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CUSTOMERS & 
SOCIETY

RESOURCES & 
AGRICULTURE

SUPPLY & 
PROCESSING CHAIN

OPERATIONS & 
PROCESSES

We are at a time when our personal and professional lives are influenced by the effects of climate change. There are 
signs that we cannot stand by and watch with indifference and for whose mitigation we must act. Our children deserve 
a future that we are bound to make better. This is why we, at Lidl, are committed to help reduce plastic pollution, by 
reducing the amount of plastic used in packaging our private label branded products by 20% by 2025.

This is just one of the measures by which Lidl aims to continue to be a responsible actor, who treats sustainability 
management and its impact on the environment, economy and society seriously. To illustrate how we do this, we have 
continued our quest for transparency, by publishing the second Sustainability Report of Lidl Romania, for the period 
March 1st, 2017 – February 28th, 2019.

In recent years, our company has gone through a broad process of defining the sustainable development strategy, 
developing a corporate behavior model adapted to the current context: the Lidl Responsibility Model. Because we know 
how to build on a solid foundation, this model is developed on four areas of responsibility, starting from the place where 
raw materials are produced, then processed and transported, to the point where the products reach our customers:
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FRANK WAGNER
CEO Lidl Romania

””Our mission is to provide our Romanian 
customers with products of the highest 
quality at the best prices, daily, straight 

from the producers/manufacturers 
in a wide range, through simple and 

sustainable actions.

These areas help us supervise closely the processes so that we can optimize them effectively and keep our promise to 
provide our customers with products of the highest quality at the best prices. We are able to keep this promise owing to 
a principle of efficiency, which, in fact, we understand as responsibility. It is the responsibility in relation to environment 
resources, to our employees, to the communities in which we are present and to the economic environment in which we 
are active. Sustainability is in fact part of our business model.

I want to express my gratitude to all those who engaged, directly or indirectly, in identifying the subject matters defining 
the contents of this document: to my colleagues in the logistics centers, in our stores or in the headquarters and to our 
business partners, from product and service providers to representatives of public institutions or of non-governmental 
organizations and journalists.

I express my gratitude to all our customers who answered the on-line questionnaire or participated in the store 
interviews and helped us understand their expectations towards us regarding sustainability. Without their help, this 
report would not have touched the essence, would not have met the expectations of our stakeholders and it would not 
have accomplished all the requirements of the Global Reporting Initiative (GRI) standards.

I know we can be better and we aspire to find measures to do everything better and more durable. We also know that 
we can’t reach all our targets alone. This is why I kindly invite you to read this Sustainability Report and I hope that all 
the information within will allow you to better understand who we are, how we work, and to discover how we can work 
together so that we can create a better future.
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HIGHLIGHTS Reporting period (March 1st, 2017 – February 28th, 2018)

EUROS 
IN 2018

MORE THAN

28,000,000
WE CONTINUED TO ENABLE THE EXPORT OF ROMANIAN 
SUPPLIERS PRODUCTS TO LIDL STORES IN EUROPE.

LEI – SOCIAL RESPONSIBILITY INVESTMENT 

MORE THAN

32,000,000
SUPPORTED
ORGANIZATIONS

OVER

60P. 59

INCREASE IN THE NUMBER 
OF ROMANIAN ITEMS 
OBTAINED FROM LOCAL 
SUPPLIERS FOR THE 
ENTIRE ASSORTMENT.+44%

FROM 1,539 IN 2016 TO 2,222 IN 2018

P. 27

LOCAL GOODS AND 
SERVICE PROVIDERS80%P. 67

INCREASE IN THE 
NUMBER OF ROMANIAN 
SUPPLIERS FOR THE 
ENTIRE ASSORTMENT+24%

FROM 283 IN 2016 TO 351 IN 2018

P. 26

OVER

50,000 SENT TO
THE RECYCLING
CENTERS IN 2017
AND 2018.TONS OF WASTE

P. 31

OF THE TRUCKS USED TO 
DELIVER OUR MERCHANDISE 
IN 2018 HAVE EURO 5 AND 
EURO 6 ENGINES.71%

COMPARED TO 42.67 IN 2016

P. 24

P. 66

51,218
TONS
PURCHASED ROMANIAN
FRUITS AND VEGETABLES

P. 26

ISO 50001
P. 32

WE WERE CERTIFIED FOR ENERGETIC 
EFFICIENCY – THE HIGHEST INTERNATIONAL 
STANDARD FOR ENERGY MANAGEMENT.
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Cristina Hanganu
Communication and CSR Manager

Irina Lapoviță
CSR Manager

e cont nued our t ansparency policy by releasing a second 
ustainability eport, regarding the report ng per ods arch 
st,   February th, , and arch st,   February 

th,  In addit on to the I lobal eport ng Init at ve  
standards, we have also used the  ustainable Development 

oals D s , included in the nited at ons  Agenda  In 
the report, you will f nd an alignment of our act vit es with these 

 goals and targets of the nited at ons, at p  

The most important phase in the wr t ng of this report was the 
stakeholder consultat on, as well as present ng our new idl 

esponsibility odel  tart ng f om stakeholders  e pectat ons 
and the impact of idl act vit es on the local level, we obtained 
the  relevant topics of our new idl esponsibility odel, 
included in this report  This year also we submitted ourselves to a 
process of e ter al audit, coordinated by Denkstatt om nia  Its 
results are available on our website

In the two years covered in this report we managed to improve 
the results f om the f rst ustainability eport  For instance, 
our colleagues in the Purchasing depart ent managed to 
considerably increase the number of local suppliers and of the 
art cles developed with their help  In the report ng per od the 
number of art cles obtained f om local suppliers increased, f om 
,  in  to ,  in   The number of local suppliers for 

the ent re assort ent also increased, f om  in  to  in 
 as well as the number of art cles in C mara noast  ur 

Pant y  label, f om  in  to  in 

ur colleagues in the ogist cs depart ent together with our 
part ers managed to increase the number of t ucks e uipped 
with uro  and uro  engines that deliver our products to the 
stores  they also sent to recycling centers more than ,  tons 
of waste

e cont nued to build our stores and the oman regional center 
using technologies with a low environmental impact  we began 
to cert fy these buildings according to inter at onal standards 
e g  D , B  and we succeeded in obtaining the I  

 cert f cat on for energet c eff ciency, which is the highest 
inter at onal standard of energy management, for our stores and 
logist cs centers

e also cont nued to invest in the diversif cat on of benef ts for 
the employees and we offered support to more than  non
gover mental organi at ons, with , ,  lei
These are only a few e amples of measures we took to reduce our 
environmental impact and to cont bute to a better future

e kindly invite you to read more e amples in the following 
pages  we welcome your feedback at csr lidl ro

Acknowledgements 
e want to e press our grat tude to all those who were involved 

in the ident f cat on of the relevant topics, in the wr t ng and 
creat on of the visual ident ty of this second ustainability 

eport  the C  BootI  team, the unday or ing team, all the 
colleagues who helped us ident fy the themes and gather the 
infor at on, and the colleagues at idl Inter at onal

Next Steps

 htt s sustainabledevelopment un org sdgs 
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ABOUT THE REPORT

The document has been developed on the basis of the 
GRI Standards methodology, standards developed by 
the Global Reporting Initiative (GRI) for the writing of 
sustainability reports. Our first Sustainability Report 
can be consulted on the Lidl website.

The document reflects the work of the companies 
that make up the Lidl Group in Romania and analyzes 
the economic, social and environmental impact that 
we generate. The frequency with which we intend 
to publish such a report is annual. In addition to 
publishing the sustainability reports, starting with the 
financial year 2019, we will submit the non-financial 
statement annually, as required by the legislation in 
force.

The structure of this report reflects the Lidl 
sustainability strategy, that has defined four areas of 
responsibility (1. Resources & Agriculture, 2. Supply 
& Processing Chain, 3. Operations & Processes, 4. 
Customers & Society) and details the themes that have 
been identified as locally relevant by our employees 
and external partners consulted in this regard. You 
can find more information about the four areas of 
responsibility on the next page.
The information presented in the report refers to the 
activity of Lidl Romania and has been verified and 
validated by the internal Audit and CSR departments. 
In addition, the report has also been audited by 
means of an external audit process, according to the 
statement on p. 77.

The report also includes information that is not 
directly related to the activity of Lidl Romania, such as 
statistical data, references to local and/or international 
law, specific initiatives, collaborative projects, as 

well as data and information made available to third 
parties (usually, suppliers). These have been included 
to ensure a correct and complete understanding of 
the sustainability context and have been appropriately 
signaled, with the specification of the source.
The changes in the structure of our Sustainability 
Report, respectively in the list of topics identified as 
relevant for the content of this document, have been 
explained in the appropriate chapters. Apart from these 
updates, there are no changes to the reporting targets, 
limits or how the data has been collected. The way we 
apply the precautionary principle throughout the value 
chain has also remained unchanged from the previous 
report.

This Sustainability Report is developed in accordance 
with the GRI Standards, the “Basic” option. The table 
of contents on p. 74 includes references to all the 
relevant chapters, topics and exposures required by the 
methodology.

The limits of the report 
The information in this report has national coverage, 
except in the cases where it is mentioned otherwise 
(e.g. international initiatives or purchases of products 
outside Romania), and is related to the activities we 
conduct in the headquarters, logistics centers and our 
store network.

A range of services (e.g. cleaning, security) are 
outsourced; in such cases our impact is not direct. As 
we do not have relevant information, the impact of 
these services is not covered by this report.
 

This is the second Sustainability Report of Lidl Romania, covering the 
financial years 2017-2018 (March 1st, 2017 – February 28th, 2018, and March 
1st, 2018 – February 28th, 2019, respectively). 

GRI 
102-49

GRI 
102-54

ABOUT 
THE REPORT
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LIDL RESPONSIBILITY MODEL

PRODUCT RANGE DEVELOPMENT

• Sustainable products

• Quality products and product safety

• Supply of local products

TRANSPARENCY

• Traceability 

• Ingredients and nutrition information 

• Transparent labeling of products

SOCIAL VALUE CREATION

• Corporate citizenship

• Continuous supply flow 

• Compliance 

• Local development 

• Cooperation

RESPONSIBLE COMMUNICATION

• Communication 

• Dialogue with the stakeholders 

• Informing the consumers 

• Promote with responsibility policies and 
regulations on the production and supply 
chain 

• Informing the employees

 

 

RESOURCES &
AGRICULTURE

PROTECTION AND
ECOSYSTEM MAINTENANCE

• Land use, preventing its degradation 

• Biodiversity, preserving the diversity of the 
flora and wildlife 

• Pollution, prevention of soil pollution, water 
and air 

• Irrigation, efficient use of water

ENVIRONMENTAL STANDARDS 
IMPLEMENTED ON THE SUPPLY & 
PROCESSING CHAIN

Environment protection 

• Conservation of resources

• Packaging 

• Transport

SUPPLY &
PROCESSING CHAIN

ENVIRONMENTAL STANDARDS
IMPLEMENTED WITHIN LIDL
OPERATIONS & PROCESSES

• • Environment protection

• Conservation of resources

• Transport

• Planning and construction

• Food waste

OPERATIONS & PROCESSES

CUSTOMERS & SOCIETY

PRODUCTION

PROCESSING

TRANSPORT

PURCHASES

CONSUMPTION

WASTE
DISPOSAL

LOGISTICAL CENTERS

TRANSPORT

STORES AND
SERVICES RESPONSIBILITY TO EMPLOYEES

• Occupational safety and health

• Employee rights

• Benefits and bonuses offered to employees

• Diversity

• Employee training and development

• The balance between professional and private 
life

APPLIED SOCIAL STANDARDS
ON THE SUPPLY & PROCESSING CHAIN

• Occupational safety and health 

• Employee rights 

• Benefits and bonuses offered to employees 

• Protection and promotion of human rights

DEVELOPMENT OF THE MARKET AND 
SUPPLIERS 

• Evaluation of suppliers 

• Development of suppliers 

• Fair business practices

ANIMAL WELFARE
STANDARDS

• Animal welfare1

2

4

AGRICULTURE

GROWING AND HARVESTING

ANIMAL CARE

3
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The materiality analysis and the stakeholder consultation

In preparing this Sustainability 
Report, we carried out a consultation 
process to our groups of stakeholders 
(stakeholders) to learn about the 
most important themes of the Lidl 
Responsibility Model which they 
expect to find detailed in this report. 
In this consultation we took into 
account our sustainability strategy 
(Lidl Responsibility Model), but also 
local and international contexts (e.g. 
the National Strategy for Romania 
sustainable development, the 
national and European legislation, the 
Sustainable Development Goals of 
United Nations, etc.). 

The process started by identifying 
themes of Lidl Responsibility Model 
that are most relevant locally in a 
workshop attended by the CSR team 
members and representatives of 
various internal departments (e.g. 
Procurement, Construction, Internal 
audit, Human resources, Logistics, 
CSR team of Lidl Stiftung & Co. KG). 
All 43 topics included in the Lidl 
Responsibility Model have been 
analyzed, which resulted in a short 
list of 24 topics. The risks and market 
opportunities in Romania have also 
been taken into consideration, as well 
as the current and potential impact 
that our business has on suppliers 
and communities. In addition, the 
commitments made in the previous 
report were taken into account.

Subsequently, we presented to the 
stakeholders a short list of topics to 
find out if we have correctly identified 
the ones we considered most relevant 
locally, if there are other issues that 
should be present in the report, but 
also to learn their importance for them.

The 24 subjects can be found below, 
grouped in accordance to the Lidl 
Responsibility Model, and on the 
materiality matrix (right side chart), 
grouped according to their importance 
to the stakeholders. These 24 topics 
will be detailed in the following pages 
of the report.

TOPICS PRESENTED IN THE REPORT CHOSEN IN 
CONSULTATION WITH INTERNAL AND EXTERNAL 

STAKEHOLDERS 

ANIMAL WELFARE STANDARDS
1. Animal welfare

PRODUCT RANGE DEVELOPMENT
12. Sustainable products
13. Quality products and product safety
TRANSPARENCY
14. Traceability 
15. Ingredients and nutrition information 
SOCIAL VALUE CREATION
16. Corporate citizenship
17. Continuous supply flow
18. Compliance 
19. Local development 
20. Cooperation
RESPONSIBLE COMMUNICATION
21. Communication 
22. Dialogue with the stakeholders 
23. Informing the consumers 
24. Informing the employees

ENVIRONMENTAL STANDARDS 
IMPLEMENTED WITHIN LIDL 
OPERATIONS & PROCESSES
5. Environment protection
6. Planning and construction
7. Conservation of resources
8. Food waste
RESPONSIBILITY TO EMPLOYEES
9. Occupational safety and health
10. Employee rights
11. Employee training and development

ENVIRONMENTAL STANDARDS 
IMPLEMENTED ON THE SUPPLY & 
PROCESSING CHAIN
2. Packaging 
3. Transport
DEVELOPMENT OF THE MARKET AND 
SUPPLIERS 
4. Fair business practices

CUSTOMERS & 
SOCIETY

SUPPLY & 
PROCESSING 

CHAIN

OPERATIONS & 
PROCESSES

RESOURCES & 
AGRICULTURE

GRI 102-44

ABOUT 
THE REPORT
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LOW                              MEDIUM                             HIGH

RESOURCES & AGRICULTURE 

Animal welfare

SUPPLY & PROCESSING CHAIN

Packaging

Transport

OPERATIONS & PROCESSES 

Environment protection

Planning and construction

Conservation of resources

Food waste

Occupational safety
and health 

Employee rights

Employee training
and development 

Sustainable products

CUSTOMERS & SOCIETY

Quality products and
product safety

Traceability

Ingredients and
nutritional information

Corporate citizenship

Continuous supply chain

Compliance

Local development

Cooperation

Dialogue with the stakeholders

Communication

Informing the consumers

Informing the employees

Fair business practices

IMPORTANCE TO
STAKEHOLDERS

LIDL IMPACTMATRICEA DE MATERIALITATE

Identifying the stakeholders meant taking into consideration the parties involved in the previous report, which 
were determined after a review of our chain of value and the relevant impact they produce, to which we added a 
particularly important group for us: our customers.

