxy’ for the income of a participant. It is argued that the educational level gives an impression of the respondent’s income, or more generally its socio-economic status (Dobronte, 2013). At the micro level the agents and units of interest are typically individuals and households and activities of interest are economically productive activity, consumption activity, saving and capital accumulation. (Jenkinson, 1998)
As stated in chapter 2 and in relation to the overall direction of this research, Aldi are a ‘discount’ supermarket, this is stated within its own name ‘Albrecht Discount’. The income is vitally important for later analysis (Supermarket preference). The following section of the participants; age, education and income, can all be interlinked. The biggest percentage of age is 1-24 at 38%, 52% of the participants are studying an undergraduate or have one , 56% of the income is less than £20,000. These elements put together highlight to the researcher the following observations, firstly that there could be the possibility that there are a quantity of students and recent students who are on a low income which effects the shopping habits due to lack of personal expenditure. Finally, the fact that over half (56%) of the participants earn less than £20,000 has a direct effect on the shopping habits. Lautiainen (2015) states ‘The income level affects what consumers can afford and the perspective towards money’
This finding literally points at the spending of low income household’s towards price related factors (4.2.2.4) it has been noted that participants believe priced is very important when choosing which supermarkets to shop at.
[bookmark: _Toc8658209]5.1.2 Aldi CSR principles

As stated in the aims and objectives the researcher was going to analyse the CSR practices undertaken by Aldi. The researcher is aware that the CSR report (Appendix 1) will be biased due to the fact it is written by Aldi for Aldi, yet there are some independent audits within the report, yet Aldi could leave out sections which reflect negatively.  The researcher will discuss section by section and highlight the positive aspects and areas for more insight which Aldi may have not included due to reasons, in Chapter 2 there is a chart highlighting Aldi’s rank with areas of weakness this will be used as a guidance. The table is colour coded, green for top rating, amber for the middle rating and red for bottom rating.
Environment
Environmental reporting this on the table was an amber score which the researcher has developed the reasoning as that the reporting format and process has only been introduced recently as the data given by Aldi in the CSR report is the past three years, which could highlight the neglect of reporting in the past. 
Genetically modified section was given an amber rating, yet so were the other supermarkets on the list, this could be to the fact there may not be good or bad practices undertaken by the supermarkets. 
Organic was given the top rating and within the CSR report (Appendix 1, page 86) there are huge indications of the progression which Aldi have undertaken to improve organic sourcing. Fish sourcing for example the percentage of sales of certified aquaculture products is one of huge progression, 38.25% in 2015, 55.68 in 2016, and 64.38% in 2017.
Nuclear Power was given the top rating this is then interlinked with the CSR report yet again, with the topic of refrigeration (See Appendix 1, page 68) Aldi have implemented ‘efficient technology, electronic controls, and continuous monitoring of electricity consumption help us to save both costs and energy and thereby avoid unnecessary emissions.’
Animals
Animal Welfare this was given a bottom rating yet Aldi have got certification from recognized animal welfare organisations in Chapter 2. This could demonstrate that Aldi have issues which haven’t be resolved within its supply chain or this rating was done without the knowledge of the ethic within the supply chain of Aldi.
Vegetarian section of Aldi ethic was given a top rating this is down to the large amount of products Aldi have introduced which are an vegetarian, this is can be related due to the maximisation of profits. 
People
Human rights this section was given a bottom rating yet Aldi report great improvements within its supply chain with auditing system into the human working conditions. Yet there is no date on the table, Aldi improvements could have been a result of this information are error within its supply chain.
Political Donations was given a top rating, this could be related to the philanthropic aspects of Aldi’s business, all the money it’s raised for different charities etc.
Armaments this section was given a top rating due to the fact Aldi aren’t involved with this ethical area of operation.

Other 
Boycott this is the Ethical Company Organisation’s opinion whether to boycott Aldi or other supermarkets on this list, Aldi have a top rating so the organisation does not recommend boycotting Aldi for ethical practice issues. 
Other Criticisms this was given the bottom rating, these criticisms aren’t stated yet the researcher wants to express what these could be by reviewing the survey and literature. 
Firstly the fact that respondents to the survey highlight that they believe Aldi over use plastic on packaging and should introduce bio-degradable bags, these areas are possible areas of criticism. Secondly Aldi haven’t been reporting before 2014/2015 this is made apparent with the key figure section and the dates shown on the comparison tables or this could be that Aldi were operating in such a manner which wasn’t a good standard compared to current operations. Finally as stated this table ranking could have been before the improvements implemented by Aldi, so it’s outdated to what Aldi have changed. 
Ethical Accreditation, Aldi was given an amber rating of 54 which shows the improvement of areas, yet as the researcher highlighted the Aldi CSR report states multiple aspects of improvements in area this table suggests Aldi struggle with ethical.
[bookmark: _Toc8658210]5.1.3 Unawareness of Aldi CSR commitments and practices

