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Abstract 

 

The purpose of this study is to examine the impacts that green strategies have on a discount 

retailer; how green strategies can be marketed correctly to consumers and do green strategies 

have an effect on consumer behaviour.  

The practice of green retailing reduces the carbon footprint of brick-and-mortar or Internet 

stores, through the use of sustainable buildings and design, eco-friendly practices, efficient 

supply chains, and the marketing of information to consumers regarding the transportation 

and manufacture of products (Gale Emerging Industry, 2011). 

The methodology examines primary research collected through means of qualitative methods. 

In-depth interviews and ethnographies were conducted with departmental leaders from Lidl 

Ireland using non-probability method. These were conducted in order to gain a deeper 

understanding of discount retailer‟s stance on green initiatives. 

One major finding of this study highlights that discounters are invested in various green 

initiatives that benefit companies through cost savings. Even though the discounters have a 

multitude of small initiatives, they don‟t currently see a benefit from marketing these to the 

consumers. 

The conclusion of this research is that green buying behaviour is an emerging trend in the 

Irish market. Discounters should, in turn, foster stronger green strategies and implement them 

with a strong marketing campaign in order to communicate the initiative to the consumers. 

This will lead to creating positive consumer behaviours and an improved perception of the 

organisation. 
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Chapter 1 – Introduction 

 

1.1 Introduction 

There is a gap in the literature as to what discount retailers do in terms of green initiatives. 

This research aims to look at whether discounters are active as regards to green initiatives and 

are they marketing these to the consumers. This project‟s primary research is relevant 

because there is an identified gap. The researcher will explore the hypothesis and objectives 

and come to conclusions. 

 

1.2 Hypothesis   

Green strategies have been shown to positively effect a retail organisation. Marketing green 

strategies correctly leads to positive consumer behaviour. Discount retailers should 

implement green strategies to mirror this outcome. 

 

1.3 Objectives 

1. To investigate how green strategies can benefit a discount retail organisation. 

 

2. To investigate if discounters should target green consumers and the subsequent 

benefits of targeting those consumers. 

 

3. To investigate if discounters were to market green strategies, to what extent of precise 

marketing of those strategies have on consumer behaviour? 

 

1.4 Project Structure  

Chapter 1:  Gives an overall introduction of this project and presents the research purpose, 

question and objectives as well as relevant background information. 

Chapter 2: Introduces the literature that is of importance for this project with the main focus 

on three areas of green retailing; organisational green, green marketing and green consumer 

behaviour. 



[17] 
 
 

Chapter 3: The methodology chapter outlines the methods used in this project so that the 

researcher is able to answer the research question and objectives. This chapter presents the 

research design theories, research limitations, sampling, data analysis, data collection and 

research methods chosen and rejected. 

Chapter 4: This chapter provides the empirical findings, discussion and analysis of this 

project. This chapter summarises the data of most importance and further presents an analysis 

and discussion on the findings.  

Chapter 5: This chapter is where conclusions are made of the findings through the research in 

relation to the research objectives. It also provides the answer to the hypothesis.  

 

1.5 Limitations 

The researcher identified the following limitations; there is only a small selection of the 

population taken into consideration when conducting the research and there are a range of 

different people that could have been included and would have affected the outcome of this 

research. Despite the limitations, the researcher aims to gain a deep understanding of certain 

facts regarding the subject of choice and has therefore chosen to concentrate on specific 

consumers. The researcher therefore acknowledges that the findings in this research are 

limited to the research participants, which is a small group of the population. 
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Chapter 2- Literature Review 

2. Literature review 

2.1 Evolution of green retailing 

In 1972 the world debate on sustainability started at a UN conference in Sweden. It was 

followed in 1987 when a report was published by the Brundtland Commission entitled „Our 

Common Future‟ which inspired many definitions of sustainability today (Bruntland 

commission 1987).Recent interviews with over 750 CEOs from around the world revealed 

that 93 percent feel that implementing sustainability programs that match with their core 

businesses would be critical to the future success of those businesses (Borin et al, 2013, 

p122). 

The aim of corporate social responsibility in the beginning was to improve business 

performance by giving something back and was linked to good deeds within communities. 

CSR has shifted away from this and moved toward green sustainability in recent years 

(Emery, 2012). 

The awareness of sustainability has trickled down into all industries and many worldwide 

brands and organisations. Green labelling, marketing, supply chain management, eco-

efficiency, and material recycling are the most representative green activities. This interest in 

green initiatives is increasing in almost all business sectors, ranging from manufacturing 

industries to logistic sections of supply chains (Bae, 2011). However, this can be deemed a 

reactive approach to new government regulations (Song et al., 2011). This point is further 

reinforced by Chen and Tang (2010). They emphasise the increasing environmental 

regulations exerting greater pressures on retailers and organisations to adopt green initiatives.  

While the majority of retailers adopt a reactive approach others are adopting a proactive 

approach to green retailing. 

There are many big organisations adopting green strategies. Those that are proactive are those 

who are heavily invested and promote green strategies. Throughout their supply chain they 

have initiated green strategies above the regulations being set out by regulatory bodies. An 

example of a proactive green organisation is Timberland. 

 In 2006, Timberland unveiled a solar panel installation at its distribution centre in Ontario, 

California. At the time, the system ranked in the top 50 largest solar-panels in the world, 
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generated 60% of the power for the distribution facility and reduced the facility's greenhouse 

gas emissions by an estimated 480,000lbs per year (Timberland story, 2013).  