THE 
CONSULTATION 

PROCESS 
INCLUDED:

INTERVIEWS:
• customers – 30 face to face interviews made in stores
• suppliers (goods and services) – 6 interviews
• central and local authorities – 2 interviews
• business partners – 2 interviews
• NGOs – 2 interviews
• academic environment – 1 interview 
• mass-media – 1 interview 

ON-LINE SURVEYS: 
• 8.230 surveys completed online 

GRI 102-44
GRI 102-46
GRI 102-47

GRI 102-42

GRI 102-40
GRI 102-43

#pentruunviitormaibun 9



ABOUT LIDL ROMANIA

Lidl, part of Schwarz group, headquartered in 
Neckarsulm, is one of the leading companies on 
the food retail market in Europe and is present in 
30 countries worldwide. The company operates 
with more than 10,800 stores and over 150 logistics 
centers in 29 countries around the world¹.

During the reporting period, Lidl Stiftung & Co. KG had 
more than 287,000 employees, including more than 
6,000 in Romania, 240 shops, four logistic² centers and 
a headquarter in Romania. 

Lidl Romania defines its market position as a smart 
discounter. Since 2011, our mission is to provide daily to 
our Romanian customers the highest quality products 
at the best price, directly from producers, in a wide 

range, through simple and sustainable actions. 

As an international company, we take responsibility not 
only for good economic results, but also considering 
the resources of the environment, in relation to our 
employees, the communities where we operate and the 
economic environment in which we operate. 

Sustainability is therefore part of our business 
model. Simple and customer-oriented approach, 
the responsible use of resources and maintaining 
relationships based on respect with our customers, our 
employees and our partners are the foundation of our 
daily work. These values are recorded in the principles 
of our company.

,
COUNTRIES WORLDWIDE

OVER

OVER LOGISTICS CENTERS

STORES

Lidl worldwide

LOGISTICS CENTERS

STORES

Lidl in Romania during the reporting period

¹ Numbers corresponding to the reporting period (March 1st, 2017 – February 28th, 2019).
² In the reporting period, there were four functional logistics centers, the fifth (Roman) being opened during 2019.

2017 2018

TOTAL NUMBER OF FULL-TIME EMPLOYEES 

TOTAL NUMBER OF PART-TIME EMPLOYEES 

TOTAL NUMBER OF PERMANENT EMPLOYMENT 
CONTRACTS

TOTAL NUMBER OF EMPLOYEES WITH CONTRACTS 
OF FIXED-TERM EMPLOYMENT

MEN

2,102

80.75

2,083

19

WOMEN

3,439

216.50

3,424

15

MEN

2,222

110.50

2,337

12

WOMEN

3,681

282.75

4,001

9

ABOUT THE COMPANY
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COMPANY, CUI 
(UNIQUE 

INDENTIFICATION CODE)

TURNOVER CALENDAR 
YEAR 2017 

(LEI)

TURNOVER CALENDAR 
YEAR 2018 

(LEI)

NET PROFIT FOR THE 
CALENDAR YEAR 2017 

(LEI)

NET PROFIT FOR THE 
CALENDAR YEAR 2018 

(LEI)

Lidl Discount SRL
CUI 22891860

6,510,008,485 7,788,918,595 352,766,100 412,253,463

Lidl Imobiliare România 
Management SCS

CUI 15139385
29,434,855 31,080,783 - 7,147,797 -30,979,270

Lidl România SCS
CUI 15300120

133,188,419 171,426,374 -11,245,597 -207,495,133

Lidl România SRL
CUI 14962609

0 - 24,928 -26,199

Lidl România Digital³
CUI 39216744

0 16,869,428 0 -1,350,191

Group Total 6,672,631,759 8,008,295,180 175,103,052

The financial information of companies belonging to the group Lidl Romania for the calendar years 2017 and 2018 can be 
accessed on the website of the Ministry of Finance, based on the unique identification code (CUI) specified in the table.

Lidl Romania consists of the following companies:

The headquarters are located in Bucharest, 
Capitan Aviator Alexandru Șerbanescu 
Street no. 58A.

Our logistics centers* are located in: 
• Chiajna (Ilfov County); 
• Nedelea (Prahova County);
• Iernut (Mureș County); 
• Lugoj (Timiș County).

The address of the stores currently forming 
our network can be found on our website: 
https://www.lidl.ro/cautare-magazin 

Our registered offices are located in: 
• Nedelea, Aricestii Rahtivani, DN 72, Crângul lui Bot, km 73 + 810, Prahova County (Lidl Discount SRL and Lidl 
Imobiliare România Management SRL); 
• Chiajna, Chiajna village, Ilfov County, Industry Street no. 19, et. 1 (Lidl Romania SCS and Lidl România SRL); 
• Bucharest, bd. Dimitrie Pompeiu no. 6E (Lidl România Digital).

 ur logistics center in oman was opened after the reporting period
 idl omania Digital was founded in  ta  registration code is  and its main activity is software products editing

IERNUT

NEDELEALUGOJ

CHIAJNA

GRI 102-45
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The evolution of the number of stores 2011 – February 28th, 2019

2011                2012               2013               2014               2015               2016               2017               2018

29
22

16
11 9 12 14

20

136                 158                  174                  185                 194                 206                 220                 240

NEW
STORES

TOTAL
STORES

YEAR

A description of our supply chain was included in our first Sustainability Report, 2016-2017, p. 14. 
For the development of our products we follow the following steps:

Private label brands in Lidl Romania portofolio

Identification of the 
suppliers able to offer the 
related product

1
Product development, 
considering the company’s 
quality standards

2
Packaging 
development

3

Price 
determination4Product listing5

Product delivery to
the logistics centers6 Delivery to

Lidl stores7

Complete range developed 
with Romanian

suppliers: butcher shop, 
dairy products,
bakery, tea, etc.

Cleaning products

Chocolate

Breadstuffs, pastries 
and sweets

Soft drinks

Walnuts, peanuts, 
nuts, seeds, dried 

fruit

Beer

Chocolate and 
coffee

Articles for children

Cold cuts

Ice cream

Cosmetics

ABOUT THE COMPANY
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Our principles

We respect the plurality of cultures and appreciate diversity in values and traditions. 
In everything we do we are guided by the following principles:

Our work is geared towards customer 
satisfaction.

We grow through the expansion and 
continuous improvement of our store 
network.

Being a store chain, we operate as a 
systematic set.

Quick decisions and simple procedures 
ensure our success.

We respect the law and internal 
procedures.

In our daily activities, we take 
economic, social and environmental 
responsibilities.

Fairness for all employees is imperative.

 
We respect and support each other.

 
We reach our objectives in a climate of 
mutual trust.

Appreciation and recognition must 
characterize the daily work climate.

We have well-trained employees, 
filling a post being provided for each 
department. 

Our mission is to provide daily to our 
Romanian customers the highest 

quality products at the best prices, 
directly from producers, in a wide 

range, through simple and sustainable 
actions.

#pentruunviitormaibun 13



Sustainable 
Strategy

AMRCR – Romanian Association of Large Business Networks 
German-Romanian Chamber of Industry and Commerce
UN Global Compact

Affiliations

• German Commerce Chamber

• EuroCommerce

• CSR Europe

• Business Social Compliance Initiative (BSCI)

• Alliance for Sustainable Textile

• Forum for Sustainable Cocoa

• Round Table on Sustainable Palm Oil (RSPO)

• GLOBALG.A.P. and GLOBALG.A.P. G.R.A.S.P

• Forum for more sustainable protein feed

• Diversity Charter

In addition, through Lidl Stiftung & Co. KG, Lidl Romania is represented in the following associations and 
organizations:

Company management on February 28th, 2019

Frank Wagner, CEO

Joachim Klaus Grabert, Country Administrative Manager, Management Board Member

Anca Marcu, Executive Director Human resources, Management Board Member 

Zita Szlavikovics, Country Director for Sales and Logistics, Management Board Member

Daniel Ștefanescu, Country Director Purchasing and Marketing, Management Board Member

Dragoș Ionescu, Country Director, Expansion and Central Services

During the reporting period, the company management also included:

Ionuț Preda, Country Director Sales and Logistics, Management Board Member 

Marco Giudici, Country Director Purchasing and Marketing, Management Board Member

Avril O’Hehir, Country Administrative Manager, Management Board Member

ABOUT THE COMPANY
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Acting sustainably is our way to keep our promise every 
day on delivering products of the highest quality at 
the best prices. We are constantly learning to become 
better and to optimize our internal processes, not 
only to save resources, but also to assist suppliers and 
ensure the company's viability in the future. 

We are aware that our work has a direct impact (in 
the headquarters, the headquarters of Lidl Digital, 
logistics centers and stores) and indirectly (the entire 
supply chain, from farm to home customers and 
the impact of waste generated by customers). For 
this reason, we need a 360⁰ mapping of our impact 

and a correct understanding of it, a segmental 
analysis (local, regional or international impact) and 
appropriate measures to reduce or eliminate the risks 
and potential adverse effects. Thus, we established 
five pillars of sustainability: Assortment, Environment, 
Society, Employees and Partners. In order to go into 
the details of these five pillars and how we intend to 
act sustainably, we have defined a group strategy, 
which we call the Lidl Responsibility Model. This 
responsibility model includes 43 specific topics that 
we keep in mind when we define sustainability actions. 
The 43 subjects are shown at p. 7.

#pentruunviitormaibun 15
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RESOURCES & 
AGRICULTURE

Animal welfare

#pentruunviitormaibun 17



Animal welfare

Our concern at Lidl for animal welfare comes, on the one hand, from understanding the impact we have in this 
area, by selling animal products, and, on the other hand, the increased attention that customers pay to the effects 
of animal products consumption, not only in terms of their environmental impact, but also on how the animals are 
treated and slaughtered.⁴

Providing a constant source of food and water: 
the animals have constant access to fresh water 
and sufficient healthy food. 

Suitable growth: the animals are kept in 
appropriate and adequate spaces. 

Avoid pain, injury and disease: applying 
preventive measures, immediate diagnosis and 
providing treatment that ensures a high level of 
animal health. 

Freedom to express natural behavior: the 
animals have sufficient space and adequate 
facilities. 

Fear and stress free growing: reducing the 
exposure of animals to conditions of stress and 
anxiety.

We defined our criteria on animal welfare by also 
taking into account the five directions set by the Farm 
Animal Welfare Committee (FAWC).

1
2
3

4
5

 The pecial report no  of the uropean Court of Auditors  The welfare of animals in  bridging the gap between ambitious targets and implementation  https bit ly wb h

Therefore, we select our suppliers also based on their 
concern for the welfare of animals and do not accept 
animal products from suppliers who do not meet the 
legal criteria on the raising, transport and slaughter of 
animals.

We defined our criteria on animal welfare by also 
taking into account the five directions set by the Farm 
Animal Welfare Committee (FAWC).

5
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In addition to complying with the legislation, there are 
also measures that we take additionally. For example, in 
2016, we removed from our range eggs that came from 
caged hens. Also, since 2018 we removed these types 
of eggs from the recipes of the items purchased from 
Romanian suppliers. Currently all eggs sold by Lidl 
Romania come from hens kept in sheds on the ground 
(eggs category 2), which have outdoor access all day 
(eggs category 1) or organic eggs from hens kept in 
organic farms and fed with feed containing no animal 
protein flour, additives, preservatives or synthetic dyes 
(eggs category 0).

Another example is Lidl Stiftung 
volunteering to join the Fur Free 
Retailer initiative. We are committed 
to not sell in our stores textiles, shoes 
or accessories that use fur originating 
from mink, foxes, coyotes and rabbits, 
and we will continue in the future not 

to sell such products.

We will continue to work only with suppliers that 
comply with current legislation on animal welfare and 
we will continue to promote products certified MSC, 
ASC Dolphin Safe or BAP (for fish-based products 
and shellfish farmed in the following categories: fresh 
fish and fish specialties), certifications which ensure 
compliance with the standards for sustainable fishing 
and production of fish products and seafood.

EGGS FROM HENS RAISED
IN ORGANIC FARMS. 

EGGS FROM HENS RAISED WITH
CONTINUOUS ACCESS TO OUTDOORS. 

EGGS FROM HENS KEPT IN
SHEDS ON THE GROUND
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Packaging
Transport

Fair business practices

SUPPLY & 
PROCESSING 

CHAIN
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As a member state of the European Union, Romania 
has committed to a number of requirements on waste 
management⁵ and the implementation of European 
legislation at national level. We have complete respect 
and compliance with local and European⁶ law, carefully 
watching national and EU level debates, in order to be 
able to adapt to future requirements relating to the 
waste and packaging management. 

At the same time, the company's priorities and respect 
for the environment help us make clear commitments, 
using all our procedures to meet and respect them. 
We play an active role as a responsible actor in the 
industry, but also at local economy level. 

In all our stores, customers have at their disposal boxes 
for the selective collection of packaging materials. All 
our stores and warehouses have a compacting press for 
foil and cardboard and secondary packaging collected 
in our stores and warehouses are sent to recycling 
centers. During the reporting period we sent to 
recycling centers 1,199 tons of foil and plastic collected 
in stores, warehouses and headquarters in 2017. In 2018 
the amount sent to recycling was of 1,315 tons. 

One of logistics solutions with increased efficiency 
which we used regards the reusable pallets provided 
by our partner, CHEP. They can be used together with 
our suppliers and help reduce the required quantity of 
pallet needed in the packaging, transport and storage 
operations.

According to the certificate of sustainability 
issued by CHEP Romania, through the 

Packaging
process of pallets reuse we have managed to contribute 
to saving 226 trees, reduce the pollution degree by 
290,579 kg eCO2 and reduce the amount of waste by 
27,668 kg, during the period from November 2016 to 
December 2017. The figures for 2018 are the following: 
342 trees saved, reduction of the pollution degree by 
426,485 kg eCO2 and reduction of waste by 38,494 kg, 
according to the sustainability certificates from CHEP. 

All packaging and collective cellulose 
cases for our private label branded 
products purchased from the local 
market are FSC certified, a measure 
taken during the reporting period. 
The FSC logo found on the packaging 
contains a unique identification code, 
specific to each printing house; thus, 
it is possible to check the origin of the 
packaging online.

