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Abstract: In this paper, “Sustainability in the Activity of the Retailers in Romania”, we
aim to study the measures and actions taken by three retailers in order to have a sustainable
activity, that is, all the processes that have led to a sustainable company and implicitly, to a
sustainable society and environment. Moreover, we bring into discussion the Global
Reporting Initiative (GRI) and the Agenda 2030, which is the perfect context for both
retailers and this study, as well as the connection between communication and digital
media in this situation. In this study, we want to analyse the GRI reports published on the
websites of Profi, Lidl and Kaufland. The reports are made in accordance with the GRI and
we want to identify the common points used by the three retailers in order to make a
relevant quantitative research based on the sustainable elements identified in the reports,
such as the measures taken by the retailers in order to fight pollution, to reduce the use of
plastic or food waste and so on. In order to do a relevant research, we administered an
online questionnaire to all the possible clients (both women and men) of these retailers. The
questionnaire has 15 main questions and its purpose is to find out the level of awareness
when it comes to the measures that concern the concept of sustainability, as seen in the
supermarkets by the clients.
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1. Introduction

The main objective of this paper is to evidence the importance of
sustainability nowadays, when we face changes in nature due to climate
change and also a lot of negative effects caused by pollution and the use of
plastic in a global world. Globalization is a good thing because we, as a
society, need to develop, but in order to achieve our goals we also need a
balance - the balance between nature and our actions. We use natural
resources in order to evolve but these resources are not going to be here
forever. In this context, we chose the retail area for this research because
they use a lot of resources through their activities, but they can also reach
a lot of people, irrespective of age or social status. They can provide
sustainability and they can teach sustainability by using digital media in
order to communicate with their clients. They can provide the key to a
sustainable country or even to a sustainable world in the context of Web
2.0.

2. Research method

Comparative analysis: the object of this research involves three retailers
(Profi, Lidl and Kaufland). These retailers have something in common, the
GRI reports for sustainability. We performed a comparative analysis on
the three reports in order to identify the measures taken by the companies
in order to improve their impact on the environment and to see which are
the practices used in the supermarkets that can be also observed by their
clients. In order to identify the common points, we took the following
aspects into account:

- the use of the Internet to communicate with the community;

- the actions taken to improve or to reduce the energy used in their

activity;
- the presence of recycling programs;
- the use of plastic;
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- the actions taken to prevent food waste;

- the approached communication style through the Internet and the
social media;

- the products that come from a sustainable source;

- the approached GRI standards;

- the measures taken concerning local supplies;

- the presentation of the report.

In light of the above, we performed a comparative analysis of the
retailers” sustainability reports, in order to identify the most important
elements, the common points, and also those points that differentiate them,
in order to find out what can still be done and to highlight what the
companies report and what can be seen by clients in the supermarkets.

We took into consideration only the common points found in the
reports, so that we could do further research.

According to the website of the European Union, “sustainable
development aims to meet the needs of present generations without
jeopardising the ability of future generations to meet their own needs. It
provides a comprehensive approach bringing together economic, social and
environmental considerations in ways that mutually reinforce each
other.” (https://ec.europa.eu/info/strategy/international-strategies/

sustainable-development-goals/eu-approach-sustainable- development en
accessed on 08.06.2020).

Quantitative analysis: Here we use the questionnaire as an
investigative tool. We created a questionnaire with 15 questions, which was
administered to around 60 people through the online platform Isondaje. The
first questions in the questionnaire are more general, in order to find out
whether the clients know the concepts of sustainability and CSR, while the
following questions are more direct and specific, so that the clients may
respond and choose from several given examples. The aim of this analysis is
to find out what the clients notice about the sustainable measures in the

supermarkets in contrast to what the retailers report in the GRI reports.
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3. Results

After the analysis of the reports, it can be concluded that all the three
retailers (Profi, Lidl and Kaufland) have somehow the same orientations
and objectives when it comes to the measures and actions concerning the
sustainability process. In fact, even though they share the same objectives
and somehow the same actions, such as reducing the plastic used in
product packaging, installing a LED lighting system in order to reducethe
energy used or even better, using digital media to communicate in a very
sustainable manner with the clients, some retailers have still have to do
more in this area of action. There is a very good connection between what
they promote and inform online and the actions seen in the supermarkets.
For exemple, Lidl has built a huge online community with more than 2
million people on Facebook (https://www.lidl.ro/ro/cataloage/raport-de-
sustenabilitate-2019/view/flyer/page/72).