An example of an organization that adopted a reactive green strategy is B&Q. B&Q were 

condemned by non-governmental organisations for its sourcing of tropical hardwood in the 

early 1990s. To resolve this crisis, B&Q shifted to sourcing certified wood in order to comply 

with standards of the Forest Stewardship Council (Lai et al, 2010). 

 

2.2 Benefits of green 

2.2.1 Organisational benefits 

Organisations adopting green initiatives into different areas of the supply chain are heavily 

marketing about the positive impacts. For example, the logistics network of Wal-Mart has 

achieved  a 25% improvement in fuel efficiency, amounting to $75 million dollars in savings 

and a reduction of 400,000 tons of greenhouse gases per year  (Lai et al, 2010). This was a 

direct result from retrofitting their logistics fleet with hydro technology. 

In a Warc report (KPMG et al, ,2013) there were 102 food producers assessed. They all 

logged an average score of 46% for their economic, ecological and social activities. Unilever, 

by contrast, posted 86%, and is now seeking to halve its environmental footprint and double 

revenues by 2020 (KPMG et al, 2013). Philips, the electronics-to-healthcare conglomerate, 

already derives 40% of its sales from eco-design products, and wants this figure to hit 50% 

by 2015. The organisation is also trying to improve the efficiency of its product portfolio by 

50% (KPMG et al, 2013). 

 

Whole Foods Market Inc. is a major retailer committed to green retailing. Most of its 

products are healthy for the environment, easily recycled and healthy for humans and 

animals. Whole Foods stores are also environmentally-friendly. They are filled with natural 

lighting and materials. In 2010 the company generated sales of $9 billion highlighting that a 

business based solely on green and sustainable ethics is highly profitable (Gale emerging 

industry, 2011).  
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Ching-Hsun Chang and Yu-Shan Chen (2013) assert that it is not only necessary for 

companies to adopt proactive strategies to undertake environmental management, but it is  

also necessary for them to adjust their business models and culture mind-sets to take 

advantage of green opportunities and to stimulate green innovation. They also suggest that 

full adoption of a green strategy into the business will make the adoption rewarding in the 

long term. 

 

2.2.2 Customer benefits 

According to Esty (2005) retailers are regarded as distributors of merchandise, adding little 

value for consumers and suppliers. Green initiatives can be seen as reaction to customer 

demand as well as regulatory bodies. 

In 2014, guilt-free is the new status symbol. Growing numbers of consumers are trapped in a 

never-ending guilt spiral over the impacts of their consumption and purchases (Mattin, 2014). 

A recent global study identified 2.5 billion 'aspirational consumers' defined by their love of 

shopping (78%), and their desire for responsible consumption (92%) (Miller, 2014). This is 

an opportunity for retailers to create competitive advantage by providing an offering that will 

tailor to peoples “desire for responsible consumption” 

 

 

2.3 Communicating Green 

Ryals (2013) states that delivering and communicating green values is about winning the 

hearts and minds of consumers. Ryals (2013) asserts that to be successful, a green brand 

needs to demonstrate that it has believable green credentials. Green values can either be used 

to reposition existing brands, or be a standalone new brand.  

Starbucks greened up their brand that already existed. Starbucks was founded in 1971 in 

Seattle and is now the world's largest coffee house chain with almost 20,000 stores 

worldwide. It has always maintained ethical sourcing and over the years, it has introduced 

additional green initiatives such as reduced water usage, Fair Trade coffee, and recycled 

packaging (Starbucks, 2014). 



[21] 
 
 

Polonsky (2011) suggests that firms and organisations are not communicating green issues 

correctly and that‟s why they are not seeing growth in this sector. Polonsky also suggests that 

there is a multitude of reasons for this and there needs to be changes throughout organisations 

and consumers themselves. He also suggests that the connection between consumption and 

the environment is generally lacking and might indirectly relate to the fact that marketers 

haven‟t shown meaningful ways to communicate this complex information (Polonsky et al 

2011). 

According to Albino (2009), in order to respond effectively and efficiently to environmental 

issues, companies are increasingly required to identify and adopt appropriate strategies and 

operations.  

In 2010, Unilever embraced environmental sustainability as a core pillar of its global business 

to contribute to making the world a better place. Unilever‟s Marc Mathieu stated in a Warc 

report that „having a strong purpose at the core of your brand makes business sense - it's also 

the right thing for society and the planet‟ (KPMG et al, 2013). The firm has now brought this 

idea forward into their marketing thinking. 

 

2.4 Understanding Green Consumer Segments 

One of the green consumer bodies are the LOHAS consumers. LOHAS refers to a group that 

accounts for their own and their families‟ health while seriously considering the need to 

protect the environment in making consumption decisions (Nei-Ching, Y, & Yi-Ju, C, 2011, 

p.29). LOHAS consumers hold a healthy life attitude by controlling their consumption. They 

seek out a simple yet sustainable lifestyle. Moreover, they expect that they can prolong their 

life through their lifestyles. LOHAS consumers have a significant presence in the markets 

accounting for 30% of the American, Japanese, and European populations (Chang, 2007). 