 Information about the issue of plastic waste at  level is available on https
tinyurl com y f kh
 For an update on the uropean waste management efforts, visit https tinyurl

com ydm btm

WAREHOUSES AND 

2,514
TONS OF PLASTIC FOIL 
COLECTED IN STORES,

HEADQUARTERS IN THE 
REPORTING PERIOD

TREES SAVED
568
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To mark the packaging that will 
be improved, we have created the 
“Sustainable Packaging” logo. This 
logo represents a confirmation that 
these packages meet a series of 
criteria, such as: the recycling rate 

(e.g. over 80%), the recycled material content (e.g. 
over 30%), the use of alternative material (e.g. “This 
packaging is made of corn starch”), the rate of 
reduction in the volume or weight of the package 
(e.g. over 10%). 

MEASURES TO REDUCE THE USE OF PLASTIC
 

Since the publication of our first 
Sustainability Report and up to the 
publication of the second, we were 
able to collect data to illustrate 
that transparency requires not only 
openness, but a sustained effort 
and a lot of collaboration.

All Lidl initiatives for reducing the 
amount of plastic waste are part of the REset Plastic 
program of the Schwarz Group. Through this program, 
the Schwarz Group has developed an integrated 
strategy, comprising five areas of action: from reducing 
the quantity of plastic in packaging and rethinking 
their design, to recycling and completely eliminating 
this material, to innovation and education in the field. 
Through this approach, the vision of a circular economy 
of plastic can become a reality. More information is 
available on Lidl Romania website www.reset-plastic.
com

During the reporting period we have taken a number 
of measures:
• The unit weight for PET bottles for the “Freeway” 
range articles of 2 L locally negotiated was decreased 
from 42 g to 33.8 g, resulting in an annual plastic 
economy of 24.5 tons that have not been placed on the 
market and have not become waste anymore.
• We have replaced the undervest bags available at the 
cash registers, according to the legislation, with bags 
of 50 microns; we have introduced recycled plastic 
and the cotton bags for shopping as a sustainable 
alternative for the shopping bag.
• We dropped selling bio bananas in plastic bags, the 
current tape label helping us not to market 12,981.6 kg 
of plastic in 2018.
• The new packaging in the “Alesto” 200 g products 
range (Brazil nuts, raw almonds, cashew natural, mixes) 
helped us to save another 4,562 kg of plastic annually 
(a reduction of over 8% compared to the packaging in 
the past).
• We have placed smaller size bags in the bakery area, 
reducing the consumption of plastic and paper.

MEASURES WE PLAN TO IMPLEMENT BEGINNING 
WITH THE FOLLOWING REPORTING PERIOD 
ONWARDS:

• We will eliminate from our stores all plastic 
disposable single use items such as plastic cups, deep 
and flat plates, but also cutlery and straws.

• Lidl we will introduce compostable bags instead of 
those existing for the products on the Lidl Market and 
we will replace the plastic window of the paper bags 
from the Lidl Bakery with one made of compostable 
material. Thus, until the end of 2019, the bags for fruit 
and vegetables, as well as those for bakery products 
will be completely replaced. In addition, in order to 
reduce even more the impact on the environment, we 
will begin the testing of a reusable bag solution for 
weighing and transport of fruit and vegetables.

• By 2025, all plastic packaging used for our private 
label branded products (accounting for approximately 
80% of the entire range of products) will be 100% 
recyclable and so we will reduce by at least 20% 
the amount of plastic used in the total quantity of 
marketed products.

We will further analyze the packages, and we will 
adjust the parameters where the strength or size of 
the cardboard has been over-calibrated. We will do the 
same in the case of packages for transporting fresh 
products (meat, fish), where we will seek solutions to 
identify universal landmarks and optimize transport 
space.
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Transport

We are aware of the impact that the transport of our products has on the environment. That is why the age of our 
suppliers’ car fleet for the transport services is an important factor in our decision to collaborate with them. We are 
looking, as much as possible, depending on the local context, to collaborate with suppliers whose trucks have Euro 
5 and Euro 6 engines.

In order to ensure that we do not travel to greater distances than necessary, we permanently analyze the distances 
traveled by the drivers, but also the degree of loading of the trucks and optimize them through our transport 
application. 

In our first report, we intended to reduce the 
average distance per warehouse, implicitly the fuel 
consumption and the amount of emissions generated. 
The average transport distance was of 151 km and we 
estimate it will decrease to 116 km (with 23%) after the 
opening of the Roman logistics center.⁷

During the period covered by this report, we have 
not recorded any deviations from the rules and we 
have not received any information from our suppliers 
regarding any fines for exceeding the weight of the 
transport.

In the next reporting period, we will test a new route 
planning and routing application, in order to optimize 
more the transport services.

In addition to the measures we take to reduce the 
impact generated by the transport of our products, 
we offer our customers and business partners the 
opportunity to freely charge their electric cars, to 
encourage greener transport methods.

At this moment, Lidl has 18 electric vehicle charging 
stations (a part of them “fast charging” and a part 
of them standard) at our administrative offices in 
Bucharest and Lugoj, and in the stores in Bucharest 
(Captain Alexandru Șerbănescu Street no. 58A), 
Dumbrăvița, Reșița and Timișoara. Some stations 
offer the possibility of simultaneously supplying two 
vehicles.
 

11%

43%25%

21%
13%

58%

8%

21%

193TRUCKS

EURO 6

EURO 5

EURO 4

EURO 3

ENGINES

2017 2018 VARIATION 2018/2017

193 -

-
-68.00%

18.18%

34.88%

TOTAL NUMBER
OF TRANSPORT
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37 37 -

DETAILS ON 
TRANSPORT FLEET

 oman arehouse opened after the reporting period  
e will report the resulted decrease in our ne t sustainability report
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Fair business 
practices

The success of our company relies on our 
colleagues, who work daily to offer fresh and 
qualitative products to the customers. It relies 
on those who come to us to select from our 
shelves the products they trust. And it relies on 
the suppliers we support and with whom we 
build correct relationships, based on mutual 
respect, which we try to help grow and develop 
permanently. More details about the relationship 
with our suppliers are available in the following 
pages, but also in our first Sustainability Report 
(p. 60-65).
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We have increased the number of the suppliers for our 
products, as follows:

Lidl stores have been a market for the Romanian fruit 
and vegetable producers. From the 42,889 tons of 
Romanian vegetables and fruits purchased by us in the 
financial year 2017, we reached a 19.42% higher quantity 
in 2018 (51,218 tons).

Together with the 
University of Agronomic 
Sciences and Veterinary 

Medicine (USAMV) 
Bucharest, with whom we 

have strategic partnerships, 
we have continued to 

support the development 
of the local producers 
and the increase of the 

quality of local products, 
by offering specialized 

consultancy. Within this 
project we have also 

succeeded to increase 
the number of articles 
purchased from them. 

Total percentage of local 
suppliers of goods and 
services 

Total percentage of 
external suppliers of 
goods and services 

Total number of 
suppliers of goods and 
services

82%                   80%

18%                   20%

2017 2018

8,567               8,421
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During the reporting period we 
have increased the value of the 
merchandise purchased from 
the local suppliers for both the 
permanent assortment and the “in-
out” assortment (this assortment 
includes both food items that can 
be found in our stores only during 
the thematic weeks, e.g. the “Italian 
Week”, as well as non-food items, 
e.g. clothing, gardening articles, 
school supplies, etc.).45.35%

47.33%

41.18%

43.03%

2017

2018

Year

Budget ratio
allocated to local suppliers

for the permanent 
assortment:

Budget ratio
allocated to local 

suppliers
for the entire assortment:
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Environment protection
Planning and construction
Conservation of resources

Food waste
Occupational safety and health

Employee rights
Employee training and development

OPERATIONS 
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Environment protection
Our concern for the environment is demonstrated in all 
the measures we have taken and we continue to take 
to reduce the amount of emissions with negative effect 
on the environment, emissions caused by our activity 
(direct negative impact) and by our efforts to ensure 
the assortment of products (indirect negative impact).

This is the reason why the responsibility for this topic 
is assumed at the highest level, the objectives being 
pursued and met by all our departments.

In order to have as clear and close to reality a view 
as possible regarding the indirect impact, we guide 
ourselves by the requirements of internationally 
accepted rules or principles, of which we mention:

• the ISO 26000⁸ standard – which contains 
operational principles, recommendations and 
guidelines regarding the behavior that each 
organization considering itself socially responsible 
should adopt 
• The Detox campaign⁹ of the Green Peace 
organization, by which the impact of textile production 
on the environment is measured
• BREEAM standard for constructions 
• ISO 50001 standard for the energy efficiency 
• ISO 14000 standard for the environment protection

Depending on the specificity of the product we 
develop together or that of the service we purchase 
from them, our suppliers must comply with the Code 
of Conduct¹⁰, which includes legal environmental 
provisions, or must have a number of certifications, ISO 
14001¹¹ being one of them.

 For more details on the principles and norms for applying I  , 
visit  https bit ly mk D
 For more information on Deto  campaign, visit  https bit ly ud gg
 The Code of Conduct is available on our company website and can be 

accessed at https bit ly kr gy
 Drawn by the International rgani ation for tandardi ation I , I  

 includes the re uirements for environmental management 
systems  The standard can be used by the organi ations which want 
to manage their environmental risks in a systemic manner and want 
to increase their environmental performance, thus contributing to 
sustainability

 T   organi ation of responsibility transfer, companies authori ed 
to take over the responsibility of the economic agents towards the 
environment duties, or T   organi ations implementing the 
obligations regarding the e tended producer responsibility

Our compliance management system allows the 
reporting of breaches of the existing provisions, as 
well as of the internal policies. 
Our customers can appeal to a dedicated settlement 
mechanism by contacting a specialized lawyer by 
telephone, email or post:

Compliance Responsible 
Lidl Discount SRL, Captain Av. Alexandru Ştefănescu 
Street no. 58A, 014295
Sector 1, Bucharest
Tel.: 0374819315
E-mail: compliance@lidl.ro
The reports are sent to the responsible purchasers 
and suppliers and can influence our future decisions.

Given that in Lidl Romania the subject of “Environment 
Protection” is transversal (it covers several segments 
of our activity), we invite you to go through the other 
chapters of this report, as well as our first Sustainability 
Report, to discover our policies and the measures we 
have taken so far and plan to take in the future.

The waste originating from packaging has a very 
big impact on the environment. In order to achieve 
the annual targets for collecting and recycling of 
packaging waste, electrical and electronic equipment 
and batteries reported to the entire quantity placed 
on the market, we cooperate with OTR¹² through the 
transfer of responsibility. During the reporting period, 
we have achieved our selective collection targets. 
More details about the measures we take to reduce the 
amount of packaging you can read at p. 22-23.
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In the reporting period, 
the total amount of waste 
sorted and collected in our 
stores and warehouses, 
and sent to the recycling 
centers was as follows:

Total foil, plastic, cardboard, paper, 
iron, wood, fluorescent tubes, 
batteries sent to recycling (tons)

Foil and plastic (tons) 

Cardboard and paper (tons)

Metal (tons) 

Wood (tons) 

WEEE (waste electrical and 
electronic equipment) (tons)

Batteries (tons)

Total foil, plastic, cardboard, paper, 
iron, wood, fluorescent tubes, 
batteries sent to recycling (tons)

Foil and plastic (tons) 

Cardboard and paper (tons)

Metal (tons) 

Wood (tons) 

WEEE (waste electrical and 
electronic equipment) (tons)

Batteries (tons)

30,698

1,315  

27,420 

305

1,490

165

3

26,570

1,199 

22,884 

814 

1,539

 
130

4 

15.54%

 
9.66 % 

19.82% 

-62.55% 

-3.14% 

26.78%

-5.33% 

MATERIALS                         QUANTITY MATERIALS                         QUANTITY

VARIATION
2018/20172017 2018

OVER

50,000
TONS

Another impact on 
environment is caused 
by the pollution with 
the substances used in 
cooling systems. In order 
to reduce this impact, we 
have started to replace the 
refrigeration units for frozen 
products from our stores. 
The new refrigerators have 
improved environmental 
performances, because they 
use less pollutant cooling 
agents.
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Planning and construction

In our first Sustainability Report (p. 37) we 
listed the measures we will take to ensure 

that our work space is designed and built at 
the highest standards; now we are able to 

provide a number of conclusive results in this 
respect:

• We have obtained the ISO 50001 certification 
for energy efficiency, the highest international 
management standard on energy. The recognition 
comes from the certification body DEKRA 
Certification GmbH, and applies to the 4 logistics 
centers and 219 stores that we coordinated at the 
time of receipt of the certification.

• All our stores and warehouses are in the process 
of obtaining the EDGE certification; over a quarter 
of the stores are already certified. We estimate the 
completion of the process for the entire stores and 
warehouses network in the next reporting period. 
The EDGE certification attests that a building is at 
least 20% more efficient than a traditional local 
market building in terms of building materials 
used, energy consumption and water consumption.

• Some of our buildings (including the administrative 
offices in Bucharest and the Lugoj warehouse) are 
undertaking a BREEAM certification procedure or 
are to be subject to such certification. The BREEAM 
certification is the most recognized standard of 
sustainability and efficiency in this domain, by 
which the impact of buildings on the environment is 
measured.

In addition to the measures taken so far, we aim to 
ensure a building insulation coefficient higher than 
the norms provided by the law, the close monitoring 
of consumption and to identify a supplier providing 
100% renewable energy.
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Our new logistics center 
in Roman, Neamţ County, 
opened after the reporting 
period, has been designed 
to have a low carbon 
footprint, the economy 
resulting from the adoption 
of some technical solutions 
(such as the recovery 
of energy from the 
refrigeration system and its 
use in the heating process) 
and high energy efficiency 
standards of the building.

In building of our stores and logistic centers:

 we use sustainable materials

 we use advanced technologies to ensure an 
efficient heat insulation of the buildings in which 
we operate and we introduce insulation under 
the baseplates (which offers up to 30% insulation 
efficiency)

 we have adopted the LED lighting system in order 
to reduce the electricity consumption; currently all 
our warehouses work with this system and in the next 
reporting period we will ensure 100% LED lighting in all 
our stores and parking lots

 we recover heat from ventilation systems and 
cooling units (+75% energy efficiency)

 the energy efficiency of the stores has also 
increased by resizing the surfaces and modernization 
of the ventilation and cooling systems

 we know that the energy efficiency must start 
in the design phase of our buildings. As a result, 
the construction projects take into account the 
optimization of energy consumption, and we make sure 
that our staff is trained in the sense of saving energy, 
for a good energy balance. For stores older than 10 
years, we have a plan to replace them to become 
more efficient from the point of view of resource 
consumption.
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Conservation of resources

Through regular energy audits, we continuously monitor the energy consumption in the stores and logistics center. 
The GLT system, which includes meters for each consumption category, allows us to see in real time how much 
energy each unit consumes.

Among the actions designed to save electrical energy, implemented or about to come into effect, we mention the 
use of better performing freezers in the stores, from an energy efficiency point of view. 

