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Executive Summary

The intention of this document is to broaden the understanding of the culture and context of the workplace in order to enhance its potential within organizational standards. This report will provide critical assessment of the workplace culture of a selected organisation. It will also provide a critical assessment of the organization and boundary environment in which it operates. The report will also seek to evaluate the culture and ethical behaviour within the organization and to evaluate my own culture and ethical behaviour in relation to my organization. The report will demonstrate the application of an appropriate level of workplace critical thinking and conduct an evaluation. Lastly relevant management theories will be identified and integrated into the assignment.     



















Introduction
This report will provide enriched information about Lidl and its history as a fast-growing supermarket. It will look deep into the organisation culture, ethos and values along with some other factors which formulates the organisation as a super-fast developing supermarket with huge consumer demand.

The report will also provide insight into personal ethical standards, values and beliefs, how those develop and in what way it has an effect on others or the organisation. Information provided will be backed up with fundamental sources to create a profound understanding of the knowledge and understanding gathered from the development process of this report.  

Furthermore, the report will highlight depth evidence about Lidl’s social and environmental responsibilities. How or in what way Lidl meets or maintain those social and environmental responsibilities and the outcomes of it. Alongside this the report will contain vital information on how and in what way Lidl establishes a sustainable culture within the organisation. The importance of sustainability within organisation and how successful Lidl is at maintaining sustainability, alongside opinions of others in regard to sustainability.  


The importance of formal and informal relationship between department and people and its structure. What is formal and informal structure at workplace, the difference and the importance of the two factors. The report will contain a copy of Lidl’s formal structure in order to provide an insight into how Lidl may operate formally.  

Lidl’s communication channels for sharing information and building relationships. why communication channels are vital part of the retail industry and how it benefits the employer. How has Lidl taken advantage of communication channel in order to maximise their growth and build stronger and better relationship. The diversity in communication channel and how Lidl has been taking advantage of it in order to maximise their growth. 

Finally, the report will highlight what is MBO theory. The Core perception of the theory and how effective it is in order to take full advantage of MBO. How or in what way Lidl can use MBO theory to really thrive and grow in the retail the industry. To finish off the report will contain the SWOT and PESTEL analysis of Lidl and conclude the full finding. 

 


1.0 The chosen organisation and its history.  

Back in 1994 Lidl opened their first doors to UK consumers. Lidl works closely with their suppliers and feels proud of providing customers with the highest quality products at the lowest possible prices. Lidl is also passionate about finding local produce where possible, “and approximately two thirds of our products come from British suppliers” (Lidl, 2018)(Lidl, 2018).

The brand Lidl was first founded in Germany which has grown a lot and turned into one of Europe's leading food retailers. Below is a timeline of Lidl’s history:
1970: The first Lidl store opened in Germany with three workers in 1973, providing around 500 product lines. By 1979 Lidl opened six more making a total of thirty stores.
1980: In the 80’s Lidl opened 300 stores across Germany, with each store employing seven people on average and supplying around 900 product lines.
1990: In the 90’s Lidl started opening stores outside Germany, starting in France. “In 1994 we open our first UK store” (Lidl, 2018).
2000: Lidl firmly recognised its self as UK’s leading retailer as the number of British stores increased by large numbers.
TODAY: Lidl proudly supplying a network of over 700 stores in Britain, with 12 regional distribution centres supplying fresh, quality goods across the UK. Lidl is very determined to be “Big on Quality and Lidl on Price” (Lidl, 2018). Lidl has also partnership with NSPCC “working together to keep kids safe” (Lidl, 2018). Lidl provides customers with Contactless payment, friendly staff, bread baked daily and weekly offers. 






1.1 Organisational culture, ethos and values.

Reason why organisational culture are important: Organisational culture, ethos and values defines company’s internal and external identity. Organizational culture is about surviving company’s core values. The organizational culture can turn employees or critics into supporters. “A strong organizational culture helps you keep your best people” (Moseley. C, 2018). A good-functioning organisational culture support with onboarding. organisational culture, ethos and values transforms company into a team. “Culture impacts performance and employee wellbeing” (Moseley. C, 2018). 