 

Recent studies indicate that 93% of consumers say they participate in efforts to sustain the 

environment (Hartman Group, 2007). While 75% say it is important or somewhat important 

that they buy from environmentally responsible companies (WPP, 2010).  
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Figure 1 Deloitte Consumer Survey 

Source: 2009 GMA/Deloitte Green Shopper Study 

 

The above diagram shows a survey completed by Deloitte on green shoppers and shows the 

purchase decisions and intentions of consumers. It‟s clear that there is strong presence in the 

market with 22% buying green. 

When we look to the current trends for this year the „guilt trend‟ is one of the top ten trends 

this year. Calladine (2014) describes this trend as people that are looking for products that 

have a guilt free feeling involved so the consumer can feel good about the product they are 

buying. In other words, if the product is made in an environmentally and sustainable way this 

will satisfy their guilt free purchase desire.  

Another trend for 2014 is one where there is a push-pull trend emerging in the consumer 

goods markets‟ around sustainability. Brands with aggressive sustainability goals are voicing 

some frustration about a lack of consumer interest and aren't sure where and how to 'pull' 

people into their market. On the other side, we see frustration from a select group of vocal 

consumers towards brands that aren't embracing or communicating around sustainability and 

a desire to 'push' them into it (Calladine, 2014).   
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2.5 Conclusion 

From the literature I have found many differences in theory. There are both positives and 

negatives in terms of viewing green retailing as a profitable venture. Green strategies create 

financial value for those implementing them (Porter and Reinhardt, 2007). Trends in the US 

show a decrease in interest whereas Polonsky (2012) believes this is because marketing 

departments are not marketing green strategies correctly. The literature also shows trends are 

growing in Asian and European markets (National Marketing Institute, 2013). Market trends 

also show that big box retailers such as Wal-Mart are market leaders and there is a gap when 

it comes to discount retailers. There is a lack of literature concerning green retailing in the 

Irish market. There is also a lack of literature regarding discount retailers and how green 

strategies can be implanted by their organisations. As a result of extensive secondary research 

in this literature review, the researcher will now move forward to conduct primary research. 
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3. Methodology 

3.1 Introduction 

Domegan and Fleming (2007, p.20) show a trend that obtaining accurate useable information 

is a challenge for organisations. Malhotra (2010, p.102-103) furthers this point by showing 

how Starbucks‟ market research helped them realise that the environment was an important 

cause influencing consumer‟s perceptions of companies and brands. The market research 

process is described by Domegan and Fleming (2007, p.33) as to having seven stages. 

They are as follows: 

1. Problem definition 

2. Research design strategy 

3. Data collection methods 

4. Sampling 

5. Fieldwork 

6. Analysis of data 

7. Presentation of results 

 

3.2 Research Question 

Can discount retailers integrate green strategies? 

 

3.2.1 Hypothesis  

Green strategies have been shown to positively effect a retail organisation. Marketing green 

strategies correctly leads to positive consumer behaviour. Discount retailers should 

implement green strategies to mirror this outcome. 

3.2.2 Objectives 

 

1. To investigate how green strategies can benefit a discount retail organisation. 

 

2. To investigate if having green initiatives can lead to positive consumer behaviour 
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3. To investigate what discount retailers can implement within their model and 

effectively market to educate their consumers of the benefits of green initiatives. 

 

 

3.3 Research design strategy 

 

3.3.1 Exploratory design 

Domegan and Fleming (2007, p.66) assert that exploratory research is about uncovering new 

and previously undocumented marketing variables. Malhotra (2010, p.102-103) further 

strengthens this by stating that exploratory research is to explore through a problem to 

provide insights and understandings. Chisnall (2005, p.36-39) asserts that exploratory is a 

useful tool, particularly in developing hypothesis about specific markets. 

 

3.3.2 Descriptive design 

According to Chisnall (2005, p.36-39) descriptive research stems from substantial prior 

knowledge of market variables. In order for this research to be productive, questions should 

be designed to secure specific information relating to markets, product performance and 

possible competitive strategies. 

 

3.3.3 Causal design 

Bush & Burns (2006, p.104) describe causal as understanding things in terms of conditional - 

a cause and effect relationship. If X then Y akin to an if-then statement which manipulates 

variables of interest. To put it into other terms, Aaker et al (2007) maintain that causal 

research concerns a cause and effect relationship. 

 

3.3.4 Choose a research design 

The researcher will use exploratory research design. The researcher has completed extensive 

research in the literature review and has compiled relevant references and data regarding the 
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objectives. Domegan and Fleming (2007) have described exploratory research as being 

particularly useful when looking at shifts in cultural values and changing attitudes. 

Considering the objectives are related to attitudes and cultural changes it would be most 

productive to choose exploratory for the purpose of this project.  The researcher rejected 

descriptive and causal research design as the objectives did not need measured results or a 

scientific approach. 

 

3.4 Primary and Secondary Data 

3.4.1 Secondary data 

Secondary data can be defined as data collected by others for reasons other than the problem 

at hand (Domegan and Fleming, 2007, p.25-26). 

In terms of how the researcher has implemented the use of secondary data, 40 journal articles 

were carefully analysed over a 6 week period. Case analysis and benchmarking has been used 

as a result for what the researcher deems usable data. Case analysis has been used to show 

how many organisations are adopting green and how they are implementing green. While the 

researcher is also using benchmarking in order to show who is the market leader with green 

initiatives. 