The primary 
energy sources 
(according to 
the energy label 
provided by the 
energy supplier) 
were:

The LED lighting solutions have brought us significant energy savings. For example, installing LED spotlights in 
132 stores has led to savings of 8,284,281 kWh/year and the installation of LED spotlights in the vegetable and fruit 
areas in 90 stores has led to savings of 347,352 kWh. We also implemented this lighting system in our warehouses 
and the annual energy savings resulted from energy efficiency measures reached 2.52 GWh. In the next reporting 
period we will complete the switch to 100% LED lighting in all our stores, warehouses and parking lots.

The amount of emissions derived from the energy consumption 
detailed above was of 333.95 g/kWh in 2017 and 307.74 g/kWh in 2018.

TOTAL ENERGY 
CONSUMPTION (MWh) 111,073                  118,961                   7.10%

VARIATION
2018/20172017 2018

ENERGY CONSUMPTION
PER SURFACE (kWh/m²) 

217                          214                     -1.39%

Renewable energy (according to the energy label) 

Coal (according to the energy label) 

Nuclear (according to the energy label) 

Natural gas (according to the energy label) 

Oil (according to the energy label)

Other conventional sources (according to the energy label)

34.93% 

26.19% 

18.82% 

18.88% 

0.55% 

0.63% 

43.67%

31.52%

11.93%

12.39%

0.02%

0.46%

2017 2018PRIMARY ENERGY SOURCES

RENEWABLE 
ENERGY43.67%

IN 2018:
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In our previous report (p. 39-41), we have explained at length the way we approach water consumption. In order 
to constantly reduce our environmental footprint, in all our centers (headquarters, logistics centers and stores) we 
act as to reduce resource spending (e.g. water) and thus our negative impact on the environment. The operating 
processes are constantly being improved and the technologies are used so that they ensure the best efficiency.

We monitor water consumption so as to 
detect the accidental losses, to quickly 
detect any technical failures that have 
appeared on the supply route (pipes) and to 
intervene with urgency in case of damage. 
We also work at implementing a system 
that offers us remote access to all data in 
real-time. Through this system we will be 
able to intervene quickly and we will thus 
reduce resource spending (e.g. the waste of 
water generated by the break to a pipe). In 
the medium run, we plan other measures to 
identify such cases in which malfunctions 
and water losses occur (installation of 
devices on the pipe in certain areas).

Food waste

According to a study ordered by the 
European Parliament, the total waste 
of food has reached 88 million tons, 
representing on average 173 kg per EU 
citizen; approximately 5% of this quantity 
comes from the retail activity. On p. 47 of 
our first Sustainability Report, we have 
provided extensive information on this 
issue, including the estimates of the Food 
Waste Romania initiative.

Therefore, it is natural for this issue to 
concern us, all the more since Romania is 
ranked the 9th in the European Union at 
food waste. For us, fighting food waste is a 
responsibility.

That is why we carefully plan product 
stocks. In 2018 we implemented a new 
system in our Nedelea warehouse by 
which we generate the orders from 
the stores, which helps us with the 
optimization of stocks. It will be extended 
in 2019 to the other warehouses (Iernut, 
Roman, Lugoj and Chiajna).

WATER CONSUMED 
(CUBIC METERS) 

259,452           317,095              +22.2%

VARIATION
2018/20172017 2018

COLLECTED
RAINWATER 
(CUBIC METERS) 

391,321             411,396              +5.13%        

TYPE OF WATER

EUROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:UROPEAN FOOD WASTE:

88,000,000
TONS OF FOOD ARE WASTED.

ANUALLY

5% OF THIS QUANTITY COMES 
FROM THE RETAIL ACTIVITY.

173 Kg

173 KG 
PER

EU CITIZEN

9TH

PLACE

in the
European Union 

AT FOOD WASTE
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Although we take measures to reduce food waste, there are situations when a lot of food and non-food product 
quantities are not sold for various reasons and which we donate to a number of associations. In the reporting 
period we have donated more than 300 tons of food and non-food products to associations such as the Bucharest 
Food Bank, the Cluj Food Bank, Rază de Soare Iernut Association, Cireşarii Association, Ana şi Copiii Association, or 
Robi and Kola Kariola associations, to which we donated animal food.

In addition to the measures we take in our warehouses 
and stores, we have actively involved and supported 
the establishment of two food banks, one in Bucharest 
(inaugurated in 2016) and the other in Cluj-Napoca 
(inaugurated in 2018). These are developed according 
to the model of the specialized organizations in the 
European Union and in accordance with the principles 
of the European Federation of Food Banks (EFFB). As a 
founding member, we have contributed to the initiative 
both with products from our stores and warehouses, as 
well as with funds (for the purchase of cars, the renting 
of warehouses, the payment of wages, etc.). 

In order to raise awareness of this problem and to 
diminish its negative effects, we aim in the next 
reporting period to support the creation of other food 
banks in cities such as Braşov, Roman, Timişoara, 
Craiova and Brăila. We hope that in this way we will 
take all the necessary steps to set up the National Food 
Banks Federation in Romania, which will become part 
of the European Federation of Food Banks.

In regard to the concrete results, the two food banks 
from Bucharest and Cluj have managed to help nearly 
18,500 persons, as follows:

THE BUCHAREST FOOD BANK: 
• over 250 tons net weight of foods have been taken 
over and redistributed

• the goods have reached over 18,000 beneficiaries in 
Bucharest, Ilfov and Prahova counties

• over 72 non-profit organizations

• 20 main suppliers

• the market value of the products is estimated at 
700,000 euros.

THE CLUJ FOOD BANK:  
• over 16 tons of foods

• 450 recurrent beneficiaries

• 6 non-profit organizations

• 4 main suppliers

The total net quantity of foods that has not reached the 
landfill was of 266 tons. 

Furthermore, together with the Mai Mult Verde 
Association, we have conducted a donation campaign 
via the donation boxes located at the store cash 
registers from April 1st to July 30th, 2018. The sum 
collected from the customers was of 17,000 euros and 
was doubled by our company. Among the activities 
carried out by Mai Mult Verde was the organization 
of a national caravan for the reduction of food waste 
and the development of a section dedicated to 
organizations that have the capacity to take over and 
distribute food approaching the expiration date.

For the next reporting period we have set ourselves to 
donate the unsold bakery products in our stores at the 
end of the day, to continue donating animal food, but 
also to further donate to the food banks.
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 The Country eport from  regarding omania, including an in depth review referring to the prevention and correction of the economic imbalances  https  bit ly TsD
 Idem 
 tudy regarding the dynamics of the labor market at the level of the main employing industries in omania during , Patronatul Investitorilor Autohtoni  ocal Investors 
mployers rgani ation PIA  https bit ly Atmrl
 Idem 

In Romania, the employment rate has steadily increased over the last five years¹³, leading to the lowest 
unemployment rate registered in the last decade (3.8%).

Overview of the labor market in Romania¹⁴:

 (1) Total rate of activity and 
unemployment (% of the 
population), 20-64 years; 
total rate of unemployment 
and of long-term 
unemployment (% of the 
work force), 15-74 years; total 
rate of youth unemployment 
(% of the work force), 15-24 
years; NEET: persons that 
are not professionally 
employed and do not 
follow any educational or 
training program (% of the 
population), totally, 15-24 
years 

Source: the European 
Commission

Despite these positive trends, the domestic labor market continues to face a reduction in the work force, caused 
by the rapid aging of the population, a low birth rate and a high emigration. Hence the difficulties encountered by 
employers in finding the right skills needed to fill the vacancies.

As a sector of activity, trade provides 16.8% of the jobs in the national economy of Romania¹⁵, ranking second in 
the classification of the employers sectors, after the manufacturing industry. In contrast, the commerce industry 
has experienced a higher growth rate in recent years, reaching in 2017 a total of 889,415 individual employment 
contracts¹⁶.

In these conditions, in a labor market that is facing a shortage of workforce and in an activity sector with a high 
growth rate, the responsibility towards our employees becomes a major priority for Lidl.
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Occupational safety and health
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All the specific instructions respect 
totally the legislation in force¹⁷; the 

training in this field is compulsory for 
all our employees and it is carried out 

periodically.

For certain categories of employees, we 
organize specific training sessions in 

the following fields: hygiene, equipment 
handling, hazard and risk points analysis.

The measures applied include all the 
employees and are adapted to the 

specific of the activity performed by each 
and every employee.

The safety of each Lidl employee is imperative. We 
concern ourselves daily with offering our employees 
safe working conditions, regardless of whether they 
carry out their activity in stores, warehouses or 
headquarters. We carefully monitor the demands and 
needs of the employees and offer them programs 
that lead to the improvement of their health. Lidl's 
commitment to these aspects can be found in each 
decision taken and in every implemented action. As for 
the leased workers, which are not a significant number 
compared to the number of Lidl employees, we aim to 
offer them the same safe working conditions as to our 
employees.

Because we want the safest possible environment in 
which to carry out our activity, we focus on creating 
and promoting a culture of occupational safety and 
health, based on clear norms, rules and procedures, 
which all our employees respect and are committed to.

 We have an education and training plan in the field of occupational safety and health, a procedure of 
investigating accidents and one for keeping the necessary records and documents. 

 We carry out inspections and evaluations periodically and develop procedures for correcting the unsafe and 
unhealthy conditions at the workplace.

 We have a system that ensures the compliance of employees with the safe working practices. 
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Within Lidl, the coordination of the occupational safety and health (SSM) and occupational hazard (SU) activity 
at the company level is provided by the Occupational Safety and Health Coordinator. He reports directly to the 
Country Director, Central Services and Expansion, who is a member of the Lidl Board of Directors. Within the 
company there is also an SSM committee, of which the following are members: the warehouse managers, the 
managers of the regional offices, employees from the regional offices, the Country Director, Central Services and 
Expansion. The committee meets quarterly; after the meetings, the issued reports are subsequently transmitted to 
the Territorial Labor Inspectorate (ITM).

We also benefit from an external service on the prevention and protection in the field.

The employees communicate the 
accident to the hierarchical superior.

The hierarchical superior announces 
the accident to the SSM responsible. 

The SSM responsible announces the 
SSM contractor.

The SSM contractor communicates 
with the local ITM (Territorial Labor 

Inspectorate)/ITM Bucharest.

The SSM contractor & SSM 
responsible investigate the events 

and submit the file for the ITM 
opinion.

The SSM partner & SSM responsible, 
after the endorsement from the ITM, 

register the work accident in the work 
accidents record register.

FOR NON-EMPLOYEES:
Contact Call center/e-mail

on the Lidl site.

FOR EMPLOYEES:
Contact Call center.
Contact the SSM &

SU responsible.
Contact the Engagement

responsible.

THE MECHANISM FOR 
MANAGING THE WORKPLACE 
ACCIDENTS IN LIDL ROMANIA 

THE MECHANISM FOR MANAGING 
THE COMPLAINTS 
IN LIDL ROMANIA 

In the reporting period, some of the measures we have 
taken to prevent work accidents are:

 individual protective equipment to all the employees 
in our stores and warehouses, suitable for the risks they 
are exposed to, which includes: protective shoes, gloves, 
reflective jackets, padded clothing for the employees 
who work in the cold rooms

 a video material about the occupational hazard 
evacuation procedure

 posters with instructions regarding the safety of 
handling certain technical equipment in the stores

 posters with instructions regarding the use of 
the automated external defibrillator exhibited at our 
headquarters and in warehouses

 organizing first aid courses for the employees in 
stores, in regional offices, as well as in the headquarters. 
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You can read more details on how we manage this 
topic in our first Sustainability Report, p. 52.

Due to the safety measures we have taken, during 
the last two years we have registered a smaller 
number of work accidents compared to the 
previous reporting period. Thus, there have been 
recorded 24 work accidents in 2017 and 23 in 2018, 
compared to 2016, when 26 accidents have been 
recorded. As to the types of accidents and the 
number of involved employees, the situation was 
the following:

OTHER TYPE OF ACCIDENTS 

ELECTRIC STACKER ACCIDENTS

TRAFFIC ACCIDENTS

0 5 10 15 20

2018

2017

2016

A total of 24 people have been involved in the work 
accidents recorded in 2017, of which 14 women and 10 
men, compared to a number of 23 people involved in 
2018, of which 17 women and 6 men.

None of the recorded accidents resulted in death. The 
rate of work accidents with serious consequences¹⁸ 
was 0.96 in 2017, when one such case was recorded. In 
2018 no work accident with serious consequences was 
recorded.

Regarding the number of accidents among the leased 
workers, any such accident occurred on company 
grounds is mandatorily announced to the managers of 
the respective job sites. No such accidents have been 
recorded during the reporting period.

In 2017 we had a recorded19 work accidents rate of 2.3, 
decreasing to 1.93 in 2018.

As a result of these accidents, we have registered an 
absenteeism of 573 days in 2017 and of 374 days in 
2018, with a rate of unworked20 days of 0.03 in 2017 
and 0.02 in 2018 respectively, decreasing compared to 
that of 2016, when it was 0.064.

16,500,000

11,500,000

6,500,000

1,500,000

2017 2018

NUMBER OF
WORKED HOURS

 Calculated per , ,  worked hours
 Calculated per , ,  worked hours  
 Calculated as the number of not worked hours reported to the total number of hours worked by the employees involved in accidents at work

We continued to be proactive in providing safe working conditions. Thus, together with an external consultant, we 
have analyzed the dangers in relation to the types of activities performed by the Lidl employees, as well as those to 
which our leased workers or our visitors (customers, suppliers, control bodies, audit body representatives) can be 
exposed.
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The evaluations carried out in our stores and 
warehouses indicate a global risk level between 2.39% 
for employees and visitors to the warehouse and stores 
and 2.84% for leased workers. The calculated global risk 
levels fall into the category of low risks21. In the case 
of introducing new technologies, we will organize new 
risk assessments for the employees, leased workers, as 
well as for the visitors.

In terms of improving the health status of our 
employees, in addition to the occupational health 
checks organized twice a year in both the regional 
offices, stores, as well as the headquarters, starting 
in May 2018, we have improved the medical analyses 
and investigations package covered by the health 
insurance, by including many other services which are 
covered by means of the insurance system. It is offered 
to all our employees.

In addition, 

 we offer healthy snacks (fresh fruit) in the reception 
area and in the waiting area next to the meeting rooms 
to the employees from the headquarters and from the 
administrative area of the regional center

 all our employees are encouraged and have the 
opportunity to participate in sports activities (Lidl 
covers the costs related to these participations in 
various competitions and organizes annually the 
SuperCupa Lidl, a sports competition which in the 
reporting period, in total, has engaged 978 people).

The environment in which our employees work is 
extremely important and we strive to improve the 
working conditions, by modernizing the work and 

relaxation spaces in stores and regional offices or 
by offering sports fields near some of our regional 
centers. In 2018, we have inaugurated the new Lidl 
headquarters, in a modern building, which benefits 
from top technology, fitness room, restaurant, cafe, 
relaxation space, terrace, bicycle parking, showers.