Everyone at Lidl feels quite proud. Strong commitment to quality and proud of Lidl's achievements. Employees comment on the best things to work with Lidl in a recent survey, including some highlights “team culture, competitive salaries, loyalty and job security” (Lidl, 2017).
Lidl recognises that each employee is a piece in the Lidl puzzle, and every employee’s contribution is valued. Lidl nurtures a culture of respect and supports employees to respect themselves. Lidl believes that “Discount prices certainly don’t mean discount careers” (Lidl, 2017). Lidl promotes and enables long- term career prospects and a growing atmosphere in which staff can grow and develop.

Lidl primarily aims to satisfy customers and always aims to offer an excellent value for money. Lidl believes in an efficient decision- making process and simple operating practices that connects its business with Lidl. Lidl respect and obey everything “applicable laws, and take their economic, social and environmental responsibilities seriously” (Lidl, 2017). 

Lidl is committed to being reasonable to all its employees, who work for them with respect, support, honour their words and trust. Lidl maintains a functioning atmosphere full of “praise, recognition and constructive criticism” (Lidl, 2017). This enables Lidl to surround its environment with the best individuals possible.


1.2 Organisational Training and development 
Lidl want to develop as the most appealing employer in the retail industry. Lidl plans to meet this goal by continuing to “invest in attracting the best talent, developing and training all our employees as well as supporting their progression within the business” (Lidl, 2018).
The training and development opportunities offered by Lidl reflect their diverse employees. The Organisation provides opportunities and support to their employees to develop their career whether their graduates, undergraduate placement, store manager development program or international job rotations.  
1.3 Equal opportunities and Gender Pay Gap 
Lidl recognizes itself as an employer of international equality, Lidl values the skills and ideas of workers of different cultural and ethnic backgrounds. The policy of Lidl is to create a work environment in which all employees can recognize their potential without harassment and discrimination.
Lidl makes sure that no one receives less favourable treatment or are discriminated against “gender, gender reassignment, pregnancy, marital/civil status, sexual orientation, race, colour, nationality, ethnic origin, age, religious beliefs or disability” (Lidl, 2018). Lidl safeguards respect for all employees, prospective employees, suppliers and visitors.
Lidl is committed to reducing the gender pay gap Lidl takes steps to tackle the gender pay gap by attracting more women to the organization. To tackle this issue Lidl launched a “dedicated programme called ‘Women in Lidl’, which brings together a taskforce of female representatives from across the business, with the objective of exploring opportunities to further encourage attraction, retention, progression and support of women” (Lidl, 2018).   
Lidl is introducing a good maternity package to increase female retention. Lidl offers flexible contracts for workers to support and improve the balance between work and life for persons with family commitments. Lidl is committed to finding new ways in his organization to promote gender equality at all levels.

1.4 Support, Health Wellbeing and Fun 
The Lidl staff and welfare coordinators (PWCs) offer excellent support and guidance on all employment problems. PWCs are friendly, approachable and incredible listeners. Individuals conversations or communication is completely confidential so communicate to PWC can be frank and receive their expert advice.

At Lidl the health and wellbeing of their employees are very important. Due to the importance of health and wellbeing Lidl “support a number of initiatives such as company promoted sports clubs and sporting events” (Lidl, 2017). The activates differ from area to area and from year to year, but some of the past and existing clubs and “activities include running, football, netball and basketball clubs, as well as paid participation in the Kingston Run and the Banana-man Triathlon” (Lidl, 2017).

In the spirit of 2012 London Olympic games, Lidl help their very own Lidl-Olympics, with nearby groups competing in numerous occasions from “go-karting, football and rounders to running, golf and netball” (Lidl, 2017). Everyone involved enjoyed the winning teams, in particular, who were all spoiled for deluxe “gala dinner and dance hosted by David Walliams” (Lidl, 2017). 