One of the main findings of the survey is the overall lack of knowledge towards Aldi and its CSR practices. It is highlighted among the first related question towards the awareness of any CSR reports published by any supermarkets which 94.3% of the participants we not aware of any. This was the first indicator to the researcher that the participants may not be aware of any Aldi’s operations, commitments and principles. This is then followed by multiple questions were the participants were unaware of the practices, the researcher does take into account that not everyone who was answering the Aldi section shopped there due to the fact that the data collected previously on supermarket shopped at.
With this in mind the researcher has developed the understanding that even if the participants do not shop at Aldi there should be some basic understanding of its practices. Yet throughout the questions related to the awareness of Aldi CSR operations participants were unaware, yet Aldi advertise these on section of the website (Aldi Website 2019)(See Appendix 2) it is notn’t the first thing that people will see when they go on the website.  
This whole issue of participants can be directly related to the following statements:
· Aldi don’t see the reason in advertising CSR achievements and operations
· Aldi are unaware of the lack of knowledge among the consumers 
· CSR is not what Aldi are focusing on as a business 
These statements can be broken down;
Firstly, Aldi don’t see the reason in advertising CSR achievements and operations, this could be related to the consumer of the Aldi brand and idea. The income related to the shopping habits understood by this researcher does not represent the whole population it is only a sample but Hymann (2019) states ‘The supermarket is as strong with affluent people as it is with people on low incomes’. This could be due to special buys and the wider range of priced products, from basic to specially selected ranges. Aldi are a supermarket with prices which are overall much lower than the likes of Tesco, Sainsbury’s and Co-op, this is then lead on the adverts which are produced, comparing prices. The Aldi direction has amassed consumer which have changed shopping habits for lower prices even if they can’t get the brands they are accustomed to.

Secondly, Aldi are unware of the lack of knowledge among the consumers this statement is in direct relation to the survey which highlighted the multiple aspects which participants were unaware of. This could be down to the previous statement that Aldi aren’t interested in the consumer understanding due to the price point. The researcher believes that Aldi are committed to the community around to due to the quaintly of money raised for Teenage Cancer Trust, this highlights that Aldi do care about its CSR principles. The question is whether Aldi understand the lack of knowledge or whether they care if consumers know, but as a modern day consumer. Epstein-Reeves states in 2010 that ‘More than 88% of consumers think companies should try to achieve their business goals while improving society and the environment’ and in addition he continues to state ‘83% of consumers think companies should support charities and non-profits with financial donations.’ Due to the these statements it could be that Aldi are publishing their CSR commitments and achievements in the wrong channels where consumers won’t look into, it could be Aldi should do a wide range of adverts across different channels available to increase consumer awareness.

Finally, CSR is not what Aldi are focusing on as a business this statement interlinks to comments made previously about Aldi’s focus on price point. CSR can be a costly thing to implemented for example the audits which Aldi carried out internally and externally must have had costing towards it, the change of the production of a product, these two elements are basic understanding of Aldi’s progression which can be seen with the CSR report (See Appendix 1).
There are reason how CSR when implemented correctly can reduce costs over a period of time. Rangan, et al (2015) state ‘Thus they may—but don’t always—increase revenue, decrease costs, or both. Examples include sustainability initiatives that reduce resource use, waste, or emissions, which may in turn reduce costs; and investments in employee working conditions, health care, or education, which may enhance productivity, retention, and company reputation.’ This could be an outcome with further reduces the price point of products or yields a greater income. This could put the question forward, whether Aldi are in this for the ‘greater good’ or profit driven, the survey has a question with a link to this theory. 18.7% of participants believe Aldi aren’t just profit driven, this gives the researcher the insight that 81.3% believe that Aldi are just profit driven.  








