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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 Corporate Social Responsibility (CSR) within 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. 
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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1.0 [bookmark: _Toc9416878][bookmark: _Toc9948379]Chapter One - Introduction 

[bookmark: _Toc9416879][bookmark: _Toc9948380]1.1 Background 

Leach (2016) within the Gather report states a sizeable flaw in the collective Corporate Social Responsibility (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) and 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, affecting the business performance. This leads to a number of ideas to push both 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. 

[bookmark: _Toc9416880][bookmark: _Toc9948381]1.2 Rationale 

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).  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) stating that consumers are reluctant to obtain products due to the low corporate social performance of producers and the retailers who sell the products.  It is apparent that there is a requirement for further investigation, and with the growth of the German supermarket chain Aldi, that this would be a relevant case study.  

[bookmark: _Toc9416881][bookmark: _Toc9948382]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 analyse the practices and policies, with the addition of primary research to understand the overall CSR commitments of Aldi.

[bookmark: _Toc9416882][bookmark: _Toc9948383]1.3 Aims and Objectives 

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.
[bookmark: _Toc9416883][bookmark: _Toc9948384]1.4 Research 

The researcher will carry out an online survey using the online formatting software which allows the creation of surveys Google Docs. This will be distributed online to potential participants who conduct shopping trips and are consumers 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 to have a reach to a wider number 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.
[bookmark: _Toc9416884][bookmark: _Toc9948385][bookmark: _Toc3294455]2.0 Chapter Two – Literature Review 

[bookmark: _Toc9416885][bookmark: _Toc9948386]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 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 suitable 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, highlighting models that can be related to CSR to allow the development of a deeper understanding. 

[bookmark: _Toc9416886][bookmark: _Toc9948387]2.2 Introduction to CSR 

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 business strategy (Babiak & Trendafilova 2010). Carrigan and Attalla stated in 2011 that in the current period when environmental and social awareness among consumers and customers is at the 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 within businesses. This development has led to the new era of consumers who are savvier than previous generations. This current era has a ‘default’ setting of scepticism, which then leads on to 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 (See Appendix 2) 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: _Toc9416887][bookmark: _Toc9948388]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. 
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 consider that a practical business acts to accomplish short, medium and long-term achievement, which means they are fruitful today and essentially tomorrow also.
Page 4 of Appendix 1 is the foreword of the report and 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) and within this analysis, Aldi nominated the topics to be included in Aldi’s CSR Report grounded on Aldi stakeholders' expectations, Aldi’s impact current or potential, and Aldi’s general belief as expressed in the CR Principles. This analysis was carried out by ‘internal sustainability experts’ (Appendix 1, page 19). This reference to 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 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 usage. 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 using sustainability as frequently as Aldi have done, shows that within the Aldi business strategy, at principle there is a crossing of both sustainability and CSR. This gives 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: _Toc9416888][bookmark: _Toc9948389]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. 

[bookmark: _Toc9416889][bookmark: _Toc9948390]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 concentrate 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. The two pyramids below show the original table alongside an example table of Aldi’s practices within the different aspects. 
[image: ]
Figure 1. Carroll’s pyramid of CSR. Source: (Carroll, 1991)
At the bottom of the model is economic responsibility. Carroll (1991) states that 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 also 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 as 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. These 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 that 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 which 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. 
Hosmer (1994) argues that companies who recognize and ethically resolve moral problems will be trusted by the stakeholders. Aldi have a system so that when a supplier breaks the strict requirements Aldi set which are then certified through third parties (see Appendix 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 CSR 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’ (See Appendix 1, page 45)
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 of 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, charity-partnerships).
Aldi have a lot of partnerships, associations and certifications the previous pyramid model places these in the respective sections. This allows the basic understanding of Aldi’s principles in different relation to the pyramid. All these different organisations, awards and partnerships can be found on the Aldi website (2019) 

[bookmark: _Toc9416890][bookmark: _Toc9948391]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). 
Freeman subsequently 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 regarded 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. Input-Output Model.
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 that certain aspects have on a direct route towards the customers. Aldi as a business has to systematically have inputs into the business operations which causes effects on the outputs. 
Aldi rely on the 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 actual products that Aldi consumers require in relation to available options in the Aldi options. 

[bookmark: _Toc9416891][bookmark: _Toc9948392] 2.5.1 Advantages of stakeholder theory

Stakeholder theory proposes numerous points of interest to associations. At the point when appropriately connected with 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.
[bookmark: _Toc9416892][bookmark: _Toc9948393]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. 
King (2006) contends that numerous researchers have issues with stakeholder theory, with some contending that partner hypothesis needs particularity, and in this way cannot be operationalised in a manner that permits logical examination. In the meantime others imply that the way that this theory delivers 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. 


[bookmark: _Toc9416893][bookmark: _Toc9948394]2.6 The Triple Bottom Line

John Elkington created the triple bottom line (TBL), which consists of three P’s: profit, people, and 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 ever. It has acquired consideration because it is a fascinating test to business pioneers whilst all the while aiming to please speculators. Leaving the planet somewhat superior to the way you found 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 spark 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 their 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).












[image: ][bookmark: _Toc9414689][bookmark: _Toc9943850][bookmark: _Toc9943915]Figure 3. The People, Profit and Plant diagram. Source: (Hall and Slaper, 2011)


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 understanding the development and the progression required. 
Aldi have reported on the key figures (See Appendix 1, pages 77-100) with the aspects that are reported on ranging from sales, employees to 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. 

[bookmark: _Toc9948395]2.6.1 Profit, People and Planet 

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 does not 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, so Aldi 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 greenhouse 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).



[bookmark: _Toc9416894][bookmark: _Toc9948396]2.6.2 Benefits of Measuring the Triple Bottom Line

The businesses which start being more aware of the social and environmental situations, can more easily stop using activities that creates pollution. 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 affect 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 number of employees who would want to work for that company. The company would then recruit the most talented workers and keep them in the group.
Increased Productivity – By reducing wasted products and by utilising sustainable practices, the company would improve the production of goods and save many costs.
New Market Potential – New markets could be opened up if the company will pursue the CSR initiatives.
[bookmark: _Toc9416895][bookmark: _Toc9948397]2.6.3 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 it simple to discern the impact that 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 aims 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.

[bookmark: _Toc9416896][bookmark: _Toc9948398]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, and 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 exist, 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 documentation, which specify a multiple array of aspects: e.g. origin, ‘ingredients’, and 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 responsibilities 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, and 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 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. 
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 shown 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 products and flowers from un-industrial 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 an 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 a 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 when products have been recalled due to  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 suggest that this trusting relationship needs to be more regulated. There are obvious issues if products have to be recalled for production conditions concerns, these recalls can also be added to by the horse meat scandal. The horse meat scandal was across the supermarket industry in Europe, Aldi was directly affected as horse meat was found in beef products (Huffington Post, 2013). 


[bookmark: _Toc9416897][bookmark: _Toc9948399]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 there is a hidden accentuation on keeping up supply chains so deals 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 greenest 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 (The Good Shopping Guide, 2019).
The researcher will use the table and ethical rating given by this organisation as a basis for the discussion in Chapter 5. 
[image: ]
Figure 4. Supermarket ethical ranking chart. Source: (The Good Shopping Guide, 2019)


[bookmark: _Toc9416898][bookmark: _Toc9948400][bookmark: _GoBack]2.9 Conclusion 

This literature review aimed to fulfil the primary research objective of this dissertation:
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: _Toc9416899][bookmark: _Toc9948401]3.0 Chapter Three - Methodology 
[bookmark: _Toc9416900][bookmark: _Toc9948402]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’: 

2. 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.

[bookmark: _Toc9416901][bookmark: _Toc9948403]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 a 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 5 The Research Onion. Source: (Saunders, et al., 2009)


In the Figure 5 it can be visualised the concepts and sections within the Research Onion. There are multiple layers, those 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, and time horizons that can be conducted to give the research assistance in gaining entry to the optimum context of data.

[bookmark: _Toc9416902][bookmark: _Toc9948404]3.3 Research Approach and Purpose 

Saunders et al (2009) state that a deductive approach shapes the qualitative research process, which builds 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 subsequently 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 an 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. 
[bookmark: _Toc9416903][bookmark: _Toc9948405]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 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.
 
[bookmark: _Toc9416904][bookmark: _Toc9948406]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 researcher chose the best strategy of primary research which enables him 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. 

[bookmark: _Toc9416905][bookmark: _Toc9948407]3.6 Chosen Paradigm  

Selections 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.
The vast majority of the questions will involve quantitative analysis however, the open-ended questions will be evaluated qualitatively.  

[bookmark: _Toc9416906][bookmark: _Toc9948408]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, and 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.



[bookmark: _Toc9416907][bookmark: _Toc9948409]3.8 Research Sample 

According to Saunders et al. (2009) the research is dependent 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. The researcher did not 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 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. Subsequently the researcher acknowledged the need of participants for the research, which then will be within the public domain. This requirement then leads to the use of non-probability sampling which is a technique utilised where there is no apparent sample frame. 
The numbers 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. 

[bookmark: _Toc9416908][bookmark: _Toc9948410]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 research that consists 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 research. 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 most suitable to the research and the context of the research undertaken. It is more suitable to a shorter time frame due to the collection research method. 

[bookmark: _Toc9416909][bookmark: _Toc9948411]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 researcher to gain further insight by developing 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). 

[bookmark: _Toc9416910][bookmark: _Toc9948412]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 any potential issues and subsequently 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.

[bookmark: _Toc9416911][bookmark: _Toc9948413]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 when conducting research. Bryman (2011) recognizes that reliability is based on the possibility that the information gathered is repetitive. 
Validity is reliant on the veracity of the final deductions made after the research. Kirk and Miller (1986) deliberate on how significant it 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 completed both of these points. 
Designing the survey questions and the format was taken under a serious nature, this is due to the researcher not wanting to cause biases. 
Remaining unbiased was one of the researcher’s main concerns 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). 

[bookmark: _Toc9416912][bookmark: _Toc9948414]3.13 Limitations 

The primary research within this thesis is of 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 been 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. 

[bookmark: _Toc9416913][bookmark: _Toc9948415]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).

[bookmark: _Toc9416914][bookmark: _Toc9948416]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 researcher 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][bookmark: _Toc9416915][bookmark: _Toc9948417]4.0 Chapter 4 - Data analysis and findings

[bookmark: _Toc8658198][bookmark: _Toc9416916][bookmark: _Toc9948418]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.

The following results will be analysed, correlated and interpreted by the researcher in order to complete following objectives of the dissertation:
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.
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 research only shows a number of the charts and graphs which are directly relatable to the direction of the research (See the others within Appendix 4). The researcher has also briefly analysed the results but in certain cases there will be more information in Appendix 5. This in-depth analysis is not for every question just for the results which are related and will be key to understand the overall survey and outcomes.
[bookmark: _Toc8658199][bookmark: _Toc9416917][bookmark: _Toc9948419]4.2 Data Analysis – Survey
[bookmark: _Toc8658200]
[bookmark: _Toc9416918][bookmark: _Toc9948420]4.2.1 Basic Demographics 

4.2.1.1 Gender of participants 

[image: ]
[bookmark: _Toc9943851]Figure 6. Gender of participants chart
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]
Figure 7.  Age of participants chart.

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: ]
[bookmark: _Toc9943852]Figure 8. Educational background of participants.

This chart highlights to the researcher that just over half of the participants have or are currently undergoing 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]
Figure 9. Personal Income of participants chart.
This chart indicates to the researcher that the largest 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 an underlying link, from the researcher’s reach with the survey.







[bookmark: _Toc8658201][bookmark: _Toc9416919][bookmark: _Toc9948421]4.2.2 General Supermarkets

Questions concerning 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 for 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]
Figure 10. Shopping frequency chart.

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 

[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\D6825BD5.tmp]
Figure 11. Supermarkets visited chart.
The researcher has collected the data and put it in the following table due to the figures above not combining participants’ selections together.
[image: ]
Figure 11.1. Supermarkets visited table.
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, as the income of the participants could be 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]
Figure 12. Preferred supermarket chart.
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 compare to the overall market share. 
[image: ]
Figure 12.1. Preferred supermarket table.
 
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.

4.2.2.4 Factors involved with supermarket choice 


Figure 13. Factors involved with supermarket choice chart.
1 – Least important, 5 – Most important 
This bar chart highlights multiple aspects of choice, the researcher has separated below each section. This data is more accessible when it has 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 (4.2.2.3) as Aldi represents the lower price point and quality, and in addition Tesco. 

[bookmark: _Toc8658202]








[bookmark: _Toc9416920][bookmark: _Toc9948422]4.2.3 CSR concept 

The researcher was interested to see what the general public think CSR meant, or the understanding which people had of it. It was an open question within the survey to allow participants to have free input. 
4.2.3.1 Participant definitions of CSR

[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\52000C55.tmp]
Figure 14. Participant definitions of CSR diagram.
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\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\228A06AF.tmp]
Figure 15. CSR reporting awareness chart.

[bookmark: _Toc8658203][bookmark: _Toc9416921][bookmark: _Toc9948423]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\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\423C6739.tmp]
Figure 16. Awareness of CSR aspects of Aldi's business practices chart.

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 significant 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\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\BBCBDFB3.tmp]
[bookmark: _Toc9943853]Figure 17. Aldi operational manner chart.

The researcher needs to the highlight that 35 participants did not select an answer which can be presumed to mean that they did not 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 do not 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\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\7DA6369D.tmp]
Figure 18. Awareness of Aldi’s charitable commitments chart.
This chart above highlights that the vast majority of the participants are unaware of the charitable commitments of Aldi. 
4.2.4.4 Awareness of any environmental commitments which have been published by Aldi 

[image: C:\Users\P150153\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\FBD48E77.tmp]
Figure 19. Awareness of environmental commitments published by Aldi chart.

The researcher asks this question in direct relation to the CSR report and awareness of it, the fact that only 112 out of the 141 responded, could lead to misrepresentation. Yet the researcher makes it clear that 78% of those who answer are unaware of any published documents, posters, online new and reports. 
4.2.4.5 Awareness within the Aldi supply chain
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\B804F345.tmp]
Figure 20 . Awareness within the Aldi supply chain chart.
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.
4.2.4.6 Aldi statements application to participants
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\ACE2CA9B.tmp]
Figure 21. Aldi statements application to participants chart.
This chart demonstrates 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.  
4.2.4.7 Rating Aldi CSR practices
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\E188DA61.tmp]
Figure 22. Rating Aldi CSR practices chart.
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 Awareness of Aldi statements 
[image: C:\Users\Matt\AppData\Local\Microsoft\Windows\INetCache\Content.MSO\8E246C17.tmp]
Figure 23. Awareness of Aldi statements chart.
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. 

[bookmark: _Toc9416922][bookmark: _Toc9948424]4.3 Survey conclusion 

The overall outcome of this data collection and the previous analysis is that participants are mainly unaware of the Aldi CSR policies and practices. This will be discussed further within Chapter 5.
[bookmark: _Toc8658204][bookmark: _Toc9416923][bookmark: _Toc9948425]4.4 Data Analysis – Literature

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

4.4.1 [bookmark: _Toc8658205][bookmark: _Toc9416924][bookmark: _Toc9948426]Keywords in relation to CSR

The researcher ran an organic search which Hemann and Burbary 2013, state is a search of pages ‘that are tied to a specific keyword.’
The Researcher has decided that 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

	Sustainable(ility)
	92

	Energy
	30

	Green
	41

	Responsible(ity)
	61

	Emission(s)
	85

	Waste
	41

	Community
	38

	People
	39

	Well-being
	8

	Supply chain
	62


Figure 24. Keywords in relation to CSR table.
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 estimation 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][bookmark: _Toc9416925][bookmark: _Toc9948427]5.0 Chapter Five – Discussion

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).   


[bookmark: _Toc8658207][bookmark: _Toc9416926][bookmark: _Toc9948428]5.1 Main Findings

[bookmark: _Toc8658208][bookmark: _Toc9416927][bookmark: _Toc9948429]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 largest 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][bookmark: _Toc9416928][bookmark: _Toc9948430]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, however 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 and this will be used as guidance. The table is colour coded, green for top rating, amber for the middle rating and red for bottom rating.
Environment
Environmental reporting 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 only 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 due 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 progress 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 was given a bottom rating, yet Aldi have gained certification from recognized animal welfare organisations in Chapter 2. This could demonstrate that Aldi have issues which have not been resolved within its supply chain or that 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 vegetarian, and this is can be due to the possible maximisation of profits. 
People
Human rights were 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 and are aware of errors within its supply chain.
Political Donations was given a top rating, this could be related to the philanthropic aspects of Aldi’s business, for example all the money it has raised for different charities etc.
Armaments this section was given a top rating due to the fact Aldi are not involved with this ethical area of operation.
Other 
Boycott this is the Ethical Company Organisation’s opinion as to 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 are not stated but the researcher wanted 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 have not been reporting before 2014/2015 which is made apparent within the key figure section and the dates shown on the comparison tables. This could be because Aldi were operating in such a manner that was not of a good enough standard compared to current operations. Finally, as stated this table ranking could have been made before the improvements implemented by Aldi, so it is outdated in relation 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 this area. This table suggests Aldi struggle with ethical accreditation.
[bookmark: _Toc8658210][bookmark: _Toc9416929][bookmark: _Toc9948431]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 and 94.3% of the participants were 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 where the participants were unaware of the practices. The researcher is aware that not everyone who was answering the Aldi section shopped there due to the data collected previously confirming on which supermarket was 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. Aldi advertise these on sections of the website (Aldi Website 2019) although it is not 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 do not 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 do not 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 as 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 a lead on the adverts which are produced, comparing prices. The Aldi direction has amassed consumers who have changed shopping habits for lower prices even if they cannot buy the brands that they are accustomed to.
Secondly, Aldi are unaware 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 are not 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 quantity 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. 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 these statements it could be that Aldi are publishing their CSR commitments and achievements in the wrong channels where consumers will not look into. It could be that Aldi should do a wider range of adverts across the 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 implement for example the audits which Aldi carried out internally and externally must have had money spent on it, and also 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 is reason as to 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 as to whether Aldi are in this for the ‘greater good’ or are simply profit driven. The survey has a question with a link to this theory. 18.7% of participants believe Aldi are not just profit driven, this gives the researcher the insight that 81.3% believe that Aldi are indeed just profit driven.  







[bookmark: _Toc8658211][bookmark: _Toc9416930][bookmark: _Toc9948432]6.0 Chapter Six – Conclusion 

This final chapter of the thesis contains the following closing discussion of CSR policies and practices of Aldi, and conclusion of the opinion of the participants of the survey. This chapter also contains a discussion of each individual objective with an analysis on the completion of the objectives. The limitations of the study will be investigated and measured, and these limitations will then be followed by the recommendations for further study within the field of research. 

[bookmark: _Toc8658212][bookmark: _Toc9416931][bookmark: _Toc9948433]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 that there is 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 with 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 policies. 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 as 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 as 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, and environment surrounding the business, but as yet have not communicated these achievements in the right manner. 


[bookmark: _Toc8658213][bookmark: _Toc9416932][bookmark: _Toc9948434]6.2 Aims and Objectives 

[bookmark: _Toc8658214][bookmark: _Toc9416933][bookmark: _Toc9948435]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 used the Aldi CSR report (Appendix 1), and a vast range of articles, journals, webpages and text books. This 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.  

[bookmark: _Toc8658215][bookmark: _Toc9416934][bookmark: _Toc9948436]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.  

[bookmark: _Toc8658216][bookmark: _Toc9416935][bookmark: _Toc9948437]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.
Chapter 5 was where this third and final 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][bookmark: _Toc9416936][bookmark: _Toc9948438]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 was 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][bookmark: _Toc9416937][bookmark: _Toc9948439]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 conduct a prolonged primary research, which could have included an interview or focus groups. These aspects would then provide the researcher with a more in-depth analysis and understanding of the subject area. 
Secondly, the sample size; this aspect of the primary research was an underlying 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 research 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 by 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. 

[bookmark: _Toc8658219][bookmark: _Toc9416938][bookmark: _Toc9948440]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. 
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[image: ]Dear Reader,


Simple, responsible, consistent – this is how we conduct our business operations in 11 countries. Our responsibility for people, planet, and climate forms the guideline for all our actions. With this second Corporate Responsibility Report, we provide information about how we assume responsibility within the central ﬁelds of action related to our business operations Customers, Supply chain (Resources and Suppliers), People, Community, and Environment. We report on our approaches pursued, our goals, our progress made, and our future challenges.

Since the publication of our ﬁrst CR Report for the business year 2015 in summer 2016, we have made signiﬁcant progress in many ﬁelds of action. In order to learn more about our achievements, please click here. For further information on key ﬁgures from the area of Corporate Responsibility, please refer to the section titled Facts and ﬁgures.

In summer 2017, we joined the Global Compact, the United Nations’ sustainability network. Committing to the ten principles of the Global Compact is another important step of our responsibility journey. With the present report, we provide information regarding our progress made with respect to the implementation of these ten principles (Communication on Progress, see also here).

The United Nations have deﬁned the Sustainable Development Goals (SDGs) to be implemented between 2016 and 2030. Together with the Global Compact, the SDGs form the basis for the further development of our sustainability strategy.
These include, for example, our current measures for the further development of our climate strategy in line with the requirements stipulated by SDG 13, which is called Climate action. Climate protection is of vital importance to global development, and limiting global warming is a precondition for achieving many of the SDGs. By the year 2020, we intend to reduce our greenhouse gas emissions per square metre of sales ﬂoor by 30% compared to the year 2012. In most of our countries of operation, we have achieved this goal already.

Our future climate strategy will be based on the goal of limiting global warming to well below two degrees Celsius (2 °C) compared to pre-industrial times, as deﬁned within the Paris Agreement. In collaboration with experts, we are currently evaluating the consequences of this goal for our business operations and potential contributions to climate protection to be made throughout our supply chain.

The present international CR Report provides an overview of the topics addressed at international level by the national organisations of the ALDI SOUTH Group. We selected the topics to be included in our CR Report based on our stakeholders' expectations, our actual or potential abilities to make a change (materiality analysis), as well as our general beliefs as detailed in our CR Principles.

In addition to the activities covered by this report, all national organisations of the ALDI SOUTH Group take various other measures, participate in initiatives and projects, and address a broad variety of topics. For further information on the tasks pursued by the national organisations, please refer to the links provided under "International activities" at the end of each chapter.

We hope you enjoy reading our CR Report and are looking forward to hearing from you. Please feel free to send us your questions and comments via email to cri@aldi-sued.com.

Sven van den Boomen
Managing Director Corporate Responsibility International on behalf of the companies of the ALDI SOUTH Group
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ALDI SOUTH – simply successful
Our focus on the essentials and our optimisation of the discount principle has made ALDI SOUTH the leading international retailer it is today. We offer a consciously reduced, carefully selected range of food products and other daily necessities.
Throughout our different countries of operation, we offer between 1,390 and 1,800 core range products and a changing selection of 80 to 120 special buys every week. In some countries, we also offer services, such as travel bookings, telephone and photo services, the sale of green electricity, internet streaming, or ﬂower delivery and, in Germany, the delivery of special buys. In addition, our customers in Austria, the United Kingdom, and China can shop online at ALDI.

Our private label brands form the heart of our core product range. These allow us to offer an optimally selected range of products and guarantee quality at the best price. We continually reﬁne our private label brands together with our suppliers while supplementing these with other popular brand-name products.




A company shaped by simplicity and efﬁciency
Our corporate structure is based on the principle of 'simplicity and efﬁciency'. The majority of our processes and structures – from buying and IT to logistics and store workﬂows – are applied consistently across the different countries and are optimised for maximum efﬁciency. Our organisational structures are always set up in an equal manner at both regional and national level.




Decentralised operations and international alignment are the key to success
Our decentralised business model has been a decisive factor in shaping the positive development
ALDI SOUTH has continually experienced. The proximity to our customers and our knowledge of national and regional markets allow us to tailor our range to the needs of our customers.