The answers to the questionnaire have led to the conclusion that,
while most of the clients are familiar with the concepts of sustainability
and CSR, their knowledge of these two concepts is rather vague.

When the respondents were asked how important it is if the products
in the supermarket come from a sustainable source, on a scale from 1 to 5
where 1 means — very important and 5 means — totally unimportant, the
opinions were split; however, most of the clients do not really find it
important (Fig 1.). This means that there is still room for more actions that
have to be taken.

The answers to the questionnaire have led to the conclusion that,
while most of the clients are familiar with the concepts of sustainability
and CSR, their knowledge of these two concepts is rather vague. When the
respondents were asked how important it is if the products in the
supermarket come from a sustainable source, on a scale from 1 to 5 where
1 means - very important and 5 means — totally unimportant, the opinions
were split; however, most of the clients do not really find it important (Fig
1.). This means that there is still room for more actions that have to be

24


https://www.lidl.ro/ro/cataloage/raport-de-sustenabilitate-2019/view/flyer/page/72
https://www.lidl.ro/ro/cataloage/raport-de-sustenabilitate-2019/view/flyer/page/72

taken.

Atunci cand alegeti un produs la raft, cat de important este pentru dumneavoasira daca provine dintr-o
sursé sustenabild?
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1 - Total important 2 3 4 5 - Total neimportant
Fig. 1

In what concerns the question about the importance of an annual
report done by the retailers, 37 respondents think it is very important,
whereas 15, important (Fig.2). The same result was received when the
clients were asked if they thought that the retailers could change the actual
status in the context of global warming by taking serious measures. Most
of the respondents think that it is very important.

Cat de importanté considerati ca este realizarea de catre companii a unui raport anual privind
sustenabilitatea?
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To conclude, we definitely think that the concept of sustainability
and the GRI reports are very important to the activity of the retailers and
we also believe that at the same time, the retailers can make a change and
that this change can be made through education and communication.
Digital media and communication are of utmost importance, because we
need to step forward towards a world where everything can be done
without harming the environment.

Webography:
1. http://dezvoltaredurabila.gov.ro/web/despre/ - accesed on
30.5.2020.
2. https://www.globalreporting.org/Pages/default.aspx - accessed on
19.05.2020.

3. Implicarea face diferenta: Investim 1in viitor. Raport de
sustenabilitate Kaufland Romania 2017. www.media.kaufland.com.
Available at:
https://media.kaufland.com/images/PPIM/AP MarketingDocumen
t/rum/25/95/Asset 6492595.pdf. Accessed on 30.

4. Lidl Romania (n.d.). Raport de sustenabilitate 2019. www.lidl.ro.
Available at: https://www.lidl.ro/ro/cataloage/raport-de-
sustenabilitate-2019/view/flyer/page/72. Accessed on 08.06.2020.

5. O Europa durabild in perspectiva anului 2030. www.ec.europa.eu.
Availablea at:
https://ec.europa.eu/commission/publications/reflection-paper-
towards-sustainable-europe-2030 ro. Accessed on 28.04.2020.

6. Raport de sustenabilitate 2019. www.profiro. Available at:
https://www.profi.ro/companie/raport sustenabilitate.html.
Accessed on 01.06.2020.

26


http://dezvoltaredurabila.gov.ro/web/despre/
https://www.globalreporting.org/Pages/default.aspx
http://www.media.kaufland.com/
https://media.kaufland.com/images/PPIM/AP_MarketingDocument/rum/25/95/Asset_6492595.pdf
https://media.kaufland.com/images/PPIM/AP_MarketingDocument/rum/25/95/Asset_6492595.pdf
http://www.lidl.ro/
https://www.lidl.ro/ro/cataloage/raport-de-sustenabilitate-2019/view/flyer/page/72
https://www.lidl.ro/ro/cataloage/raport-de-sustenabilitate-2019/view/flyer/page/72
http://www.ec.europa.eu/
https://ec.europa.eu/commission/publications/reflection-paper-towards-sustainable-europe-2030_ro
https://ec.europa.eu/commission/publications/reflection-paper-towards-sustainable-europe-2030_ro
http://www.profi.ro/
https://www.profi.ro/companie/raport_sustenabilitate.html

	02. Adela Lăcrămioara Lazăr - Sustainability in the Activity of the Retailers in Romania
	Sustainability in the Activity of the Retailers in Romania
	Abstract: In this paper, “Sustainability in the Activity of the Retailers in Romania”, we aim to study the measures and actions taken by three retailers in order to have a sustainable activity, that is, all the processes that have led to a sustainable...
	1. Introduction
	2. Research method
	3. Results