[bookmark: _Toc8658211]6.0 Chapter Six – Conclusion 

This final chapter of the thesis contains the following closing discussion of CSR polices and practices of Aldi, and conclusion of opinion for the participants of the survey. This chapter also contains a discussion of each individual objectives with an analysis on the completion of the objectives. The limitations of the study will be investigated and measured, as these limitations will the be followed by the recommendations for further study within the field of research. 
This chapter will discuss the CSR practices of Aldi and the opinion of Aldi consumers, in accordance with findings of the survey that was collected by the researcher and synthesised with previous academic literature and the Aldi CSR report. The chapter will also discuss the fulfilment of the aims and objectives of the thesis. The limitations of the study will be observed and considered, as will the implications of this research for academia and practitioners and the subsequent recommendations for future study will be made.

[bookmark: _Toc8658212]6.1 Summary of Main findings

The analysis of the quantitative data collected alongside the literature available in the form of Aldi CSR report (Appendix 1) revealed multiple stimulating and relevant findings to underpin the literature adjoining this topic area. Firstly, it is perceived a correlation between personal income and the choice of preferred supermarket, this is demonstrated within the results and the discussion. As the researcher distinguished that the participants of the survey based the ethical factor towards the choice of supermarket after the price and quality of the products, this highlights the consumer behaviour. 
Secondly, the comparison of Aldi principles and practices to the table in Chapter 2, demonstrated the weaknesses within the Aldi operations with the literature from Chapter 2 it allows a wider understanding. The researcher raised issues with the use of the table to compare off due to the possible date of release, Aldi have only recently implemented the CSR principles and obviously over the years improved aspects of the operations within the practices and polices this is shown throughout the progression of data (See Appendix 1, pages 77-100).
The data collection and analysis highlighted the main finding of the research with is the lack of awareness among the participants of CSR, and mainly Aldi’s practices and principles. This is highlighted in direct questions in the survey and the combination of the data, which is then discussed proves to the researcher that there is a massive issue and concern on the part of Aldi. This is due to the fact that Aldi have implemented and improved aspects of the business operations over the past few years to benefit themselves and the wider community, environment surrounding the business, yet have not communicated these achievements in the right manner. 

[bookmark: _GoBack]
[bookmark: _Toc8658213]6.2 Aims and Objectives 

[bookmark: _Toc8658214]6.2.1 Objective 1

1. To conduct an extensive literature review examining CSR and CSR policies and practices at Aldi.

This first objective was accomplished in this thesis by the researcher via Chapter 2: it was used the Aldi CSR report (Appendix 1), and a vast range of articles, journals, webpages and text books. These previous academic literature and supporting literature developed a detailed summary of the subject area for this research. The researcher established a suitable foundation for this thesis with a well-informed direction of study, by the following sections being implemented: an overview of related theory of CSR and CSR models, Aldi’s CSR policies and practices and issues of CSR within supermarkets.  
Objective 1 was achieved by the researcher in Chapter 2 of this thesis: a detailed summary of the academic literature adjoining this subject area was discussed, using the Aldi CSR report (Appendix 1), a wide range of well-respected text books, online articles and peer-reviewed journals. The overview of related theory of CSR and CSR policies and practices within Aldi, which provided the appropriate foundation for this thesis, and informed the direction of study.

[bookmark: _Toc8658215]6.2.2 Objective 2

2. To evaluate CSR policies and practices at Aldi by conducting a survey of supermarket shoppers.
The second objective stated above was completed by the circulation of the online survey which rendered 141 responses from participants, who were consumers of the UK supermarket industry. Chapter 2 enabled the researcher to develop an appropriate methodology with was considered and assembled in Chapter 3. The results of the survey were analysed within Chapter 4, and a critique of the results was conducted within Chapter 5.  
Objective 2 was accomplished by the distribution of the survey that gathered 141 responses from consumers of the UK supermarket industry. The methodology relating to this research is developed and deliberated in Chapter 3 of this thesis, and Chapter 4 analyses the results of the survey in order to understand the CSR opinions and view towards Aldi’s polices and practices in this context.

[bookmark: _Toc8658216]6.2.3 Objective 3 

3. To synthesise extant literature and primary research to make recommendations for Aldi in the UK, to achieve a greater understanding and awareness from consumers of Aldi’s principles and practices.

Objective 3 was mainly fulfilled within Chapter 5, where the findings of the primary research which was undertaken, and the Aldi CSR report (Appendix 1) were synthesised. The discussion developed the basis for the consideration of the implications of the researcher for organisations and academics, and recommendations for further study, both of these elements will be discussed supplementary in the subsequent sections below. Chapter 5 was where this third and finally objective was conducted and finalized. Chapter 5 contained the findings of the research, which were discussed in relation to the overall evaluation of the literature and the main findings of the survey. This discussion provided the researcher with a basis which could be used for the implications of the researcher for organisations, alongside recommendations for further study. These two elements are discussed in the sections below.