This also applies to the area of corporate responsibility. The expectations and needs of our customers and other stakeholders often differ considerably from country to country. For this reason, we address a variety of topics independently within our individual countries of operation, while other topics are managed based on a common strategic framework and internationally aligned objectives.

Legal structure
From a legal perspective, ALDI SOUTH is structured as a group of companies based on two pillars. In Germany, our business is operated by a group of 30 independent regional companies. Our international operations are legally separated from these and are bundled and coordinated under the umbrella of HOFER KG in Austria. HOFER KG subsidiaries have been carrying out business operations in Switzerland, Slovenia, Hungary, the United Kingdom, Ireland, the US, and Australia for many years now. In 2017, we launched our ALDI web shop in China. At the beginning of March 2018, a separate HOFER KG subsidiary, ALDI Italy, started business in the Italian market.

HOFER KG in Austria as well as its international subsidiaries across the globe have set up a number of regional branches of similar size within their respective countries of operation. The national operations in Austria, Switzerland, Slovenia, Hungary, and Italy are collectively referred to as HOFER S/E (South East).

The Asian Ofﬁce in Hong Kong provides support for the companies of the ALDI SOUTH Group in the area of buying. For the implementation of CR goals in Asia, we are additionally supported by our CR Units in Hong Kong and Dhaka, Bangladesh.

ALDI GmbH & Co. KGs
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Centralised corporate services
ALDI SÜD Dienstleistungs-GmbH & Co. oHG in Mülheim an der Ruhr, Germany, provides central services for the German regional companies in the areas of buying, administration, and IT, marketing and communications as well as logistics and services. Similarly, ALDI International Services GmbH & Co. oHG in Mülheim an der Ruhr provides buying, corporate responsibility, auditing, and IT-related services for all of the companies throughout the ALDI SOUTH Group.




A long tradition
The family-owned business initially founded in 1913 was divided in 1961 to form what has since developed into two groups of companies: ALDI SOUTH and ALDI North. These two business groups have remained linked by family ties, but both are legally and economically independent entities. With the exception of Germany, both groups operate in different countries. (ALDI international: ALDI.com)

Today, the ALDI SOUTH Group operates more than 5,900 stores and 85 regional distribution centres around the world. With 126,000 employees, the ALDI SOUTH Group generated net sales of EUR 51.8 billion in 2017.




Ownership structure
The main capital interests of the companies of the ALDI SOUTH Group are held by the two foundations Siepmann-Stiftung and Carolus-Stiftung, both based in Germany. The foundations’ management boards primarily represent the founding family. An Advisory Board consisting of foundation representatives and external experts advises the shareholders on economic and strategic matters. Neither the shareholders nor the Advisory Board are involved in day-to-day operations.


51.8
net sales in billion euros

5,903
stores

85
distribution centres
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“Simplicity and responsibility are core values of ALDI SOUTH. Our business model is simple: great quality at the best price, fair and honest product offers, and efﬁcient business processes. In all we do, we assume responsibility towards our customers, business partners, employees, the community, and the environment. Our CR Principles summarise our commitments to people and planet. They guide all of us in our day-to-day actions and are a strict requirement of our business partners.”

CR Principles




The companies of the ALDI SOUTH Group are committed to the principles of corporate responsibility (CR). We focus on the essentials and on achieving the greatest possible impact. Concretely, this means that we

1. analyse the impact of our business operations on our community and the environment,
2. identify topics and effective approaches,
3. set measurable goals,
4. plan and implement effective measures, and
5. monitor implementation and adjust measures as required.




CR Principles
In 2010, ALDI SOUTH established a set of international CR Principles, which were last revised in 2015. These principles deﬁne our understanding of responsibility towards people and planet. They guide us in our day-to-day actions and are a strict requirement of our business partners. The CR Principles describe our approach in the ﬁve key areas of action: Customers, Supply chain, People, Community, and Environment.

Implementation
Up to top management level, representatives of the CR departments participate in all important international committees of the ALDI SOUTH Group. Consequently, CR-related aspects are considered within the scope of decision-making processes at top level.

We develop international strategies for fulﬁlling our responsibility across all areas of our business. These strategies are then implemented by the ALDI SOUTH Groups national organisations in each of the countries where we operate. In addition, each national organisation also develops its own national set of CR activities according to country-speciﬁc conditions.
’


’


’


’


The international goals are summarised in our International Action Plan (IAP), which also deﬁnes key performance indicators for measuring our progress. Progress is measured at least once a year and reported on by each of the national organisations. The summary of these national progress reports forms the basis for internal reporting activities and external communication of goal achievement.

All national organisations maintain communication with their relevant stakeholders. At international level on behalf of the national organisations, the Corporate Responsibility International department is responsible for communicating with stakeholders and representing the positions jointly adopted by the ALDI SOUTH Groups national organisations in international bodies and associations.
’


’


’


’


In 2017, we conducted an international survey of over 5,900 internal and external stakeholders and interviewed over 40 ﬁeld experts. The goal of this survey was to determine whether we currently address the most important CR-related issues, and whether we prioritise these appropriately from a stakeholder perspective. The results of this survey are reﬂected within a comprehensive materiality analysis, which forms the foundation for further developing our international and national CR strategies.




Decentralised company structure
For the planning, monitoring, and implementation of measures, each of the ALDI SOUTH national organisations has established its own CR department, which is responsible for the majority of CR activities. In some countries, certain topics, particularly in the areas of climate and environmental protection and human resources, are coordinated by one of
the regional companies or a speciﬁc department.




International coordination and presence in Asia
The department Corporate Responsibility International (CRI) is a central service unit for the national organisations when it comes to topics with international relevance. CRI supports the national organisations in developing and coordinating strategies and operational approaches. On their behalf, CRI also analyses future trends and developments in the area of sustainability, prepares proposals for the strategic coordination of relevant activities, coordinates the internal reporting process, and coordinates external CR communication at group level. CRI also maintains dialogue with international stakeholders and represents the ALDI SOUTH Groups national organisations in international committees and multi- stakeholder initiatives.
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Each of the ALDI SOUTH Groups national organisations sources a portion of their products from Asia. To minimise the risks relating to production conditions and ensure compliance with our high standards, the ALDI SOUTH Group has been operating its CR Unit Asia in Hong Kong since 2012 and established a second CR Unit in Bangladesh in 2017. The focus of these CR Units is to monitor our suppliers production facilities and the performance of our suppliers with regard to
’


’


’


’

’


’


’


’


corporate responsibility. For this purpose, the CR Units conduct audits of the working conditions in the production facilities on behalf of the national organisations of the ALDI SOUTH Group and provide support to suppliers in implementing speciﬁc social and environmental standards.




Goals
The strategies established for implementing the CR Principles in each of the different modules include international goals which provide direction for each of the ALDI SOUTH Groups national organisations. In addition to the range of international goals presented here, the national organisations also set their own goals to pursue as part of their national CR strategies.
’


’


’


’




1. Customers

Goal	Status as of 2017	Time frame
Food safety standards:
Production facilities commissioned for food products are to be certiﬁed according to an internationally recognised
food safety standard.	96.25%	Ongoing
Responsible marketing:

Each national organisation of the ALDI SOUTH Group is to approve a national policy for responsible marketing.

Implemented throughout
all ALDI SOUTH countries	Since 2017



	2. Supply chain – Resources
	

	
Goal
	
Status as of 2017
	
Time frame

	Palm oil/palm kernel oil:
All palm oil/palm kernel oil used in our private label food
	
	Since the end of 2015: DE, UK, IE, AT, CH, AU

	products is to be certiﬁed.
	90%
	By the end of 2018: US, SI, HU

	All palm oil/palm kernel oil used in our private label non-
	
	

	food products is to be certiﬁed.
	13%
	By the end of 2018

	Sustainable forestry:
All wood and paper-based product components are to be
	
	

	produced from certiﬁed raw materials or recycled materials.
	80%
	By the end of 2020

	All wood and paper-based components contained in the
	
	

	product packaging of our everyday product range are to be
	
	

	produced from certiﬁed raw materials or recycled materials.
	52%
	By the end of 2020

	Cocoa:
All cocoa contained in the relevant private label products is
	
	

	to be certiﬁed.
	80%
	By the end of 2020

	Coffee:
The percentage of certiﬁed coffee is to be steadily
	
	

	increased.
	43%
	Ongoing

	Fish sourced from responsible ﬁsheries:
Products containing ﬁsh and seafood are to be sourced
	
	

	from responsible ﬁsheries.
	82%
	Ongoing



Supply chain – Suppliers

Goal	Status as of 2017	Time frame
Social Monitoring Programme:

All non-food commodity groups are to be integrated within the Social Monitoring Programme (SMP).







Auditing:
All main production facilities used for non-food items which have been integrated within the Social Monitoring Programme are to possess a valid social audit report or

Implemented throughout
all ALDI SOUTH countries	Since the end of 2017

certiﬁcate accepted by ALDI SOUTH.	Ongoing	Since 2008

All new non-food production facilities located in Bangladesh are to be visited within the scope of an ALDI
Social Assessment.	Ongoing	Seit 2015
Detox Commitment:
Transparency concerning all main and pre-production
facilities used for textiles and shoes.	Ongoing	Since 2015

Wastewater and sludge analyses are carried out at all wet-
processing facilities used for textiles and shoes.	89%	Since 2015

All textiles and shoes are to be produced in compliance with the ALDI threshold values deﬁned for alkylphenol ethoxylates (APEOs) and perﬂuorinated compounds (PFCs).
(see Detox Commitment)	Ongoing	Since 2017

The quantities of ﬁbres used for garment and household
textile products are being monitored.	Ongoing	Since 2017

The leather used as a main component of textiles and shoes is to be sourced solely from tanneries which possess
a certiﬁcate issued by the Leather Working Group (LWG).	Ongoing	By 2020


A system is to be implemented for recording and donating product samples (of textiles and shoes) to non-proﬁt organisations.



Implemented in 8 of 9
ALDI SOUTH countries	By 2020

Information on Detox-relevant topics is to be published
regularly.	Ongoing	Since 2017

People

Goal	Status as of 2017	Time frame
Professional development:
The training programme offered by the ALDI Academy/ALDI University is to be continuously improved with regard to its
range of target groups and their individual needs.	Ongoing	Since 2010

A global competency model as well as requirement proﬁles tailored to the needs of different groups of employees are
to be established.	Planned	By 2020
Corporate health management:

A corporate health management system is to be implemented in each ALDI SOUTH country.







Diversity:
A global guideline for equal opportunities is to be

Planned/Currently being implemented	By 2018

implemented.	Currently being planned	By 2020


Community

Goal	Status as of 2017	Time frame
Strategy:

An impact-oriented strategy for community activities is to be implemented throughout all ALDI SOUTH countries.

Implemented throughout
all ALDI SOUTH countries	Since 2016



Environment

Goal	Status as of 2017	Time frame
Company Carbon Footprint:

Reduction of greenhouse gas emissions generated per m² of sales ﬂoor by 30% throughout all ALDI SOUTH countries or country clusters (base year: 2012).







Energy management system:
An energy management system based on the requirements of the ISO 50001 norm is to be implemented

Achieved or exceeded in 3 out of 5 ALDI SOUTH country
clusters	By 2020

throughout all ALDI SOUTH stores.	100%	Since 2016
Refrigeration technology:
In the refrigeration systems installed in all stores, refrigerants with a global warming potential (GWP) of > 2,200 are to be replaced by an alternative refrigerant with a
lower GWP.	75%	By 2025
Lighting:
In all stores, chiller cabinets are to be illuminated using LED
bulbs instead of conventional ﬂuorescent tube lighting.	80%	By 2017

In all stores, chest freezers are to be illuminated using LED
bulbs instead of conventional ﬂuorescent tube lighting.	63%	By 2017

All new ALDI SOUTH stores are to be ﬁtted entirely with LED-
based interior lighting.	Ongoing	Since 2017
Waste:
In all countries of the ALDI SOUTH Group, waste volumes

and disposal methods for the most relevant waste fractions are to be recorded by means of adequate monitoring systems.



Implemented throughout all ALDI SOUTH countries

Expansion to include further waste fractions as of 2018
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Selection of topics
We selected the topics to be included in our CR Report based on our stakeholders' expectations, our actual or potential impact, and our general belief as expressed in our CR Principles.




Approach
In 2017, more than 5,900 stakeholders from all countries where the ALDI SOUTH Group conducts its business participated in an online survey. We asked our stakeholders to rate the importance they attach to various sustainability-related topics. The surveyed stakeholder groups included customers, employees, suppliers, and non-governmental organisations specialising in supply chain and environmental protection. These groups were identiﬁed as being most relevant based on the criteria of 'potential inﬂuence of ALDI SOUTH', 'potential inﬂuence of the stakeholder group on ALDI SOUTH', and 'possible potential for conﬂict'. In addition, we also conducted detailed interviews with 43 experts from the same areas across all ALDI SOUTH countries.

The online questionnaire had a total of 44 topics which were allocated to the following ﬁelds of action: Governance & Management, Customers & Community, Supply chain, People, and Environment. To identify the topics for the survey, we reviewed internal strategy papers and external analyses as well as materiality analyses prepared by other market agents and results from market research, and created a comprehensive list of potential aspects. Through a series of workshops held with the internal experts of the Corporate Responsibility International (CRI) department, we grouped the numerous aspects within 44 topics. The online questionnaire provided detailed explanations of the individual topics and clear distinctions between them. These topics ranged from emission prevention to work-life balance.

The online survey participants were asked to indicate to which extent the individual topics inﬂuenced their assessments and decisions vis-à-vis ALDI SOUTH (or ALDI, HOFER, or ALDI SUISSE, respectively depending on the country), using a scale ranging from 'not important at all' to 'very important'. Furthermore, the participants could specify additional topics they deemed relevant using free-text ﬁelds. The participants initially completed the ﬁeld of action allocated to them – for example, suppliers completed the topics from the 'Supply chain' ﬁeld of action. Subsequently, the participants were also free to answer questions from other ﬁelds of action. More than 90% of the surveyed consumers not only completed the topics from the 'Customers' ﬁeld of action allocated to them but also voluntarily answered questions from other ﬁelds of action, such as 'Supply chain' or 'Environment'.

In addition, for each topic, our internal sustainability experts assessed the impact level of our business operations in accordance with the requirements deﬁned by the Global Reporting Initiative. In doing so, they considered the actual current impacts of the business operations on the respective topic. To simplify comparison, all topics were grouped into 'low', 'medium', and 'high' impact topics by our internal experts.

The external expert interviews provided a more comprehensive assessment of the ALDI SOUTH Group's present CR performance. Moreover, they helped us identify trends and provided indications regarding potential future developments.




	


Selection of 44 topics for	Prioritisation of ﬁve ﬁve ﬁelds of action		stakeholder groups

Governance &
Management	Environment	Customers	Environment NGOs
Customers &		Supply chain	Employees		Supply chain Community	People			Suppliers		NGOs




Impact assessment in cooperation	• Interviews held with 43 experts
with sustainability experts	• Online survey of 5,904 stakeholders




Results workshop
· Combination of the results of the impact assessment and the online survey
· Identiﬁcation of implications for reporting







Key topics	Strategy development



Materiality matrixHigh

High

High

High

The results of the stakeholder analysis and the impact assessment formed the basis for the materiality matrix displayed below. The vertical position on the y-axis (relevance) corresponds to the average assessment of the topic across all stakeholder groups and countries. All stakeholder groups were weighted equally, while the countries were weighted depending on the number of stores in each country. The allocation to one of the three groups on the horizontal x-axis is based on the impact assessment provided by our internal sustainability experts.

The topics’ boundaries can be illustrated by displaying or hiding those topics which are allocated to the 'Supply chain', 'Own activities', 'Customers', and 'Community' areas of impact along the value chain.

The colours show the ﬁeld of action of a topic. Those 15 topics which are characterised by particularly high relevance and/or impact are highlighted in full colour.






Fields of action
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Results of the materiality analysis
The results of the materiality analysis generally conﬁrmed our previous assessment. The three topics rated 'very important' most often across all stakeholder groups and countries are 'Working conditions throughout the supply chain' for the 'Supply chain' ﬁeld of action, 'Product quality and safety' for the 'Customers' ﬁeld of action, as well as ‘Ethical business practices and compliance’ for the ‘Governance & Management’ ﬁeld of action.

	




Results of the materiality
	analysis Download PDF







Focus topics
The focus topics for this CR Report were selected based on the results of the materiality analysis.




'Customers' focus: health and well-being
'Range of affordable, healthy food products' was one of the top-rated topics in the 'Customers' ﬁeld of action. The topic of 'Promoting a healthy and sustainable lifestyle' was also rated as important.




'Resources' focus: protecting our forests
The top-rated topics in the 'Supply chain' ﬁeld of action include 'Environmental impacts of agriculture, forestry, and ﬁshery' and 'Sustainable purchasing practices'. In the ‘Customers’ ﬁeld of action, the topic of 'More sustainable products' belongs to the most important topics. We chose the topic of 'Protecting our forests' as an area of focus to explain the potential impact of our activities on important ecosystems and to show the measures we take in order to contribute to the protection of forests.

'Supply chain' focus: supplier assessments
The topics rated by many stakeholders as 'very important' include 'Working conditions throughout the supply chain', 'Fair business relationships', and 'Sustainable purchasing practices'. One of the instruments we use to promote further improvement in these areas is the systematic assessment of our suppliers' CR performance.




'People' focus: occupational health and safety
Both the topics of ‘Occupational safety’ and ‘Health of employees’ were priority topics in the 'People' ﬁeld of action. Since we attach high importance to our employees' health and safety, we selected this focus topic for the 'People' chapter of the CR Report.




'Environment' focus: modern refrigeration technology
Our stakeholders consider the 'Reduction of GHG emissions caused by business operations' to be important. Our efforts for modernising our refrigeration equipment provide us with particularly great inﬂuence as refrigeration accounts for a large portion of our energy consumption and the refrigerants used are of considerable relevance to our GHG balance.




'Community' focus: long-term partnerships
The materiality analysis shows that from our external stakeholders’ view, our company's community activities are not considered a priority. However, we, and our employees, attach increasing importance to this commitment. Within this area of focus, we present our approach to achieving a particularly high societal impact by concentrating on long-term partnerships.




In addition to these areas of focus, the survey also showed a number of topics which are of great importance to our customers, employees, and other stakeholders.

Within the 'People' ﬁeld of action, the topics of 'Diversity and equal opportunities', 'Work-life balance and compatibility of job and family', and 'Attractiveness as an employer' were rated as 'very important'. The concept of diversity and equal opportunities is deeply rooted within our corporate culture and forms part of our CR Principles. Within the scope of implementing our strategy to become an employer of choice within the retail industry, we are currently developing several initiatives to provide our employees with an attractive working environment.

For our customers, 'More sustainable packaging' is an important ﬁeld of action. Plastic shopping bags are a striking example in this context. As a matter of principle, we do not offer such shopping bags free of charge – not even in countries where free shopping bags are common practice. In various countries, we have already replaced disposable shopping bags with reusable shopping bags. We are making the gradual transition of the packaging of our core range products made from cardboard or paper to raw materials originating from certiﬁed sources or recycled materials. In this context, we will need to face various challenges as product packaging must fulﬁl a broad variety of requirements (including sustainability, hygiene and protection of the merchandise against damage, consumer-oriented presentation, and efﬁcient transport).

'Avoiding food waste' is one of the most highly ranked topics in the 'Environment' ﬁeld of action. Although we continuously increase our range of fresh products offered, we still succeed in reducing food waste to a minimum. This is possible because of our focused range of products and our appropriate merchandise planning methods. We donate unsold but still sound merchandise to charitable organisations, while organic waste is repurposed as animal feed or for the production of bioenergy. Additionally to raising awareness on the topic among consumers, for example through the “Reste Retten” (“Save food scraps”) campaign in Germany, we intend to reduce food waste caused during agricultural production and transport in cooperation with our suppliers.




Insights gained from the expert interviews
The interviews held with external experts provided us with many important indications concerning the ongoing development of our 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 – with a particular focus on buying operations – and adequate consideration of the related performance of suppliers and producers within the scope of product selection to be important tasks for the ALDI SOUTH Group. At the same time, we were happy to hear that the interviewed experts – most of them from the 'Supply chain' ﬁeld of action – perceive our efforts to be serious and credible.
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In addition to the requirements deﬁned by national and international law, the ALDI SOUTH Group is committed to upholding its own set of ethical values and standards. The Code of Conduct of the ALDI SOUTH Group, which deﬁnes our expectation of integrity and legal compliance, was approved in 2015. The Code of Conduct forms the basis for the national codes of conduct which provide guidance for our employees worldwide.




Comprehensive training
All employees receive regular training to keep them up to date on relevant legal topics. The frequency and scope of these training measures are aligned with the requirements of the different areas of responsibility. For example, the training measures provided for employees within our Buying departments cover areas such as competition law, while employees with HR responsibilities are trained in areas such as data protection. We also organise tailored individual training sessions on the adequate handling of customer data.




Alert lines
We have created independent points of contact within all national organisations of the ALDI SOUTH Group. Our employees and, in most countries, our third-party service providers and suppliers can contact these alert lines in order to report potential instances of non-compliance, discrimination, or other forms of misconduct. To ensure that incidents are in fact reported and the individuals remain anonymous, all information is anonymised and treated as conﬁdential on request before being forwarded to the responsible parties within the ALDI SOUTH Group.

In line with the relevant national framework conditions, alert lines have been established in the United Kingdom, Ireland, the US, Australia, and China. In Germany, Austria, Slovenia, Switzerland, Hungary, and Italy, independent counsels of trust are available. These counsels of trust serve as a neutral point of contact. The process allows both the informant and the person(s) against whom a complaint has been made to state their view.




Internal structures for a zero-tolerance policy
The internal monitoring system of the ALDI SOUTH Group is supported by the International Internal Auditing department. This department performs regular audits in accordance with speciﬁc standards. We thoroughly investigate any irregularities detected and adhere to a zero-tolerance policy with respect to violations of our Code of Conduct. If a supplier or service provider is found to have committed a serious violation, we reserve the right to terminate the business

relationship. Serious misconduct by an employee may result in termination of the employment contract and claims for damages.

We monitor working conditions and social standards at the production facilities used throughout our supply chain as part of our Social Monitoring Programme. Moreover, we supplement external audits with internal reviews and work together with our business partners to continually improve social and environmental standards in production throughout the supply chain.




Data protection
Within the scope of its business operations, the ALDI SOUTH Group processes personal data. In individual cases, the national organisations of the ALDI SOUTH Group process personal customer data, mostly in order to follow up on complaints, but also in order to adjust our offers even better to the requirements of our customers. We strive to collect only data absolutely required for the speciﬁc purpose and treat all data conﬁdentially in accordance with the applicable national laws. Within the scope of our online business operations in China and the United Kingdom as well as for the purpose of home deliveries in Germany and Austria, data is gathered, processed, and stored in accordance with each country's applicable legal requirements. Prior to releasing new systems, processes, and individual measures, the responsible data protection ofﬁcers are consulted. In Germany, an external data protection ofﬁcer can also be contacted in the event of questions concerning data collection and processing.




Risk management
To ensure our company's success and future operations, we have established appropriate risk management systems at both national and international level. We analyse existing risks, monitor future trends, and evaluate different scenarios to regularly identify, assess, and evaluate arising uncertainties. It is our aim to effectively mitigate and manage risks, and to ultimately prevent them wherever possible.

The risk management approach taken by the ALDI SOUTH Group is subject to continuous improvement. In 2014, we established an international Risk Management and Compliance department. At the same time, a risk management system based, among other things, on the internationally recognised COSO Enterprise Risk Management framework was also introduced.