Lidl is serious about work but interested in having a good time as well. A perfect example is the “Family Fun Day” (Lidl, 2017) held last summer. The all-day event held in every location, allowed Lidl the possibility to thank their team of workers and welcome their households to a party with activities ranging from bouncy castles, climbing partitions to portray, crazy golf, arts and crafts.




2.0 The ethical standards, values and beliefs. 

Belief is a perception that an individual embrace as being true. The belief of a person can develop from a variety of sources, including: experience or experimentation, acceptance of cultural, social and religious standards. This includes what others say, for example. Mentoring or education.
A possible belief sits with individuals until they acknowledge it as truth and embrace it as part of the persons belief system. Individuals “evaluates and seeks sound reasons or evidence for these potential beliefs in their own way” (Ministry of Business, Innovation and Employment, 2018). A person will defend their belief once they accept it, which can form part of their belief system
Personal values are stable ongoing beliefs of what is important to an individual. Individual starts organising their lives and making choices according to their personal values.  A person’s beliefs turn into values when commitment to their belief grows and becomes an important aspect.
Beliefs can be divided into various types of values: counting “values that relate to happiness, wealth, career success or family” (Ministry of Business, Innovation and Employment, 2018). In order to make clear, sensible, responsible and reliable decisions, an individual must be able to express his or her values.
Attitudes are the mental perspectives that individuals have about others and present situations before decisions that lead to behaviour. Individuals primarily develop their attitudes through values and beliefs. Factors, on the other hand, not affected as beliefs. “Typical influences include the desire to please, political correctness, convenience, peer pressure, and psychological stressors” (Ministry of Business, Innovation and Employment, 2018).
Values develop from: Values of individuals develop from a variety of sources. Some of these are:
· Family
· Peers- social influences
· Professional lifestyle and work ethics.
· Education such as schools 
· “Particular life events- death, divorce, losing jobs, major accident and trauma, major health issues, significant financial losses etc” (Department of Education and Training, 2009) 
· Religion
· Music
· Media
· Technology
· Culture
· “Major historical events such as world wars, economic depressions, etc” (Department of Education and Training, 2009). 

The mentioned sources are some of the most dominant range of sources where values develop from as its “widely shared amongst a group, community or culture” (Department of Education and Training, 2009).

The following diagram shows the impact on people who lead to their behaviour and whether the resulting behaviour is ethical. “The diagram first outlines the sources of our beliefs. It then shows the relationship between the beliefs and values to our attitudes and our resulting behaviour” (Ministry of Business, Innovation and Employment, 2018). 


[image: /var/folders/y1/xzspnvz96lq1wmwq4zr0vv6r0000gn/T/com.microsoft.Word/WebArchiveCopyPasteTempFiles/figure1-600.gif]

(Ministry of Business, Innovation and Employment, 2018)

3.0 The social and environmental responsibilities.
As a growing supermarket Lidl recognises the on-going trust consumers hold in the company and products. This makes the organization much more aware of its social responsibilities and determined to give meaningful support to the community and the environment. Lidl supports several regional and national creativities and charities.

STV Appeal: to provide long-term sustainability to Scotland’s most vulnerable young children STV appeal works with six major charities to change their lives. Young children who are affected by poverty STV apple works with them to make a real transformation in their lives. Lidl is very “proud to partner and support this vital organisation and help to raise money that will really make a difference” (Lidl, 2017)

Health Factor Programme: across Scotland to encourage all Primary School Children a fun way of benefiting from exercise and healthy eating, Lidl lunched a “Lidl Health Factor Programme” (Lidl’ 2017) in September 2013. Children learn how important exercise is and how beneficial it is to the heart in this program. Lidl has its own custom designed health factor tour bus, where children make their own fruit smoothie, which they can also take away with them in their very own smoothie shaker cup. Lidl fully funds the entire programme and “has so far (December 2014) welcomed aboard over 30,000 children” (Lidl, 2017). 

Environmentally Friendly Practices: Every year 40, 000 tones of cardboard and plastic is recycled collectively in the UK stores. “Plastic packaging is also collected, separated into coloured and clear plastic and recycled, diverting almost 90% of our waste from landfill sites” (Lidl, 2017). By paying a small fee for plastic shopping bags, customers are also encouraged to reuse their bags and be aware of the number of bags needed to transport the shopping bags.