[bookmark: _Toc8658217]6.3 Implications of research 

The findings of this research have multiple implications for both academia and the supermarket industry in the UK, mainly Aldi, the wish to implement CSR policies and practices within its business operations. It supports current literature and provides an additional approach to a case study regarding CSR in Aldi, but it also highlights the areas of weakness and improvements for such principles and policies. This understanding suggests that if Aldi fix these issues and make consumers more aware of the CSR policies and practices within its operations then it could be an advantage point over its competitors to go alongside the price point advantage which they currently hold. 
The findings have all indicated the limited efficacy of understanding and knowledge of CSR within consumers. Therefore it has been highlighted that low income will be a factor on the choice of supermarkets this is a factor which picked over ethical practices as more important to the participants of the survey. Going forward it will be vital for Aldi to commutate the CSR principles and practices in operation for the growth of awareness among existing consumer and possible potential consumers, who may decide to shop at Aldi due to its operations.  

[bookmark: _Toc8658218]6.4 Limitations 

The limitations of this research can be directly related to the issues raised within the methodology: time frame, sample size and collection type. 
Firstly, the time frame of research was a limitation due to the fact that the researcher could not conducted a prolonged primary research, which could have included an interview or focus groups. These aspects would then provide the researcher a more in-depth analysis and understanding of the subject area. 
Secondly, the sample size; this aspect of the primary research was an underlining limitation as the demographic sample was not an overall sample which could have been accomplished with the use of paper surveys and sharing the online survey across different online platforms to research as many people as possible, 
Thirdly, the method of approach; the research used a mono-method of primary research which provided only quantitative data. This method was satisfactory in the terms of reaching the overall aim and the objectives of this thesis, for it did provide an insight and reliable data; yet it was limiting within certain aspects. 
Finally, the complex nature of the subject area of research. CSR is a vast topic area as stated in Chapter 2 with the array of different and conflicting definitions. This may be a vital limitation in this researcher as the survey highlighted the lack of aware of CSR, and CSR within Aldi’s practices and polices
A key limitation of the research was the use of a mono-method approach, this allowed the collection of only quantitative date. This was adequate to reach the aims and objectives of the dissertation and provided both interesting and reliable data. Alongside the use of the CSR report produced by Aldi there was no qualitative data collected for example an interview. The nature of the survey may have had an impact of the respondents understanding of the question put forward to them, despite the researcher’s efforts to design and format the survey in a clear and concise manner. This understanding could then be seen that the participant’s responses may be based on a misunderstanding or a lack of knowledge on the topic area. 
A key limitation of the research was the use of a mono-method approach, this allowed the collection of only quantitative date. This was adequate to reach the aims and objectives of the dissertation and provided both interesting and reliable data. Alongside the use of the CSR report produced by Aldi there was no qualitative data collected for example an interview. The nature of the survey may have had an impact of the respondents understanding of the question put forward to them, despite the researcher’s efforts to design and format the survey in a clear and concise manner. 
At 141 participants, the sample size was adequate but could have been of a greater number to be of a full representative. This was an extra limitation of the study, as a larger sample of CSR aware and Aldi consumers could have increased the generalisability of the results.
The complex nature of CSR and the vast definitions/understanding of the concept may be a limiting factor of the study in itself. The understanding of the participants may all be different, some may not be aware of the external or internal factors which are inside the concept; thus, the respondents may not have been fully accurate in their responses in the survey and provided a skewed concept of CSR.

[bookmark: _Toc8658219]6.5 Recommendations for future research 


The recommendations for future research can be based off the limitations and outcome of this research. The sole use of a survey could lead to the future advancement by using interviews and other methods of primary research. The addition of an alternative method would allow a wider and larger analysis of the data alongside a deeper analysis of the CSR report (Appendix 1) would provide a deeper understanding and knowledge with this case of Aldi. 
Stated previously in the limitations, the distribution of the primary research could be improved and attain a larger representation of the population, which would allow further application of theory and literature. 