GRI disclosures

Organisational proﬁle
102-11

102-11

102-11

102-11


Ethics and integrity
102-16

102-16

102-16

102-16


Anti-corruption
205-2

205-2

205-2

205-2





[bookmark: ALDI_SOUTH_GROUP_CR_Report_2017_7_Initia]Initiatives and associations







Memberships	Country/country clusters
Accord on Fire and Building Safety in Bangladesh	ALDI SOUTH Group actionsanté - eine Initiative des Bundesamt für














Lebensmittelsicherheit und Veterinärwesen und des
Bundesamt für Gesundheit	Switzerland
Aktionsplattform Lebensmittelhandel zur Förderung der
Tafelarbeit und zur Vermeidung von Lebensmittelabfall	Austria
amfori BSCI	ALDI SOUTH Group

amfori BEPI	ALDI SOUTH Group







Altstoff Recycling Austria AG	Austria Arbeitsgemeinschaft Verpackung + Umwelt e. V. (AGVU)	Germany
ARGE Gentechnik-frei	Austria, Switzerland ARGE Nachhaltigkeitsagenda für Getränkeverpackungen	Austria





















Australian Packaging Covenant Organisation (APCO)	Australia Better Cotton Initiative	Germany














Bord Bia	Ireland
British Dietetic Association	UK

British Nutrition Foundation	UK/Ireland
British Retail Consortium	UK

Bundesdeutscher Arbeitskreis für Umweltbewusstes
Management (B.A.U.M.) e. V.	Germany
Business in the Community	UK/Ireland

Champions 12.3	UK/Ireland
Change4Life	UK/Ireland

Childhood Obesity Strategy as part of the UK government	UK/Ireland Community Alcohol Partnerships	UK














Cotton made in Africa	Germany

Council für nachhaltige Logistik	Austria
Courtauld 2025	UK/Ireland

Deutsche Gesellschaft für Personalführung e.V.	Germany
Donau Soja	Austria, Switzerland

DrinkAware	UK/Ireland
EHI - Retail Institute	Germany

Environmental Protection Agency GreenChill Partnership	USA EU GreenBuilding Programme	Austria














Fair Company	Germany
Farm Africa	UK

Feeding America	USA
Food Marketing Institute Health & Wellness Council	USA Food Standards Agency Salt Targets as supplements to the














Childhood Obesity Strategy as part of the UK government	UK/Ireland Forum Nachhaltiger Kakao	Germany














Fur Free Retailer Program	Germany, Austria, Switzerland, Slovenia, Hungary, Italy
Groceries Supplier Code of Practice	UK

Handelsverband Deutschland - HDE e.V.	Germany
IGD Services	UK/Ireland

Imkerverband Slowenien	Slovenia
Initiative Tierwohl	Germany

Irish Food Waste Charter	UK/Ireland
Juice CSR Platform	Germany

KlimaExpo.NRW	Germany
Klimaschutz-Unternehmen e.V.	Germany

Land schafft Leben	Austria
Lean and Green	Germany

Leather Working Group	ALDI SOUTH Group
London Benchmarking Group	UK/Ireland

Mitglied der Initiative „Lebensmittel sind kostbar!“ des Bundesministeriums für Land- und Forstwirtschaft,
Umwelt und Wasserwirtschaft	Austria National Farmers Union (NFU) Fruit and Veg Pledge	UK/Ireland North American Sustainable Palm Oil Network	USA





















öbu - Der Verband für Nachhaltiges Wirtschaften	Switzerland

Portman Group	UK/Ireland
Red Tractor	UK/Ireland

REFRESH	Germany
respACT - Austrian Business Council for Sustainable
Development	Austria
Responsible Use of Medicines in Agriculture (RUMA)	UK/Ireland

Round Table on Responsible Soy	ALDI SOUTH Group
Roundtable on Sustainable Palm Oil (RSPO)	ALDI SOUTH Group

RSPCA Assured	UK/Ireland







Schweizerische Gesellschaft für Ernährung SGE	Switzerland Seafood Task Force	USA
Sedex Supplier Ethical Data Exchange	UK, Australia







Soja Netzwerk Schweiz	Switzerland

Stiftung 2°	Germany
Stiftung Lesen	Germany

Sustainable Fisheries Partnership	UK/Ireland, USA, Australia
Sustainable Packaging Coalition	USA

Swiss Platform for Sustainable Cocoa	Switzerland
Swiss Retail Federation	Switzerland

Szövetség az ifjúságért	Hungary
Bündnis für nachhaltige Textilien	Germany

The Global Coffee Platform	Germany, Austria, Switzerland, Slovenia, Hungary, Italy The Royal Society for the Protection of Birds (RSPB)	UK














The Supply Chain Initiative	Germany, Austria, Slovenia, Hungary, UK/Ireland
The Wine and Spirit Trade Association	UK/Ireland Verband Lebensmittel ohne Gentechnik (VLOG)	Germany Mreža za družbeno odgovornost	Slovenia Verein für kontrollierte alternative Tierhaltungsformen e. V.




























(KAT)	Germany
Združenje delodajalcev Slovenije	Slovenia
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“We promise our customers quality products at the best prices. […] It is our responsibility to design our select product range in a way that meets our customers’ everyday needs. For us, quality includes consumer safety, health and well- being, and the sustainability of our products and their production. The safety of our products is one of our core commitments to our customers.”

CR Principles

	
Content


Introduction

Focus: health and well-being Key ﬁgures
SDGs and GRI

International activities




Every day, millions of customers visit one of over 5,900 ALDI SOUTH stores worldwide and rely on our value proposition of quality at the best price. Our customers have come to rely on safe and high-quality products, and they also value products which promote a healthy lifestyle, cater to special dietary needs, and are manufactured in a more sustainable manner.

We constantly develop our product range and business processes, as we always want to meet our customers’ expectations. Product quality and safety are our ﬁrst priority. The establishment of comprehensive quality assurance controls at all stages of the supply chain – from manufacture to sale – is a crucial factor of this approach. In this respect, we beneﬁt from the fact that about 90% of the products we sell are offered under our own private labels. This enables us to work closely together with our suppliers to ensure our products meet quality, composition, and sustainability criteria. We are continually adding new products, and we regularly ﬁnd improved alternatives to existing products within our range. This includes, for example, vegetarian, vegan, lactose and gluten-free products, as well as organic products and products certiﬁed according to sustainability standards. As a result, our customers can rely on us to provide the highest quality at the best possible price.

More than 96% of the production facilities used to manufacture the private label food products offered by ALDI SOUTH are certiﬁed according to strict food safety standards, which are recognised by the Global Food Safety Initiative (GFSI). For the rest of the production facilities, such a certiﬁcation cannot be obtained for reasons such as small company size. Both food and non-food products are required to undergo comprehensive quality testing and evaluation, both internally and through our third-party service providers, before being introduced to our product range or sold as special buy. In the rare instance that a product must be removed from sale as a matter of precaution, we ensure that we react quickly and thoroughly.

In the future, we will continue to offer products and services which meet the desires and expectations of customers in each of our national markets. In doing so, we have recognised the growing importance of maintaining dialogue with our customers – not least via social media platforms. Through all national markets, ALDI SOUTH is becoming increasingly present on platforms such as Facebook, Twitter, Instagram, and Pinterest. Furthermore, we have established internal corporate policies concerning responsible marketing practices in each of the countries where we operate.

Focus: health and well- being

Focus: health and well- being

Focus: health and well- being

Focus: health and well- being




A balanced diet and routine physical activity are the foundation for a healthy and happy life. We want to make it as simple as possible for our customers to lead a healthy and active lifestyle. For this reason, we have an international strategy for health and well-being in place, which was subsequently adapted to national market requirements and is being implemented worldwide.



Within each of our national organisations, we continuously analyse and improve the composition and nutritional proﬁle of our various food products. According to national priorities, we focus on reducing salt, sugar, fats, trans fats, additives, and the overall calorie content in our products. In 2017, we reformulated more than 400 processed product variants in collaboration with our suppliers, optimising the sugar, salt, and/or fat content of these products without compromising on quality.

The desires, expectations, and needs of our customers are just as diverse as the customers themselves. For this reason, over the past few years, we have introduced more vegan, vegetarian, lactose and gluten-free products to our range. In 2017, we listed various product options labelled as suitable for vegetarians or vegans. For example, in Austria, a total of 416 product variants (275 vegan and 141 vegetarian product variants) carried the ‘V label’, an internationally protected quality seal issued by ‘Vegane Gesellschaft Österreich’. Increasingly, our customers are interested in supporting local producers and sustainable development. By offering certiﬁed organic and local products, as well as products certiﬁed by organisations such as Fairtrade and Rainforest Alliance, we enable our customers to purchase these at a discount price. For example, organic products accounted for a sales share of 4.5% in the whole group in 2017.

We support our customers in making healthy lifestyle choices, for example by offering products, such as fresh fruit and vegetables, at affordable prices all year round. In addition, we provide our customers with recipes for simple, healthy meals and with information and short videos on leading a healthy lifestyle. One example is our German online portal 'www.aldi-inspiriert.de' (‘ALDI inspires’), which offers our customers access to a range of free and personal advice on sport, ﬁtness, nutrition, and overall health. In several of the countries we operate in, ALDI SOUTH also supports charities in order to motivate children and young people to lead healthy and active lifestyles and impart important information on healthy nutrition.

We always want to offer the right selection of products at the best price. Therefore, we constantly develop our product range in coordination with our customers, suppliers, and experts, and we will continue to improve our range without compromising on taste and quality in future.
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Offering product options for speciﬁc dietary needs


Key ﬁgures

404
product variants which have undergone optimisation in terms of their salt, sugar, or fat content.

Product safety
The indicator is based on the last production facility in the supply chain which adds value to the product. GFSI: Global Food Safety Initiative


Percentage of food production facilities for the manufacture of food items which are certiﬁed in accordance with a GFSI-recognised
standard	96.25 ✔


The indicator is based on all publicly recalled food and non-food products.


Number of public product recalls	47 ✔


Health and well-being

Percentage of sales of organic food products (labelled EU organic, Bio Suisse, Australian certiﬁed organic, USDA organic)	4.5 ✔


Sustainable Development Goals	GRI disclosures
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“Our aspiration is that all our products be made in a sustainable way. We consider environmental and social criteria, including animal welfare, throughout our product supply chains – from raw materials to ﬁnal production. Raw materials include agriculture and forestry, livestock and ﬁsh, and other natural resources used for our products and packaging.”

CR Principles

	
Content


Introduction

Focus: protecting our forests Key ﬁgures
SDGs and GRI

International activities




A large variety of different agricultural commodities and natural resources are required for the manufacture of our products. The cultivation of crops, the rearing of animals, and the extraction of raw materials often involve consequences for the environment, climate, wildlife, and population. The same is true for certain processing and production processes.

We strive to achieve an increased sustainable use of global resources. To achieve this, we analyse the resources used for our products and the possible risks or negative impacts associated with these resources that need to be considered. For the relevant resources, we deﬁne strategies in order to ensure their long-term availability and minimise the associated negative impacts to the greatest extent possible. Within the scope of our cooperation with suppliers and our dialogue with experts and non-governmental organisations (NGOs), we work to successively improve the sustainability of our entire supply chain. For the practical implementation of this goal, the individual national organisations of the ALDI SOUTH Group deﬁne their own tailored buying policies and guidelines for many areas.

At international level, the ALDI SOUTH Group primarily focuses on the resources of wood and paper, palm oil/palm kernel oil, coffee, cocoa, ﬁsh and seafood, as well as cotton. Over the past few years, we have made considerable adjustments to our product range. For example, we have increased the share of certiﬁed wild-caught ﬁsh and seafood products from 44% to 55% and the share of certiﬁed aquaculture products from 67% to 84% between 2015 and 2017. In 2017, we published
an International Position Statement on Sustainable Product Packaging. In addition, we developed an internal guideline which aims to support our buyers in using the most environmentally friendly packaging possible. Moreover, we also published an International Position Statement on Animal Welfare in 2017, which formed the basis for the review and implementation of the relevant national requirements in close cooperation with our suppliers. Among other things, in every country of the ALDI SOUTH Group and with that also outside of the European Union, we are committed to sourcing 100% of our shell eggs from cage-free supply chains by 2025 at the latest.

At present, we are developing activities at international level and considering initiatives from the areas of product packaging and tea. We have established international working groups entrusted with the task of developing an international strategy for increasing the sustainability of our supply chain and our involvement, for example, in multi- stakeholder initiatives. We will continue to assess our product supply chains with regard to particular risks concerning compliance with human rights and possibilities for the ALDI SOUTH Group to contribute to the reduction of these risks.

Focus: protecting our forests

Focus: protecting our forests

Focus: protecting our forests

Focus: protecting our forests




Around 30% of the Earth's land area is covered by forest. The Earth's forests are of vital importance to global ecosystems – they provide habitats for a diversity of species and have important functions for the Earth's climate.
In this respect, the tropical rainforests in South America and Southeast Asia are of particular importance.
However, millions of hectares of forest are destroyed each year to make way for agricultural and urban areas.
Deforestation signiﬁcantly contributes to global greenhouse gas emissions.



A large share of forests are destroyed in order to create cultivation areas for animal feed, such as soy, crop plants, such as oil palms, or grazing land for cattle farming. In addition, logging for obtaining wood as a construction or working material and the production of paper and cardboard also causes the further reduction of global forests.

In terms of our buying activities, we aim to ensure that the products we offer do not contribute to illegal logging. In this respect, we initially focus on four key areas: soy cultivation, palm oil/palm kernel oil production, forestry, and cattle farming.

Our aim is to ensure that the cultivation of soy, which is primarily used as animal feed within our supply chains, has no negative impacts on forest areas. For this purpose, we maintain intensive dialogue with our stakeholders and became a member of the Roundtable on Responsible Soy (RTRS) and the Retailer Soy Group (RSG) in May 2017. Within the scope of further developing our strategy for ensuring the ecologically and socially responsible cultivation of soy, we calculated a soy footprint for our business operations in Germany, the UK, Ireland, and across HOFER S/E for the ﬁrst time in 2017 with the aim of providing a quantitative impact assessment of our supply chain. This soy footprint reﬂects the soy usage of relevant animal products, which account for the majority of the soy footprint in our supply chain. Based on the updated soy footprint, we will develop appropriate measures and intensify our involvement in multi-stakeholder initiatives over the course of the next year.

In many cases, the palm oil/palm kernel oil contained in our products cannot be readily replaced by other fats or oils. One aspect which needs to be considered is the higher yield achieved with oil palms compared to all other oil plants. In order to obtain the same quantity of oil from other plants, signiﬁcantly larger cultivation areas would be required – meaning the problem would only be displaced. This is why we rely on the use of palm oil/palm kernel oil from certiﬁed sources. We joined the Roundtable on Sustainable Palm Oil (RSPO) in 2011 and, since late 2015, the palm oil/palm kernel oil contained in our private label food products sold in Germany, Austria, Switzerland, the United Kingdom, Ireland, and Australia is certiﬁed according to the RSPO chain of custody standards. By the end of 2018, we aim to complete the transition to certiﬁed palm oil/palm kernel oil for all of our private label products worldwide. For derivatives and fractions contained in

non-food products, we will also accept RSPO Palm certiﬁcates. We are also actively involved in the Retailer Palm Oil Group and the Retail Palm Oil Transparency Coalition.

A signiﬁcant share of the globally traded palm oil/palm kernel oil is produced by smallholders. In order to account for these smallholders within the scope of our commitment to using sustainable palm oil/palm kernel oil, we employ a combination of three measures: We purchase RSPO Independent Smallholder Credits to support their work, we participate in the RSPO Smallholder Working Group in order to further support and integrate smallholders, and since 2017, we have been supporting a smallholder project in Côte d'Ivoire in order to pave the way for a sustainable cultivation of palm (kernel) oil. In close cooperation with our partner, the NGO Solidaridad, we have developed a project focussing on the protection of native forests and environmentally friendly cultivation methods. Solidaridad offers intensive training which builds on an existing RSPO Smallholder Support Fund project supporting 5,000 smallholders and is intended to qualify up to 3,200 smallholders to protect their forests as well as align their cultivation methods with environmental and resource conservation requirements.

For all products which are made of wood or contain wooden components as well as our paper products and cardboard packaging, we pay attention to sourcing our raw materials in a sustainable manner. The share of products which are certiﬁed according to the FSC®, PEFC, or SFI standard or made from recycled materials amounts to 80%. For products and product packaging of our core range products made of paper or cardboard, we have set the goal to only use certiﬁed or recycled materials by the end of 2020. In addition to this, we already completed the transition to sustainable paper for all our advertising materials in 2012.

Moreover, both the impacts of cattle farming in South America and the accompanying deforestation of native forests are important issues to be addressed in the future. We are currently analysing potential connections with products we source as well as suitable measures for addressing this issue. One major challenge in this respect is the complex supply chain with its many stages of cattle farming.

Over the next few years, the focus of our efforts will be on enhancing the traceability of our products and the resources used. In close cooperation with our suppliers and other stakeholders, we will continue to work to increase the number of products derived from sustainable sources and thus contribute to the protection of our forests.
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Key ﬁgures


Palm oil/palm kernel oil: percentage of certiﬁed products ✔


Paper products: percentage of sales of certiﬁed/recycled products ✔
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Palm oil/palm kernel oil
The indicators are based on the total amount of palm oil/palm kernel oil used for our products and derived from the physical supply chain options ‘Identity Preserved’ (IP), ‘Segregated’ (SG), or ‘Mass Balance’ (MB) as deﬁned by the Roundtable on Sustainable Palm Oil (RSPO).

Percentage of certiﬁed products (food and non-food products) compared to the total number of products containing palm oil/palm
kernel oil	74.14 ✔







Percentage of tonnage for certiﬁed palm oil/palm kernel oil in food products	90.18







Percentage of tonnage for certiﬁed palm oil/palm kernel oil in non-
food products	12.68

Wood and paper
The indicators are based on all products with wood-based components. The sales share is speciﬁed for all products for which the wood-based components are certiﬁed according to FSC®, PEFC, or SFI or made from recycled materials. SFI- certiﬁed products are included as of 2017.

Percentage of sales of certiﬁed/recycled products	80.45 ✔
Paper products: percentage of sales of certiﬁed/recycled products	94.19 ✔




The indicator is based on all core range products with wood-based product packaging. The percentage speciﬁed refers to all products which are certiﬁed according to FSC®, PEFC, or SFI or which contain a minimum of 70% recycled material.
Percentage of products with certiﬁed/recycled product packaging	51.74







Cocoa
The indicator is based on all products from the chocolates, biscuits, and seasonal confectionary commodity groups as well as products from other commodity groups which contain at least 10% cocoa, such as baking chocolate and drinking chocolate.
Percentage of sales of products containing certiﬁed cocoa (Fairtrade/Fairtrade Sourcing Program for cocoa, UTZ, Rainforest
Alliance, organic)	79.76 ✔



Coffee

Percentage of certiﬁed coffee (Fairtrade, UTZ, Rainforest Alliance,
organic) contained in the total amount (in tonnes) of coffee	43.44

Fish and seafood
Sales share of certiﬁed aquaculture or wild-caught ﬁsh products in the total sales of aquaculture or wild-caught ﬁsh and seafood products

Percentage of sales of certiﬁed wild-caught products (MSC)	55.31 ✔
Percentage of sales of certiﬁed aquaculture products (ASC, organic, GLOBALG.A.P., BAP, minimum two stars)	83.94 ✔




Our criteria for the responsible sourcing of ﬁsh:
1. Certiﬁcation in accordance with one of our recognised standards (Marine Stewardship Council (MSC), Aquaculture Stewardship Council (ASC), Organic, GlobalG.A.P., Best Aquaculture Practices (BAP) and further by Global Sustainable Seafood Initiative (GSSI) recognised standards), or
2. World Wide Fund for Nature (WWF) or Sustainable Fisheries Partnership (SFP) rating shows a low or medium risk, or
3. the raw material originates from a ﬁshery participating in an Fishery Improvement Project (FIP) or Aquaculture Improvement Project (AIP).

Additional criteria for tuna: the producer is a member of the International Seafood Sustainability Foundation (ISSF) or the ﬁshing vessel is registered within the ProActive Vessel Register (PVR).


Percentage of products which comply with our criteria for the
responsible sourcing of ﬁsh	81.63



Soy
Fresh meat products, consumer milk products, and shell eggs were included in the calculation of the soy footprint. The soy footprint does not contain products sourced from deforestation-free supply chains which are deﬁned as products certiﬁed in accordance with the standards set by ProTerra/Danube Soya/Europe Soya and not originally sourced from South America.

Soy footprint (in tonnes)	298,174

Sustainable Development Goals	GRI disclosures
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“For our suppliers, we are a fair and reliable business partner. Together, and in cooperation with other stakeholders, we are committed to improving the living and working conditions throughout the supply chain. We articulate our expectations clearly to all our suppliers and business partners. Together with our suppliers, we work towards increased transparency and continuous improvement within the supply chain.”

CR Principles

	
Content


Introduction

Focus: supplier assessments Key ﬁgures
SDGs and GRI

International activities




Ranging from textile products and household appliances to food from all over the world, we offer our customers a wide variety of different products, both through our core range and our weekly range of special buy items. Throughout our global supply chains, we assume responsibility for promoting fair working conditions and environmental compliance.



“	”
Our requirements towards suppliers and products are recorded within the ALDI Social Standards in Production as well as
other speciﬁc standards. Using suitable monitoring approaches, audits, and training measures, we strive to ensure that our suppliers are able to fulﬁl our requirements. In this context, we closely collaborate with our suppliers in order to achieve continuous improvements.

We regularly review and, if necessary, update our requirements. For example, having joined the Greenpeace Detox campaign in 2015, we are committed to eliminating certain chemicals from textile and shoe production by 2020. By participating in industry and multi-stakeholder initiatives, we actively contribute to the further development of standards and practical approaches as well as knowledge sharing.

On a regular basis, we assess the potential risks related to social and environmental standards connected to the production of certain goods or in certain regions, and then prioritise our planned measures accordingly. For several years now, a major focus of our efforts has been on the production of textiles and shoes in Bangladesh, China, and other countries in Asia.

Through our programme aimed at reviewing and improving social standards (Social Monitoring Programme, SMP) and the implementation of the Detox Commitment, we have seen great achievements over the past few years. 99.58% of the non- food production facilities used for the manufacture of products which are covered by an SMP could present valid social audits in 2017. All Bangladeshi production facilities which were used by our suppliers in 2017 have already been visited by ALDI representatives within the scope of an ALDI Social Assessment (ASA). Through our ALDI Factory Advancement (AFA) Project, which we conduct in Bangladesh, we offer additional training measures at almost 40 production facilities with the highest relevance for ALDI. Regarding the implementation of the Detox Commitment, we have achieved important initial milestones. Among others, wastewater analyses − which provide information on the use of chemicals in production − are already available for 89% of all pre-suppliers using wet processes.

We are committed to continuing our efforts in this area. To do so, we will continue to increase the transparency of our supply chains and work towards continuous improvements at all levels of the supply chain together with our suppliers. We regularly review new requirements and integrate them into our processes.

Focus: supplier assessments

Focus: supplier assessments

Focus: supplier assessments

Focus: supplier assessments




A strategy is only as good as its implementation. With regard to sourcing, this means that our commitment to sustainability and responsibility needs to be reﬂected in our purchasing practices. The majority of our products are not sourced directly from producers, but from suppliers who commission the manufacture or import of the products. Therefore, collaborating with our suppliers is an essential factor in achieving our sustainability goals.



In 2017, we began consolidating our global garment textile supply chain and intensifying discussions with suppliers about Corporate Responsibility (CR)-related topics. As a result, the number of production facilities used by our suppliers in this sector has already decreased by 31%. Thus, our suppliers are able to achieve better capacity utilisation of production facilities, enabling investments in the improvement of working conditions and environmental compliance to pay off sooner.

To ensure continued compliance with our high standards in the future, new garment textile suppliers must ﬁrst undergo an auditing and approval process conducted by the responsible CR department. Furthermore, these suppliers are obliged to specify a ﬁxed production facility pool for the production of ALDI merchandise. New production facilities may only be used once we have conﬁrmed that they adhere to our requirements.