All warehouses, staff areas and office buildings in Lidl have sensor lighting systems that are activated as required. Lidl also uses state- of- the- art cooling systems that are more efficient than common CFC- free models and have zero ozone depletion potential. Finally, the organization works on the implementation of an excellent system that controls the heat caused by all cooling units and converts them into a store heating system, “significantly the use of gas boilers and CO2 emissions” (Lidl, 2017).

Marine Stewardship Council (MSC): For years, MSC has been working hard to promote sustainable fishing and the sound management of fish stocks. Lidl is happy to support this organization and to offer its customers a wide range of services, “MSC-certified products from deep frozen, refrigerated and tinned goods” (Lidl, 2017). This is one of Lidl’s way of making sure all their consumers continue to enjoy fish for years to come.

Fairglobe: Lidl advanced Fairglobe to guide the Fairtrade movement to enhance the satisfactory of life in negative economically underdeveloped countries inclusive of” Ethiopia, Honduras and Papua New Guinea” (Lidl, 2017).

Red Tractor: is an industry-recognised mark that promises high benchmark of “food safety, animal welfare, environmental protection and food origin” (Lidl, 2017). 

Grayson and Hodges have worked with “leaders of global businesses and of local communities, the authors explain how powerful drivers forcing companies to adopt stringent social, ethical and environmental standards simultaneously create largely untapped opportunities for product innovation, market development and non-traditional business models” (Grayson. D, Hodges. A, 2004). 


4.0 Establishing a culture of sustainability within Lidl. 

According to Timothy and Whittington’s findings “Building an organizational infrastructure that fosters a culture of sustainability results in positive employee- and organizational-level sustainability performance” (Timothy Galpin, J. Lee Whittington 2015). Lidl takes careful steps in order to establish a culture of sustainability within the environment. It all begins with the culture of Lidl, as their goal is to make genuine progress. 

The first aspect to consider in order to create a culture of sustainability is the employees working for the company, because it can be quite difficult to achieve success if employees are not on board. “Culture is a tricky subject. It’s intangible, and when something is hard to define, it’s hard to address, improve, or measure” (Barlag. P, 2013). 

According to Jones, Comfort, Hillier in the “past decade the concept of sustainability has consistently moved higher up political, media, business, investment and public agendas” (Jones. P, Comfort. D, Hillier. D, 2012). 

The three author recognises that “many large retailers have been determined to publicly demonstrate their interest in the wellbeing of the environment, their employees and the communities they serve, to promote the transparency of their operations, to better manage risk, to enhance brand value and to grow their market share” (Jones P., Comfort D., Hillier D. 2012). Below are some steps Lidl is undertaking to develop a culture of sustainability: 

4.1 Big Step’s
· Buying British: mentioned by Cristian Hartnagel the CEO of Lidl UK, Buying British allows Lidl to provide customers the “freshest, highest quality products at the best prices” (Lidl-sustainability report, p16, 2017). This is one of Lidl’s way of supporting the British farming industry and building the strong relationships that they hold with the suppliers.
· Sourcing responsibly: to meet the demands of growing population. By sourcing responsibly Lidl is securing the company for the future. This is Lidl's way to respond to the world's enormous social, environmental and economic challenges. Lidl is committed to purchasing goods in the right way for suppliers, customers, businesses and, ultimately, society to make positive changes.
· Tackling food waste: “10 million tonnes of food is wasted every year” (Lidl-sustainability report, p18, 2017). By tackling food waste Lidl is able to secure the future and reduce the cost of consumers. 
· Supporting active healthy lifestyle: by making sure high quality, nutritious food is affordable and accessible to everyone. This is because “the UK now has the highest obesity rate in Europe, with 25% of the population overweight or obese” (Lidl-sustainability report, P19, 2017).
4.2 Sourcing for the future by 
· Sustainable commodities
· Sourcing fish responsibly
· Animal welfare
· Lidl surprise