Finally, this research focused on the CSR operations of supermarkets, directly Aldi and surveyed participants on their opinions. It would be interesting to conduct further research on the other side, from the perspective of the supermarkets fulfilling the demand of implementing CSR operations and practices. This would allow the development of understanding both sides of CSR within the supermarket industry, the consumer and the business. 
This research was carried out using a quantitative approach and a brief analysation of the data in the report, in order to avoid the limitations highlighted in section 6.4, a repeat of the research with the inclusion of a qualitative data gathering method (such as a interview) would ensure the reliability of the data collected in this study, and allow a further understanding of Aldi’s practices and operations within the CSR area.
The distribution of the survey to a larger sample would ensure that the data found in this study is representative of the larger population of supermarket consumers, which would allow it to be further applied.
Finally, this research focused on the CSR operations of supermarkets, directly Aldi and surveyed participants on their opinions. It would be interesting to conduct further research on the other side, from the perspective of the supermarkets fulfilling the demand of implementing CSR operations and practices. This would allow the development of understanding both sides of CSR within the supermarket industry, the consumer and the business. 
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4. Personal Income per annum
141 responses

Less than £20,000 79 (56%)

£20,000 to £29,999
£30,000 to £39,999 9 (6.4%)
£40,000 to £49,999 6 (4.3%)
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£60,000 to £69,999

£70,000 upwards

Prefer not to say 11 (7.8%)
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8. When deciding to purchase from supermarkets, which factors do you consider to be
most important? (1 being least important and 5 being most important)
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9. | believe supermarkets can improve in the area of (Select multiple options
if necessary)

141 responses

Recycling 119 (84.4%)
Green energy
Packaging 120 (85.1%)

Community engagement 35 (24.8%)
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Improved working contracts
Union membership

Creche facilities

Toilets

Charitable causes
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10. Tick your agreement with the following statements which you find
correct.

136 responses

The horsemeat scandal of 2012
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11. How much do you think the supermarket industry is influenced by the
changing trends of public awareness of ...issues? (1 not at all, 10 a great deal)
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Are you aware of any CSR reports which supermarkets have
released?
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13. Are you aware of any CSR reports which supermarkets have released?

141 responses

® Yes
® No
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Are you aware of any Corporate Social Responsibility aspects
of Aldi's business practices

No





image41.png
14. Are you aware of any Corporate Social Responsibility aspects of Aldi's
business practices

117 responses

® Yes
® No





image42.png
Do you believe that Aldi operate in a manner which can be
called socially responsible?

Yes
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15. Do you believe that Aldi operate in a manner which can be called
socially responsible?

106 responses

® Yes
® No
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Are you aware of Aldi's charitable commitments?
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Number of participants
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16. Are you aware of Aldi's charitable commitments?

112 responses

® Yes
® No





image46.png
Do you believe Aldi should introduce bio-degradable carrier
bags?
No

Ma
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Do you feel that Aldi publish their environmental commitments
in any sort of way?
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18. Do you feel that Aldi publish their environmental commitments in any
sort of way?

112 responses

® Yes
® No
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18. Are you aware of any of the following within the Aldi supply chain?

104 responses

Human rights 13 (12.5%)

Improving working conditions 12 (11.5%)
Fight against modern slavery 2 (1.9%)
British and Irish sourcing 32 (30.8%)
Milk pricing 15 (14.4%)
Backing British farming 31 (29.8%)

None of the above 42 (40.4%)
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19. Which of these do you believe to be correct to you?

107 responses

Aldi are committed to
employees

Aldi are committed to take care
for the...

Aldi take pride in working with
chariti...

33 (30.8%)

9 (8.4%)
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Aldi aren't just profit driven 20 (18.7%)

Aldi listen to customers on

o
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20. Using the scale below, how do you think Aldi's CSR current practices
rate between one and ten.

107 responses
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21. Are you aware of any of the following statements?

112 responses

Aldi plastic bag sales raised
£775,000 ...

Aldi reached a £3 million
milestone rai...

18 (16.1%)

4 (3.6%)

Aldi have a 'waste' food
redistribution...

Aldi sponsored 'The Big Toddle'
eventr...

12 (10.7%)
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Aldi are an official sponsor of

0
the GB ... 42 (37.5%)

None of the above 63 (56.3%)
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22. Which of these labels have you seen on Aldi products

111 responses

Red Tractor 71 (64%)

RSPCA assured
Certified Sustainable Seafood 39 (35.1%)
Fair Trade 67 (60.4%)
Soil Association Organic 17 (15.3%)
None of the above 15 (13.5%)
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Do you believe that Aldi over use plastic on the packaging of
products?
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What of the following traits do you think Aldi should possess?

Communication of pri...
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