At the same time, we have begun to systematically assess our suppliers CR performance. On the one hand, we wish to support our business partners in improving their performance. On the other hand, we aim to increase collaboration with those suppliers implementing our CR requirements to a particularly high degree. During the introduction phase, we initially accepted various suppliers of garment textiles and other non-food items into the programme. In the future, we will extend the CR performance assessment programme to include additional suppliers.
’


’


’


’


The starting point of our CR performance assessment programme for suppliers is a review of all available information on our business partners and their production facilities. In order to evaluate our suppliers CR set-up, we analyse a wide variety of information. In doing so, we not only take their plans and CR strategies into account but also query information on personnel resources and organisational structures for the implementation of our CR requirements. For the veriﬁcation of these information, we use the ﬁndings gained during on-site visits conducted as part of our ALDI Social Assessments. As a rule, these on-site visits are conducted by employees of our ALDI CR Units in Hong Kong and Dhaka together with independent auditors and supplier representatives.
’


’


’


’


Based on our assessments, we regularly conduct supplier interviews in order to identify potential for improving our suppliers CR performance. Wherever required, we support our suppliers in further developing their processes by
’


’


’


’


[image: ]providing targeted training sessions.


The CR assessment is an increasingly important factor which inﬂuences contract placement. In future, we plan to increase our cooperation with those suppliers which fulﬁl our CR requirements to a particularly high degree and to discontinue our business relationships with other suppliers. Consequently, particularly committed suppliers will be able to expand their collaboration with us by increasing their investments in sustainability.

[image: ][image: ]Continuously increasing the sustainability of our supply chain is a task we face together with our suppliers. In order to achieve effective changes, we need to steadily enhance the knowledge of our own supply chains and our understanding of the related challenges and opportunities. Therefore, measures for improving transparency are the initial focus of many of our initiatives. By assessing the CR performance of our suppliers, we are taking an important step towards ensuring that we can meet the ever increasing challenges of the future together.
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Key ﬁgures


Number of ALDI Social Assessments (ASAs) conducted per country of production
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ASAs are audits of production facilities that are carried out by ALDI SOUTH employees together with external auditors and supplier representatives mainly in Bangladesh and China.



ALDI Social Assessments (ASAs)

Number of countries in which an ASA has been conducted	10







Number of ASAs conducted	302


Third-party social audits
The indicator takes into account all contractually agreed main non-food production facilities located in risk countries, as deﬁned by the amfori Business Social Compliance Initiative (amfori BSCI), and which are already integrated within an ALDI SOUTH Social Monitoring Programme as well as all social audit reports and certiﬁcates accepted by ALDI SOUTH.

Percentage of non-food production facilities with a valid social audit
report	99.58 ✔

ASAs in Bangladesh
The indicator is based on all contractually agreed, main non-food production facilities used for ALDI SOUTH production which are located in Bangladesh.

Percentage of production facilities located in Bangladesh which have
been continuously visited within the scope of an ASA	100 ✔



Supplier assessments
The indicator is based on all risk-relevant garment textiles suppliers of ALDI SOUTH.


Percentage of garment textiles suppliers for which a supplier
assessment was conducted	100


Wastewater and sludge analyses
The indicator is based on all wet-processing facilities used for textiles and shoes which have been contractually agreed with ALDI SOUTH and on test reports for wastewater and sludge analyses which are no older than one year.

Percentage of wet-processing facilities for which a valid wastewater
and sludge analysis report has been provided	89

Sustainable Development Goals	GRI disclosures
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“Our employees are the key to our success. They are the ones that deﬁne the ALDI business day after day and distinguish us from our competitors. For ALDI to continue on the path of success, we want to be the employer of choice within the retail sector and to attract talented professionals who work together with us to further develop the global market.”

CR Principles

	
Content


Introduction

Focus: occupational safety and the promotion of health Key ﬁgures
SDGs and GRI

International activities




Across the globe, the ALDI SOUTH Group employs over 125,900 people. Over the past few years, the number of employees has increased impressively. This growth is a strong indicator of our success. At the same time, it poses the challenge of continuing to preserve our strong corporate culture of respect and fairness, as outlined within our ALDI Management System (AMS).

We want to be perceived as a reliable employer at all locations where we operate. All of our employees are treated equally. We offer our employees job security, attractive remuneration and beneﬁts, as well as comprehensive training measures and development opportunities. An important success factor is constituted by efﬁcient workﬂows and clearly deﬁned responsibilities. Within our growing company, the commitment and motivation of our employees are of central importance. For that, a good cooperation and communication are key factors. Both are described in our AMS.

Our 2016 employee survey showed that our employees’ motivation levels throughout the different national organisations are well above the respective industry averages. The positive mood of our employees shows that our efforts help us to reach our goal of being an employer of choice within the retail sector.

At the end of 2016, we adopted an international employee strategy in order to provide a common strategic framework. The detailed implementation of this strategy is the responsibility of the individual national organisations. Other topics which are currently addressed both by the national organisations and at international level include talent attraction, staff turnover reduction, and training as well as development.

Focus: occupational safety and the promotion of health

Focus: occupational safety and the promotion of health

Focus: occupational safety and the promotion of health

Focus: occupational safety and the promotion of health




We strive to promote the health and well-being of our employees. This involves not only the prevention of workplace accidents but also various measures and initiatives concerning the protection and promotion of overall health. The strong importance attached to occupational health and safety within our company is also reﬂected by the results of our employee surveys and the materiality analysis conducted in 2017.



The majority of our staff work in stores or logistics. In order to prevent accidents, we utilise modern equipment and appropriate workwear, and we strategically design our workplaces and workﬂows to ensure maximum safety. For example, when working in our freezer warehouses, employees are obliged to wear special protective clothing. Within our regular warehouses, a 'pick-by-voice' system was developed so employees have both hands free when packing and moving bulk merchandise. In order to design the check-out process at our stores as ergonomically as possible, the barcodes printed on our products are placed in such a way that the merchandise does not need to be lifted or turned at checkout.

However, technology alone is not enough to ensure workplace safety. We attach great importance to providing regular staff training on operational health and safety, and the compliance with safety regulations – such as wearing protective footwear, and the correct use of potentially dangerous equipment – is monitored and reviewed on a regular basis. In several of our countries of operation, not only our technical equipment but also our health protection measures are subject to regular external reviews.

For years now, we have been able to maintain a constantly low accident rate throughout the ALDI SOUTH Group. In many ALDI countries, the statistical development of accident rates is regularly monitored. By the end of 2018, we plan to align our efforts for the promotion and protection of our employees’ health undertaken in all our countries of operation within a corporate health management system.

































Prevention of workplace accidents
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Measures and initiatives

Safe and healthy working environment






Key ﬁgures
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Unless indicated otherwise, the information provided is based on the number of employees per capita as of 31 December (excluding employees within special operating units, such as the coffee roasting plants and chocolate factory). Deviations from the total number of employees may be due to rounding.

Employment structure

Average number of employees	125,977

Percentage of newly recruited employees compared to the average number of employees	28.73

Percentage of part- and full-time employees compared to the total number of employees







Full-time	39.01







Part-time	60.99







Percentage of permanent employees compared to the total number
of employees	97.9







Number of staff on parental leave	6,734







Number of employees with over 10 years of service with the company 25,569

Average number of employees per area of employment (percentage of the average number of employees)
Store Operations	97,232 (77.18%)

Logistics	19,423 (15.42%)
Administration	9,322 (7.4%)





	Age structure
	

	
Percentage of employees under the age of 30 compared to the total number of employees
	

43.79

	Percentage of employees between the ages of 30 and 50 compared to the total number of employees
	

45.28

	Percentage of employees aged 50 years or older compared to the total number of employees
	

10.92






	Women in management positions
	

	
Information provided in full-time equivalents
	

	
Percentage of female employees compared to the total number of employees
	

62.47

	Percentage of female employees compared to the total number of employees in management positions
	

40.81 ✔

	Lower management
	41.65

	Middle management
	32.3



Upper management	12.22


Employee satisfaction (2016)
Information provided includes the coffee roasting plants and the chocolate factory


Average engagement index as a %	86 ✔



Apprentices

Number of apprentices at ALDI SOUTH	6,160







Percentage of apprentices who were placed permanently following completion of their training	70.37

Sustainable Development Goals	GRI disclosures
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“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.”

CR Principles

	
Content


Introduction

Focus: long-term partnerships Key ﬁgures
SDGs and GRI

International activities




The ALDI SOUTH Group contributes to public welfare through donations, the engagement of its employees, and long-term partnerships with social organisations.

In each of our countries of operation, we sustainably support effective social initiatives and offers. For this purpose, we commit to long-term partnerships with selected charitable organisations, which, above all, provide services in the areas of education, health, nutrition, social affairs, and environmental protection. In addition to money donations, we also donate products. By means of sales campaigns, as part of which we donate parts or the entirety of the sales proceeds of a selected product, we do not only generate additional donations but also provide our partner organisations with positive exposure and the opportunity to promote their vision and services to millions of our customers. We do not make any donations to political parties or organisations afﬁliated with political parties.

In 2017, we provided funding in the amount of approximately EUR 19.6 million in order to support charitable causes across all of our countries of operation. In addition, we donated various products with a total sales value of more than EUR 660,000. Practically all of our stores and regional distribution centres cooperate with organisations which collect unsold food products and donate these to charitable causes. Also, more than 2,900 of our employees participated in corporate volunteering activities.





Focus: long-term partnerships

Focus: long-term partnerships

Focus: long-term partnerships

Focus: long-term partnerships




Societal changes do not occur overnight. Developing, implementing, and making available effective solutions requires patience and perseverance. We therefore focus on establishing long-term partnerships with charitable organisations in order to support our partnering organisations in ways which enable them to reach their desired target groups with particularly effective services.



The starting point for these partnerships is an intensive selection process during which we get to know our potential partners and jointly develop concepts for long-term cooperation. We expect our partnering organisations to thoroughly plan the impact of their activities and to assess whether the projected impact actually occurs. Throughout each

partnership, we do not only cover project costs but also provide funds for the further development and management of the partnering organisation.

In addition to money donations, we also use other resources available to our company and increasingly combine different types of support. For example, the knowledge and experience of our employees can be a valuable resource for our partners. Sales campaigns help increase public awareness and generate additional funds.

One example of this approach is our cooperation with the non-proﬁt organisation Feeding America in the US. Feeding America is an umbrella organisation of regional and local food banks which receive product donations from ALDI and other retailers and distribute them to those in need. Next to donating over 20 million pounds of food annually, ALDI US also supports Feeding America with money donations to cover organisation costs. In 2017, for the ﬁrst time ever, we also encouraged our employees and customers in the US to make donations for those affected by the Hurricanes Harvey, Irma, and Maria. As a result, ALDI US and our employees collectively donated over USD 275,000 (EUR 243,432). Within a matter of days, our customers also showed their generosity by donating USD 400,000 (EUR 354,082) to Feeding America to help those impacted by the hurricanes.

In other countries, we also focus on maintaining long-term partnerships: in Australia, we have been supporting Barnardos Australia, one of the country’s leading child protection charities, for many years. This year, we celebrate 15 years of support in the form of monetary donations, sales campaigns, and more recently, by becoming the principal supporter of the annual Barnados 'Mother of the Year' award. In the UK, ALDI UK/Ireland and many of its employees provide various forms of support to the Teenage Cancer Trust, which offers special facilities and services for teenagers suffering from cancer. With these forms of long-term cooperation, we aim to make the best use of our resources for the beneﬁt of societal causes beyond our core business.

Since 2006, ALDI SOUTH Germany has provided over EUR 60 million in funding in order to support the charitable organisation Auridis gGmbH, which also belongs to the ALDI SOUTH Group. Above all, Auridis uses these funds to provide effective services for socially disadvantaged families throughout Germany. In addition to this, we maintain funding partnerships with charitable organisations, such as the 'GemüseAckerdemie', which implements innovative approaches to promoting healthy nutrition and sustainable consumption.

In Austria, HOFER dedicated its efforts in 2017 to the area of farming and agriculture and to supporting social integration within the agricultural industry. This included regional projects by HOFER aimed at providing socially disadvantaged young adults with job prospects in agriculture, as well as the 'HOFsuchtBAUER' ('Farm seeks Farmer') platform, which helps to connect farmers with potential young successors for running their farms. In Hungary, ALDI works with its long-term strategic partner 'Bátor Tábor', a foundation which supports children suffering from severe or incurable illnesses and their families. In Slovenia, HOFER provides monthly donations to the sponsorship project 'Botrstvo', which is dedicated to supporting socially disadvantaged children, while in Switzerland, ALDI SUISSE cooperates with UNICEF Switzerland within the scope of a multi-year funding campaign called 'IMAGINE', which beneﬁts children in Malawi and across Switzerland.
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Key ﬁgures

19.6
million EUR were donated to charitable organisations. ✔

Money donations: monetary donations made to charities or other social organisations for the promotion of non-material causes without the expectation of any form of consideration in return

	Donations
	

	Sales value of foodstuffs and other products not withdrawn from sale which were donated to charities in EUR
	

668,464

	Number of product collaborations and/or sales campaigns conducted for the beneﬁt of non-proﬁt organisations
	

28






Long-term partnerships

Number of organisations supported within the scope of long-term (≥
1 year) partnerships at national level	42


Employee volunteering

Number of employees who participated in corporate volunteering
activities	2,909

Sustainable Development Goals	GRI disclosures
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“We aim to minimise the ecological footprint of our entire business. We strive to become a climate-neutral company and are therefore committed to the continuous reduction of our greenhouse gas emissions.”

CR Principles

	
Content


Introduction

Focus: modern refrigeration technology Key ﬁgures
SDGs and GRI

International activities




Climate protection, waste reduction, and green building are the topics at the centre of our environmental protection activities. Currently, we primarily focus on areas under our direct control, i.e. our stores, regional distribution centres, and transport logistics.

Our climate protection goal is to reduce our greenhouse gas emissions – measured in carbon equivalents per square metre of sales ﬂoor – by at least 30% compared to 2012 by 2020. For this purpose, we calculate our Company Carbon Footprint (CCF) on a regular basis. The CCF was last calculated for the year 2016. The largest share of our greenhouse gas emissions was caused by energy consumption, followed by fuel consumption, refrigerant leakages, and heating energy consumption. Wherever possible, we employ energy-efﬁcient modern technologies, such as state-of-the-art refrigeration systems and LED lighting. In several countries, we already use green electricity, which is produced without any carbon emissions, exclusively. We focus on conserving fuel in our logistics operations by optimising trailer capacity utilisation, developing new logistics concepts, and operating a modern ﬂeet of vehicles. We increasingly use more environmentally friendly refrigerants for our chest freezers and chiller cabinets, and we focus on modern, energy-efﬁcient technology for heating purposes.

With regard to waste management, we follow the principle “reduce, reuse, recycle”. We strive to minimise the volume of our operational waste which is incinerated or sent to landﬁll. In order to avoid food waste, we offer products at reduced prices shortly before their best-before dates expire and donate unsold volumes of food products to charity, farmers, or for the production of biogas.

With regard to the implementation of our climate protection goal, we are making solid progress. In almost all countries the ALDI SOUTH Group operates in, we have been able to signiﬁcantly reduce our relative greenhouse gas emissions. The switch to green electricity throughout the European countries where ALDI SOUTH Group operates was an essential step. In addition, in several countries we generate electricity with photovoltaic systems on the roofs of our stores, regional distribution centres, and administrative buildings. For example, in 2016, we already covered 15% of our energy demand in Germany with solar power generated by more than 1,250 photovoltaic systems installed on our roofs. The replacement of standard refrigerants by more environmentally friendly alternatives is also progressing according to plan (see focus: modern refrigeration technology). With regard to transport logistics, we were able to reduce the emissions produced per kilometre travelled by our logistics vehicles in most countries. In Germany, Austria, Switzerland, and Slovenia, we have become climate-neutral through modernisations, the use of electricity from renewable sources, and the compensation of unavoidable emissions by supporting various climate protection projects.

We are currently establishing waste monitoring systems in all countries. Cardboard, paper, and cardboard packaging as well as plastic ﬁlm/shrink wrap used in our operations, together with batteries from material handling equipment (MHE), are almost entirely recycled. Nearly all of our stores collaborate with local, regional, or national charitable organisations which distribute donated food products to people in need.

To ensure that our buildings are ﬁt for the future, we increasingly apply sustainability standards. More than 45% of our Austrian stores are certiﬁed in accordance with the EU GreenBuilding standard, and ﬁve stores are even certiﬁed as ‘emission-free’. Our new stores in Germany are constructed based on the silver standard of the German Sustainable Building Council (‘Deutsche Gesellschaft für nachhaltiges Bauen’, DGNB).

With regard to environmental protection, we have already reached very high standards in many areas. While we continue to optimise our operational procedures, we will increasingly focus on our supply chains and our cooperation with service providers and suppliers in the future. For example, in order to develop a long-term climate strategy beyond 2020, we are currently evaluating our potential contributions throughout the supply chain, for instance, within the area of procurement logistics or with regard to products and production methods. The 2015 Paris Agreement on climate protection and the goal to limit global warming to well below 2 degrees Celsius (2 °C) above pre-industrial levels form the framework for our

strategic thinking. With regard to waste management, we focus, among other things, on the topic of packaging and strive to better implement the principle “reduce, reuse, recycle” in collaboration with our suppliers and service providers.





Focus: modern refrigeration technology
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Focus: modern refrigeration technology




The refrigeration technology used in our stores, regional distribution centres, and logistics vehicles essentially inﬂuences the achievement of our climate protection goals. On the one hand, the discharge of refrigerants into the environment cannot be entirely avoided. On the other hand, refrigeration systems are responsible for a large share of our energy consumption.



Using modern, environmentally sound, and climate-friendly refrigerants is an essential approach to reducing harmful greenhouse gas emissions. Until very recently, the refrigerants used were almost exclusively halogenated hydrocarbons,
i.e. compounds of hydrocarbons and substances such as ﬂuorine and chlorine. Compared to carbon dioxide, the potential of these F-gases to contribute to the greenhouse effect (global warming potential, GWP) is up to 4,000 times higher. Moreover, several refrigerants are suspected to accelerate the depletion of the ozone layer.

For this reason, refrigerants with a signiﬁcantly lower GWP, such as carbon dioxide (GWP of 1) or ammonia (GWP of 0), are increasingly used. At present, approximately 25% of our stores are equipped with carbon dioxide-based refrigeration systems for the chiller cabinets and storage areas, and ammonia-based refrigeration systems are used in the majority (2016: 83%) of our regional distribution centres. All new free-standing chest freezers within our stores which are not connected to the central refrigeration system operate on propane, which possesses a low GWP and does not deplete the ozone layer. Moreover, we are successively replacing the refrigerants used within our logistics vehicles with modern alternatives. In all our refrigeration systems, including those in chest freezers and logistics vehicles, we monitor any refrigerant leakages in order to identify and repair defects at an early stage.

Within our modern refrigeration systems, efﬁcient technology, electronic controls, and continuous monitoring of electricity consumption help us to save both costs and energy and thereby avoid unnecessary emissions. The use of LED lighting in chest freezers and chiller cabinets also contributes to saving energy. In addition to being more energy-efﬁcient, LED lighting also emits less heat. Further energy savings are achieved by optimising the temperature settings of our refrigeration equipment. Reliable technology enables us to reduce cooling performance without running the risk of

exceeding the required minimum temperatures. Increasing the temperature in a chest freezer used at ALDI SOUTH from
-21 to -19 degrees Celsius alone can reduce energy consumption by 200 kWh per year per chest freezer. This corresponds to an overall energy saving of 10%.

Our efforts are coming to fruition. At present, we are using a refrigerant with a GWP of less than 2,200 for medium- temperature refrigeration in 75% of our stores and aim to increase this share to 100% of our stores by 2025. Currently, some of our refrigeration systems are so efﬁcient that we can no longer use their exhaust heat in order to heat our stores and thus need to consider alternatives. Our leading position with regard to the use of modern refrigeration technology has been conﬁrmed multiple times: the non-governmental organisation Environmental Investigation Agency (EIA) awarded us the title of 'Green Cooling Leader' in Europe in 2013, 2014, and 2016, and we received the 2016-2017 ‘Best of the Best’ award from the United States Environmental Protection Agency’s GreenChill Partnership.
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Key ﬁgures



Percentage of stores with medium-temperature refrigeration systems (coolers/chillers) using a refrigerant with a GWP < 2,200 ✔
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The damage potential of refrigerants is reported as Global Warming Potential (GWP). The GWP value indicates a refrigerant’s potential greenhouse effect in comparison to the same amount of carbon dioxide (CO2).



Refrigeration

Number of stores with CO2-based integrated refrigeration systems	1,496

Heating

Percentage of stores equipped with a system for heat recovery from refrigeration compared to the total number of stores	44.82




	Company Carbon Footprint (2016)
	

	Company Carbon Footprint in kg of CO2e per m2 of sales ﬂoor by
	

	country/country group (change compared to the base year 2012 as a
%)
	

	Germany
	120 (- 43%)

	HOFER S/E
	89 (- 56%)

	UK/Ireland
	178 (- 50%)

	US
	562 (+ 5%)

	Australia
	711 (- 16%)




Greenhouse gas emissions (2016)

Absolute amount of greenhouse gas emissions in 1,000 t of

	CO2e (change compared to the base year 2012 as a %)
	1,421 (- 3%) ✔

	
Direct greenhouse gas emissions (Scope 1) in t CO2e
	

	Heating
	104,330

	Fuel
	160,636

	Refrigeration
	205,051

	
Indirect greenhouse gas emissions (Scope 2) in t CO2e
	

	Electricity
	761,247

	District heating
	2,358

	
Indirect greenhouse gas emissions (Scope 3) in t CO2e
	

	Third-party logistics
	199,367



Greenhouse gas emissions in transport logistics in kg CO2e/km	0.87

	Energy and electricity (2016)
	

	
Energy consumption in GWh
	
4,202

	
Percentage of energy consumption per source
	

	Electricity
	54.5

	Heating
	13.76

	Fuel
	31.73

	
Total electricity generated by ALDI SOUTH-owned photovoltaic units in kWh
	


140,921,931






	Lighting
	

	
Percentage of stores equipped with LED lighting in chiller cabinets compared to the total number of stores
	

80.06

	Percentage of stores equipped with LED lighting in chest freezers compared to the total number of stores equipped with lighting in chest freezers
	


63.32





Management of recyclable materials

Total tonnage per waste fraction
Cardboard, paper, and cardboard packaging	609,794

Plastic ﬁlm/shrink wrap	14,405

Recycling of transport packaging
Percentage of transport packaging recycled from cardboard, paper,
and cardboard packaging	98.82







Percentage of transport packaging recycled from plastic ﬁlm/shrink
wrap	98.68

Avoiding food waste
Percentage of stores cooperating with charitable organisations to donate unsold food of sound quality compared to the total number
of stores	82.28

Future-oriented construction methods

Number of stores built in accordance with a green building standard (LEED, BREEAM, DGNB, Green Star, etc.) or voluntary energy efﬁciency standard (Minergie, Energy Star, Nullenergie, etc.)	317










Sustainable Development Goals	GRI disclosures
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This Corporate Responsibility Report for the ALDI SOUTH Group is available electronically in both English and German. Our ﬁrst-ever report was published in 2016 and covered the reporting year 2015.




Target groups
The report addresses both internal and external stakeholders, in particular our employees, customers, business partners, and interested members of the public.




Reporting period
The reporting period is 1 January to 31 December 2017. Any activities undertaken outside of this reporting period are indicated accordingly. The editorial deadline was 9 July 2018.




Reporting scope
The subject of the report is the ALDI SOUTH Group. During the reporting period, this business group comprised the companies of the ALDI SOUTH Group in Germany as well as HOFER KG in Austria with its direct and indirect subsidiaries operating under the HOFER or ALDI name in Switzerland, Hungary, Slovenia, Italy (initial store openings in 2018), the United Kingdom, Ireland, the US, Australia, and China (online mail order service since 2017), including the respective national and international administrative and service organisations. Any information referring to a speciﬁc national organisation of the ALDI SOUTH Group is indicated accordingly. Due to their very recent market entry, ALDI Italy and ALDI China are not considered within the scope of the goals or key performance indicators (KPIs) speciﬁed within this report.