 

 

 

 

 

 

 

Table 1 Secondary data 

Secondary data  
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Benefits Limitations 

Less time consuming and is gathered 

faster than primary data. 

 

Sometimes can be biased in terms of toward the 

author‟s goals. 

Cheaper than primary data. Difficulties in using the secondary data relate to 

date and origin of data itself. 

Can be used as a basis to primary data 

for example as a starting point for 

further primary research. 

Data could be obsolete in terms of current project. 

 

 

 

3.4.2 Primary data 

 ‘Primary data is defined as data or information collected first hand by the researcher to 

resolve the specific problem/opportunity on hand‟ (Domegan and Fleming, 2007, p.25-29). 

3.4.2.1 Ethnography „refers to the study of races and cultures and is usually confined to 

descriptive accounts of human activities‟ (Chisnall, 2005, p.224-225). 

3.4.2.2 In depth interviews is defined by Burns as a conversation with a defined intention or 

a purposeful exchange of meanings (Burns, 2006, p.109). 

3.4.2.3 Focus groups  

The main purpose of focus groups is to gain insights by listening to groups of people from the 

appropriate target market (Domegan and Fleming, 2007.p.160-172). 

3.4.2.4 Projective techniques 

These are indirect methods of investigation, borrowed form clinical psychology in order to 

obtain data that cannot be secured through the likes of direct questioning (Chisnall, 2005,p 

p.226). 

Table 2 Primary Data Types 

Primary data Benefits  Limitations 

In depth Versatile in nature Require careful planning and 
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interviews   

The main strength of in-depth interviews 

is the ability to uncover more complete 

answers to questions that may be answered 

superficially in survey research. 

 

Has possibility to uncover attitudes or 

motives that the person may be 

uncomfortable to express in a group 

setting. 

preparation. 

Sample is small because of 

one to one nature of 

interview. 

More expensive to conduct 

and time consuming than 

other means like focus 

groups. 

Interviewer interpretation is 

subjective. 

Difficulty of coding and 

analysis. 

 

Ethnography  

 

 

 

Form of participant observation can give 

researcher first-hand information of 

participant‟s real world views and 

reactions. 

 

Depending on researcher 

objectives the researcher can 

interpret the observations to 

their favour. 

Focus groups  Synergism putting a group together will 

produce a wider range if insights and 

information. 

 

One person‟s comment or opinion can 

trigger snowballing or a chain reaction of 

insights. 

 

Since a number of individuals are involved 

at same time data collection is relatively 

fast. 

 

Individuals may not be 

typical to population they are 

assumed to represent 

 

It is a small sample when 

compared with other 

quantitative techniques. 

 

Unstructured nature of 

responses can make coding 

analysis difficult. 

Projective 

techniques 

Help penetrate the barrier of awareness, as 

people are unaware of their own behaviour 

and attitudes 
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Barrier of irrationality can be breached, as 

people feel they must have rational 

motivations for all purchases.  

 

Where convention of polite conversation 

inhibits the expression of real feelings this 

technique can expose the truth. 

Source:(Domenic and Fleming, 2007) (Chisnall, 2005)(Molhatra,2010)  

 

3.5 Qualitative 

A qualitative method was chosen as it enables an in-depth understanding of a phenomenon. 

The focus in qualitative research is to understand, explain, explore, discover and clarify 

situations and experiences (Kamur,2005). It is also described by Dominic and Fleming (2007) 

as a collection of data which is open to interpretation. Sayre (2001) asserts that qualitative 

research is about a more humanistic approach where statements are not measured but 

interpreted and it is an alternative to the scientific model. 

 

3.6 Quantitative 

„Quantitative is a research methodology that seeks to quantify the data and typically applies 

some form of statistical analysis‟ (Molhatra, 2010, p.248). 

 

 

 

 

Table 3 Qualitative and quantitative benefits and limitations 

 Benefits Limitations 

Qualitative 

 

Diagnostic in nature. 

Concerned with deeper understanding of a 

Can be time consuming when 

transcribing interviews. 
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 problem 

Probing based  

Valuable insights can be gained from the 

research that cannot be gained from 

numbers based efforts. 

 

One to one based allows respondent to be 

comfortable and reveal information based 

on their values, emotional drives and 

motivations that they may not disclose in a 

public setting. 

 

Focus groups can provide too 

much data. 

Hard to code. 

 

Smaller sample size 

 

Unstructured  

 

 

 

Quantitative 

 

 

Numbers based. 

 

Measures specific data relating to a certain 

query 

 

Structured and systematic 

 

Larger sample size 

 

 

Results are useful but have 

restricted value. 

 

Not always desirable to use 

to gain insights from 

respondents. 

 

Results can be superficial in 

nature. 

 

Peoples values, emotional 

drives and motivations are 

held at subconscious level 

and people may not be keen 

to express these views 

publically. 

Source: (Domenic and Fleming, 2007) (Chisnall, 2005)(Molhatra,2010)(Sayre, 2001) 

3.7 Research tool selected 

Qualitative is the tool chosen for the purpose of this dissertation. In-depth interviews and 

ethnography are being used for greater discussion and exploration of the topics. 
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In depth interviews are chosen to further explore the gap in the secondary data concerning 

green retailing and discounters. In-depth interviews will allow the researcher to use extensive 

probing during the personal interview to reveal the respondents attitudes, motivations, beliefs 

and feelings on the topics. In terms of the researcher‟s interviewees, it will also reveal current 

organisational attitudes and future attitudes. 