4.3 Securing supply chain by
· Buying British
· Human right and working condition


4.4 Supporting employees by
· Achievements and target
· Supporting workers

4.5 Protecting the environment by 
· Saving energy, reducing emissions
· Efficient logistics
· Tackling food waste
· Managing operational waste

According to Benn, Edwards, and Williams, “sustainability has increasingly become mainstream business for leading corporations, whilst the topic itself has also been a hotly debated political issue across the globe” (Benn. S, Edwards. M, and Williams.T, 2014)



5.0 Formal and informal relationship between department and people. 

In organisations there is formal and informal structure. Through the two types of structure management level are established and decisions are made or implemented to achieve desired aims and goals. The organisational structure isn’t “mutually exclusive choices, because a business can have a formal structure and still operate with the characteristics that define an informal structure” (Quain.S, 2018). 

5.1 Formal: Departments and management within a company are generally written and described with a formal organizational structure so that all employees understand how things work. This can be in the form of an organizational chart that visually shows how each management level works to avoid misunderstanding. Formal organisation structure normally has a “hierarchical pyramid structure with a company president, CEO and senior managers at the top; mid-level managers in the middle; low-level managers at the bottom” (Quain.S, 2018). 
Mahajan mentions that “with the traditional approach, it is impossible to achieve a high growth or efficiency because the way people learn has undergone a disruptive transformation...from formal ‘structured’ learning’ to informal ‘social learning” (Mahajan. R, 2017).  
5.2 Informal: Informal organizational structure means working in a company without guidelines or a written document that regulates the rules and the chain of command. Under the informal structure of the organization, the company operates through a system developed by workers who have proved to be effective. The informal organizational structure depends on relationships between staff, collaboration between teams and communication aimed at achieving common goals. “Informal structures are unique for every company, because they are based on the personalities of your employees and collaborative techniques developed over time” (Quain. S, 2018).
 
“In such fast‐moving working contexts, skills and competencies rapidly become outdated and need to be continuously implemented and empowered as a strategic factor for global competitiveness. Traditional models of learning both inside and outside of the workplace have become unable to explain the complexity of such a process, weaving between and overlapping formal and informal components” (Manuti.A, Pastore.S, Scardigno.A, Giancaspro.M and Morciano.D, 2015).


Below is a formal organisational structure of Lidl. The formal structure gives an idea of how Lidl operate as an organisation on a day to day basis. 
[image: ]
(The official board, Lidl, 2018)










6.0 Communication channels for sharing information and building relationship. 

One of the new way Lidl is communication information and building relationship is by utilising chatbot. “Lidl has launched its first fully-automated, AI-powered, Facebook Messenger chatbot to help UK customers select the best wine whatever the meal or moment” (Marketing Communication News, 2018). With the automated system chatbot, consumers simply enter a wine question and the answer appears. “named Margot will perform the role of shoppers’ virtual wine” (Marketing communication News, 2018). 

Lidl lunched the first game in the UK on Facebook camera in partnership with Brian Blessed. You can play this game through the Facebook Camera app in the UK. This is a great way of sharing information while building relationship with consumers and shareholders. “The launch forms part of Lidl’s Christmas campaign in 2017, as the brand continues to build consumer engagement and relevance” (Marketing Communication News, 2018). 

In order to sharing information and building relationship Lidl is utilising many forms of communication channels like:

· Advertising campaign “Every Lidl Thing For Christmas” (Marketting Communication News, 2018)
· Advert focused on particular product 
· TV Campaign for particular events e.g. Ester 
· Target Market (Mum) “Lidl is looking to step into Asda’s shoes by showing it is the supermarket for ‘mums’ through a partnership with Mumsnet Food” (Marketing Communication News, 2018).
· Nationwide TV Campaign. “Lidl is launching its first ever TV ad campaign, to promote its premium own brand range, Deluxe, in the run-up to Christmas” (Marketing Communication News, 2018).
· Other obvious communication channels involve email, phone, face-to-face, online Q&A and weekly magazine etc.  