Reporting content
This report has been prepared in accordance with the 'Core' option of the Sustainability Reporting Standards developed by the Global Reporting Initiative (GRI). Individual exceptions were made in the case of indicators for which reliable data can presently not be gathered.


’	’
The report s structure is based on the ALDI SOUTH Group s strategic orientation and the ﬁve ﬁelds of action as deﬁned in our
CR Principles: Customers, Supply chain, People, Community, and Environment.


Throughout all ﬁve ﬁelds of action, the Sustainable Development Goals (SDGs) issued by the United Nations serve as the framework for our activities within the area of sustainability. The speciﬁc SDGs considered within the scope of the individual ﬁelds of action are indicated accordingly within each chapter.

The report focuses on the jointly coordinated activities of the national organisations of the ALDI SOUTH Group. Furthermore, the report contains references to the websites of the national organisations, which provide detailed information on the different goals set and measures taken in the area of Corporate Responsibility. Please note that these are not included in this report and may change over time.

The content of the report was selected based on the materiality principle. The process of the materiality analysis is presented in detail here.

KPIs for measuring the progress of our CR activities, together with information concerning the method of their selection and data collection, are provided in each of the corresponding chapters as well as the KPI overview.




Reporting cycle
The International Corporate Responsibility Report is published every two years. The next report for the reporting year 2019 is due to be published in 2020. In the years between the publications, information on the development of relevant KPIs is provided in the form of a data update which will be published online.




Audit of the report
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. The corresponding audit certiﬁcate issued by KPMG AG can be accessed here.

Selected KPIs from the International Corporate Responsibility Report 2015, together with the GHG balance and the Company Carbon Footprints for the years 2012, 2014, and 2016, were veriﬁed by the auditing ﬁrm PricewaterhouseCoopers AG. The audit certiﬁcate issued by PricewaterhouseCoopers AG can be accessed here.

Veriﬁed content is indicated by a tick (✔). A grey tick (✔) indicates content veriﬁed by PricewaterhouseCoopers AG, while a black tick (✔) indicates content veriﬁed by KPMG AG.




Editorial note
For the sake of simplicity, all statements within the report are gender-neutral.




Contact
If you have any questions or comments, please contact our Corporate Responsibility International (CRI) department via email to cri@aldi-sued.com.

Further information
For further information, please visit the websites of the individual national organisations of the ALDI SOUTH Group:


ALDI SOUTH Germany HOFER Austria














ALDI SUISSE Switzerland HOFER Slovenia














ALDI Hungary ALDI Italy














ALDI United Kingdom ALDI Ireland














ALDI US







ALDI Australia ALDI China
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Using selected key performance indicators (KPIs) in the areas of Company, Customers, Supply chain, People, Community, and Environment, we provide information on the effectiveness of our actions whilst highlighting areas where we are already making strong progress as well as 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. The corresponding audit certiﬁcate issued by KPMG AG can be accessed here.

Selected KPIs from the International Corporate Responsibility Report 2015, together with the GHG balance and the Company Carbon Footprints for the years 2012, 2014, and 2016, were veriﬁed by the auditing ﬁrm PricewaterhouseCoopers AG. The audit certiﬁcate issued by PricewaterhouseCoopers AG can be accessed here.

Veriﬁed content is indicated by a tick (✔). A grey tick (✔) indicates content veriﬁed by PricewaterhouseCoopers AG, while a black tick (✔) indicates content veriﬁed by KPMG AG.




Deviations compared to previous reports
Important criteria in selecting the KPIs to be reported are our materiality analysis as well as the relevance of these KPIs for managing our internal processes. For this reason, several KPIs are no longer reported for 2017. At the same time, there are KPIs which are included for the ﬁrst time, some of them even retrospectively for previous reporting years (such as KPIs regarding GHG emissions). Compared to the report for 2015 and the update for 2016, we have introduced 29 additional KPIs for 2017. In several cases, the report for 2017 speciﬁes ﬁgures for the individual ALDI SOUTH national organisations in addition to the ﬁgures which apply to the ALDI SOUTH Group as a whole.

For some KPIs, the underlying deﬁnitions and/or methods of data collection have been modiﬁed compared to previous years. As a result, some ﬁgures deviate from the ﬁgures reported in previous years.

Supply chain

Wood and paper:
SFI-certiﬁed items are included as of 2017.


Coffee:
The value of 39.96% reported for 2016 has been corrected to 35.43%.


Fish and seafood:
For the reporting year 2015, the following KPI deﬁnition was applied: “Sales share of certiﬁed aquaculture or wild-caught products in the total sales of aquaculture or wild-caught ﬁsh and seafood products (based on: retail price, only own-brand products, commodity groups frozen food, chilled food, and fresh ﬁsh)”. Canned ﬁsh products were also evaluated but not included within this deﬁnition.


Audits:
For the reporting year 2015, the following KPI deﬁnition was applied: “Share of audited production facilities (as contractually agreed in the reporting period) in relation to the total number of production facilities located in Business Social Compliance Initiative (BSCI) risk countries for the commodity groups textiles, shoes, and toys”. For the reporting year 2016, the respective data was queried for the textile, shoes, and toys commodity groups as well as for other risk-relevant non-food commodity groups.


ALDI Social Assessments:
For the reporting years 2015 and 2016, the following KPI deﬁnition was applied: “Share of production facilities (as contractually agreed) visited within the scope of an ALDI Social Assessment (ASA) in relation to the total number of textile production facilities (as contractually agreed) located in Bangladesh”.



Environment

GHG emissions:
The GHG emissions reported within the scope of the Company Carbon Footprint in 2012 and 2014 were recalculated for the reporting year 2016 based on updated emission factors.


Management of recyclable materials:
The value of the KPI “Percentage of stores cooperating with charitable organisations to donate unsold food of sound quality compared to the total number of stores”   of 81% reported in 2015 has been corrected to 80.26%.










Company

Net sales

Figures in billion EUR	2015	2016	2017







ALDI SOUTH total	45.5	47.9	51.8





	Number of stores
	

	
As of 31 December
	
2015
	
2016
	
2017

	Total
	5,304
	5,605
	5,903

	Germany
	1,858
	1,870
	1,886

	Austria
	457
	471
	485

	Switzerland
	180
	185
	189

	Slovenia
	78
	81
	83

	Hungary
	107
	119
	127

	UK
	627
	693
	762

	Ireland
	122
	128
	130

	US
	1,483
	1,602
	1,739

	Australia
	392
	456
	502



	Number of distribution centres
	

	
As of 31 December
	
2015
	
2016
	
2017

	Total
	81
	85
	85

	Germany
	31
	31
	30

	Austria
	7
	7
	7

	Switzerland
	3
	3
	3

	Slovenia
	1
	1
	1

	Hungary
	1
	1
	1

	UK
	8
	8
	9

	Ireland
	2
	2
	2

	US
	22
	24
	24

	Australia
	6
	8
	8




Customers

Product safety
The indicator is based on the last production facility in the supply chain which adds value to the product. GFSI: Global Food Safety Initiative


	Percentage of food production facilities for the manufacture of food
items which are certiﬁed in accordance with a GFSI-recognised
	

	standard *
	2016
	2017

	Total
	96.64
	96.25 ✔

	Germany
	99.09
	98.52

	HOFER S/E
	96.72
	94.01

	UK/Ireland
	98.21
	98.44

	US
	97.51
	98.79

	Australia
	88.82
	88.28


* In cases where GFSI recognised standards are not applied, ALDI requires the most comparable national standard or applies its own.


The indicator is based on all publicly recalled food and non-food products.


Number of public product recalls	2017
Total	47 ✔
Germany	7














HOFER S/E	6







UK/Ireland	11







US	17







Australia	6

	Health and well-being
	

	
Number of product variants which have undergone optimisation in terms of their salt, sugar, or fat content
	

2017

	ALDI SOUTH total
	404





	Percentage of sales of organic food products (labelled EU organic, Bio
Suisse, Australian certiﬁed organic, USDA organic)
	
2017

	Total
	4.5 ✔

	Germany
	6.95

	HOFER S/E
	8.94

	UK/Ireland
	1.12

	US
	4.16

	Australia
	1.45




Supply chain




Resources


Palm oil/palm kernel oil
The indicators are based on the total amount of palm oil/palm kernel oil used for our products and derived from the physical supply chain options ‘Identity Preserved’   (IP), ‘Segregated’   (SG), or ‘Mass Balance’   (MB) as deﬁned by the Roundtable on Sustainable Palm Oil (RSPO).


	Percentage of certiﬁed products (food and non-food products)
compared to the total number of products containing palm oil/palm
	

	kernel oil
	2015
	2016
	2017

	Total
	66.81
	68.68
	74.14 ✔

	Germany
	65.72
	77.56
	74.56

	HOFER S/E
	59.99
	67.05
	67.84

	UK/Ireland
	78.46
	77.54
	81.81

	US
	31.77
	30.04
	71.86

	Australia
	84.1
	69.43
	73.01





	Percentage of tonnage for certiﬁed palm oil/palm kernel oil in food
	

	products
	2015
	2016
	2017

	Total
	71.5
	84.99
	90.18

	Germany
	95.38
	99.99
	99.99

	HOFER S/E
	89.21
	90.76
	88.66

	UK/Ireland
	87.84
	100
	99.98

	US
	11.33
	27.86
	65.24

	Australia
	95.71
	100
	100



	Percentage of tonnage for certiﬁed palm oil/palm kernel oil in non-
	
	
	

	food products
	2015
	2016
	2017

	Total
	9.09
	10.59
	12.68

	Germany
	18.07
	22.06
	16.46

	HOFER S/E
	4.56
	4.34
	10.15

	UK/Ireland
	0
	0.68
	15.74

	US
	2.99
	0
	0.07

	Australia
	0.08
	12.38
	17.09







Wood and paper
The indicators are based on all products with wood-based components. The sales share is speciﬁed for all products for which the wood-based components are certiﬁed according to FSC®, PEFC, or SFI or made from recycled materials. SFI- certiﬁed products are included as of 2017.


	Percentage of sales of certiﬁed/recycled products
	2016
	2017

	Total
	83.87
	80.45 ✔

	Germany
	87.87
	89.03

	HOFER S/E
	88.2
	88.96

	UK/Ireland
	85.41
	84.79

	US
	66.51
	56.19

	Australia
	85.41
	78.96





	Paper products: percentage of sales of certiﬁed/recycled products
	2015
	2016
	2017

	Total
	87.76
	95.12
	94.19 ✔

	Germany
	97.05
	99.8
	100

	HOFER S/E
	100
	100
	99.88

	UK/Ireland
	100
	99.9
	100

	US
	52.8
	78.87
	78.75

	Australia
	94.69
	99.75
	99.76



The indicator is based on all core range products with wood-based product packaging. The percentage speciﬁed refers to all products which are certiﬁed according to FSC®, PEFC, or SFI or which contain a minimum of 70% recycled material.

Percentage of products with certiﬁed/recycled product packaging	2017 ALDI SOUTH total		51.74














Cocoa
The indicator is based on all products from the chocolates, biscuits, and seasonal confectionary commodity groups as well as products from other commodity groups which contain at least 10% cocoa, such as baking chocolate and drinking chocolate.


	Percentage of sales of products containing certiﬁed cocoa
(Fairtrade/Fairtrade Sourcing Program for cocoa, UTZ, Rainforest
	

	Alliance, organic)
	2016
	2017

	Total
	78.85
	79.76 ✔

	Germany
	99.95
	99.96

	HOFER S/E
	93.28
	96.76

	UK/Ireland
	62.06
	65.3

	US
	42.21
	41.57

	Australia
	63.71
	78.16







	Coffee
	

	Percentage of certiﬁed coffee (Fairtrade, UTZ, Rainforest Alliance, organic) contained in the total amount (in tonnes) of coffee
	

2016
	

2017

	Total
	35.43
	43.44

	Germany *
	49.36
	59.44

	HOFER S/E
	59.56
	67.93

	UK/Ireland
	13.12
	14.39

	US
	9.18
	25.62

	Australia
	5.69
	5.82


*Additionally for ALDI SOUTH Germany: percentage of veriﬁed coffee (CAS-veriﬁed) contained in the total amount (in tonnes) of coffee: 7.52 (2016) and 7.58 (2017)

Fish and seafood
Sales share of certiﬁed aquaculture or wild-caught products in the total sales of aquaculture or wild-caught ﬁsh and seafood products


	Percentage of sales of certiﬁed wild-caught products (MSC)
	2015
	2016
	2017

	Total
	44.02 ✔
	49.81
	55.31 ✔

	Germany
	64.66
	63.84
	66.44

	HOFER S/E
	51.19
	52.45
	52.03

	UK/Ireland
	29.41
	34.05
	50.35

	US
	35.59
	56.21
	57.74

	Australia
	27.07
	37.32
	36.36







	Percentage of sales of certiﬁed aquaculture products (ASC, organic,
	

	GLOBALG.A.P., BAP, minimum two stars)
	2015
	2016
	2017

	Total
	67.19 ✔
	76.53
	83.94 ✔

	Germany
	78.98
	88.35
	96.18

	HOFER S/E
	55.09
	75.75
	85.26

	UK/Ireland
	38.25
	55.68
	64.38

	US
	95.57
	97.84
	96.77

	Australia
	61.56
	62.32
	60.41





Our criteria for the responsible sourcing of ﬁsh:
1. Certiﬁcation in accordance with one of our recognised standards (Marine Stewardship Council (MSC), Aquaculture Stewardship Council (ASC), Organic, GlobalG.A.P., Best Aquaculture Practices (BAP) and further by Global Sustainable Seafood Initiative (GSSI) recognised standards), or
2. World Wide Fund for Nature (WWF) or Sustainable Fisheries Partnership (SFP) rating shows a low or medium risk, or
3. the raw material originates from a ﬁshery participating in an Fishery Improvement Project (FIP) or Aquaculture Improvement Project (AIP).

Additional criteria for tuna: the producer is a member of the International Seafood Sustainability Foundation (ISSF) or the ﬁshing vessel is registered within the ProActive Vessel Register (PVR).





	Percentage of products which comply with our criteria for the
responsible sourcing of ﬁsh
	
2017

	ALDI SOUTH total
	81.63



Soy
Fresh meat products, consumer milk products, and shell eggs were included in the calculation of the soy footprint. The soy footprint does not contain products sourced from deforestation-free supply chains which are deﬁned as products certiﬁed in accordance with the standards set by ProTerra/Danube Soya/Europe Soya and not originally sourced from South America.


	Soy footprint (in tonnes)
	2017

	Total
	298,174

	Germany
	103,408

	HOFER S/E
	24,957

	UK/Ireland
	169,808

	US
	n/a

	Australia
	n/a



Suppliers


ALDI Social Assessments (ASAs)
ASAs are audits of production facilities that are carried out by ALDI SOUTH employees together with external auditors and supplier representatives mainly in Bangladesh and China.


	Number of countries in which an ASA has been conducted
	2015
	2016
	2017

	ALDI SOUTH total
	5
	8
	10





	Number of ASAs conducted
	2015
	2016
	2017

	ALDI SOUTH total
	269
	286
	302







Third-party social audits
The indicator takes into account all contractually agreed main non-food production facilities located in risk countries, as deﬁned by the amfori Business Social Compliance Initiative (amfori BSCI), and which are already integrated within an ALDI SOUTH Social Monitoring Programme as well as all social audit reports and certiﬁcates accepted by ALDI SOUTH.


	Percentage of non-food production facilities with a valid social audit
	

	report
	2015
	2016
	2017

	ALDI SOUTH total
	96.4 ✔
	99.54
	99.58 ✔






ASAs in Bangladesh
The indicator is based on all contractually agreed, main non-food production facilities used for ALDI SOUTH production which are located in Bangladesh.


	Percentage of production facilities located in Bangladesh which
have been continuously visited within the scope of an ASA
	
2015
	
2016
	
2017

	ALDI SOUTH total
	98.6 ✔
	93
	100 ✔



Supplier assessments
The indicator is based on all risk-relevant garment textiles suppliers of ALDI SOUTH.


	Percentage of garment textiles suppliers for which a supplier
assessment was conducted
	
2017

	ALDI SOUTH total
	100






Wastewater and sludge analyses
The indicator is based on all wet-processing facilities used for textiles and shoes which have been contractually agreed with ALDI SOUTH and on test reports for wastewater and sludge analyses which are no older than one year.


	Percentage of wet-processing facilities for which a valid wastewater
and sludge analysis report has been provided
	
2016
	
2017

	ALDI SOUTH total
	86
	89




People


Unless indicated otherwise, the information provided is based on the number of employees per capita as of 31 December (excluding employees within special operating units, such as the coffee roasting plants and chocolate factory). Deviations from the total number of employees may be due to rounding.

	Employment structure
	

	
Average number of employees
	
2015
	
2016
	
2017

	Total
	105,036
	113,478
	125,977

	Germany
	32,110
	33,663
	35,152

	HOFER S/E
	14,730
	16,070
	18,216

	UK/Ireland
	26,585
	28,709
	30,916

	US
	21,604
	24,383
	30,517

	Australia
	9,372
	9,841
	10,106

	International Services
	636
	812
	1,069

	

Percentage of newly recruited employees compared to the average number of employees
	



2017
	
	

	Total
	28.73
	
	

	Germany
	21.32
	
	

	HOFER S/E
	32.05
	
	

	UK/Ireland
	22.48
	
	

	US
	40.08
	
	

	Australia
	33.75
	
	

	International Services
	24.41
	
	

	
Percentage of part- and full-time employees compared to the total number of employees
	

2015
	

2016
	

2017

	Full-time
	36.09
	37.92
	39.01

	Part-time
	63.91
	62.08
	60.99



	
	2015
	2016
	2017

	Percentage of permanent employees compared to the total number of employees
	

97.5
	

97.5
	

97.9

	Number of staff on parental leave
	5,218
	6,166
	6,734

	Number of employees with over 10 years of service with the company
	

21,848
	

24,133
	

25,569

	
Average number of employees per area of employment (percentage of the average number of employees)
	

2015
	

2016
	

2017

	
	83,034
	88,772
	

	Store Operations
	(79.05%)
	(78.23%)
	97,232 (77.18%)

	
	14,978 (14.26%
	16,585
	19,423

	Logistics
	)
	(14.62%)
	(15.42%)

	Administration
	7,025 (6.69%)
	8,121 (7.16%)
	9,322 (7.4%)






	Age structure
	

	
Age structure (including apprentices as of 2017)
	
2016
	
2017

	Percentage of employees under the age of 30 compared to the total number of employees
	

42.08
	

43.79

	Percentage of employees between the ages of 30 and 50 compared to the total number of employees
	

46.65
	

45.28

	Percentage of employees aged 50 years or older compared to the total number of employees
	

11.26
	

10.92



	Women in management positions
	
	
	

	Information provided in full-time equivalents
	
	
	

	
Women in management positions
	
2015
	
2016
	
2017

	Percentage of female employees compared to the total number of employees
	

65.16
	

60.09
	

62.47

	Percentage of female employees compared to the total number of employees in management positions
	

39.21 ✔
	

38.36
	

40.81 ✔

	Lower management
	40.14
	39.12
	41.65

	Middle management
	29.53
	30.87
	32.3

	Upper management
	10.22
	11.56
	12.22






Employee satisfaction
Information provided includes the coffee roasting plants and the chocolate factory


Average engagement index as a %	2016
ALDI SOUTH total	86 ✔






	Apprentices
	

	
Number of apprentices
	
2015
	
2016
	
2017

	Total
	6,312
	6,371
	6,160

	Germany
	5,058
	5,019
	4,923

	Austria
	357
	357
	384

	Switzerland
	173
	207
	213

	Slovenia
	4
	1
	0

	Hungary
	15
	73
	74

	UK
	694
	700
	548

	International Services
	11
	14
	18

	Percentage of apprentices who were placed permanently following completion of their training
	

70.51
	

69.5
	

70.37



	Occupational health and safety
	

	
Accident rate
	
2015
	
2016
	
2017

	Total accident rate
	2.82
	3.06
	2.82

	Store Operations
	2.96
	2.78
	2.57

	Logistics
	4.45
	5.75
	5.5

	Administration
	0.44
	0.48
	0.45




Community

Money donations
Money donations made to charities or other social organisations for the promotion of non-material causes without the expectation of any form of consideration in return


	Amount of money donated in EUR
	2015
	2016
	2017

	Total
	12,097,882 ✔
	15,193,471
	19,604,800 ✔

	Germany
	9,100,343
	9,655,514
	10,762,080

	HOFER S/E
	802,187
	767,488
	1,268,050

	UK/Ireland
	1,323,593
	2,882,310
	4,369,068

	US
	632,904
	1,346,142
	2,574,811

	Australia
	238,855
	542,017
	630,792





	Number of product collaborations and/or sales campaigns
conducted for the beneﬁt of non-proﬁt organisations
	
2016
	
2017

	Total
	22
	28

	Germany
	0
	2

	HOFER S/E
	13
	14

	UK/Ireland
	7
	7

	US
	0
	1

	Australia
	2
	4



	Product donations
	

	
Sales value of foodstuffs and other products not withdrawn from sale which were donated to charities in EUR
	

2015
	

2016
	

2017

	Total
	1,041,516
	1,647,422
	668,464

	Germany
	274,265
	51,912
	61,225

	HOFER S/E
	240,425
	213,764
	48,702

	UK/Ireland
	526,827
	1,381,746
	359,367

	US *
	n/a
	n/a
	199,171

	Australia **
	n/a
	n/a
	n/a


* Data on product donations for the US for 2015 and 2016 is not available.
** Data on product donations for ALDI Australia for 2015, 2016, and 2017 is only available in tonnage.





	Long-term partnerships
	

	Number of organisations supported within the scope of long-term (≥ 1 year) partnerships at national level
	

2017

	Total
	42

	Germany
	4

	HOFER S/E
	25

	UK/Ireland
	6

	US
	4

	Australia
	3






	Corporate volunteering
	

	Number of employees who participated in corporate volunteering activities
	

2016
	

2017

	Total
	1,289
	2,909

	Germany
	82
	837

	HOFER S/E
	760
	764

	UK/Ireland
	34
	61

	US
	402
	1,219

	Australia
	11
	21





	Environment

Company Carbon Footprint
	

	Company Carbon Footprint in kg of CO2e per m2 of sales ﬂoor by
	
	
	

	country/country group (change compared to the base year 2012 as a
%)
	
2012
	
2014
	
2016

	Germany
	209
	156
	120 (- 43%)

	HOFER S/E
	205
	93
	89 (- 56%)

	UK/Ireland
	357
	215
	178 (- 50%)

	US
	537
	528
	562 (+ 5%)

	Australia
	846
	727
	711 (- 16%)






Greenhouse gas emissions
The GHG emissions reported within the scope of the Company Carbon Footprint 2012 and 2014 were recalculated for the reporting year 2016 based on updated emission factors.