For the next period, we will continue to make sure that 
we meet all the conditions necessary to ensure a safe 
working environment. Among the specific measures 
that will be applied in 2019, there are:

 supplementing the security signaling in our 
warehouses

 installing road mirrors in warehouses to ensure 
a better visibility of the employees working in 
warehouses on forklifts and on electric dollies

 organizing first aid courses for the employees from 
the stores, from our regional centers and from the 
headquarters

 putting together training material referring to the 
causes of work accidents and to the measures for 
reducing and eliminating the risks of accidents

 developing and using a feedback form about the 
protective equipment

 inclusion in the SSM contractor inspection form of 
a section on behavior, in order to track the work style in 
the regional centers (stores and warehouses)

 making a video about health and safety regarding 
the possible risks of injury in our stores

 making materials to be used by the local 
coordinators in the periodic training

 inspections regarding the occupational safety and 
health carried out by external contractors in the stores, 

As a result of these analysis, the main types of risks identified to which our employees, leased workers or visitors 
can be exposed were as following:

 The low risks are under the tolerance limit of  The method of calculation is used according to the methodology of evaluating the risks of 
accident and professional illness at the workplace

Cutting or prickly surfaces 

Handling the cutter or other 
sharp working equipment 

Contact with moving 
machine parts 

MECHANICAL RISK FACTORS THERMAL RISK FACTORS ELECTRICAL RISK FACTORS WRONG ACTIONS

Contact with high 
temperatures surfaces

Contact with low 
temperatures surfaces 

Causing a fire start in 
the case of the open fire 
working 

Electrocution by direct contact as a 
consequence of the accidental deterioration 
of the electrical equipment insulations 
(power cables with degraded insulation, 
plug connectors and defective sockets)

Electrocution by indirect touch or the 
appearance of earth grid tension at the 
deterioration of the circuits for connection 
to the earthing installation 

Electrocution by indirect touch as a 
consequence of the contact with leakage of 
liquids in contact with the live electrical 
conductors 

Falling at the same level 
by slipping, stumbling, 
unbalancing

Performing operations 
which are not provided in 
the job description

Failure to follow the 
instructions in the field of 
occupational safety and 
health 
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communicating the results to the colleagues in the regional centers and follow-up on the measures taken as a 
result of these inspections

 informing all relevant people about the type of work accidents recorded

 installation of defibrillators in all stores through a partnership with Foundation for SMURD.

 organizing periodical fire drills in the headquarters.

Employee rights

The cooperation with our employees is based on 
trust, fairness and respect, their degree of retention, 
satisfaction and motivation to work with and for Lidl 
being priority issues in the conduct of our activity and 
in the development of the company.

Our objective is to maintain our leading position 
in the retail market and to offer salaries above the 
market average to our employees. For this, we have a 
wage policy in stages, with annual salary increases, 
guaranteed in the first three years after employment.

Starting with the fiscal year 2019, all our employees will 
receive increased income, and the salary increases of 
the new employees will be guaranteed in the first four 
years after the employment.
Starting from March 1st, 2018, we offer all our 
colleagues life insurance, in addition to the private 
health insurance (which has been improved) that they 
have benefited from. The members of their families 
have access to free medical offers or packages for 
certain medical services, at several clinics and hospitals 
in the country.

The annual leave is calculated in a progressive system: 
the number of vacation days increases gradually in the 
first years of activity in Lidl. We continue to offer two 
public holidays to our colleagues.

In the effort to maintain a high level of employee 
engagement, we have committed to introduce the 
flexible working time, work from home and short Friday, 
starting from 2018, thus: 

• flexible hours for all employees working in the 
headquarters and from the regional offices whose 
specific activity allows for this type of schedule. The 
established daily work schedule runs from 7:30 a.m. to 
6:30 p.m., with due observance of the legal working 
time of 8 hours a day
• working from home for all employees working in 
the headquarters, the expansion offices and regional 
administrative offices who have a company (Lidl) 
laptop, within two days a month 
• short Friday is the reduced work hours to 6 hours on 
Fridays, as long as the legal commitment of 40 hours 
per week is fulfilled. 
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We are committed to implement a company-wide 
employee satisfaction survey and on June 4-29, 2018, 
we launched such a survey (which will have an annual 
frequency). In regard to the job satisfaction as declared 
by its employees, Lidl Romania achieved a score of 74%. 
3,377 of our colleagues have answered to the survey. 

Simultaneously, we have intensified direct dialogue 
with our employees and through focus-group sessions 
organized nationwide. 

As a result of these types of consultation we outlined 
the company’s priorities in terms of collaboration, 
teamwork and working relationships: 
1. Monitoring of the teamwork atmosphere
2. Increase and develop management and leadership 
skills in line with the five Lidl Leadership Principles 
3. Encouraging collaboration and improving 
communication within the organization.

All Lidl employees, regardless of the type of contract 
(full-time or part-time), benefit from: 

 LIFE INSURANCE

 HEALTH INSURANCE

 INVALIDITY OR DISABILITY INSURANCE

 PARENTAL LEAVE

Additionally, our employees benefit from: 7 Card 
and World Class sports subscriptions; gifts for the 
employees’ children on the first day of school; 
customized programs for our colleagues on March 8th; 
gifts offered on Saint Nicholas Day; birthday present; 
package for celebrating 10 years in the company; 
Easter and Christmas bonuses; organizing events for 
employees working in the headquarters and regional 
offices (e.g. Family Day); sabbatical leave; rented 
sports grounds for employees; employee development 
programs; German language courses. 

Because we are concerned about our employees’ 
workload and we want their work schedule to be 
complied with, this is one of the key performance 
indicators that is being used. During the reporting 
period we took the following measures: each store 
and every warehouse prepares a two-week work plan. 
Changes made to the work plan and the reasons for 
these changes are being monitored; regional offices 
prepare weekly and monthly reports that monitor 
compliance with legal and internal working regulations. 
In cases where employees are likely to work overtime, 
we make sure that any extra minute worked is counted 
and shall be compensated with free paid hours/paid 
after 60 days, and the reasons for the overtime will be 
analyzed and measures to eliminate them will be taken. 
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Within the company there is a 
person responsible for monitoring 
employee rights observance. In the 
event of violation of the employee 
rights, every situation is managed 
individually. Every complaint is 
reviewed by the Engagement 
responsible who takes the first 
measures to address the situation. 
Depending on the nature of the 
situation, there are also other 
decision makers involved from the 
following departments: Human 
resources, Legal or Compliance. All 
complaints received are centralized 
and reported monthly to the 
management team. 

EMPLOYEE
GRIEVANCE

MANAGEMENT
MECHANISMS 

A complaints box
placed in each store

and warehouse

Call center (phone or 
e-mail), the requests are 

forwarded
to the responsible

persons.

Regional Engagement 
responsible/Headquarters 
Engagement responsible

(telephone, e-mail or direct 
meetings/store &
warehouse visits)

Employee surveys & 
focus-groups with 

employees

Feedback
questionnaires

We believe in leadership based on 
communication. 

We support employee 
development. 

We are performance-orientated 
and continuous evolution-driven. 

We act correctly and rely on 
mutual trust.  
 
 
We take responsibility and we are a 
model for others. 

We believe in the development potential of each 
colleague and therefore we do our best to offer the 
best quality conditions to increase individual skills and 
achieve a high level of performance. 

We offer our colleagues the chance to build their 
own retail career, being aware that the training and 
development of our employees is in line with our 
organizational development and the success of our 
company. We want our employees to evolve with the 
company and we build development programs that 
are based on the company's core values: performance, 
evolution, team and fairness. 

Employee training and development

We are guided by the following leadership principles: 

The development and training programs we provide 
our employees with are customized to their skills and 
professional background, as well as to their training 
needs. These programs address to all categories of 
employees and provide opportunities for development 
in both the short and the long term. 
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“We have colleagues who have started their careers in 
the company as cashiers and who, with dedication and 

motivation, have become department managers. They are 
personal examples that surprise us and deserve all our 

admiration and we are pleased to be able to share the Lidl 
story from the perspective of our outstanding colleagues.”

Frank Wagner, 
CEO
Lidl Romania

In 2017 and 2018, we implemented training programs for all levels of management in the company; we have issued 
a development and training guidebook customized to our business needs that are available to all colleagues in 
the company; we have succeeded in transforming the Talent Management program into a day-to-day practice 
through training sessions on feedback culture organized with managers and employees; we continued the Rotating 
Schedule as a professional development measure for colleagues with lateral development potential; we have 
implemented online learning platforms.

Among the personal and professional development programs run in 2017 and 2018, we mention:

Direction of LidlShip – “From author to coach” 
Academy – the first leadership program developed for 
department managers. The purpose was the translation 
the Leadership Principles into daily practice by the 
60 participants. They have used individual knowledge 
tools and have benefited from experiential learning 
courses, a gamification platform, coaching sessions, 
and have been exposed to new socialization and 
experience-sharing contexts. The implementation of 
this program has led to the formation of a community 
around the Academy, a better understanding of the 
activities of other departments, the improvement of 
leadership skills and the awareness of their impact on 
the development of the working environment. 

Talent Management – we have continued the 
implementation of this program, by improving the 
processes for assessing employee performance, by 
identifying their potential, by setting a career path, 
and developing an appropriate development plan. All 
managers in the company attended a detailed training 
course regarding the importance, benefits and impact 
of the talent identification process in the company. All 
the steps in this process are based on a digital platform 
that ensures transparency and continuity. 
This program aims the transition from the classical 
process of performance evaluation to talent 
management, based on: objectives, qualitative 
performance, potential assessment, promoting a 
feedback culture, and encouraging employees to be 
responsible for their own development. Additionally, 
we managed the lining up of this process with the 

internal promotion process.

Sales Leadership – is a program for colleagues in the 
Sales department, especially sales managers and sales 
leaders, in order to develop the leadership skills, by 
identifying current styles and developing them. 

Sales Entrepreneur – is a continuation of the “Future 
Store Manager" project launched in 2015, which 
responds to our priority for developing entrepreneurial 
behavior among employees who are heads of stores. 
The goal is to transform the role of store manager into 
a director one, who takes care of both the operational 
activities in the unit and the training, development and 
motivation of the team they work with. 

The LidlShip Foundation Academy – launched in 2018, 
is a development program dedicated to the managers 
as a result of the need identified in the organization 
to address this employee category. The pursued 
objectives are: the provision of a solid knowledge of 
working with people; building a community whose 
members understand and fully assume their role in 
the organization, exchange experience and good 
practice. The program emphasizes the development 
of emotional intelligence among participants, leading 
to the development of relationships based on trust in 
departmental and interdepartmental teams. 

A C A D E M I A  L I D E R I L O RDIRECTION

A C A D E M I A  L I D E R I L O RFOUNDATION
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Logistics Leadership – is the development program 
dedicated to Lidl warehouses heads of department. 
In order to meet the needs generated by the role of 
warehouse department head, this program includes 
development modules also for the colleagues 
with whom the heads of department interact in 
the warehouse: group managers and warehouse 
directors. The goal is to improve collaboration 
between departments and warehouses. 

LEON – an online learning platform implemented 
during 2018 at all Lidl stores. It allows the training 
of new employees and their familiarization with the 
company principles and processes, while facilitating 
the blending of theoretical knowledge with 
practical activity in stores, in the first two months 
of employment. The platform may also be accessed 
by the more experienced colleagues who want a 
knowledge update. 

The objectives of our training programs are: the 
development of a leadership-oriented mindset at all 
the levels with impact on our organizational culture 
and the improvement of skills by new methods 
and concepts, for an improved experience for our 
employees. 

In 2019, we intend to develop new tools for the 
Talent Management program, to promote a culture 
of feedback at all levels of the company, and to raise 
accountability for the individual plans of development. 
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We will continue to implement all academies under 
the LidlShip umbrella for all new colleagues who will 
take over key roles in the company, seeking to align the 
implementation of the company’s leadership principles.
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Sustainable products
Quality products and product safety

Traceability
Ingredients and nutrition information

Corporate citizenship
Continuous supply flow

Compliance
Local development

Cooperation
Communication

Dialogue with the stakeholders
Informing our consumers
Informing our employees

CUSTOMERS 
& SOCIETY
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Our mission is to provide our Romanian customers 
with products of the highest quality at the 
best prices, daily, straight from the producers/
manufacturers, in a wide range, through simple and 
sustainable actions.

We are aware of our impact on our customers’ life, given the size of Lidl operations on the Romanian retail market 
and the fact that more than 80% of the products we are selling are developed under Lidl’s private label. We 
undertake the responsibility relating both to the type of products we are marketing and to the way in which they 
are manufactured; we focus on the whole production chain: from the raw materials we use and the country of 
origin for the ingredients, to the recipe and presentation. 

Our mission pushes us to meet our consumers’ wishes to make available a wide range of products that we 
manufacture as sustainably as possible, in safety conditions, and delivered to our stores in a way that leaves a 
carbon footprint as small as possible. 

Thus, at the end of the reporting period, policies have 
been defined and published on the Lidl website, for the 
following raw materials and products: 

 cocoa 

 coffee

 tea

 flowers and plants

 eggs

 fish, shellfish and derived products

 palm oil

In the next reporting period we will also publish 
Lidl policies on cellulose, a conscious diet and due 
diligence in the purchase of goods. 

Each document encompasses our efforts to date, as 
well as our commitments regarding the following 
aspects: 
• responsible choice of the type of products; 
• origin, transparency, and traceability; 
• cultivation/growth; 
• environmental impact; 
• application and promotion of standards in the 
specific sector. 

Sustainable products
We continue to ensure a careful management of the resources, so that they are available on a term as long as 
possible; we obtain this objective also owing to our constant efforts engaged in the promotion of responsible 
purchases.

Our objectives regarding the purchase of the above-mentioned 
raw materials and products are indicated below:

COCOA
Certification

100%

31.12.
2020

Lidl Romania will use exclusively certified cocoa, in a 100% 
share, in all private label branded articles containing cocoa. 
Deadline: end of the year 2020.
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COFFEE
Certification

30%

31.12.
2020 50%

31.12.
2022

30% of the coffee sold in Lidl Romania will be certified according 
to UTZ, Rainforest Alliance, Fairtrade, or Bio standards. 
Deadline: end of the year 2020. 
50% of the coffee sold in Lidl Romania will be certified according 
to UTZ, Rainforest Alliance, Fairtrade, or Bio standards. 
Deadline: end of the year 2022.

of the flowers and plants sold by Lidl Romania had a GlobalG.A.P, 
Fairtrade  certification or a certification by Milieu Sierteel Project 

at the end of 2018.

85%

TEA
Certification

FLOWERS
AND PLANT

Certification

By the end of 2019, we seek the certification of 100% of the 
flowers and plants we sell, by GlobalG.A.P, Fairtrade or Milieu 
Sierteel Project²². 
Deadline: end of the year 2019.

 Pro ect developing and managing certifications of the products and systems in agriculture https www my mps com en

100%

31.12.
2022 50%

31.12.
2022

Obtaining the certification of 100% of the raw materials for green 
tea, black tea and rooibos, by Fairtrade, Rainforest Alliance, Bio, or 
UTZ. The condition is that the raw material should be available in 
the locality of origin and in the desired amount. 
Deadline: end of the year 2022.
Obtaining the certification of 50% of the raw materials for the 
herbal and fruit teas by Fairtrade, Rainforest Alliance, Bio, or UETB/ 
UTZ. The condition is that the raw material should be available in 
the locality of origin and in the desired amount. 
Deadline: end of the year 2022.