Ethnography is the second research tool of choice as the researcher feels this will add a depth 

of understanding to the consumer‟s perspective by way of observing the shop and asking 

probing questions at the end of their shop. Thus gaining an understanding of attitudes of 

generation y shoppers.  Generation y shoppers are considered a consumer group born 

between 1977 and 1994 making them between the ages twenty and thirty seven. 

3.8 Research tool rejected 

Quantitative research was rejected due to its narrow scope. It is based on measured scientific 

research methods such as questionnaires and surveys. The objectives set out by the researcher 

required qualitative for further interpretation of the problem through in depth interviews and 

ethnographies. 

3.9 Field work  

Table 4 Field Notes 

Date  Meeting/ Activity 

01/07/2014 Request sent for details of interviewees 

 

09/07/2014 Questions prepared for ethnography and pre-

test conducted. 

10/07/2014 Email correspondence prepared for 

interviewees 

14/07/2014 Correspondence sent out to interviewees and  

people for ethnography 

 

15/07/2014 Question prepared for interviews.  

 

25/07/2014 Interview with head of Logistics in 
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Newbridge 

 

25/07/2014 Interview with head of sales organisation in 

Newbridge 

 

18/07/2014 Ethnography study 1 in Lidl Stillorgan 

 

19/07/2014 Ethnography study 2 in Aldi Sandyford  

 

20/07/2014 Ethnography study 3 in Get Fresh & Lidl 

Deansgrange 

 

19/07/2014 Ethnography study 4 in Lidl Pottery Road 

& Farmers market Dun Loaighre  

 

 

3.9.1 Pilot ethnography results 

Editing was conducted on the ethnography questions. This was due to the pilot ethnography 

questions showing fault with Question 2 and 3  

Question 2: Do you as a consumer understand the term carbon footprint? 

Question 3: What does carbon footprint mean to you? 

The two questions were far too similar and need to be changed. The researcher decided to 

change question 3 to the following. 

Updated Question 3: What does environmental awareness mean to you? 

The updated question yielded more relevant answers and also avoided confusion with the 

respondent. 

 

See Appendix 3 for pilot ethnography 

See Appendix 4 for Actual ethnography questions used 
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See Appendix 5, 6, 7 & 8 for ethnography Studies 1-4 

See Appendix 2 for In-depth interview questions. 

See Appendix 9 & 10 for In-depth interviews 

 

3.10 Profiles of Respondents 

3.10.1 Interviewees: 

 

Peter Hynes Head of Logistics 

Higher level executive over all logistics concerns in Lidl Ireland. 

Lee Galbraith – Head of Sales Organisation  

Higher level executive overseeing all sales strategies in Lidl Ireland 

3.10.2 Ethnography profiles: 

Generation Y females (20-37 year olds). 

- Who have children. 

- And will be conducting their weekly shop. 

4 individual females 

Study 1: 25 year old female, mother of one and are a lower income family. 

Study 2: 28 year old female, mother of one and are a lower to middle income family. 

Study 3: 32 year old female mother of four and are a middle income family. 

Study 4: 35 year old female mother of two and are a middle to higher income family. 

3.11 Sampling  

According to Domenic and Fleming (2007, p.372-423) sampling is taking a small portion of 

the larger part and drawing conclusions about the larger part from our experience of the 

smaller part.  It allows us to study some of the cases without looking at all cases. 
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3.12 Define the Population 

For the purpose of the ethnographies the following sample was used: 

 Generation Y Female conducting Shopping for family (weekly shop) 

- Varied income levels 

- South Dublin area 

- Conducted in July 2014 

 

 Peter Hynes  

- Head of Logistics 

- Higher level executive over all logistics concerns in Lidl Ireland. 

 

 Lee Galbraith  

- Head of Sales Organisation 

- Higher level executive overseeing all sales strategies in Lidl Ireland 

-  

 

3.13 Determine the Sampling Frame 

A sampling frame is a list of all the units and elements of the defined population (Malhotra, 

2010, p.368). 

Due to the researcher not having resources to access everyone within generation Y there is no 

sampling frame. The researcher will be using non probability as he will be choosing to use 

people he has access to around him. 

 3.14 Select Sampling Technique 

 

3.14.1 Probability sampling  
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Probability sampling techniques vary in terms of sampling efficiency. It is further described 

as a trade-off between cost and precision - the greater the precision the greater the cost and 

most studies require a trade-off (Domenic and Fleming, 2007, p.380-392). 

The researcher cannot conduct probability sampling because there is no access to the sample 

frame. Therefore non-probability will be chosen for the research project. 

 

3.14.2 Non-probability sampling 

 

Non probability sampling is defined by Malhotra (2010, p.376) as sampling techniques that 

do not use chance selection procedures; rather they rely on judgment of the researcher and 

their personal interpretation. Domenic and Fleming (2007, p.381) further this statement by 

stating that the probability of selection is unknown and that it is inherently subjective and not 

objective as the sample members are chosen consciously by the researcher. 

 

 

Figure 2 non- probability sampling techniques 

  

3.14.3 Convenience sampling  

Convenience sampling is described by Burns (2006, p.308) as a selection of sampling units 

left primarily to the researcher. Malhotra (2010, p.377.) states that respondents are often 

selected because they are in the right place at the right time. 
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3.14.4 Judgemental sampling 

According to Malhotra (2010, p.379) judgemental sampling is a type of convenience 

sampling on where population elements are selected based on judgement of the researcher. 