	Absolute amount of greenhouse gas emissions in 1,000 t of CO2e
(change compared to the base year 2012 as a %)
	
2012
	
2014
	
2016

	Total
	1,464 ✔
	1,330 ✔
	1,421 (- 3%) ✔

	Germany
	344 ✔
	268 ✔
	208 (- 40%) ✔

	HOFER S/E
	138 ✔
	65 ✔
	66 (- 52%) ✔

	UK/Ireland
	187 ✔
	131 ✔
	130 (- 30%) ✔

	US
	579 ✔
	628 ✔
	747 (+ 29%) ✔

	Australia
	215 ✔
	237 ✔
	269 (+ 25%) ✔







	Direct greenhouse gas emissions (Scope 1
	) in t CO2e	2012
	2014
	2016

	Heating
	80,451
	90,548
	104,330

	Fuel
	98,019
	118,296
	160,636

	Refrigeration
	158,386
	223,154
	205,051




	Indirect greenhouse gas emissions (Scope
	2) in t CO2e	2012
	2014
	2016

	Electricity
	957,231
	780,089
	761,247

	District heating
	2,810
	2,390
	2,358







	Indirect greenhouse gas emissions (Scope 3)
	in t CO2e	2012
	2014
	2016

	Third-party logistics
	164,110
	210,676
	229,449






ogistics in kg CO2e/km	2012	2014	2016Greenhouse gas emissions in transport l

Total
1.05
1.08
0.87
Germany
0.98
0.96
0.91
HOFER S/E
0.99
1
0.96
UK/Ireland
0.83
0.91
0.76
US
1.10
1.19
0.86
Australia
1.49
1.29
1.07


Greenhouse gas emissions in transport l

Total
1.05
1.08
0.87
Germany
0.98
0.96
0.91
HOFER S/E
0.99
1
0.96
UK/Ireland
0.83
0.91
0.76
US
1.10
1.19
0.86
Australia
1.49
1.29
1.07


Greenhouse gas emissions in transport l

Total
1.05
1.08
0.87
Germany
0.98
0.96
0.91
HOFER S/E
0.99
1
0.96
UK/Ireland
0.83
0.91
0.76
US
1.10
1.19
0.86
Australia
1.49
1.29
1.07


Greenhouse gas emissions in transport l

Total
1.05
1.08
0.87
Germany
0.98
0.96
0.91
HOFER S/E
0.99
1
0.96
UK/Ireland
0.83
0.91
0.76
US
1.10
1.19
0.86
Australia
1.49
1.29
1.07



















	Energy and electricity
	

	
Energy consumption in GWh
	
2012
	
2014
	
2016

	ALDI SOUTH total
	3,294
	3,756
	4,202






	Percentage of energy consumption per source
	2012
	2014
	2016

	Electricity
	56.72
	54.05
	54.53

	Heating
	13.53
	13.41
	13.76

	Fuel
	29.75
	32.53
	31.73





	Total electricity generated by ALDI SOUTH photovoltaic units in kWh
	2015
	2016

	ALDI SOUTH total
	108,128,361
	140,921,931




	Lighting
	

	
Lighting
	
2015
	
2016
	
2017

	Percentage of stores equipped with LED lighting in chiller cabinets compared to the total number of stores
	
52.83
	
72.76
	
80.06

	Percentage of stores equipped with LED lighting in chest freezers compared to the total number of stores equipped with lighting in chest freezers
	


32.73
	


44.09
	


63.32






Refrigeration
The damage potential of refrigerants is reported as Global Warming Potential (GWP). The GWP value indicates a refrigerant’s potential greenhouse effect in comparison to the same amount of carbon dioxide (CO2).


	Percentage of stores with medium-temperature refrigeration systems (coolers/chillers) using a refrigerant with a GWP < 2,200 in
the total number of stores
	

2015
	

2016
	

2017

	Total
	50.57 ✔
	62.66
	75 ✔

	Germany
	52.96
	72.94
	88.02

	HOFER S/E
	39.05
	46.61
	49.21

	UK/Ireland
	100
	100
	100

	US
	25.15
	36.2
	58.88

	Australia
	65.05
	76.32
	82.87






	Number of stores with CO2-based integrated refrigeration systems	2015
	2016
	2017

	Total
	607
	1,063
	1,496

	Germany
	588
	990
	1,324

	HOFER S/E
	11
	20
	24

	UK/Ireland
	3
	4
	42

	US
	4
	46
	101

	Australia
	1
	3
	5



	Heating
	

	
Percentage of stores equipped with a system for heat recovery from refrigeration compared to the total number of stores
	

2015
	

2016
	

2017

	Total
	41.57
	39.98
	44.82

	Germany
	46.29
	36.26
	42.63

	HOFER S/E
	93.67
	96.38
	95.25

	UK/Ireland
	36.18
	41.66
	46.41

	US
	20.5
	24.72
	33.7

	Australia
	0
	0
	0







	Management of recyclable materials
	

	
Total tonnage per waste fraction
	
2015
	
2016
	
2017

	Cardboard, paper, and cardboard packaging
	513,103
	553,204
	609,794

	Plastic ﬁlm/shrink wrap
	13,244
	13,268
	14,405





	Recycling of transport packaging
	2015
	2016
	2017

	Percentage of transport packaging recycled from cardboard, paper, and cardboard packaging
	

99.95
	

99.89
	

98.82

	Percentage of transport packaging recycled from plastic ﬁlm/shrink wrap
	

99.93
	

95
	

98.68





	Avoiding food waste
	2015
	2016
	2017

	Percentage of stores cooperating with charitable organisations to donate unsold food of sound quality compared to the total number of stores
	


80.26
	


76.2
	



82.28



	Future-oriented construction methods
	

	
Number of stores built in accordance with a green building standard (LEED, BREEAM, DGNB, Green Star, etc.) or voluntary energy efﬁciency standard (Minergie, Energy Star, Nullenergie, etc.)
	


2015
	


2016
	


2017

	Total
	187
	256
	317

	Germany
	24
	50
	87

	Austria
	143
	186
	207

	UK
	17
	16
	17

	US
	3
	3
	5

	Australia
	0
	1
	1
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This report has been prepared in accordance with the 'Core' option of the Sustainability Reporting Standards developed by the Global Reporting Initiative (GRI). Individual exceptions were made in the case of indicators for which reliable data can presently not be gathered.




	General GRI Standards
	

	
GRI 102: General Disclosures
	
	

	Organizational proﬁle
	
	

	GRI disclosure
	Name
	Reference

	102-1
	Name of the organization
	Company proﬁle

	
102-2
	Activities, brands, products, and services
	

Company proﬁle

	102-3
	Location of headquarters
	Company proﬁle

	102-4
	Location of operations
	Company proﬁle

	102-5
	Ownership and legal form
	Company proﬁle

	102-6
	Markets served
	Company proﬁle

	102-7
	Scale of the organization
	Company proﬁle, Key ﬁgures

	
102-8
	Information on employees and other workers
	

People, Key ﬁgures

	102-9
	Supply chain
	Suppliers

	
102-10
	Signiﬁcant changes to the organization and its supply chain
	

About this report

	102-11
	Precautionary Principle or approach
	Compliance and risk management

	102-12
	External initiatives
	CR strategy, Initiatives and associations

	102-13
	Membership of associations
	Initiatives and associations



Strategy

GRI disclosure	Name	Reference
102-14	Statement from senior decision-maker Foreword



Ethics and integrity

GRI disclosure	Name	Reference
Values, principles, standards, and
102-16	norms of behavior	Compliance and risk management


Governance

GRI disclosure	Name	Reference
102-18	Governance structure	Company proﬁle



Stakeholder engagement

GRI disclosure	Name	Reference
102-40	List of stakeholder groups	Materiality analysis

102-42 Identifying and selecting stakeholders	Materiality analysis
102-43 Approach to stakeholder engagement	Materiality analysis

102-44 Key topics and concerns raised	Materiality analysis


Reporting practice

GRI disclosure	Name	Reference
Entities included in the consolidated
102-45 ﬁnancial statements	About this report
Deﬁning report content and topic
102-46 boundaries	Materiality analysis
102-47 List of material topics	Materiality analysis

102-48 Restatements of information	About this report
102-49 Changes in reporting	About this report

102-50 Reporting period	About this report
102-51 Date of most recent report	About this report

102-52 Reporting cycle	About this report
Contact point for questions regarding
102-53 the report	About this report

	
102-54
	Claims of reporting in accordance with
the GRI Standards
	
About this report
	

	102-55
	GRI content index
	GRI Index
	

	102-56
	External assurance
	About this report, Aud
	




’
itors reports






GRI 103: Management approach

	GRI disclosure
	Name
	Reference

	
103-1
	Explanation of the material topic and its boundary
	Customers, Resources, Suppliers, People, Community, Environment

	
103-2
	The management approach and its components
	Customers, Resources, Suppliers, People, Community, Environment

	
103-3
	Evaluation of the management approach
	Customers, Resources, Suppliers, People, Community, Environment





GRI Standards: Economic topics


Anti-corruption

GRI disclosure	Name	Reference
Communication and training about anti-corruption policies and
205-2	procedures	Compliance and risk management




GRI Standards: Environmental topics



	Energy

GRI disclosure
	

Name
	

Reference

	302-4
	Reduction of energy consumption
	Environment

	
Emissions

GRI disclosure
	



Name
	



Reference



	305-1
	Direct (Scope 1) GHG emissions
	Environment

	
305-2
	Energy indirect (Scope 2) GHG emissions
	

Environment

	305-3
	Other indirect (Scope 3) GHG emissions
	Environment

	305-4
	GHG emissions intensity
	Environment

	305-5
	Reduction of GHG emissions
	Environment

	
Efﬂuents and waste
	
	

	GRI disclosure
	Name
	Reference

	306-2
	Waste by type and disposal method
	Environment




Supplier environmental assessment

GRI disclosure	Name	Reference
Negative environmental impacts in
308-2	the supply chain and actions taken	Resources




GRI Standards: Social topics


Employment

GRI disclosure	Name	Reference
New employee hires and employee
401-1	turnover	People, Key ﬁgures
401-3	Parental leave	People, Key ﬁgures



Occupational health and safety

GRI disclosure	Name	Reference
Types of injury and rates of injury, occupational diseases, lost days, and absenteeism, and number of work-
403-2	related fatalities	People


Training and education

GRI disclosure	Name	Reference

Programs for upgrading employee skills and transition assistance
404-2	programs	People


Child labour

GRI disclosure	Name	Reference
Operations and suppliers at signiﬁcant
408-1	risk for incidents of child labor	Suppliers


Forced or compulsory labour

GRI disclosure	Name	Reference
Operations and suppliers at signiﬁcant risk for incidents of forced or
409-1	compulsory labor	Suppliers


Human rights assessment

GRI disclosure	Name	Reference
Operations that have been subject to human rights reviews or impact
412-1	assessments	Suppliers


Local communities

GRI disclosure	Name	Reference
Operations with local community engagement, impact assessments,
413-1	and development programs	Community


Supplier social assessment

GRI disclosure	Name	Reference
New suppliers that were screened
414-1 using social criteria	Suppliers
Negative social impacts in the supply
414-2 chain and actions taken	Suppliers


Public policy

GRI disclosure	Name	Reference

415-1	Political contributions	Community


Customer health and safety

GRI disclosure	Name	Reference
Assessment of the health and safety impacts of product and service
416-1	categories	Customers
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Communication on the ALDI SOUTH Group's progress report concerning the United Nations Global Compact
In August 2017, the ALDI SOUTH Group signed the United Nations Global Compact (UNGC) and thereby committed to integrating the ten universal sustainability principles from the areas of human rights, labour, environment, and anti- corruption within its corporate strategy and to implement these principles within the scope of its daily business operations. The below table shows how we implement the ten UNGC principles and indicates which passages of the report contain which information.




Human rights


Businesses should support and respect the protection of internationally proclaimed human rights; and

Measure	Evaluation of the results	Relevant passage within the 2017 report









CR Principles Code of Conduct















Suppliers key ﬁgures

CR strategy Suppliers

“	”






















ALDI Social Standards in Production based
on the ILO standards, the UN's Universal Declaration of Human Rights, the UN Conventions on the Rights of the Child, the UN Convention on the Elimination of All Forms of Discrimination against Women, and the OECD Guidelines for Multinational Enterprises

Key ﬁgures




make sure that they are not complicit in human rights abuses.

Measure	Evaluation of the results	Relevant passage within the 2017 report
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Suppliers key ﬁgures

CR strategy Suppliers
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ALDI Social Standards in Production based
on the ILO standards, the UN's Universal Declaration of Human Rights, the UN Conventions on the Rights of the Child, the UN Convention on the Elimination of All Forms of Discrimination against Women, and the OECD Guidelines for Multinational Enterprises

People
Key ﬁgures






















Labour


Businesses should uphold the freedom of association and the effective recognition of the right to collective bargaining;

Measure	Evaluation of the results	Relevant passage within the 2017 report


ALDI Management System








Suppliers key ﬁgures

Suppliers
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ALDI Social Standards in Production based
on the ILO standards, the UN's Universal Declaration of Human Rights, the UN Conventions on the Rights of the Child, the UN Convention on the Elimination of All Forms of Discrimination against Women, and the OECD Guidelines for Multinational Enterprises
Social Monitoring Programme
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the elimination of all forms of forced and compulsory labour;

Measure	Evaluation of the results	Relevant passage within the 2017 report


ALDI Management System








Suppliers key ﬁgures

Suppliers
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ALDI Social Standards in Production based
on the ILO standards, the UN's Universal Declaration of Human Rights, the UN Conventions on the Rights of the Child, the UN Convention on the Elimination of All Forms of Discrimination against Women, and the OECD Guidelines for Multinational Enterprises
Social Monitoring Programme
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the effective abolition of child labour; and

Measure	Evaluation of the results	Relevant passage within the 2017 report


ALDI Management System








Suppliers key ﬁgures

Suppliers
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ALDI Social Standards in Production based
on the ILO standards, the UN's Universal Declaration of Human Rights, the UN Conventions on the Rights of the Child, the UN Convention on the Elimination of All Forms of Discrimination against Women, and the OECD Guidelines for Multinational Enterprises
Social Monitoring Programme
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the elimination of discrimination in respect of employment and occupation.

Measure	Evaluation of the results	Relevant passage within the 2017 report


ALDI Management System








Suppliers key ﬁgures

CR strategy
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ALDI Social Standards in Production based
on the ILO standards, the UN's Universal Declaration of Human Rights, the UN Conventions on the Rights of the Child, the UN Convention on the Elimination of All Forms of Discrimination against Women, and the OECD Guidelines for Multinational Enterprises
Social Monitoring Programme








People key ﬁgures

Suppliers
People Key ﬁgures

























Environment


Businesses should support a precautionary approach to environmental challenges;

Measure	Evaluation of the results	Relevant passage within the 2017 report












































Calculation of the Company Carbon Footprint since 2012







International climate strategy since 2014; goal: to reduce GHG emissions per m2 of sales ﬂoor














Climate-neutral national business operations within the ALDI SOUTH Group: Germany, Austria, Switzerland, Slovenia







International strategy on efﬁcient waste management since 2015; a waste monitoring system is currently being established







Certiﬁcation of buildings in accordance with/based on green building standards







Implementation of an energy management system in all stores







Use of modern refrigeration technologies in all stores and regional distribution centres







Use of logistics vehicles which comply with the most current emission standards







Environmental compliance measures within the area of textiles (Detox)







Measures within the area of resources (e.g. Soy Footprint)
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undertake initiatives to promote greater environmental responsibility and

Measure	Evaluation of the results	Relevant passage within the 2017 report
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International climate strategy since 2014; goal: to reduce GHG emissions per m2 of sales ﬂoor














Climate-neutral national business operations within the ALDI SOUTH Group: Germany, Austria, Switzerland, Slovenia







International strategy on efﬁcient waste management since 2015; a waste monitoring system is currently being established
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encourage the development and diffusion of environmentally friendly technologies.

Measure	Evaluation of the results	Relevant passage within the 2017 report
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International climate strategy since 2014; goal: to reduce GHG emissions per m2 of sales ﬂoor














Climate-neutral national business operations within the ALDI SOUTH Group: Germany, Austria, Switzerland, Slovenia
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Certiﬁcation of buildings in accordance with/based on green building standards
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Anti-Corruption


Businesses should work against corruption in all its forms, including extortion and bribery.

Measure	Evaluation of the results	Relevant passage within the 2017 report


Code of Conduct







Compliance management (incl. training measures)







Risk management







Alert lines and Counsels of Trust








Internal audits for verifying the implementation of anti-corruption measures
Internal reporting on the use of complaints mechanisms















Compliance and risk management




ALDI SOUTH and the UN's Sustainable Development Goals
On 1 January 2016, the 17 goals for sustainable development (Sustainable Development Goals, SDGs) of the United Nations became effective with the publication of the United Nations Agenda 2030 for Sustainable Development. The aim of these goals is to improve sustainable development at economic, social, and ecological level by 2030. Companies are requested to be involved in the implementation of these global goals. The ALDI SOUTH Group is aware of its responsibility in this area and describes the measures taken in order to achieve these goals within the CR Report 2017.

The table below indicates those passages of the report which reference the SDGs.




Chapter

Customers	Customers


Customers	Customers


Customers	Customers


Customers	Customers
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People	People
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Within each chapter of our CR Report 2015, we have provided an outlook of our planned activities. Please click on the individual ﬁelds in order to view the progress we have made so far.

	












































Increased involvement in international committees and multistakeholder initiatives


Member of the United Nations Global Compact since 2017
We participate in the amfori BEPI (Business Environmental Performance Initiative) since 2017. For more information visit amfori.org.

Additional information
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Increased presence in Asian production countries


In addition to our existing CR Unit Asia in Hong Kong (established in 2012), the ALDI SOUTH Group opened a second CR Unit Asia in Dhaka (Bangladesh) in 2017. The CR Units in Dhaka and Hong Kong conduct audits of the working conditions during production and support suppliers and production facilities in implementing social and environmental standards on behalf of the ALDI SOUTH countries.

Additional information
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Extended national and international CR teams


Further extension of the international CR teams. In addition to the national CR teams, new personnel for the international service unit CRI was recruited, in particular for the CR Units in Hong Kong and Dhaka.
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Safety and quality


In 2017, 96,25% of the food production facilities used by the ALDI SOUTH Group were certiﬁed to a standard which is recognised according to the Global Food Safety Initiative (GFSI).
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Health and well-being


Across all countries, ALDI SOUTH works to optimise product ingredients in order to reduce their salt and sugar content.
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Greater transparency throughout the supply chain

Disclosure of the main production facilities used for garment and household textiles as well as shoes on the website of ALDI SOUTH Germany
International consolidation of the supplier and production facility pools used for garment textiles
Greater transparency regarding supplier performance in the area of CR by introducing a rating system as of 2017
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Intensiﬁed efforts in the areas of palm oil, wood and paper, cocoa, and coffee


Continuous increase in the share of sustainable palm oil/palm kernel oil, cocoa, and coffee. The sales share of certiﬁed/recycled wood and paper products remained nearly stable.
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Further development of the Social Monitoring Programme (SMP)


Integration of all relevant non-food commodity groups into the SMP as of the beginning of 2018
Initial integration of food commodity groups into the SMP
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Expansion of the ALDI Factory Advancement (AFA) Project with a focus on social topics

Introduction of an alumni programme for production facilities which have completed the AFA Project. Additional projects support the opening of childcare facilities in the vicinity of production facilities and thus provide valuable assistance to families.
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Continuous implementation of our voluntary commitment to establishing ecological production standards for garment textiles, household textiles, and shoes (Detox Commitment) by 2020

Introduction of monitoring systems for collecting data on the substances used during the production of garment textiles, household textiles and shoes in order to facilitate the exclusion of hazardous chemicals
Detox Summit in Shanghai in 2016 to give our partners and other relevant parties the chance to meet, intensify their exchange of information and experience, and learn from best practice examples
Introduction of threshold values for the use of alkylphenolethoxylates (APEOs), perﬂuorated compounds (PFCs), and other hazardous chemicals during the production of garment textiles, household textiles, and shoes
Increased transparency regarding the pre- suppliers used for garment textiles, household textiles, and shoes
Performance of wastewater and sludge discharge analyses as well as chemical management audits at wet-processing facilities
Approval of international objectives regarding the area of systemic change
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Ongoing support of personal employee development plans


Implementation of a strategic institution for training and development (ALDI Academy/ALDI University) in each country. In 2016, the ALDI Academy/ALDI University was available to almost all employee groups. By 2020, the implementation process is scheduled for completion for all employee groups.
Many of our training courses and seminars undergo regular internal quality audits with a view to continuous optimisation and further development.
Regular performance reviews for all employees with at least one year of service with the company
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Development of specialised strategies in order to prepare for demographic change


Approval of an International People Strategy, which aims to systematically develop and strengthen ALDI SOUTH as an employer of choice as well as to preserve our employees' ability to work, in 2016. This strategy comprises all HR-related ﬁelds of action, e.g. health management, promotion of diversity, etc.
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Inclusion of employees in corporate responsibility topics


Increase in our employees' familiarity with CR topics by means of internationally standardised CR Principles
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Expansion of corporate volunteering programmes


Employee participation in corporate volunteering programmes in almost all national organisations of the ALDI SOUTH Group. In 2017, more than 2,900 employees participated in corporate volunteering programmes.
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Increased community activities at national level


Community activities carried out by all national organisations of the ALDI SOUTH Group
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Continuous improvement of the energy efﬁciency of our business processes


Implementation of energy management systems in all stores by the end of 2016
Use of energy-efﬁcient refrigeration systems
Use of LED lighting
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Extension of our waste monitoring system at international level and harmonisation of relevant measures at national level


Integration of additional waste categories within the waste monitoring systems used throughout all countries in accordance with the ALDI SOUTH strategy on sustainable waste management, which was approved in 2015.
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Promotion of environmental and climate protection projects at national level


Environmental and climate protection projects in all countries

Additional information





Promotion of environmental and climate protection projects at national level


Environmental and climate protection projects in all countries

Additional information





Promotion of environmental and climate protection projects at national level


Environmental and climate protection projects in all countries

Additional information





Promotion of environmental and climate protection projects at national level


Environmental and climate protection projects in all countries

Additional information






[bookmark: ALDI_SOUTH_GROUP_CR_Report_2017_19_Audit]Auditors’ reports





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.


Auditors’ report CR Report 2017 Download PDF













In addition to this, selected KPIs from the International Corporate Responsibility Report 2015, together with the GHG balance and the Company Carbon Footprints for the years 2012, 2014, and 2016, were veriﬁed by the auditing ﬁrm PricewaterhouseCoopers AG.



Auditors’ report CR Report 2015 Link







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Auditors’ report Company Carbon Footprint
Download PDF







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Service provider within the meaning of Section 5 TMG (German Telemedia Act)

ALDI International Services GmbH & Co. oHG
ALDI SOUTH Group
Mintarder Straße 36–  40 45481 Mülheim an der Ruhr Germany
Local Court of Duisburg, Department A (HRA) 8577 VAT identiﬁcation number DE 120353372
On behalf of the national organisations of the ALDI SOUTH Group. E-Mail cri@aldi-sued.com
ALDI International Services GmbH & Co. oHG is represented by ALDI International Services GmbH, located in Duisburg in the jurisdiction of the Local Court of Duisburg: Department B (HRB) 2292, and represented by its Managing Directors: Swen Gallina, Dr. David Godschalk, Daniel Koch, Reiner Mischke, Oliver Pollhammer, Sven van den Boomen.
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[bookmark: Online_version_for_national_web_pages_CR][bookmark: _Toc9948444]Appendix 2 - Corporate Responsibility Principles
of the ALDI SOUTH Group


Preamble

The ALDI SOUTH Group of Companies conducts its business according to the principle of corporate responsibility. This document describes how we apply this principle throughout the areas of our business operations: Customers, Supply Chain, People, Community, Environment. In addition, we define our understanding of integrity in the ALDI Code of Conduct and our principles of personnel management in the ALDI Management System (AMS).
Simplicity, consistency, responsibility – these are our core values. Our business model is simple: great quality at the best price, fair and honest product offers, and efficient business processes. As a reliable partner, we are true to our word. In all we do, we assume responsibility towards our customers, business partners, employees, the community, and the environment.
Our CR Principles summarise our commitments to people and planet. They guide all of us in our day-to-day actions and are a strict requirement of our business partners.
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We offer our customers quality at the best price and sustainable products.