Plant Tea Fruit Tea

50%
Green Tea Black Tea Rooibos

100%
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FISH, SHELLFISH AND 
FISH DERIVED PRODUCTS 

Certification

For fish, shellfish, and fish derived products under Lidl private 
label brand in the permanent range, our long-term objectives 
are: 
• the increase of the number of MSC certified products for wild 
fish-based and wild shellfish-based products in the following 
categories: frozen fish, canned fish and fish specialties;
• the increase of the number of ASC, Global Gap, Best 
Aquaculture Practices Certification (BAP) certified products 
for the products based on farmed fish and shellfish for the 
following categories: fresh fish and fish specialties.

We increased the number of MSC certified products, from 11 in 2016 to 19 in 2017 and to 28 in 2018, respectively.

All the tuna cans sold by our company through Lidl Stiftung are from companies complying with 
the measures of responsible and sustainable maintenance and exploitation in the fishing sector, as 
provided for by the International Seafood Sustainability Foundation (https://iss-foundation.org/who-
we-are/about/). 

Our policy regarding the development of the egg assortment 
in a responsible way demands that all eggs purchased by Lidl 
Romania to come only from chickens raised in on the ground 
halls (eggs category 2), from chickens that have outdoor access 
throughout the day (eggs category 1), from chickens raised on 
organic farms and fed with fodder that does not contain protein 
flour of animal origin, additives, preservatives or synthetic dyes 
(eggs category 0). This measure has been implemented since 
May 2016, when we gave up on selling eggs from hens raised in 
batteries (eggs category 3). 
 In addition, from 2018 we have eliminated from the 
recipes to the items purchased from the Romanian suppliers 
these types eggs.

EGGS
Certification
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PALM
OIL

Certification

100%

31.12.
2022

Alimentare

SEPARAT 
(SEGREGATION)

100%

31.12.
2020

Nealimentare

AMESTECAT 
(MASS BALANCE)

By the end of the 2022, Lidl Romania intends to 
implement the exclusive use of segregated palm (kernel) 
oil in the production of private label food²³.

We are concerned about responsible fisheries and aquaculture, which ensure the sustainable management of 
marine wildlife and protecting ecosystems and allowing people living in fisheries to benefit in the long run from 
this. We put together the assortment of products by concentrating on non-endangered fish and seafood and we set 
out not to provide fish which is either from areas where fishery sources are over-exploited or put in danger, on the 
verge of extinction or comes from areas or a population that cannot be evaluated, due to the lack of data.

We distance ourselves from illegal, unreported and unregulated fishing, as well as illegal fishing methods (IUU 
Fishing). We ask our suppliers to exclude the use of raw materials from illegal, undeclared and unregulated fishing. 
For fishing, suppliers must use only fishing vessels which are not exploited below flag of complacency or not on the 
“blacklist’ of the EU.

By the end of 2020, Lidl Romania intends to effect the 
transition to the certification model Mass Balance²⁴ of 
RSPO²⁵, for own private label branded non-food items 
(to the extent where this is technically possible and the 
certified flows of merchandise are available in sufficient 
amounts).

 Palm oil from certified sources is stored separately across the whole supply chain
 Palm oil from certified sources is mi ed with conventional oil in the supply chain
 ound Table of ustainable Palm il https rspo org certification supply chains

For additional details on the specific measures for each of the 
mentioned raw materials and products, please see the section 
Policies/Range on our website:

https://corporate.lidl.ro/sustenabilitate/politici-sortiment
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Since our previous report, we focused on the 
increase of the number of sustainable products. 

We have developed a series of new environment-
friendly products. One such example is the 
“Cien Nature” range, which uses ingredients 
(pomegranate seed oil, rosehip seed oil, 
calendula, lemon balm, common witch-hazel) 
obtained from controlled environment-friendly 
agriculture. 

As mentioned in our first Sustainability 
Report (p. 26-28), we seek to market certified 
products and to work with certified companies 
implementing quality standards in their sector. 
The certifications and attestations mean strict 
requirements and controls, and the companies, 
both in the process of certification and later, are 
audited by independent entities, specifically for 
the strict compliance with these requirements. 

Bio products 

FSC products

UTZ products

Organic cotton products

MSC products

GOTS products

Dolphin safe products

Rainforest products

169

184

143

107

19

16

7

3

2017
TYPE OF ITEMS MANUFACTURED

SUSTAINABLY 2018

179

154

127

93

28

39

6

4

100% BUMBAC
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High quality products and 
product safety 
We are constantly focusing on making available for our 
customers products at the highest standards of quality 
and safety, in exchange for fair prices, by adjusting 
the product range in order to increase our customers’ 
satisfaction level. 

As to our quality and food safety assurance strategy 
during the manufacture process (from the identification 
of the ingredients, the recipes and the selection of 
the additives, to the manner of preparation, storage 
and shelf presentation), we have established specific 
objectives. 

The development of private label product recipes relies 
on quality criteria, considering both the current social 
developments and the new discoveries in the sectors of 
health, science and technology. The products undergo 
continuous testing and the decision to modify the 
recipes also considers the customers’ opinions, their 
requests and needs. 

We committed to deliver to our customers only GLOBALG.A.P. certified 
vegetables and fruit, regardless of whether they are Romanian or 

imported products. We are proud to say that our products come from 
manufacturers attested under GLOBALG.A.P., the most prestigious 

international quality and food safety certification.

For us, this certification is the guarantee of the quality of the local 
system of manufacture and a confirmation of the correct selection of the 
producers with whom we collaborate. For the consumer, it means healthy 

vegetables and fruit, grown safely and responsibly.

We identify the producers individually, visit them and evaluate them. 
Then, together with the University of Agronomic Sciences and Veterinary 
Medicine of Bucharest, we advise them to ensure that they can apply and 

comply with all requirements provided by GLOBALG.A.P.

GLOBALG.A.P. 
FOR 

LIDL ROMANIA
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Number of products tasted by customers 

Number of customers who tasted Lidl products

177

2,093

2017 2018

240

2,762

At Lidl Romania, ensuring product quality begins with 
the supplier. For this reason, we ask all our suppliers 
and manufacturers of food products to be certified in 
accordance with the prestigious Food Safety Standard 
(IFS) or with the globally applicable standard of the 
British Retail Consortium (BRC). Thus, both in 2017 and 
2018, more than 98% of these manufactures with which 
we work had this certification. 

We work closely with our suppliers to ensure and 
improve the manufacturing methods. Accredited, 
independent institutions conduct regular audits. In 
the reporting period, we conducted 84 such audits in 
2017, while in 2018 there were 69. Audits performed 
were both at the suppliers we already work with and 
the suppliers we intend to start a collaboration with. 
The number of audits also varies depending on the risk 
analysis of products, which determines their frequency.

In the reporting period, we conducted 2,061 tests in 
2017, respectively 2,042 in 2018. After these tests, 7% of 
the products required improvements in 2017 and 5% in 
2018, respectively.

We also organize tastings where consumers can 
evaluate the sensory properties of our products (e.g. 
taste, appearance, smell or consistency). The results 
provide us with the information necessary for the 
future development of Lidl brands.

As to the private label brands of Lidl, our Quality 
Assurance department performs wide quality 
controls. Additional to these controls, we work with 
experts of independent testing certified laboratories. 
The laboratories ensure the sampling during the 
manufacturing process, for the performance of 
complete quality and food safety tests.

Our approach: the more sensitive a product, the greater 
the care it should receive during the manufacturing 
process, transport, and selling, and the tests are even 
more intense.

In case we find a problem with a product and the 
withdrawal from the marketing is necessary, we choose 
to communicate this transparently to our customers, 
including on our Facebook page.

The limitations applicable to Lidl own brands are often 
even stricter than the legal provisions. For instance, 
we ask our fresh fruit and vegetable suppliers that the 
percent of pesticide residues should be under 33% of 
the legal limit admitted in Europe.
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Traceability

In our previous report, which covered the period 
March 1st, 2016 – February 28th, 2017, we included a 
wide description of our policies regarding this topic, 
the transparency policy regarding the origin of the 
products marketed in our network of stores, as well as 
the certifications of our products or those obtained by 
our suppliers.

In the reporting period, we launched the project 
“The Traceability label”, regarding the fresh fruits and 
vegetables obtained from suppliers from Romania 
for the Lidl Market. It intends to provide the local 
consumer with access to information about the whole 
circuit of the products, from the manufacturer to 
the store. In this project, in the reporting period, we 
designed a platform of information for the customers: 
#TreciPeProaspăt (#GoFresh). On this platform, our 
customers may find accurate information about the 
origin of the fruit and vegetables we are selling, about 
the certification of quality control, from the planting 
phase to the phase where the product is ready for 
consumption, about who our fruit and vegetable 
suppliers are across the country and about their 
story. Our customers can use their mobile phone to 
scan the QR code available on each crate of fruit and 
vegetables from Lidl Market to find information about 
the varieties at the shelf, the specifications of the fruit 
and vegetables, their cultivation, their nutrition facts 
and their season. The QR code is also available on the 
majority of wooden crates which don’t have the “Lidl 
Market” inscription.

Moreover, we will provide our supplier with the 
possibility of presenting the products they deliver 
to the Lidl Market, as well as with details about what 
it means to be a Lidl supplier. We are aiming that 
in the future this information project regarding the 
traceability of the products to be extended gradually to 
other merchandise groups. 

We already mentioned that, starting from the end of 
2018, all the canned tuna fish sold by Lidl Romania 
comes from companies who comply with the measures 
required by the Seafood Sustainability Foundation 
(ISSF). We make sure that we purchase these products 
solely from suppliers who were audited first and, as a 
result, were granted the ISSF certification.

Non-food products (from clothing and footwear 
to garden tools and implements) come from the 
international markets from suppliers selected under 
strict requirements, who need to observe the Lidl 
Code of Conduct (which includes requirements 
under the Business Social Compliance Initiative). All 
these products are tested in independent German 
laboratories. 

To find out more about how we understand 
transparency, please read the following pages and 
see additional information about the origin of the 
ingredients in the food products, the content of 
substances that may have a social or environmental 
impact, as well as the reasons why our products can be 
consumed safely.

#pentruunviitormaibun 57



Ingredients and information 
about nutrition qualities

In the following reporting period, we will publish on 
our website a document describing in detail our policy 
regarding a healthy and responsible diet and we will 
implement our strategy regarding the reduction of 
the quantity of sugar and salt from Lidl private label 
products.

Another objective is to offer food products as healthy 
as possible, with ingredients as safe as possible. For 
this reason, all our suppliers sign an appendix on the 
quality of products they supply to us, which includes 
the substances they may or may not use in the recipes. 

Regarding the quantity of pesticides in vegetables 
and fruit, we request our producers that the share 
of pesticide residues be lower than 33% of the legal 
limitation admissible in Europe. To make sure that this 
actually happens, in 2018 we conducted 1,676 tests 
of pesticide residues. This means that the products 
are carefully tested, assessed and sold according to a 
monitoring system tested and applied responsibly. 

The results of these tests showed that more than 
95% of the analyzed products followed the European 
legislation and more than 80% submitted to Lidl 
internal requirements (those which were 1/3 below the 
legal limitation).

In the following reporting period, we intend to 
continue the verification steps of the suppliers and 
products that we offer to our customers.  

The consumers who want to send proposals, claims 
or complaints have different solution mechanisms: 
the Lidl call center, with the number (0800 896 622) 
displayed in all of our stores.

The World Health Organization (WHO) adopted a 
number of measures²⁶ applicable, until 2020, at 
the European level; they concern the quality of the 
ingredients and their nutrition value. The objective of 
WHO is to reduce substantially the number of people 
who suffer from non-transmissible diseases (such as 
obesity, diabetes or malnutrition) directly associated 
with the diet and the lifestyle. 

For correct and informed decisions regarding the 
choice of food, our customers can access the labels, 
which include information about the ingredients used 
and about the nutrition qualities of the products they 
choose to buy. 

We know that sugar, salts and fats are savory and have 
an important influence on the way in which the human 
metabolism works, which is why they need to be dosed 
and consumed carefully. For this reason, our objective 
is to reduce by up to 20% the weighted means of the 
consumption of sugar and salt added in our own range 
of products. This measure is especially important 
in the case of the products intended for the daily 
consumption by children. The time horizon for the full 
implementation of our initiatives is the year 2025. By 
then, we will decrease gradually the amount of sugar 
and salt. 

As for the assortment of vegetables and fruits, we 
collaborate permanently with the suppliers to ensure 
that they respect the legal rules first and foremost, 
then our quality standards (mentioned in our previous 
report on p. 23-25).

 ource  orld ealth rgani ation, uropean Food and utrition Action Plan,  The document is available at https tinyurl com hokbp f

-20%
SUGAR AND SALT 2025

BY
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Corporate citizenship
During the reporting period, we have continued to 
develop projects together with our partners. The social 
investment budget was of 10,000,000 lei in 2017 and 
beyond 22,000,000 lei in 2018.

We have supported over 60 organizations that have 
implemented projects in the fields of education, 
environment and health. You can read more details 
about our criteria and strategy in our first Sustainability 
Report, the chapter Society.
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ORGANIZATIONS
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32,000,000
MORE THAN

LEI – THE SOCIAL INVESTMENT BUDGET
IN THE REPORTING PERIOD
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Donation campaigns in our stores

We have continued to involve our customers in the 
causes we support through the donation urns from the 
cash registers in all Lidl stores. During the calendar 
year 2017, the organizations for which we raised funds 
were the New Horizons Foundation, Greenpeace, the 
Leaders Foundation and the National Organization of 
Romanian Scouts. 550,000 lei were collected in the 
urns and we doubled the sum. 

In the calendar year 2018, the organizations for which 
we raised funds were Mai Mult Verde, Step by Step, 
Romanian Ornithological Society and Gifted Education 
Association. 570,000 lei were collected in the urns and 
we have doubled the amount. The funds have been 
spent to protect the virgin forests and for non-formal 
education projects dedicated to the environment and 
community development, to support gifted children, 
etc.

During the reporting period, we have also organized 
four social marketing campaigns through which we 

have donated 1 leu for each item sold from the offers 
of school supplies and toys. We have organized 
together with Teach for Romania the campaign for 
school supplies in 2017 and 2018 respectively, for which 
we have donated 2,000,000 lei, and the Christmas 
campaign together with UNICEF, for which we have 
donated 2,140,000 lei. The UNICEF supports the 
transition of students from the secondary school to 
high school, and Teach for Romania prepares teachers 
who go to vulnerable communities.

IN 2018 WE HAVE COLLECTED IN OUR STORES 
URNS:

LEI FROM OUR CUSTOMERS 
AND LIDL DOUBLED THE AMOUNT.

1,120,000
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Partnerships

1,226 CHILDREN BENEFIT DAILY 

AND A HOT MEAL.
FROM AFTERSCHOOL ACTIVITIES 

We have continued to support the 
Bread and Tomorrow program 
ran by World Vision and we have 
increased the number of children 

who benefit daily from afterschool activities and a 
hot meal. Currently, 1,226 children are enrolled in the 
program. For the next reporting period we intend to 
support the children from Bonțida, the locality where the 
Electric Castle festival takes place, a festival sponsored 
by our company as main partner.

Another national project started in 
2011 is Green for Traffic Education, 
organized together with the 
Romanian Police, which we have 
also organized during the reporting 

period. Through this program, at the beginning of every 
school year we organize a road safety lesson in all our 
stores.