3.14.5 Quota Sampling 

As described by Burns (2006, p.310-311) a two staged restricted judgemental sampling is 

where the first part is developed from control categories or quotas of population elements. 

3.14.6 Snowball sampling 

Malhotra (2010, p.381) describes snowball sampling as being an initial group of respondents 

that are selected. They are selected usually at random. After being interviewed these 

respondents are asked to identify others who belong to the target population of interest. 

 

           

 

                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   

 

 

 

 

 

 

 

Chapter 4- Data Analysis 
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4.1 Data Analysis Introduction 

Data analysis is defines by Malhotra (2010, p.42) as a set of techniques that can be used to 

obtain information and insights from the data. Domenic and Fleming (2007, p.31-32) further 

this point by stating that data analysis while unique to each study requires the research to 

perform the following tasks. 

Table 5 Data Analysis Task Definition 

Task Definition 

1. Editing Is the process of reviewing questionnaires 

with the objective of increasing accuracy and 

precision  

2. Coding Coding assigns the data into groups to speed 

up tabulation. Coding applies a number to a 

specific answer to specific questions. 

3. Tabulation Tabulation is the counting of the coding , the 

number of similar responses to specific 

questions and accounts of three activities , 

sorting counting and summarising. 

4. Summarisation The researcher must develop conclusions 

from the data analysis so that results can be 

out together to prove or disprove the research 

question 

(Dominic and Fleming, 2007)(Molhatra, 2010)(Burns and Bush, 2006)(Chisnall,2005) 

4.2. Data analysis process 

4.2.1 Editing  

Editing was also completed on the interviews. During the transcribing of the interviews some 

pieces were omitted due to the lack of relevancy to the topics. 

4.2.2 Coding 

Coding of the ethnography was performed by grouping themes together. Coding was not 

applicable for the in-depth interviews as 95% of questions were different. 

For Ethnography coding see Appendix 1 
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4.2.3 Tabulation 

 

 

Figure 3 Consumer Concerned with green products 

 

 

75% 

25% 

Customers concerned with green products 

Concerned

Not Concerend
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Figure 4 Understanding Of Carbon Footprint 

 

 

Figure 5 Customer Environmental Awareness 

 

 

75% 

25% 

Customers that understood the term carbon 

footprint 

Strong understanding

understanding

Little to No understanding

75% 

25% 

Environmental awareness of customers 

broad global high level

awareness

immediate narrow awareness
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Figure 6 Discounters Concerned With Green? 

 

 

Figure 7 Lidl/Aldi Market positive impacts? 

 

 

0% 

100% 

Are Aldi and Lidl concerned with the 

environment or green ? 

don’t think they are 

50% 50% 

Lidl inform consumers of positive 

enviromental impacts they have. 

They do

They don‟t  



[41] 
 
 

 

Figure 8 Customer Shop At Competitors For Green Products 

 

Figure 9 Customers Paying More For Green? 

 

 

75% 

25% 

Customers that would shop at competitors 

for green products 

Those who would

Those who wouldn‟t 

50% 50% 

Customers that would Pay more for green 

alternative 

Pay more

Wouldn‟t pay more 
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Figure 10 Customers Would buy Equally Priced Green Products? 

 

Figure 11 Suggestions For Discounters 

 

 

 

100% 

If green Products were priced the same 

would they buy them? 

They would

50% 

25% 

25% 

Any ideas on what green efforts lidl and 

Aldi could do for Customers? 

Green cleaning products

improved organic range and

promotion

no suggestions
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4.3 Summarisation   

4.3.1 Objective 1 findings and triangulation 

To investigate how green strategies can benefit a discount retail organisation. 

The primary research gained from interviewing Peter Hynes, head of Logistics in Lidl 

Ireland, brought interesting insights as follows.“Here in Lidl there is a shift into adopting 

greener strategies and the reason behind those choices is the cost savings as well as the 

environmental benefits, one of the most recent moves has been sitting down with our hauliers 

so we can try and encourage them to choose the greener tear drop trailers when upgrading 

when an older truck is being retired”. Peter further describes how Lidl benefit financially 

from rebates from recycling their waste. This is something common among all retailers. In 

the ethnographic studies conducted 75% of the sample group said they would shop at a 

competitor offering green products. Therefore, if a discounter were to have a green offering 

they would possibly increase customer spend. 

 

 

Throughout the Literature review there are many initiatives shown by other retailers that 

marry with what Peter has stated. Wal-Mart have a particular strategy which includes 

partnering with companies with heavy green credentials as well as promoting their carbon 

foot print improvements in their supply chain - for example their hydro truck fleet and new 

larger trailers. „Since 2007, we‟ve delivered 830 million more cases while driving 300 

million fewer miles. That is an improvement of 84.2% over our 2005 baseline‟ 

75% 

25% 

Shop at competitor for green products 

would shop at a competitor

wouldn‟t shop at a competitor 
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(Corporate.walmart.com, 2014). This is a benefit that can be made to any logistics. Kumar et 

al (2012) further strengthen the primary research by stating that Sustainability offers 

companies opportunities to save costs, increase efficiency and gain new customers and 

suppliers. Even further, it incorporates the potential to gain a competitive advantage and 

to generate profits.  