Customers

We promise our customers quality products at the best prices. We are guided by our customers’ needs and appreciate their feedback and ideas. It is our
responsibility to design our select product range in a way that meets our customers’ everyday needs.
For us, quality includes consumer safety, health and well-being, and the sustainability of our products and their production.
The safety of our products is one of our core commitments to our customers. At ALDI, our safety and quality management policies and processes meet or exceed consumer legislation. We want to offer our customers options for a healthy and sustainable lifestyle. Our buyers and suppliers work to improve the composition and nutritional profiles of the products we offer whilst considering national taste profiles. We strive to take into consideration the product’s lifecycle with the aim of continually reducing resource intensity and ecological impact whilst improving compliance with social standards.
We want to enable our customers to make informed choices by providing them with accurate and transparent information through clear product labelling and direct customer communications.
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We assume responsibility throughout the supply chain.


Supply Chain








Sustainable buying practices are essential for the long-term success of our business. We assume responsibility across our global supply chains and
for the resources used in the production of our goods.
Our aspiration is that all our products be made in a sustainable way. We consider environmental and social criteria, including animal welfare, throughout our product supply chains – from raw materials to final production. Raw materials include agriculture and forestry, livestock and fish, and other natural resources used for our products and packaging.
For our suppliers, we are a fair and reliable business partner. Together, and in cooperation with other stakeholders, we are committed to improving the living and working conditions throughout the supply chain.
We articulate our expectations clearly to all our suppliers and business partners. Together with our suppliers, we work towards increased transparency and continuous improvement within the supply chain. We strive to increase the share of sustainable resources used in our products and to minimise the negative ecological and social impacts of production. We are committed to establishing and further developing social and environmental standards throughout the supply chain. Our “Social Standards in Production” constitute an integral part of our supplier contracts
(	ALDI “Social Standards in Production”).
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Our employees are the key to our success.


People

Our employees are the key to our success. They are the ones that define the ALDI business day after day and distinguish us from our competitors.
For ALDI to continue on the path of success, we want to be the employer of choice within the retail sector and to attract talented professionals who work together with us to further develop the global market.
We succeed by providing an appealing, efficient, and supportive work environment and by being honest, fair, and responsible in everything we do. Each employee makes a difference within our business. The commit- ment of our staff makes it possible for us to deliver the greatest possible value to our customers – in terms of both quality and price. We delegate responsibility and give our employees the necessary autonomy they need to make decisions independently.
We are committed to ensuring that each employee receives the opportunity for individual personal growth and further development – irrespective of their origin, religion and ideology, age, gender, disability or sexual orientation. Together, we establish a culture of learning and personal development.
We focus on maintaining longlasting working relationships and support our employees through the various phases of life. We enable them to partake in the success of our business by means of attractive remuneration and recognise exceptional individual performance.

[image: ]
We see ourselves as an active member of the community and are committed to many local projects.


Community








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 focussing on key issues and target groups. This strategic investment in the public good is supplemented
by funding local and regional initiatives within our local communities.
We support charitable organisations with donations of money and products. Furthermore, we support charitable organisations by using other resources available to us, including the time and skills of our employees. An additional area of activity is the cooperation with non- profit organisations in countries where we source our products. In these countries, we are committed to improving health and education, and support other social and ecological causes with the aim of contributing towards sustainable development.
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We act responsibly in terms of the environment and work to protect our earth’s climate.


Environment








Our business activities have a significant impact on climate and the environment. This is a result not only of the products we sell but of our entire operations,
from the construction and operational running of buildings to the trans- port of goods.
We aim to minimise the ecological footprint of our entire business. We strive to become a climate-neutral company and are therefore committed to the continuous reduction of our greenhouse gas emissions.
To achieve this, we will continue to increase our energy efficiency across the business, to minimise the impact of our refrigerants on global warming, to improve logistics efficiency, to use renewable energies, and support climate protection projects. Aspiring towards zero-waste business practices, we are guided by the principle to reduce, reuse, and recycle. In
close cooperation with architects, planning engineers and construction companies, we implement innovative concepts to constantly reduce the climatic and environmental impacts of our stores, distribution centres, and corporate administration buildings.


Implementation and Accountability

The CR Principles apply to all employees. All companies of the ALDI SOUTH Group ensure adherence to these principles by setting specific goals and implementing adequate measures. We regularly report on our CR performance, both internally and to the public.
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ALDI “Social Standards in Production”











The ALDI “Social Standards in Production” define our commitment to human rights and fair labour standards. They are based on:
the United Nations Universal Declaration of Human Rights,







the United Nations Convention on the Rights of the Child,







the United Nations Convention on the Elimination of All Forms of Discrimination against Women,







the International Labour Organization (ILO) Con- ventions, and







the OECD Guidelines for Multinational Enterprises.








We expect our suppliers and business partners to comply with all applicable local laws as their first obligation. Where local laws and regulations con- flict with or set a different standard of protection to the international standards, such as applicable ILO or United Nations Conventions, our business part- ners shall abide by the principles that provide the highest protection to the workers and environment.

Our business partners must respect the workers’ rights to freedom of association and collective bargaining. Workers’ rights include the right to elect representatives or, where permitted by na- tional law, the right to form and join trade unions of their choice and to bargain collectively. We do not tolerate discriminating practices against wor- kers because of a trade union membership.

We will not tolerate any form of discrimination in hiring, remuneration, accesstotraining, promotion, termination or retirement based on gender, age, religion, race, caste, social background, ethnic and national origin, disability, nationality, membership of workers’ organisations, political affiliation, sexual orientation, or any other personal characteristics. Workers shall not be harassed or disciplined on any of the grounds listed above.

As a minimum, our suppliers and business part- ners shall comply with the wages mandated by the government’s minimum wage legislation, or industry standards approved on the basis of col- lective bargaining, whichever is higher. The use of overtime is intended only as an exception, volun- tarily, and paid at a premium rate. Wages are to be paid in a timely manner, regularly, and fully in legal tender. The level of wages is to reflect the skills and education of workers and shall be based on regu- lar working hours.

We expect our suppliers and business partners to establish and follow a clear set of standards and procedures regarding occupational health and safety. Suppliers and business partners shall ensure the stability and safety of equipment and buildings, as well as the protection of workers against any foreseeable emergency.

Before entering into employment, business part- ners are to provide workers with understandable information about their rights, responsibilities, and employment conditions. Workplace practice and conditions which violate basic human rights are not tolerated.

We will not tolerate child labour as defined by ILO and United Nations Conventions and/or by national law, whereby underage workers shall be no younger than 15 years of age, unless the exceptions recog- nised by the ILO apply. We expect our business part- ners to adhere to those standards/laws which are most stringent.

We expect our business partners to ensure that young persons do not work at night and that they are protected against conditions of work which are prejudicial to their health, safety, morals, and development.







As of July 2015 1

ALDI “Social Standards in Production”

















We do not tolerate any form of servitude, forced, bonded, indentured, trafficked or non-voluntary labour. All disciplinary procedures must be in com- pliance with local laws, be established in writing, and must be explained verbally to workers in clear and understandable terms. The use of corporal punishment, mental or physical coercion, and verbal abuse is forbidden.

Procedures and standards for waste management, handling and disposal of chemicals and other dangerous materials, emissions and effluent treat- ment must meet or exceed legal requirements. All local and national environmental regulations and relevant provisions of the ALDI CR Principles and environmental standards must be met.

We expect our business partners to act with due diligence and develop the necessary management systems, policies and processes to a reasonable extent as well as effectively prevent and address any human rights impacts that may be detected in the supply chain.

We do not tolerate any act of corruption, extortion, embezzlement, or bribery - including but not lim- ited to - the promising, offering, giving or accept- ing of any improper monetary or other incentive. We expect our suppliers and business partners to maintain accurate records and information regar- ding their activities, structure, and performance, and to disclose these in accordance with applicable regulations and industry benchmark practices.


These ALDI “Social Standards in Production” reflect our minimum requirements, which we strive to exceed wherever possible. We expect all our sup- pliers and business partners to adhere to these standards and further specific requirements which go beyond these standards and which have become part of the contractual relationship. Our suppliers and business partners are expected to apply these standards to all sub-suppliers throughout the entire production process.
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8. What do you understand by the concept Corporate Social Responsibility?
Running the business in a way that treats and pays producers and staff fairly and sustainably, stays within the law. To pay the taxes to the government where the business is operating.
Nothing
Nothing
?
Not much
No idea
Unsure
The responsability of a corporation on the social aspects
Companies should operate in an ethical way
How much a business contributes to a society
None
Small business
A business approach
Not sure what it means
Carrol’s CSR Pyramid, John Elkington’s Triple bottom line, Friedman and Freeman, Wider and Narrow perspectives of CSR
A self regulating model which assists organisations to be socially responsible and ethical
Public acknowledgment regarding the accountability of the company.
I think it refers to the fact that industries and societies have to invest ethically, responsibly
company ethics to make sure customers are treated fairly and quality goods are sold.
The responsibility placed upon companies to take responsibility for consequences a product may cause .
That the body is answerable for their actions in the wider community and should act accordingly.
I don’t. Is the corporate company responsible for their representation in society?
The responsibility of companies to act towards the community on the basis of their morals.
No understanding
What companies are responsible for providing to the community
Environmental issues that effect the business
Ethical practice
don't know
An organisations responsibility to the economy, environment and people for a sustainable future
Big companies using presence/money to give back to local communities they are in.
Not sure. I believe it is about ethical practices and putting back into the community
Have no idea what this is
That companies have a responsibility to be aware of, act in line with and have policies implemented with social issues in mind
That big companies have a responsibility to act ethically
when companies support social causes
Large corporations being accountable for their decisions and the consequences for society at large.
Businesses that operate ethically to the good of society and not just their own profit.
Pass
Don’t understand it
Companies have a responsibility to act in a way that doesn't damage societies, but instead benefits them
How responsible a business is for their impact on society
Where an organisation gives back to a community through staff time, funding, apprenticeship and graduate intern opportunities etc and through that raise awareness internally around the charity/ community they are supporting
Ethical commitment
N/a
Sustainable packaging, marketing etc
The responsibility that businesses have on the impact they have on their customers and those who live close to their stores
That it is responsibility of the corporation to act ethically and take into consideration factors that could affect the environment for the worse.
Care about fellow citizens and their environment
A business taking responsibility for its actions in regards to the impact on society
Its is about companies becoming more ethical with their practices
Not sure
Corporate responsibility to the local economy
To be responsible to all stakeholders of the organisation
Business efforts to act responsibly towards the environment and social efforts
Company responding to social, community, ethical and environmental demands and responsibilities
A company philosophy that considers beyond merely the profit margin and that considers economic, social and environmental benefits for all stakeholders Consumers and producers
Company doing something for society or other stakeholders
It could be initiative and passive. CSR is that corporate pays attention to the relationship with society and environmental protection. Besides, they need to comply with the government laws.
Corporations have a responsibility to reduce their impact on people who maybe affected by their business.
The companies impact on the social environment
Not a lot
CSR is BS
it is about doing business ethically for all stakeholders involved
A business’ responsibility for its environmental, economic, and social effect on society
firms engaging in social responsibilities while promoting their activities.
n/a
All shops and retailers must act responsibly and fairly.
Not a thing!
Corporate = all together; social = concerning others; responsibility = requirement. I am not familiar with the term in its capitalised form.
Never even heard of the concept!
The responsibilities corporations have to provide effective services - social, economical...
Sourcing goods that have a positive impact on the area and people’s lives 
In house regulations? No idea really.
Yeah
A little but
Businesses having a responsibility towards the public and society
Worker's rights and responsibilities respected including source workers, trading standards and health and safety met, taxed paid, customers rights and safety looked after
That we all need to be mindful of broader issues than say, the financial cost of food when making choices when shopping
Businesses considering social impact of its activities rather than just it’s shareholders or owners
That large businesses have a responsibility to protect the public's choices.
I don't understand
The pressure placed on companies and groups to accept responsibility, mainly around issues that effect all.
Not a thing
Some kind of regulations for businesses
That it is a type of private business self-regulation.
Never heard of it!
Positive influence in local communities
Making the world a better place
Giving back to the community by sponsoring or supporting local projects.
Organisations being ethically and morally responsible
When a business takes responsibility of improving social aspects within the company
Very little
Supporting the community
Looking after things
The corporation has a duty of care to its employees, customers and the community in which it resides
Big business putting back into the community.
Businesses taking responsibility for the impact they have on society and the environment
Doing what’s right not just in public
That companies have a responsibility to contribute to the community and promote ethical and responsible living styles to their customers through their trading.
having a close relationship with suppliers ensuring a better product
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[bookmark: _Toc9948447]Appendix 5 – Data Analysis 

[bookmark: _Toc9948448]Gender of participants 

The researcher conducted this question with an understanding based on Sean Si (2017) beliefs that a person’s gender can have a huge effect on their way of thinking, there for having an effect on the result of the survey. Si (2017) continues to specify briefly and with a simple element to make it understandable, men have a stronger left hemisphere while women can balance both hemispheres. This simple brain analysis has led to the belief that women tend to be more aware of their emotions versus men, while males tend to think from an objective, task-oriented point. As the table indicates there were 87 female participants and 54 male participants, the researcher has now been able to process that the participants, may have their own understanding of the following questions but gender has an impact on results.

[bookmark: _Toc9948449]Age of participants

The second demographic question was the age range of participants, this is due the definition of wisdom as knowledge put forward by Gluck & Bluck (2013). Fundamental life situational signals that wisdom does not just arise from the educational background. Yet it encompasses human nature and the complexity of the life course (Sternberg, 2005), the researcher is making a direct link that age can relate to the understand and awareness of the aims and objectives within this survey due to the changes and development of CSR. There is a possibility that the lower age ranges may be more aware due to platforms available and current academic teaching across school, colleges and universities.

[bookmark: _Toc9948450]Educational background of participants

Human capital theory describes education as an investment that leads to greater productivity by enhancing skills that have value in the production of goods and services (Vorhaus, et al. 2008). 

[bookmark: _Toc9948451]Personal income of participants

The researcher understands that the previous 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 affect on the shopping habits. Lautiainen (2015) states ‘The income level affects what consumers can afford and the perspective towards money’

[bookmark: _Toc9948452]Preferred supermarket

This is relatable to 4.2.2.2 as Tesco and Aldi were both the leading selections yet this chart highlights even if the majority of people shopped in Tesco, it shows that people shop at multiple places, but most frequent shopping habits has a negative effect on some of the supermarkets for example Tesco. 107 participants shop at Tesco yet 45 prefer it, the same trend happens to all of the supermarkets.
	General Supermarkets
	Category
	Frequency
	Percent

	






Supermarkets
	Tesco
	45
	31.9%

	
	Sainsbury’s
	14
	9.9%

	
	Asda
	6
	4%

	
	Morrisons
	8
	5.7%

	
	Aldi
	38
	27%

	
	Co-op
	5
	3.5%

	
	Lidl
	13
	9.2%

	
	Waitrose
	4
	2.8%

	
	Iceland
	2
	1.4%

	
	Ocado
	0
	0%

	
	Booths
	2
	1.4%

	
	Spar
	0
	0%

	
	Marks and Spencer
	0
	0%

	
	Farm foods
	0
	0%

	
	Conad
	1
	0.7%

	
	Stans (Local independent)
	1
	0.7%

	
	Exotica (Whole sale Swansea)
	0
	0%

	
	Home Bargains
	1
	0.7%

	
	B&M
	0
	0%

	
	Jumbo NL
	1
	0.7%



This data and be placed alongside the analysis that the researcher noted in personal income (4.2.1.4), 36.2% shop at the two main discount supermarkets and that the demographic doesn’t have that expendable income.




[bookmark: _Toc9948453]Factors involved with supermarket choice
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This price chart highlights that 39.7% of participants think the most important factor to them when they shop is the price of the products. 12% think it’s the least important factor.





This quality chart indicates that 69.5 % (4,5) of participants think that quality of the products in which they are purchasing is an important factor. 10.6% have voted it as the least important. 


This chart demonstrates that brand to the majority participants is the least important 28.3% and the next choice is 25.5%. Whereas 15.6% state it is the most important factor.


The section of the chat is related to the service, participants obviously valued this in the middle with the most important 7.8% or the least important 5.6%. The vast majority voted 2 (24.1%), 3 (39%), 4 (23.4%).


  This section of Ethical practices relates directly to the CSR aims and objectives and allows the researcher to under how the participants perceive and rank the ethical practices in comparison to the other sections. The chat shows that a majority have put it in the middle of the their factors.  1 and 2 was 30%, 3 was 35% and 4, 5 was 35%.

[bookmark: _Toc9948454]Supermarket statements

Pechey and Monsivais (2015) state households using low-price (and not high-price) supermarkets purchased significantly lower percentages of energy from fruit and vegetables and higher percentages of energy from less-healthy foods/beverages than households using high-price (and not low-price) supermarkets. 




[bookmark: _Toc9948455]Awareness of the CSR aspects of Aldi's business practices

This response shows the lack of awareness from the participants of any of Aldi’s CSR practices, Guo, X (2017) states increasing consumer awareness of corporate social responsibility does not necessarily help promote responsible corporate behaviours. 


[bookmark: _Toc9948456]Awareness of Aldi's charitable commitments

The researcher can highlight that not all participants answer this question, yet there is an obvious observation to the researcher. A large majority of participants are unaware of Aldi’s charitable commitments, this is directly linked with factors (4.2.2.4). The fact that ethic wasn’t a major factor of importance, it has reflected on the unawareness of commitments because some customers don’t research the ethical sides of businesses. On the other hand, Varadarajan and Menon (1988) argue ‘that astute customers can recognise when a firm is exploiting a cause rather than supporting it and will change their evaluation of the firm accordingly.’

[bookmark: _Toc9948457]Should Aldi introduce bio-gradable carrier bags

This data can be put alongside the informational advancement of plastic issues around the world. There are calls for businesses to reduce plastic bag usage within supermarkets, Laville (2018) reports that major supermarkets are producing billions of plastic bags each year.


[bookmark: _Toc9948458]Awareness of any environmental commitments which have been published by Aldi

Sustainable brands (2016) released a report stating ‘CSR content should take many forms — a long-form report is just one execution. Turn CSR data and metrics into infographics or social media “badges,” transform static stakeholder quotes into videos or build a custom app for your sales teams to share CSR commitments on the road.’ This highlights ways of exposing the commitments in which a business operate instead of just reports.  

[bookmark: _Toc9948459]Aldi usage of plastic packaging

There is a current indication that the participants believe that Aldi over use plastic on their packaging of products. Aldi (Appendix 2, Packaging) have stated their pledges towards the usage of plastic across the business, stating ‘Having listened to you, and customers like you, in March 2018 we announced an ambitious 10 point pledge to help us tackle the issue of plastic and packaging pollution.’ The data from this question, still shows the displeasure with the usage rate which Aldi currently have.












[bookmark: _Toc9948460]Appendix 6 – Ethics Form 
APPLICATION FOR ETHICAL APPROVAL

In order for research to result in benefit and minimise risk of harm, it must be conducted ethically. A researcher may not be covered by the University’s insurance if ethical approval has not been obtained prior to commencement.

The University follows the OECD Frascati manual definition of research activity: “creative work undertaken on a systematic basis in order to increase the stock of knowledge, including knowledge of man, culture and society, and the use of this stock of knowledge to devise new applications”. As such this covers activities undertaken by members of staff, postgraduate research students, and both taught postgraduate and undergraduate students working on dissertations/projects.

The individual undertaking the research activity is known as the “principal researcher”.

Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.

Please read the notes for guidance before completing ALL sections of the form.

This form must be completed and approved prior to undertaking any research activity. Please see Checklist for details of process for different categories of application.  


SECTION A: About You (Principal Researcher)

	Full Name:
	Matthew Rothwell

	Tick all boxes which apply:

	Member of staff:
	☐	Student:
	☒	Honorary research fellow:
	☐


	Faculty/School/Centre:
	Business School

	Campus:
	Swansea

	E-mail address:
	Mrothwell.150153@student.uwtsd.ac.uk

	Contact Telephone Number:
	07811483807

	For students:

	Student Number:
	P150153
	Undergraduate
	☒
	Programme of Study:
	Business Management 
	Taught Postgraduate
	☐
	Director of Studies/Supervisor:
	Caroline Jawad
	Research
	☐


SECTION B: Approval for Research Activity

	Has the research activity received approval in principle?
(please check the Guidance Notes as to the appropriate approval process for different levels of research by different categories of individual)
	YES
	☒	NO
	☐
	     
	Date

	If Yes, please indicate source of approval (and date where known):
	Research Degrees Committee
	☐	

	
	Faculty Research Committee
	☐	

	
	Other – Supervisor 
	☒	16/11/18


Approval in principle must be obtained from the relevant source prior to seeking ethical approval.


SECTION C:  External Ethical Guidance Materials

	Please list the core ethical guidance documents that have been referred to during the completion of this form (including any discipline-specific codes of research ethics, and also any specific ethical guidance relating to the proposed methodology).  Please tick to confirm that your research proposal adheres to these codes and guidelines.

	Dissertation Handbook
	☒
	Supervisor Advice
	☒

	
	☐




SECTION D: External Collaborative Research Activity

	Does the research activity involve collaborators outside of the University?
	YES
	☐
	NO
	☒

	
If Yes, please provide the name of the external organisation and name and contact details for the main contact person:

	Institution
	

	Contact person name
	

	Contact person e-mail address
	



Where research activity is carried out in collaboration with an external organisation
	Does this organisation have its own ethics approval system?
	YES
	☐
	NO
	☒

	If Yes, please attach a copy of any final approval (or interim approval) from the organisation




SECTION E: Details of Research Activity

	Indicative title:
	Corporate Social Responsibility reporting in the UK supermarket industry, case study of Aldi

	Proposed start date:
	19/11/18
	Proposed end date:
	13/05/19

	Purpose of research activity (including aims and objectives)
Outline the purpose, aims and objectives of the research activity, including key research questions. Show briefly how existing research has informed the proposed activity and explain what the research activity will add and how it addresses an area of importance. (Maximum 300 words)

	The aims and objectives are the following:
1) Inspect the Corporate Social Responsibility significance within the supermarket sector in relation to consumer buying preferences.
2) Scrutinise the Corporate Social Responsibility practices, within Aldi.
3) Determine and critique the Corporate Social Responsibility issues within the supermarket industry, with an application to Aldi.





	Proposed methods
Provide a brief summary of all the methods that may be used in the research activity, making it clear what specific techniques may be used. If methods other than those listed in this section are deemed appropriate later, additional ethical approval for those methods will be needed. (Maximum 600 words)

	
Online Questionnaire and Interviews 




	Location of research activity
Identify all locations where research activity will take place.

	Swansea Business School, UWTSD

	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, particular cultural sensitivities or vulnerabilities of participants.

	




SECTION F: Scope of Research Activity

	Will the research activity include:
	
YES
	
NO

	Use of a questionnaire or similar research instrument?
	☒
	☐

	Use of interviews?
	☒
	☐

	Use of diaries?
	☐
	☒

	Participant observation with their knowledge?
	☐
	☒

	Participant observation without their knowledge?
	☐
	☒

	Use of video or audio recording?
	☐
	☒

	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	Investigation of participants involved in illegal activities?
	☐
	☒

	Use of procedures that involve deception?
	☐
	☒

	Administration of any substance, agent or placebo?
	☐
	☒

	Working with live vertebrate animals?
	☐
	☒

	Other primary data collection methods, please explain in this box



	☐
	☒



If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants

	Who are the intended participants:
	
YES
	
NO

	Students or staff at the University?
	☒
	☐

	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	Vulnerable adults?
	☐
	☒

	Children under 18?
	☐
	☒

	Prisoners?
	☐
	☒

	Young offenders?
	☐
	☒

	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	People engaged in illegal activities?
	☐
	☒

	Others (please identify):


	☐
	☒



	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	100-150 General members of the public, with given consent. 
1-5 members of Aldi staff, recruited by ethical and under Aldi regulations 



	Information for participants:
	
YES
	NO
	
N/A

	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	Will you obtain written consent for participation?
	☒
	☐
	☐

	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	If NO to any of above questions, please give an explanation 

	



	Information for participants:
	
YES
	NO
	
N/A

	Will participants be paid?
	☐
	☒
	☐

	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	If YES to any question, please provide full details 

	


(this box should expand as you type)




SECTION H: Anticipated Risks

	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	Full risk assessment completed and appended? 