In the series of long-term partnerships, 
it is included the one with SMURD 
(Mobile Emergency Service for 
Resuscitation and Extrication). In 2016, 
we purchased five urban intervention 
motorcycles for Bucharest. During the 
reporting period, we have purchased 

another 8 urban intervention motorcycles for cities of 
Cluj, Constanța, Iași and Timișoara. For the next period 
we will continue the partnership by implementing 
a new national project through which we will place 
defibrillators in the public places in the country 
and in the Lidl stores, and also by purchasing urban 
intervention motorcycle for other cities.

Another two strategic projects we support are the Şcoala 
de carte şi meserii (School of learning and crafts) and 
the Duales Studium Program. The School of learning 
and crafts is part of the dual vocational education in 
Romania and was initiated in 2017 in collaboration with 
the Romanian-German Chamber of Commerce (AHK), 
through which the students of the 10th and 11th grade 
have the opportunity to practice in our stores and get 
acquainted with the activities of a commercial worker. 
Duales Studium is a program created for the high school 
graduates by which we offer them the opportunity to 
study in Germany and prepare for a sales management 
position.

We intend to develop the first network of food 
banks in Romania that would become a member of 
the European Federation of Food Banks. During the 
development periods, we have supported the Banks 
in Bucharest and Cluj. More details can be read in 
the chapter Food waste.

In the next period, depending on the economic 
context in which we pursue the activity, we aim to 
increase the social investment budget by 10% and 
to support projects and organizations strategically 
connected with the activity of our company. We will 
continue to support education and environment 
projects and the strategic partnership with SMURD. 
Three of the strategical projects that we will 
support will be focused on diminishing the impact 
that plastic has at a national level and on early 
education, an essential factor for a sustainable 
society.
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The Program

We have facilitated financing programs for 
organizations in 2017 and 2018, together with our two 
strategic partners, the Association for Community 
Relations and Envision. The total budget was of 
6,200,000 lei for the following organizations:
 
The Association De-a Arhitectura, Ecostuff Association, 
Green Echoes Association, Greeninitiative Association, 
Mioritics Association, Romanian Debates Association, 
Oratory and Rhetorical Association (ARDOR), Slow 
Food Turda Association, EFDEN – Solar Decathlon 
Association, Step by Step Association, STUP Association 
(Social Trading Urban Place), Leaders Foundation, 
New Horizons Foundation, National Organization of 
Romanian Scouts, Concordia Organization, World Wide 
Fund for Nature (WWF), Aviation Quarter Association, 
Teach for Romania, Coalition Natura 2000 Federation, 
Văcăreşti Natural Park Association, Human Ecology 
“Oasis” Foundation, ARDOR, VOLUM Federation, JCI 
Cluj, Value School, Carpathians Mountain Association, 
Romanian Ornithological Society, Bank for Collecting 
and Distributing Food, GAL Berceni, MiniMASS 
Association.

In total, the projects had over 300,000 direct 
beneficiaries and over 500,000 indirect 
beneficiaries. Among the supported projects were:

EcoStuff – “Zero Waste School” and 
“Zero Waste Summer Camp”

Project summary:
We have implemented a project-competition model, 
as an extracurricular activity, which contributes to the 
increase of the students and teachers’ involvement in 
solving environmental problems in their communities, 
replicable in all schools in Romania.

 205 educational institutions have conducted 
extracurricular environmental projects and 
implemented projects for the benefit of the community

 1,000 teachers have acquired knowledge about 
recycling, afforestation, environmental protection and 
teamwork to implement projects for the benefit of the 
community

 20,517 students have acquired knowledge about 
recycling, afforestation, environmental protection and 
teamwork to implement projects for the benefit of the 
community

 89,507 is the total number of school students 
exposed to the message of the project.

Over 160 activities organized by students and teachers 
have had an impact on:

 cleaning and recycling of waste – 93 actions

 planting – 65 actions

 reducing pollution – “Bike to school”, “Day without 
paper at school”

 permaculture – “Grow your own food”
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New Horizons Foundation – “Green Service Learning”

Project summary:
The promotion in schools and the exposure of students 
and teachers to the “service learning” method. It is 
a strategy for developing the competences of an 
environmentally responsible citizen.
53 educational institutions have participated, out of 
which 25 schools benefited from the enrichment of 
the extracurricular activities for the students by the 
mini-grants offered for the implementation of some 
environmental projects. 

The National Organization of Romanian Scouts – 
Involved in the community

Project summary:
Involved in the community it set out to create an 
educational framework for promoting and applying the 
principles of sustainable development as a proactive 
measure in creating sustainable communities. The 
project ensured the formation of competences from 
the field of environmental education among 360 
young people between the ages of 15 and 24 from 
a minimum of 20 communities, forming a minimum 
of 30 communities and their mentoring in finding 
sustainable solutions for the challenges related to 
the environment, as well as increasing the degree of 
information and awareness regarding the individual 
social responsibility.

Coverage:
28 counties: Vâlcea, Tulcea, Timiș, Teleorman, Suceava, 
Sibiu, Satu Mare, Prahova, Neamț, Mureș, Mehedinți, 
Iași, Hunedoara, Harghita, Gorj, Giurgiu, Galați, Dolj, 
Constanța, Cluj, București, Brașov, Brăila, 
Bistrița-Năsăud, Bihor, Bacău, Arad, Alba.

The Carpathians Mountain Association – The 
mountain for everybody, everybody for the mountain

Project summary:
The project consisted of restoring the mountain 
tourist routes from the Bucegi Natural Park to higher 
standards, both with actions of cleaning up the 
trekking paths and with the launching of a mobile 
application that would allow the tourists to become an 
active part of the process of monitoring the problems 
encountered, from issues related to the touristic 
infrastructure to the signaling of pollution incidents or 
the acts of illegal environmental aggression that they 
capture in their voyage.  

Coverage: 4 counties: Prahova, Dâmbovița, Brașov, 
Argeș

Nature 2000 Association – Lawyers for the nature

Project summary:
Trying to stop the abuses on the protected areas, 
Natura 2000 Coalition Romania faced the lack of 
professionals in Environmental Law. In the faculties of 
Law one does not learn about the legal regimen of the 
forests or waters, the conservation of biodiversity, the 
legal reports between the factors in the sector. The only 
local master program focuses on Waste and Pollution 
and does not offer practice.
For these reasons, the Natura 2000 Coalition Romania 
has carried out a series of activities to prepare the 
young generation of legal experts (legal advisers, 
lawyers). The approach is an innovative one and has 
been developed at national level in 7 university centers 
in Romania. A university curriculum has been created 
that develops and completes courses/ modules in the 
Environmental Law, offered by the most important 
universities in the country. The course support was 
uploaded on an e-training platform and applied in 
7 workshops (Braşov, Bucharest, Iaşi, Cluj, Craiova, 
Constanţa, Timişoara). The e-training platform is 
accessible to all students in Romania.

Coverage: national, by workshops in Braşov, Bucharest, 
Iaşi, Cluj-Napoca, Craiova, Constanţa, Timişoara.
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Continuous supply flow
In order to ensure the consumers’ wide access to these 
products, we focused on the extension of our store 
and logistic center network, but also on the increase 
of the number of suppliers and the goods and services 
purchased from them. 

We will continue to increase the number of stores in 
the following reporting period. The expansion involves 
a complex effort, the development plans depend 
on the local context, on the availability of human 
resources and of the suppliers’ ability to deliver quality 
products on time, in accordance with the agreed 
amount of goods and at prices accessible for the 
consumers. 

The annual extension rate will keep the pace of at least 
15 new stores, the range of products will be improved 
and developed permanently together with our 
suppliers, and our procedures and processes will be 
analyzed in a way that should eliminate the potential 
losses or delays in the supply flow.

Compliance
Our activity follows two clear and mandatory 
principles: unconditional and immediate compliance 
with the legal requirements and the elimination of 
any forms or acts of corruption in Lidl and the supply 
chain. We take pride in the fact that, in the reporting 
period, the total number of corruption incidents 
brought to our attention or reaching the courts of 
law was zero, the number of incidents resulting in the 
removal or liability of our employees was zero, and the 
number of contracts with business partners which were 
terminated or no longer renewed because of corruption 
was also zero. 

To prevent the associated risks, we perform audits 
of our business partners, we train our employees 
periodically and we have internal procedures in place 
regulating the benefits, gifts and conflict of interests. 
Despite the fact that we have multiple channels for 
the reporting of any breach of rules (whistleblowing 
policy, national compliance coordinator who can be 
reached at compliance@lidl.ro, BKMS application on 

the lidl.ro website, allowing the anonymous reporting, 
or the appointed lawyer who can be reached at lidl.
consultanta@hategan.ro), in this case, too, there were 
no incidents. 

All the members of our Board of Management are 
informed about our anti-corruption policies and 
procedures and they receive annually the results of the 
risk analyses. All the employees in our headquarters 
benefit from specific training, during which they 
familiarize themselves with the company’s respective 
principles and policies. In October – November 
2018, on the Law and Compliance Day, a training 
was organized at the regional offices, and the topics 
covered the compliance in all the areas of our 
compliance management system. 

All the above-mentioned examples are a confirmation 
of the fact that this system (made from anti-corruption/
anti-fraud mechanisms, personal data protection and 
competition law) is functional and efficient. 

Our goal is to ensure a very good understanding 
and knowledge of the principles and policies of 
the company, which is why the colleagues from the 
headquarters and regional offices are trained annually 
on our compliance and data protection policies.

Regarding personal data protection, we comply with 
the General Data Protection Regulation (GDPR) and 
the applicable local laws. We collect data in order to 
respond to complaints or claims filed by our customers 
and to provide them with information about how their 
requests can be solved. With the customers’ agreement, 
we send their data to the manufacturer, to be able to 
solve the requests rapidly (for example, aspects relating 
to product warranty). The concept of data protection 
continues to be analyzed for the comprehension of 
the real dimensions of the continuously changing 
implications and for our continued full transparency in 
relationship with the customers.
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Local development
In our first Sustainability Report, we took the 
commitment to help the local suppliers grow, by 
establishing a 20% target for the number of Romanian 
items developed in the “Cămara noastră” range. We 
managed to increase the number of items in this range 
from 98 in 2016 to 138 in 2017 and 175 in 2018.
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Number of suppliers from Romania – permanent range 

Number of suppliers from Romania – whole range 

Number of Romanian items – permanent range

Number of Romanian items – whole range 

255

320

962

1,917

276

351

983

2,222

2017 2018
VARIATION

2018/2017 (%)

8.24%

9.69%

2.18%

15.91%

WE CONTINUED TO ENABLE THE EXPORT OF OUR ROMANIAN 
SUPPLIERS’ PRODUCTS TO THE EUROPEAN LIDL STORES.

EURO,
IN 2018

MORE THAN

28,000,000

We continued to facilitate the export of our Romanian 
suppliers’ products to the European Lidl stores. The 
combined value of these products exceeded 20 million 
euro and in 2017 and 28 million euro in 2018. The first 
Romanian products (Timișoreana beer, Romanian 
cornmeal, zacusca and Sibiu salami) arrived at the 
shelves of Lidl stores in Europe in the thematic “Balkan 
Week”. The above-mentioned products reached 
countries like Belgium, Bulgaria, the Czech Republic, 
Cyprus, Greece, Ireland, the UK, the Netherlands, 
Poland, Spain, Slovakia, and Hungary. Other Romanian 
products, such as dairy products, oil, juice, and snacks, 
are also available on the European markets. 

We promised our consumers that they would find, 
in our stores, fresh Romanian products and that we 
would increase, every year, the numbers of items 
partially or fully obtained from the local suppliers of 
vegetables and fruit. Thus, in the Lidl Market, fruit and 
vegetables come from more than 75 direct partners 
who are manufacturers, farmers, co-ops and groups of 
local producers or agencies collecting for us safe and 
healthy products from nearly 200 local producers, all 
of them audited and certified under GLOBALG.A.P. The 
objective for 2019 is that in the peak of agricultural 

season in Romania, on the Lidl Market we should have 
70% vegetables and fruits from Romanian suppliers, 
to the extent that their variety is pedo-climatically 
adapted in our country.
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Total number of local suppliers of goods and services

Total number of external suppliers of goods and services

Total number of suppliers of goods and services

82%

18%

8,567

80%

20%

8,421

2017 2018
VARIATION
2018/2017

-2%

2%

-1.73%

The 100% Romanian products in the “Cămara noastră” range represent as many occasions to promote the local 
suppliers, just as we do it in the thematic “Romanian Week” period.

At present, more than 98% of the suppliers with whom we work obtained one of the IFS or BRC certifications and 
we intend to help all our suppliers obtain one of these certifications. 

Our impact on the local development is also due to the extension of our network of stores and the opening of new 
warehouses. Each new store means the creation of at least 20 jobs in Lidl, as well as enabling the development of 
the local manufacturers and suppliers/providers of goods and services, by establishing cooperation relationships at 
the local level.

In 2017 and 2018, we visited dozens of households across the 
country, to find the most delicious culinary treasures kept by the 
Romanians in their pantries. This initiative aligns with the efforts 
of Lidl to provide the Romanians not only with locally prepared 
products, but also with products obtained by using authentic 
Romanian recipes. The selected recipes underwent a rigorous 
selection and production before they reached the shelves of our 
stores.

2017

2018

In the reporting period, at no. 46 on Calea Victoriei in Bucharest, 
we opened the Museum of Hidden Culinary Goods, a temporary 
gastronomic exhibition for the conservation of culinary traditions, 
which connected the visitors with authentic local recipes. 

The Museum of the Romanian Pantries is the place 
where our Căutătorii de Cămări (“Pantry Hunters”) 
have collected the most delicious Romanian recipes 
– a special exhibition where the visitors could taste 
the best on the Romanian gastronomy. It was open 
in Bucharest, on the premises of Cotroceni National 
Museum, in Timișoara, Sibiu and Cluj. 

The rătaviță recipe was discovered by the Pantry 
Hunters at Ms. Adriana Dumitru, after dozens of taste 
tests, and is one of the products in “Cămara noastră” 
range.
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Cooperation

Our objectives for the next reporting period include, 
on one hand, cooperation with the suppliers for the 
improvement of the transport fleet and compliance 
with the recycling requirements, and, on the other 
hand, cooperation with international organizations for 
educational campaigns (e.g. WWF, MSC), but also with 
some NGOs, for the support of projects that have social 
and environmental impact.

For our improvement and the improvement of our 
performances, we need to strengthen the collaboration 
and cooperation with our national and international 
partners, so that we continue to be a reliable partner 
and provide products meeting our customers’ 
expectations 

Such a collaboration is the “Cultivat în România, 
specific românesc” (“Grown in Romania, Romanian 
specialty”) project, developed in partnership with 
the Bucharest University of Agronomic Sciences and 
Veterinary Medicine. This ample project of investment 
in the Romanian agriculture is a contribution to the 
sustainable development of Romanian producers. 
Our project seeks to revitalize the local varieties, but 
also to develop a sustainable agricultural production. 
Under this initiative, we organize actions to support the 
producers: meetings and workshops, free specialized 
advice and audit sessions and support in solving the 
producers’ technical problems. 