The organisation recognises that effectiveness comes down to its marketing drive sales.  “And given that it doesn’t offer online shopping, that means its advertising is designed to drive customers in store, whether that is online or offline media spend. To measure that, Lidl uses econometrics to generate an overall ROI and then optimise creative and media placements” (Vizard.S, 2018).

Karjaluoto, Mustonen and Ulkuniemi three research findings reviles DMC (Digitial Marketing Communication) “is one of the most important industrial marketing communication tools, firms have not yet used it to its full potential. Second, firms use DMC to enhance customer relationship communications, support sales and create awareness. Third, firms have not used social media tools as a part of DMC as widely as traditional digital tools” (Karjaluoto.H, Mustonen.N and Ulkuniemi.P, 2015).



7.0 MBO Theory and the Organisation Culture.
[bookmark: _GoBack]Management by Objectives (MBO): is a management strategy used by staff and management who work together to set, record and monitor objectives over a specific period of time. “Organizational goals and planning flow top-down through the organization and are translated into personal goals for organisational members” (Grimsley.S, 2018). The MBO technique was initially supported by management expert Peter Drucker and was applied regularly in the 1960s.
MBO is a performance management technique that requires a balance between the goals of workers and the goals of the organisation. The spirit “of Peter Drucker’s basic principle: Management By Objectives is to determine joint objectives and to provide feedback on the results” (Mulder. P, 2010). The allocation of difficult but achievable goals encourages the motivation and empowerment of workers. Increasing commitment gives managers the opportunity to focus on new ideas and innovations that interact with the development and goals of organisations.
Peter Drucker sets out a number of requirements for the application of MBO:
1. One has to determined objectives with the employees.
2. Objectives must be expressed and communicated with quantity and quality.
3. “Objectives must be challenging and motivating” (Mulder.P, 2010).
4. Regular feedback on the condition of business at the “level of coaching and development instead of static management reports” (Mulder.P, 2010). 
5. Rewarding by recognising, appreciating and performance-related pay for accomplishing the planned objectives.
6. The fundamental “principle is growth and development not punishments” (Mulder.P, 2010).
Lidl could utilise MBO theory to better manage the Gender Pay Gap. They could Start of by setting achievable objectives toward Gender Pay Gap and review those objectives regularly. Communicating the Gender Pay Gap with Lidl’s employees is a great point to start from. This is because communicating the objective will allow employees to have to say in it and contribute in any ways possible. The communication process may allow the company to generate new inventive ideas and come up with solutions or process.   
MBO theory can be utilised in the sustainability process of Lidl’s culture. MBO Theory will allow Lidl to make distinctive objectives which the organisation and its employees can work toward. During the process Lidl can review their objective of sustainable culture and see which directions its heading in. If the process is not going in the desired directions actions can be taken soon as possible as one of the pros of MBO theory is being able to review regularly, therefore one will always have up to date information on any matters or concerns. 
8.0 SWOT.
SWOT stand for the Strength, Weakness, Opportunity and Threat of any organisation or situation. By acknowledging and understanding the SWOT of the organisation a company can really show its understanding of the business and how they plan to grow or develop. Below is the SWOT analysis for Lidl:
Strengths 
· Able to sell at incredibly cheap price due to strong business structure.
· Amazing exclusivity and security due to wide range of private labels and products. 
· Brilliant exposure because Lidl has many stores throughout the UK and Europe.
· To showcase products availability and deals running Lidl has online presence. 

Weaknesses 
· Lack of market share compared to other big supermarkets in the UK e.g. Tesco or Asda.
· 
· Lacking and very little success in spreading Lidl’s operations outside of Europe.
· Due to cheap products occasionally, consumers drought the quality of the products. 
Opportunities 
· Able to grow in the United Kingdom and secure a larger share of the UK food market.
· Expanding effectively outside the UK will allow more funds to be invested in the UK.
· Develop the website of Lidl to accept orders and sell goods in essence.
Threats 
· More competition can be caused by the expansion of other global brands.
· Extend their market share and become the leading grocery discount retailer.
·  “If Lidl were to engage with a price war with other major grocery retailers then they could force competitor’s prices down” (UKEssays, 2013).