Yes                               ☐
 No                                   ☒


	Risks to participants
For example: emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	sensitive organisational information



	

	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
Non-disclosure agreement 
(this box should expand as you type)

	

	Risks to investigator
For example: personal safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
N/A
(this box should expand as you type)

	

	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
N/A
(this box should expand as you type)

	

	Adverse outcomes
List measures put in place to limit any adverse effects or outcomes of research activity where appropriate. Include any emergency protocols. 

	All data protection acts, guidelines and law will be kept, also in line with Aldi code of conduct. 

(this box should expand as you type)





	Disclosure and Barring Service

	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	


YES
	


NO
	


N/A

	Has a DBS certificate been obtained?
	☐
	☐
	☒




SECTION I: Feedback, Consent and Confidentiality

	Feedback
What feedback will be provided to participants, how will this be done and when? 

	Dissertation will be available for all participants via email upon completion 


 (this box should expand as you type)

	

	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded.

	Agreement tick boxes on the Online segment.
Written form for interviews, requiring signature. 



 (this box should expand as you type)

	

	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	Participants will remain anonymous, confidentiality will be guaranteed. 


(this box should expand as you type)






SECTION J: Data Protection and Storage

In completing this section refer to the University’s Research Data Management Policy and the extensive resources on the University’s Research Data Management web pages (http://uwtsd.ac.uk/library/research-data-management/).
	
	YES
	NO

	Does the research activity involve personal data (as defined by the Data Protection Act)?
“personal data” means data which relate to a living individual who can be identified—
(a) from those data, or
(b) from those data and other information which is in the possession of, or is likely to come into the possession of, the data controller, and includes any expression of opinion about the individual and any indication of the intentions of the data controller or any other person in respect of the individual.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)

	

	Does it involve sensitive personal data (as defined by the Data Protection Act)?
“Sensitive personal data” means personal data consisting of information as to –
(a) the racial or ethnic origin of the data subject,
(b) his political opinions,
(c ) his religious beliefs or other beliefs of a similar nature,
(d) whether he is a member of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) his physical or mental health or condition,
(f) his sexual life,
(g) the commission or alleged commission by him of any offence, or
(h) any proceedings for any offence committed or alleged to have been committed by him, the disposal of such proceedings or the sentence of any court in such proceedings.
	☐
	☒

	If YES, provide a description of the data and explain why this data needs to be collected:

	
(this box should expand as you type)



	Will the research activity involve storing personal data on one of the following:
	YES
	NO

	Manual files (i.e. in paper form)?
	☐
	☒

	University computers?
	☒
	☐

	Private company computers?
	☐
	☒

	Home or other personal computers?
	☒
	☐

	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	“Cloud” storage or websites?
	☐
	☒

	Other – specify:

	☐
	☐

	For all stored data, explain the measures in place to ensure data confidentiality, including details of password protection, encryption and anonymisation:

	All data will be anonymous, with secure passwords and secure networks/software. Memory sticks will be kept in locked drawers, personal laptop is fully encrypted.



(this box should expand as you type)


	Will the research activity involve any of the following activities:
	YES
	NO

	Electronic transfer of data in any form?
	☒
	☐

	Sharing of data with others at the University?
	☐
	☒

	Sharing of data with other organisations?
	☐
	☒

	Export of data outside the European Union or importing of data from outside the UK?
	☐
	☒

	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	Publication of data that might allow identification of individuals?
	☐
	☒

	Use of data management system?
	☐
	☒

	Data archiving?
	☐
	☒

	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the Data Protection Act (and/or any international equivalent):

	Data will be transferred using secure computer terminals, with a secure memory stick. 




(this box should expand as you type)



	List all who will have access to the data generated by the research activity:

	Student 


(this box should expand as you type)

	

	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	Student


(this box should expand as you type)

	

	Give details of data storage arrangements, including where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	Data will be stored securely, and will be destroyed at the end with the advice of supervisor. No paper data will be involved. 


(this box should expand as you type)



SECTION K: Declaration

	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice

	Signature of applicant:
	
	Date:
	18/11/18



For students:
	Director of Studies/Supervisor:
	

	Signature:
	


	Date:
	



For staff:
	Head of School/Assistant Dean:
	

	Signature:
	


	Date:
	




Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	
I have attached a full risk assessment (and have NOT completed Section H of this form) (where appropriate)


	☒
	I understand that it is my responsibility to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Head of School.




	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.



STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit  this form (and receive the outcome) via systems explained to you by the supervisor/module leader.

This form is available electronically from the Academic Office web pages: http://www.uwtsd.ac.uk/academic-office/

Application Process

All staff research projects and all research students must submit the Ethical Approval Form to the University Ethics Committee via the Academic Office (pgresearch@uwtsd.ac.uk).   Staff research directly in relation to personal study for taught undergraduate or Masters programmes should be submitted via the Faculty procedures explained below.

Taught masters and taught undergraduate research Ethical Approval Forms are considered within Faculties.  Faculties will provide details of the specific processes for this.  Where the Ethical issues within any single ethical application are of particular concern the Faculty will refer these to the University Ethics Committee.   Any student activity that involves the collection of primary data needs to undergo Ethical approval, this includes assignment work as well as dissertations.   

Notes for guidance in completion of this form

Section A:  About You
Please complete all relevant sections

Section B:  Approval for research activity
Research proposals must be approved in principle before applying for Ethical Approval.  The proposal approval only becomes final when the ethical approval is received.  

The process for proposal approval varies according the individual and programme of study:
· Research students, by application on form PG1 to the Research Degrees Committee
· Taught students by review of research proposal within Faculties (Faculties provide specific details of these processes)
· Staff, by agreement by the Head of School/Assistant Dean

Section C:  External Ethical Guidance materials
Many discipline areas are required to operate with the discipline specific codes of research ethics (for example health, psychology, education etc.), any such codes must be listed and you must tick to confirm that you have consulted with these.

Section D:  External Collaborative Research Activity
Provide details of the external collaborative partners, where appropriate you might want to submit a copy of the external collaboration agreement with the Ethical Approval Form.  If the partner requires the research to be subject to its own internal Ethical approval process then please provide details of that process and a copy of any final (or interim) approvals received from the organisation.

Section E:  Details of Research Activity
Remember that the individuals reviewing this Ethical Approval Form may not have seen your research proposal, and also may not be experts in the specific area of your research.  The information provided should therefore be jargon free and clearly stated.
Indicative Title:  please use the same title as used on the research proposal.
Purpose:  the Ethical approval process will want to ensure that the methods you propose are adequate and appropriate to address the research aims and objectives.  Excessive additional data collection can be seen as unethical.
Proposed Methods:  the Ethical approval process seeks to ensure that you understand the methods that are intended, and that the implementation of those methods will be appropriate and without unnecessary impact on respondents.  Please be specific.
Location:  this needs to mention geographical location and also local situation (for example, within Local Authority Offices in Cardiff, using a private room but close to other individuals).  If you are collecting data within an organisational setting then you need to explain the permissions that you have obtained to do this.
Research Activity outside of the UK:  please complete this section in detail, and note any guidance you have received.  Also describe your own familiarity (or not) with the location that you will be utilising.





Section F:  Scope of Research Activity
Please tick ALL of the research activities that might be undertaken.   If any additional types of activity are intended then please add an extra box and describe these.
If you have answered no to all questions in F then sections G and J do not need to be completed.  Section H should be considered, and may be completed.  Signatures are still required in section K.

Section G:  Intended Participants
Please tick all categories that might apply.
Numbers & Source:  if you are using a series of different methods or research activities please list numbers for each stage/phase.  Be clear about how you will find respondents.   Will you use intermediaries, and if so how?  How will you ensure compliance with your sampling strategy?
Information for participants:  all participants should be appropriately informed about the research, what is expected of them and what will happen to the information that they provide.  The Ethical review process does not ask to see this documentation, but requires this to be reviewed and approved by the Director of Studies in the case of research students, the supervisor/module tutor in relation to students on taught programmes and the Head of School/Assistant Dean in relation to staff research.

Section H:  Anticipate Risks
All research carries some level of risk.  The answers you provide to questions in this section will be reviewed to ensure that you have an appropriate understanding of the type of risks involved and how you can mitigate against these risks. If you have completed a full risk assessment, as required for example for laboratory work, field work, clinical tests, diving operations, or by a collaborative partner, you may append that to this form.  In that case, please tick the box indicating this has been provided.  You will not then be required to complete Section H.
Risk to participants   Think very carefully about how your actions/questions/discussions might affect the people you are involving as participants.  You might identify the risk as small but it would still be a risk.  Many types of question have the potential to make respondents less content with their life / job; you need to recognise and try to ameliorate any such effects
If these are business owners, time with you may reduce profit.  
In some locations physical risk is very real to both participants and yourself, please consider this.
Risk to you, the researcher   Think about where you will meet people, if there are any dangers involved in the location.  If you are meeting people as individuals think about using a public place.  In general do not visit people in their own homes or remote locations.  If you are talking to individuals about certain issues think about how their responses might affect you emotionally.  What about the risk of collecting insufficient data?
Risk to the University   When undertaking your research, you are acting as a member of the University (student or staff).  Professionalism is important, so it is important to be well organised and well prepared. Punctuality, clarity etc. are all part of this.  What will you do to ensure this?  You must ensure you do not harm the good name of the University in any way and do nothing to undermine the reputation of the research it conducts and sponsors.  Upholding high standards of conduct and integrity are vital in this regard. You must also conduct the research in such a way to minimise the potential for claims of negligence made against the University, its researchers and any collaborating individual or organisation. In this respect you should always comply with ethical, legal and professional frameworks, obligations and standards as required by statutory and regulatory authorities, as well as the university’s Research Integrity and Ethics Code of Practice.  Research misconduct in this respect can take many forms, including:
· fabrication: making up results or other outputs (eg, artefacts) and presenting them as if they were real
· falsification: manipulating research processes or changing or omitting data without good cause
· plagiarism: using other people’s material without giving proper credit
· failure to meet ethical, legal and professional obligations: for example failure to declare competing interests; misrepresentation of involvement or authorship; misrepresentation of interests; breach of confidentiality; lack of informed consent; misuse of personal data; and abuse of research subjects or material
· improper dealing with allegations of misconduct: failing to address possible infringements such as attempts to cover up misconduct and reprisals against whistle-blowers

Adverse Outcomes.  Think carefully about the possibilities, and cover here

Section I:  Feedback, Consent and Confidentiality
Feedback to participants:  outline your approach.   Will interview transcripts be shared with respondents to check accuracy?  Will summaries of questionnaire analysis be made available to respondents in some way?   Will an overview report be provided?  How and when?
Informed consent:   Draft letter / e-mail / or heading (or footer) section of questionnaire must be approved by DoS/supervisor (if research student), supervisor/module tutor if taught student, or Head of School / Assistant Dean if a member of staff.
Confidentiality/Anonymity.  Explain clearly how you will ensure confidentiality and anonymity.

Section J:  Data Protection and Storage
Before completing this section it is necessary to read the University’s Research Data Management information.   The questions that follow are designed to ensure compliance with the Data Protection Act as well as established research protocols.

Many research activities will involve electronic transfer of data and use of data management systems in the summarisation and analysis of data.  You will need to explain these in relation to compliance with the Data Protection Act.
Think carefully about who will have access to your data, this will include supervisors and examiners. Also that a thesis will be made available via the University library and the British Library system.  If you are seeking an access bar for a period of time after completion then mention it here.  If you will provide a copy of your findings, or intend to give a presentation, to a facilitating/ supporting/accessing organisation then explain that in this section.  But also think about the general principle of data sharing, as explained in the Research Data Management information.
In terms of storage of data please ensure security, and also mitigate against loss of data.

Section K:  Declaration
Ensure the appropriate countersignatures have been provided
Look carefully at the checklist and ensure that you comply with and tick all that are relevant to your research.
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most important? (1 being least important and 5 being most important)

O mm mm: mm: Ems EES

Price Quality Brand Service Ethical practices




image236.png
10. | believe supermarkets can improve in the area of (Select multiple
options if necessary)

141 responses

Recycling

Green energy
Packaging

Community engagement
Eco-friendly products
Fair trade products
Improved working contracts
Union membership
Creche facilities

Toilets

Charitable causes

None of the above

119 (84.4%)

120 (85.1%)
35 (24.8%)
90 (63.8%)

27 (19.1%)
19 (13.5%)

42 (29.8%)
44 (31.2%)

0 25 50 75 100 125




image237.png
11. Tick your agreement with the following statements which you find

correct.
136 responses

The horse meat scandal of|
2012 reflects...

86 (63.2%)

A variety of minimally

o
processed nutrit... 62 (45.6%)
15 (11%)

Supermarkets support healthful

o
and sust... 27 (19.9%)
None of the above

The horsemeat scandal of 2012

o
reflects ... 76 (55.9%)

0 20 40 60 80 100




image238.png
12. 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)

141 responses

40

32 (22.7%)





image239.png
17. Do you believe Aldi should introduce bio-degradable carrier bags?

112 responses

® Yes
® No

A © viayhe





image240.png
19. 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

None of the above 42 (40.4%)

0 10 20 30 40 50




image241.png
20. Which of these do you believe to be correct to you?

107 responses

Aldi are committed to

33 (30.8%)
employees

Aldi are committed to take care 9 (8.4%)
for the...
Aldi take pride in working \-N.Ith 6 (5.6%)
chariti...

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

Aldi listen to customers on

o
matters whi... 36 (33.6%)

None of the above 34 (31.8%)

0 10 20 30 40




image242.png
21. Using the scale below, how do you think Aldi's CSR current practices

rate between one and ten.
107 responses

60
51 (47.7%)

40

o
20 17 (15.9%)

% 5(4.7% %
4 (3.7%) 0.0%) ( ) 2019%) 1 (0.9%) 4 (3.7%)





image243.png
22. 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%)

3 (2.7%)

Aldi are an official sponsor of

)
the GB ... 42 (37.5%)

None of the above 63 (56.3%)




image244.png
23. Which of these labels have you seen on Aldi products

111 responses

Red Tractor 71 (64%)

RSPCA assured 15 (13.5%)

Certified Sustainable Seafood 39 (35.1%)
Fair Trade 67 (60.4%)
Soil Association Organic 17 (15.3%)
None of the above 15 (13.5%)

0 20 40 60 80




image245.png
24. Do you believe that Aldi over use plastic on the packaging of products?

109 responses

® Yes
® No
@ Unsure





image246.png
25. What of the following traits do you think Aldi should possess?

110 responses

10.9% -

@ Dependability
@ Communication of principles to
consumers

@ Respect for employees

@ Positive effect on the local community

@ Adaptability

@ Ability to prioritize environmental
impact

@ None of the above




image247.png
=




image248.emf

image38.png
O
O




image39.png
O
O




image40.png
O
O




image38.jpeg
ritL

4.0





image41.png




image42.jpeg




image43.png




image44.jpeg




image45.png




image47.jpeg
ritL

4.0





image48.png




image49.jpeg




image3.png
Planet




image50.png




image51.jpeg




image52.png




image46.jpeg




image4.png
environmenT | anmacs | peopie omeR

Supermarkets

Ethical Rankings . H
H e § H
g § 3 2
& M s 2 2
3 S| oe £ 3 H g

Brand Name & € v 3 8 2% > =
E ez §8 § 3| 3

Company Group f.8% E 5 S é é
5§86 =2

Sonn Cowis Partnership 0000 00 0000 000 -

Budgens

Brooker Group pic 0000 00 0000 000

Marks & Spencer

Marks & Spencer plc 0000 00 0000 000 -

Sainsbury's

3 Sainsbury Ple 0000 00 0000 000 -

The Co-operative Food

The Co-operative Group 0000 00 0000 000 -

sial

Schwarz Gruppe GmbH 0000 00 0000 000 -

e saE—— L Y I TN I T e

Compagniaone " 0000 00 0000 000 -

iceland

Iceland Foods Ltd 0000 00 0000 000 -

Asoa

WalMart Stores Inc. 0000 00 0000 000 -~

Tesco

Tesco pic 0000 00 0000 000 -
E3 ¢l gl a|lses| $

@ Toprating I A EIERAEEREIRED §
£ Sl 2 - 3

@ Middie Rating jg HE g 8 é; £ é g g

I 5873

@ Bottom Rating H - ® : 3 gl 3

H g
H

ENVIRONMENT | ANIMALS | pEOPLE omHer





image47.png




image48.jpeg




image50.jpeg




image51.png




image58.jpeg




image59.png




image60.jpeg




image61.jpeg




image62.png




image5.png
Philosophies

‘Techniques and
procedures





image6.png




image7.png
Philosophies

‘Techniques and
procedures





image8.png




image9.png
What gender do you identify as?

Female





image53.png




image64.png




image54.jpeg




image10.png
Age range?

60
2
E 40
a
s
K
g
s
2
g 20
5
=z
0

18-24 25-34 35-44 45-54 55+

Age range




image11.png
What level of education do you have or currently studying for?
80

60
40

20

Number of participants.

Level of education




image12.png
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%)
£50,000 to £59,999
£60,000 to £69,999

£70,000 upwards

Prefer not to say 11 (7.8%)




image13.png
How frequently do you visit a supermarket?

Four and more

Twice a week

Three times a week

Once a week





image14.png
6. Which supermarkets do you currently shop at?
141 responses

107 (75.9%)

Tesco
Sainsbury's
Asda
Morrisons|

Aldi 79 (56%)

Waitrose 5(10.6%)

lceland 20 (14.2%)
Ocado i3 (2.1%)
Booths 3 (2.1%)
Spari—2 (1.4%)
Conad 1 (0.7%)
B&MJ—1 (0.7%)
Exoticall—1 (0.7%)
Marks and Spencer’s }—1 (0.7%)
1(0.7%)
Farmfoods 1 (0.7%)
Homebargins }—1 (0.7%)
Stans local independent—1 (0.7%)
1(0.7%)
FARMFOODSE1 (0.7%)
Marks and Spencers i1 (0.7%)

0 25 50 75 100 125




image15.png
Data Analysis (003) Matthew Rothwell =

File Home Insert Draw Design Layout References Mailings Review View Help 0 Tell me what you want to do 12 Share 2 Comments

OFind -

+ | & Replace

Calibri Body)  ~[11 ~| A A" Aa- A

2l M naBbceDe| AaBbCcDe AaBDHC( AaBbCCL AaBbCCD:

=te : BIU-ax X A-2-A- S TNormal | 1NoSpac.. Heading1 Heading2 Heading3 < | |\ Select- | DIt
- <SFormat Painter = 2 T - e -
Clipboard n Font n Paragraph n Styles n Editing Voice A
Navigation v X 4.2.2.2 Supermarkets visited
Search document o~ General Category Frequency Percent (141%) | Percent (429%)
Supermarkets
Headings Pages Results Tesco 107 76% 24.9%
4.c.1.2 AYE U1 parudipanits Sainsbury’s a5 32% 10.4%
4.2.13 Educational background of participa... Asda % 2% %
4.2.1.4 Personal income of participants Morrisons 30 2% 7%
4.2.1.5 Demographics conclusion At 3 56% Tea%
4 4.2.2 General Supermarkets Coop 2 2% 7%
4.2.2.1 Shopping frequency ] 50 3% %
42.2.2 Supermarkets visited Supermarkets Waitrose = % 34%
4.2.23 Preferred supermarket oaland % % ok
. - Ocad 3 2% 0.7%
4.2.2.4 Factors involved with supermarket c... caco
Booths 3 2% 0.7%
4.2.2.5 Areas of improvement within super... Spar 2 14% 0.5%
Marks and Spencer 2 1.4% 0.5%
4.2.2.6 Supermarket statements Farm foods 3 L% 0.5%
4.2.2.7 Trend influencing Sepad 1 07% 02%
Stans (Local 1 0.7% 0.2%
b 4.2.3 CSR concept independent)
. ) Exotica (Whole 1 0.7% 0.2%
b 4.2.4 Aldi Section cale Swansea)
4 43 Data Analysis - Literature Home Bargains 1 07% 02%
B&M 1 0.7% 0.2%
4.3.1 Key words in relation to CSR Percent (141*) — This column is the percent of the 141 participants who chose the option. (Example
. . . 76% of the participants selected Tesco).
432 Figures of progression and regression
433 Percent (429%) - This column is the percent of the overall count of sections made.
o fth d To understand this chart in detail the researcher is going to base some of the analysis with previous
4.4 Limitations of the study data, the income of the participants is key to the choice to where they shop. This is due to the
4.5 Conclusion 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’ -

Page70f23 2649words [[% S B -—F+——+ 70%





image16.png
Which one supermarket do you most frequently shop at?

Waitrose

2.8%

Tesco

31.9%

Stans

0.7% 0.7%
Sainsbury's Iceland
9.9% 1.4%
Morrisons Lidl
5.7% 9.2%




image17.png
Data Analysis (003) Matthew Rothwell =

File Home Insert Draw Design Layout References Mailings Review View Help 0 Tell me what you want to do 12 Share 2 Comments
X cut - o o A OFind -
B Calibri Body)  [11 - A" A" Aa- A B I AaBbCcDc AaBbCcDe AaBbC( AaBbCcl AaBbCcDi & Replace
Copy - < .
Paste 2 i i i Dictate
: B I U- X, X .2 A - o TNormal | No Spac.. Heading1 Heading2 Heading3 |- .
> S romat pintr U-sx X A-2-4 e s | B
Clipboard & Font & Paragraph [ Styles [ Editing Voice ~
stans (Local 1 0.7% N
Navigation o x independent)
Exotica (Whole sale o 0%
Swansea
Search document o - !
Home Bargains 1 0.7%
Headings Pages Results 2 3 %
4.c.1. AYE U1 paluUpars, oo L T 7%
4.2.1.3 Educational background of participa...
4.2.1.4 Personal income of participants 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,
4.2.1.5 Demographics conclusion
Supermarket WMarket Share Researcher's Results Differences
4 422 General Supermarkets Tesco 27.4% 1% o
. Sainsbury’s 15.4% 9.9% 5.5%
4.2.2.1 Shopping frequency reby e 2 e
4.2.2.2 Supermarkets visited Morrisons 10.3% 5.7 4.5%
Aldi 2% 27% 19%
4223 Preferred supermarket T cooperaie sin o o
4.2.2.4 Factors involved with supermarket c... Lidl 5.6% 9.2% 3.6%
Waitrose 5% 2.8% 2.2%
4.2.2.5 Areas of improvement within super... Iceland 2.1% 1.4% 07%
Symbols and Independent 17% 2.1% 0.4%
4.2.2.6 Supermarket statements Other iultipies XT3 E¥T =
4.22.7 Trend influencing (statista 2019)
b 4.2.3 CSR concept This data and be placed alongside the analysis that the researcher noted in personal income
o (4.2.1.4), 36.2% shop at the two main discount supermarkets and that the demographic doesn’t
I 4.2.4 Aldi Section have that expendable income.
4 43 Data Analysis  Literature
4.3.1 Key words in relation to CSR
4.3.2 Figures of progression and regression
433
4.4 Limitations of the study
4.5 Conclusion

Page9of23 2705words [[% S B -—F+——+ 70%





image18.png
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)

NIy

Price. Qualty Brand Service Ethical practices.

o





image55.png




image56.png




image57.png




image58.png




image60.png




image61.png




image72.png




image73.png




image74.png




image75.png




image76.png




image77.png




image19.png
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NIy

Price. Qualty Brand Service Ethical practices.
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13. Are you aware of any CSR reports which supermarkets have released?

141 responses

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

117 responses

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

112 responses

® Yes
® No
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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%)

6 (5.6%)

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

Aldi listen to customers on

o
matters whi... 36 (33.6%)

None of the above 34 (31.8%)
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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

60
51 (47.7%)

40

17 (15.9%)
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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%)

3 (2.7%)

Aldi are an official sponsor of

0
the GB ... 42 (37.5%)

None of the above 63 (56.3%)
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