Lee Galbraith of sales organisation for Lidl Ireland, furthers these points Peter made by 

stating „green initiatives are a worthwhile venture and green is another way of saying cost 

savings and that would be the main benefit of adopting green initiatives‟. However Lee 

asserts that the Irish market isn‟t looking for green credentials or green products. There is a 

discrepancy with Lee‟s opinion and what the ethnography studies showed where 75% would 

shop and currently shop at competitors for green products. 

 

4.3.2 Objective 2 findings and triangulation 

Research objective 2 to investigate if discounters should target green consumers and the 

subsequent benefits of targeting those consumers. 

The ethnographies in the primary research showed that 75% of consumers are concerned with 

green products and green initiatives. 25% of those interviewed were very pro-green and 

would go out of their way to purchase green. This coincides with what is in the literature. 

Bhatia et al (2013) state that consumers have shown positive attitudes towards green 

products. They are concerned with the availability and price of such products. This implies 

that Marketers should make the green products available to the consumers for their 

consumption as customers have shown willingness to buy green products if it is available. 
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The ethnography studies show that 75% of consumers have a high awareness of 

environmental issues and that correlates to the 50% who actively purchase green 

products. The benefit of marketing to this consumer segment would be a unique selling 

point (USP) against Aldi, the direct competitor, as well as others contending for market 

share. This is strengthened by the secondary research which states sustainability offers 

companies opportunities to save costs, increase efficiency and gain new customers and 

suppliers. Even further, it incorporates the potential to gain a competitive advantage and 

to generate profits. Companies can take a proactive approach by developing sustainable 

supply chain strategies that do not only comply, but also, maximise resource 

productivity, enabling them to simultaneously improve their industrial and 

environmental performance (Kumar et al, 2012). 

 

 

 

 

75% 

25% 

Environmental awareness of customers 

broad global high level

awareness

immediate narrow awareness
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4.3.3 Objective 3 findings and triangulation  

To investigate if discounters were to market green strategies, to what extent of precise 

marketing of those strategies have on consumer behaviour? 

In the interview with Lee Garblaith, he stated that „Lidl target the Irish market and what the 

people want, and at the moment what they want is buy it bigger, buy it cheaper and that 

green products don‟t really interest the Irish consumer as the products tend to be smaller for 

dearer‟. There is a clear discrepancy with the ethnographies in terms of understanding the 

Irish consumer‟s needs. Lee also speculates „that in Ireland we don‟t see green products in 

any of our competitors. And I really don‟t see that becoming something that which within the 

next 6 month to a year being anything competitive within that aspect, you will see the market 

shift change when every retailer goes into it‟. When we compare this to what is revealed in 

the ethnography, where one consumer referred to the green line carried by Irish retailer 

Supervalu in Balinteer, Rathfarnam Co. Dublin. To put this into perspective Lidl has 7.6 

market share and Aldi have 8 percent market share while Supervalu have a 25.1 per cent 

market share (Mulligan, 2014). Although Lee stated that „Lidl wouldn‟t see any retailer but 

Aldi as their direct competitor‟ Supervalu are competing for the same market share space. If 

what Lee states is true about the shift changing, Supervalu have indeed started with their 

green line. Therefore Lidl could mirror this strategy and adopt a green line themselves. 

 

 

50% 50% 

Lidl inform consumers of positive 

enviromental impacts they have. 

They do

They don‟t  
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The question was based around whether Lidl or Aldi marketed their green initiatives or 

environmental impacts and all interviewees came back saying nothing was marketed to them 

in terms of the environment or green strategies. There is a clear discrepancy between Lee and 

the Ethnographies, as the Irish consumers actively seek green products. The ethnographies 

studies stated that Lidl or Aldi don‟t market their green initiatives or products and the results 

of the poor marketing of green is also referred to in the literature. In a recent study performed 

by Euromonitor (2012) it showed that over 50% of consumers believe that “natural” & 

“organic” are produced under stringent regulations. The same study also showed that 46% 

also define “natural” as “organic” and 61% “organic” as “natural” so it could be assumed that 

retailers are currently not marketing these products correctly as the consumer perceptions of 

the products is not clear.  

Bhatia et al (2013) assert constant and continuous communication from the organisations‟ 

side is required to make an impact and create a distinct green image. The impact among Irish 

consumers is not being felt, and this is perhaps something discounters should look at if 

attempting to market their green initiatives. 

According to Peter Hynes head of logistics for Lidl Ireland, Lidl have many green 

operations in the RDC from the recycling process to their energy monitoring systems 

which is unique to them in the market. He states although there a lot of green initiatives 

none of them are marketed or known to the consumers. He also maintained information 

that Lidl would be marketing some stronger green messages to the consumers over the 

next year to two years, and that there has been an increase in green talk in the 

organisation this year. Lidl already have the base to develop a green message and convey 

this to the consumer. However, the secondary research suggests that due to the intense 

nature of competition in the green market, companies can no longer simply focus on eco-

friendly functional attributes in order to secure customer loyalty (Kang, S, & Hur, W 

2012). The key word being functional which refers to operational attributes such as 

recycling and energy savings which is what Lidl are currently active in terms of green. 