9.0 PESTEL.
PESTEL analysis is an abbreviation tool used to distinguish the external macro forces faced by an organisation” (Oxford College of Marketing, 2018). PESTEL stand for Political, Economic, Social, Technological, Environmental and Legal. 
It is essential in any organisation to carry out a PESTEL analysis before any strategy or tactical plan can be carried out. To identify changes in the macro environment, PESTEL must be done and repeated regularly for a minimum of 6 months. “Organisations that successfully monitor and respond to changes in the macro-environment are able to differentiate from the competition and create a competitive advantage” (Oxford College of Marketing, 2018).
To understand Lidl’s Macro external forces facing the organisation PESTEL analysis has been carried out below:
Political

· New laws or political decisions regarding taxations or minimum wage. This will affect Lidl’s overall tax pay depending on the sale of business and how they pay their employees according to minimum wage.  

· Current or any new laws and regulations regarding employment, environment and food safety or hygiene. “Specifically, the UK food retailers are obliged to follow food hygiene legislation set by the Food Standards Agency and the equivalent European Union regulation such as the General Food Law Regulation” (UKEssays, 2013). 

· Development of new or current laws concerning financial services and health issues.

Economical
· Economic factors that can affect Lidl as a food retailer are customer spending, reusable income, increase in taxation, interest rates, unemployment, financial issues, financial crisis and the Brexit.

Social 
· The social factors that can affect Lidl are lifestyle of consumer as now days people are more alert about their health and wellbeing, culture (halal consumers) and population trends.
· “First of all, elder people tend to consume less than younger people. This happens because their income which mainly comes from pensions is lower” (UKEssays, 2013).

Technological 
· Technology development has affected and changed the organization in various ways, including consumers, the environment, costs, distribution and logistics.
· Advantage of the internet as Lidl is able to showcase their product availability and deals running. “reduce their personnel costs while they are able to advertise almost free and make consumers aware of their offers” (UKEssays, 2013). 
· Utilising the option of e-commerce where products are available online but not in store. This is great of minimising operating costs while increasing sales.


Environmental 
· Keeping in mind the rise of the CSR (Corporate Sustainability Responsibility) environmental factors can influence the surrounding environment and impact the ecological aspects of Lidl. Considering the importance of climate, recycling procedures, carbon footprint, waste disposal and sustainability, Lidl as an organisation has become a vital aspect. 
· Lidl goes out and beyond to look after its environment by taking measured steps in order to create a sustainable culture while offering quality produce at cheap prices. 

Legal 
· Lidl acknowledges and understands what is legally allowed in the organisation. 
· Lidl is always up to date and aware of any changes in legislation and how it may affect the organisation operations. 
· The organisation, with regard to consumer law, health and safety, international, trade regulations and restrictions, is always aware of current and new laws.
·  “Political factors do cross over with legal factors; however, the key difference is that political factors are led by government policy, whereas legal factors must be complied with” (UKEssays, 2013). 
Conclusion 
Having the opportunity to develop this report has allowed the chance to gain knowledge and develop an understanding of workplace culture and its impact on organisational efficiency. As an employer and employees, it is important to recognise and understand the organisations culture, values and ethos in order to really facilitate the best to organisations and consumer’s needs.  
It is vital to understand and recognise sustainability in order to create long-term maintainable productive business. By identifying the importance of suitability and ways to sustain the organisation will benefit the organisation in order to run effectively and keep sustained in the long run while accelerating growth.   
On the other hand, it is important to recognise the communication channels for sharing information and building relationship in an organisation. It is vital to recognise the main type of communication channels utilised in the organisation e.g. formal or informal, in order to enhance the communication method and stagey.  
Lastly being able to understand and acknowledge the SWOT and PESTEL of an organisation is very important. This display the knowledge and understanding of business and any opportunities to enhance or grow the business. 
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