For the projects seeking to reduce the amount of salt 
and sugar in the recipes, as well as for other initiatives, 
we consulted with a number of experts and decision-
making factors, which provided us with their know-
how and experience, so that we are sure that we make 
correct and informed decisions.

Dialogue with the stakeholders 
For the responsible management of the impact of our 
activity, we need an open and ongoing dialogue with 
our employees and with company management, as 
well as with our suppliers, collaborators, and business 
partners, with the central and local authorities, with the 
academic environment and with the non-government 
sector. 

Thus, in the reporting period, in partnership with 
the Bucharest University of Agronomic Sciences and 
Veterinary Medicine, we organized regular meetings 
with our suppliers of vegetables and fruit, regarding 
the sustainable development of the local producers 
and the increase of the quality of local products. 

We also conducted more than 100 annual visits at the 
local suppliers, to discuss with them, in detail, the 
specific aspects of their work, from the viewpoint of 
sustainable development, of the measures required for 
the sustainable use of the resources and the product 
quality guarantee. 

Regarding the dialogue with our employees, detailed 
information can be found in this report in the chapter 
Employee rights, at p. 43.
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Packaging

Fair business practices

Environment protection 

Transport

Food waste

Occupational safety and health

Employee rights 

Quality products and product safety

Traceability

Ingredients and nutrition information

Corporate citizenship

Continuous supply flow

Compliance

Local development

Cooperation

Communication

Dialogue with the stakeholders

Informing the consumers

Informing the employees

Planning and construction

Employee training and development

Sustainable products 

Conservation of resources
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GROUP OF STAKEHOLDERS
To determine the content of this report, Lidl 
conducted a separate process of consultation 
with their stakeholders, which included: 
consumers, suppliers of goods and services, 
central and local authorities, business partners, 
NGOs, academic environment, media and Lidl 
managers. Details about this consultation are 
in the chapter The materiality analysis and the 
stakeholder consultation in this report, at p. 8. The 
perception among the stakeholders we consulted 
regarding the relevant (material) sectors for Lidl 
activity in Romania is shown in the table below, 
by sector and by group of stakeholders. 

GRI 102-40
GRI 102-42
GRI 102-44

#pentruunviitormaibun 69



Communication
In order to make visible the Lidl focus on sustainable 
development and the implications of sustainability in 
our everyday activities, we committed to an open and 
assumed communication both with our employees 
and with our suppliers, consumers, local and central 
authorities, or NGOs. 

We use various channels of communication, to make 
sure that our messages reach where and when they are 
needed. For this reason, we use blended methods of 
online or call center communication with face-to-face 
meetings and printed materials. 

We try to use environment-friendly channels of 
communication and to limit the printed material. 
Nevertheless, we are not yet at the point where we 
are able to drop the Lidl magazine or the printed 
catalogues.

We strived to create a wide community of consumers 
with whom we interact on Facebook and who count 
more than 2 million people. We answer to each 
individual customer and, to enable this, we invested in 
a solid communication team. 

We are committed to keeping the communication as 
open as possible with our customers in the future, too, 
and to ensure our optimal availability, we will engage, 
in addition to the colleagues in the Communication 
and Marketing departments, our colleagues in the 
Customers relations department, who will also begin 
to use other channels of communication with the 
customers. 

2,000,000+

Informing the consumers
We seek a constant communication with our 
customers, on sustainability, in general, and 
responsible consumption, in particular. We take it 
to be our responsibility to inform them correctly 
and transparently about specific topics regarding 
sustainability, which are less known among the general 
population; in this way, the purchase and consumption 
decisions they make can be informed ones. 

We generate original content on sustainability topics, 
which we communicate by: Lidl magazine, catalogues, 
our Facebook page, our own YouTube channel, 
LinkedIn, company website, press releases, direct 
mailing, or special campaigns. 

Thus, we manage to communicate to our consumers 
information about: 

 what sustainability means

 responsible consumption 

 certified products, what these certifications (ASC, 
MSC, Dolphin Safe, ISSF, FSC, etc.) mean and their 
implications on environmental protection

 what bio food products are, and the products 
included in our “Bio” food range 

 the labels they should follow for the sustainable 
products.

Our policies on sustainable purchase of cocoa, coffee, 
tea, flowers and plants, eggs, fish, shellfish, fish-based 
products, and palm oil have become public, so that all 
consumers have access to this information.

In the reporting period, our company’s website 
was fully reorganized to reflect at an actual scale 
the importance of sustainability in our company. 
Additional to our sustainable purchase policies 
or the sustainability reports, on the website our 
customers can find information about nutrition, about 
our measures for packaging improvement or about 
sustainable products from local producers. 
Even some of the packages of our products contain 
information about sustainable consumption. 

Using various campaigns, we are drawing our 
consumers’ attention to the limited resources and their 
use.
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One such example is the campaign 
promoting the range of MSC and ASC 
certified products. Conducted together 
with WWF in 2017, the campaign explained 
what the MSC certified fish products are, 
what this certification means and our desire 

to make available to the consumer as many such 
products as possible. To strengthen the messages on 
responsible fish and fish-based product consumption, 
the campaign was reprised in 2018.

“Oul bun după găină se cunoaște” (“You know a good 
egg by the hen that lays it”) was another campaign by 
which we let our customers know about the elimination 
of eggs of category 3 and the improvement of the 
recipe of products with egg contents. 

In this campaign, we conducted a study to find out 
to what extent Romanians know the meaning of the 
numbers written on the eggs and we described the 
meaning of the numbers and the conditions in which 
the egg-laying hens are raised, for each type of egg, 
for the consumers’ better understanding of such 
information. 

Another campaign by which we tried to direct our 
customers’ attention toward issues of sustainability was 
the one in which we promoted our first sustainability 
report; for this, we developed a series of short videos in 
which local influencers spoke about everyday practical 
aspects regarding sustainability. 

A special communication project, conducted together 
with Newsweek, was the sustainability campaign. One 
of the topics was that of food waste, that also intro-
duced the opening of the Cluj Food Bank. 

Furthermore, in the reporting period, we organized in 
our stores a campaign on food waste, as well as dedi-
cated weeks for the promotion of bio food products. 

We will continue to inform our customers about 
sustainability and to expand the level of awareness 
to as large a number of consumers as possible. In the 
financial year 2019, we will organize a TV campaign 
on the topic “You too are responsible”, by which we 
will encourage our customers to adopt a responsible 
consumer behavior. 
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Informing the employees

We make sure that our efforts of external communication regarding sustainability are 
doubled by similar efforts of raising awareness among our colleagues. 

To this end, we are using a series of communication strategies, which include in 
addition to the intranet platform, sustainability-oriented activities. Thus, after we 
launched our first Sustainability Report, we created the “Responsibility” game. It 
includes both definitions on sustainability and information on the company’s specific 
actions in the sustainability sector. We organized an internal competition between 
the department teams, who competed to win the “Responsibility” game. All Lidl 
employees received this game. 

The campaign “Oul bun după găină se cunoaște” was also organized among our 
employees. Thus, they found out about the Lidl decision to only sell eggs from free-
range hens. 

We will continue the information campaigns in the next reporting period and we will 
launch our first mobile app for employees.
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Informing the employees
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GRI Standard Disclosure
GRI Standards corelated to 
Sustainable Development 
Goals (SDGs)

Page Omissions

GENERAL DISCLOSURES

I  eneral Disclosures  ame of the organi at on 11

I  eneral Disclosures  Types of act vit es, t ademarks, products and services

I  eneral Disclosures  ead uarters locat on 11

I  eneral Disclosures  ain operat ons locat on 11

I  eneral Disclosures  hareholders and legal for  of organi at on

I  eneral Disclosures  arkets on which the organi at on is act ve 11

I  eneral Disclosures  cale of the organi at on

I  eneral Disclosures  Infor at on on employees and other workers D  , Target , , 

I  eneral Disclosures  upply chain D  , Targets     

I  eneral Disclosures  ubstant al changes affect ng the company or the supply chain
ur company recently redrew its 

sustainability st ategy  idl esponsibility 
odel is e plained on p  

I  eneral Disclosures  Precaut onary pr nciple D  , Target 

I  eneral Disclosures  ter al init at ves D  , Target   

I  eneral Disclosures  Aff liat ons 

I  eneral Disclosures  tatement f om the company s highest representat ve

I  eneral Disclosures  alues, pr nciples, standards and rules of conduct D  , D  , D  

I  eneral Disclosures  anagement st ucture

I  eneral Disclosures  ist of stakeholder groups D  , Target , 

I  eneral Disclosures  Collect ve employment agreements D  , Target Percentage of employees who are part of 
a collect ve agreement is ero

I  eneral Disclosures  Ident fying and select ng stakeholders D  , Target , 

I  eneral Disclosures  Approach to consultat on process 

I  eneral Disclosures  ey topics and sub ect matters discussed in the consultat on 
process , 

I  eneral Disclosures  nt t es included in the consolidated f nancial statements

 The f nancial statements for each 
ent ty included in this report are available 
at htt www mf nante gov ro agent cod
ht l pagina domenii with the uni ue 
ident f cat on code IC

I  eneral Disclosures  Def ning the report content and topic boundar es

 According to I tandard  
anagement Approach, each relevant 

topic contains an e planat on regarding 
its limit

I  eneral Disclosures  ist of mater al topics 

I  eneral Disclosures  r ata or differences f om similar previous documents A

I  eneral Disclosures  Changes in report ng 

I  eneral Disclosures  eport ng per od D  , Target 

I  eneral Disclosures  Date of the most recent report D  , Target 

I  eneral Disclosures  eport ng cycle D  , Target Biannually   

I  eneral Disclosures  Contact point for uest ons regarding the report

I  eneral Disclosures  Claims of report ng in accordance with the I tandards

I  eneral Disclosures  I content inde

I  eneral Disclosures  ter al assurance

RELEVANT TOPICS SPECIFIC DISCLOSURES

RESOURCES & AGRICULTURE

Animal welfare

I  anagement Approach 

 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

on I  Policies and procedures regarding the methods of 
manufactur ng animal  based items without causing pain to animals

D  , D  
D  , D  
D  , D  
D  , Target 
D  , Target 

SUPPLY & PROCESSING CHAIN

Packaging 

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

I  ater als  ater als used by weight and volume D  , Target 

GRI Standards INDEX + Sustainable Development Goals (SDGs)
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Transport

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Percentage of fleet e uipped with uro engines D  , Target 

Fair business practices

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

I  Indirect conomic 
Impacts  elevant indirect economic impacts D  , Target 

D  , Target 

OPERATIONS & PROCESSES

ENVIRONMENT PROTECTION

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

I  ffluents and aste  aste by type and disposal method D  , Target 

Planning and construction

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Policies and procedures regarding the sustainability cr ter a 
used for planning and moder i ing buildings warehouses and stores D  , Target   B

Conservation of resources

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  , D  
D  , D  , D  
D  , D  , D  

I  nergy  nergy consumpt on within the organi at on D  , Target ,
D  , Target 

I  ater and ffluents  ater consumpt on within the organi at on D  , Targets   

Food waste

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  The amount of food not shipped to landf ll D  , Target 

Occupational safety and health

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

I  ccupat onal ealth and 
afety  ccupat onal health and safety management system D  , Targets   

D  , Target 
I  ccupat onal ealth and 

afety 
 a ard ident f cat on, r sk assessment, and incident 

invest gat on
I  ccupat onal ealth and 

afety  ccupat onal health services , 

I  ccupat onal ealth and 
afety 

 orker part cipat on, consultat on, and communicat on on 
occupat onal health and safety

I  ccupat onal ealth and 
afety  orker t aining on occupat onal health and safety , 

I  ccupat onal ealth and 
afety  Promot on of worker health , 

I  ccupat onal ealth and 
afety 

 Prevent on and mit gat on of occupat onal health and safety 
impacts directly linked by business relat onships

I  ccupat onal ealth and 
afety  ork related in ur es D  , Targets   

D  , Target 

Employee rights

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  , D  
D  , D  , D  
D  , D  , D  

I  mployees  Benef ts provided to full t me employees that are not provided 
to temporary or part t me employees

D  , Target  
D  , Targets   

I  mployment  Parental leave D  , Target 

In the ne t report ng 
per od we will collect 
data regarding the 
number of employees 
who came back 
after parental leave 
and who are in the 
company  months 
after retur ing, and the 
rate of retent on and 
of retur  to work after 
complet on parental 
leave

Employee training and development

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

I  Training and ducat on  Average hours of t aining per year per employee D  , Target 

tart ng with the ne t 
report ng cycle, we 
will break down the 
specif c data according 
to gender
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Sustainable products

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

on I  Total amount of products manufactured responsibly per total 
assort ent food and non food

D  , Targets   
D  , Target ,

Quality products and product safety

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

I  Customer ealth and 
afety 

  Assessment of the health and safety impacts of product and 
service categor es D  

Traceability

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

I  arket ng and abeling   e uirements for product and service infor at on and labeling D  , Target  
D  , Target 

Ingredients and nutrition information

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Clear and complete infor at on about ingredients and 
nut t onal value of food products D  , Target 

Corporate citizenship 

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

on I  oluntary social involvement of the company philanthropy  
and support ng recogni ed social actors on the market

D  , Targets   
D  , Targets   

Continuous supply flow

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  tending access to high uality products at accessible 
pr ces, thus ensur ng the consumer s sat sfact on D  , Target C

Compliance

I  anagement Approach  planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

I  Ant cor upt on  Communicat on and t aining about ant cor upt on policies and 
procedures

D  , Targets    
 

I  Ant cor upt on   Conf r ed incidents of cor upt on and act ons taken D  , Targets    
 

Local development

I  anagement Approach 
 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

I  Procurement Pract ces 
 Proport on of spending on local suppliers D  , Targets    

D  , Targets   
on I  Total amount of omanian suppliers f om the total amount 

of suppliers
D  , Targets    
D  , Targets   

on I  Total amount of locally manufactured items f om the total 
assort ent 

D  , Target  
D  , Targets   , 

Cooperation 

I  anagement Approach 
 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Cooperat on with local and inter at onal part ers selected 
with respect to idl core act vity

D  , Targets    
 

Dialogue with stakeholders

I  anagement Approach 
 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Dialogul sistemat c i constant cu partener i pe teme de 
sustenabilitate

D  , Targets   

Communication

I  anagement Approach 
 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  , D  
D  , D  
D  , D  

on I  ngoing dialogue with part ers on sustainability topics D  , Targets           
D  , Target 

Informing the consumers

I  anagement Approach 
 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Communicat on init at ves aiming to infor , to raise 
awareness and to promote responsible consumer att tudes 

D  , Target 

Informing the employees

I  anagement Approach 
 planat ons about the relevant topic and its limits
 anagement approach and its components 
 valuat on of management approach

D  
D  
D  

on I  Communicat on init at ves aiming to infor , to raise 
awareness and to promote responsible employees att tudes

D  , Target 
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According to the procedures we conducted and the records we obtained 
within the audit, we did not identify any aspects likely to suggest that 
the information shown in Lidl Romania's Sustainability Report 2017-2018 
would be inaccurate or would contain material errors. 

The full option is available to read at Lidl website address.

 Limited assurance conclusion
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