 

Chapter 5 -Conclusions & Recommendations  

 



[48] 
 
 

5.0 Conclusions 

5.1 Testing the research question: Objective one 

The first objective was concerned with whether green retailing could create benefit for 

discount organisations. Firstly the benefits had to be drawn from the secondary research. 

Retailers that were capitalising on green initiatives and experiencing the greatest gains were 

used as a way of benchmarking. The benefits outlined by the literature from retailers adopting 

green initiatives were increased revenue, extensive cost savings throughout the supply chain, 

a decrease in carbon footprint output and an improved corporate social image. 

Through the primary research of this objective the researcher achieved a new understanding 

of what an example of discounter, i.e. Lidl, do in terms of green; how they have a multitude 

of small positive green strategies and their possible future plans to market these strategies 

with newer ones bringing that dynamic into the business forefront. 

5.2 Testing the research question: Objective two 

The second objective was concerned with testing whether consumers were interested in green 

initiatives and sustainable products? The primary research conducted in the Irish market was 

parallel in terms of results to the secondary research studies performed in the U.K. and 

European markets. The researcher‟s conclusion from the primary research was that the Irish 

consumers are concerned with green products and actively sought out these products. This 

married directly to the secondary research which has shown this to be the case with similar 

figures in a 2012 study by Euromonitor and the current 2014 trends in a Warc study. The 

benefits for the discounter targeting these consumers would be a USP as neither discounter in 

the Irish market currently promotes green.  

The researcher gained a new found understanding that Irish consumers are more concerned 

with LOHAS style living and that products and their green credentials and quality do matter 

when making a consumer purchase decision. Discounters would benefit from increased 

turnover and improved customer loyalty. 

 

5.3 Testing the research question: Objective three 

To what extent does precise marketing of green strategies have on consumer attitudes? 
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In the final objective the researcher was looking as to how a discounter could influence 

consumer attitudes by precisely marketing green strategies. The primary research in-depth 

interview conveyed that Lidl do indeed practice green strategies primarily concerned with 

cost.  However, these strategies are not communicated with consumers. This was also shown 

to be true in the ethnographies. 100% of consumers were unaware of any green processes 

Lidl or Aldi conduct. The secondary research portrayed the opposite in how companies 

should conduct the marketing of green concepts. Polonsky (2011) stated that companies are 

not connecting with the consumer and the actual green credentials of companies are not being 

communicated effectively. This is true of discounters as they are not currently marketing 

green strategies to the consumer in any way or form. In the secondary research it was found 

that consumers define sustainability more broadly than the environmental concerns. 

Marketers have tended to focus on these environmental issues solely, and the consumers are 

more concerned with social and economic issues such as poverty, employment and health 

care more than environmental concerns by a substantial margin as they are immediate to the 

consumer. According to research by shopper-marketing, the agency Saatchi & Saatchi X, is 

pitching the idea that green marketing is tired but that "blue marketing," which encompasses 

environmental with other social causes would work better (Neff, 2009). This is a clear 

indication of how to precisely market new green concepts and how green marketing should 

be conducted. 

 

5.4 Ending conclusion 

From extensive secondary and primary research, it is evident that green strategies have been 

shown to positively effect a retail organisation and that marketing green strategies correctly 

leads to positive consumer behaviour therefore proving the researchers hypothesis to be true. 

 

 

 

5.5 Recommendations  

The first recommendations the researcher would suggest would be further research into the 

Irish consumers on a greater scale in different demographic areas. The primary research is 

http://adage.com/directory/saatchi-saatchi/20
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showing consumer interest in green products, therefore, discounters need to also look at new 

product development if further research were to test positive. 

The second recommendation the researcher would make is that discounters should maintain, 

improve and build upon their current green strategies, eventually bringing these strategies 

together and marrying them into a precise marketing strategy. The reason for the strong 

marketing strategy is to educate the consumers on all positive impacts the organisation is 

having on the environment as well as informing the consumer of new green products. 

The final recommendation would be for discounters to look at blue marketing, stemming 

from green marketing. This was a new emerging idea in the secondary research that would 

incorporate all the fundamentals of green marketing but also include other social causes 

which are closer to home for the consumers such as poverty and unemployment. 

 

 

 

 

 

 

 

 

 

 

Appendices 
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Appendix 1 Ethnography coding 

1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

- Those concerned 

Respondent 4 : concerned with environmental impact of purchases 

Respondent 2: has a high appreciation of healthy eating and healthy living 

Respondent 3: likes to live a healthy lifestyle and would seek out greener alternatives 

- Not concerned  

Respondent 1: concerned with price over eco-credentials 

 

 

2. Do you as a consumer understand the term carbon footprint? 

- Those with understanding 

Respondent 4: talked about environmental awareness of emissions being secreted by any 

process. 

Respondent 2:  how much Co2 was excreted to make something or during processes. 

Respondent 3: how any actions can result in carbon emissions. 

- Those who didn‟t  

Respondent 1: thought it was car related 

 

 

3. What does environmental awareness mean to you? 

- Immediate narrow  environmental awareness 
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Respondent 1: it‟s about our environment and how we keep communities‟ clean rubbish and 

toxic free. 

- Broad ,Global, high level of environmental awareness 

Respondent 4: I am of environmental impacts in terms of my own personal impact what I use 

on a daily basis in terms of energies and how I manage my waste  

Respondent 2: having an awareness of everything that has an effect on the environment 

including organisations, o-zone layer, what greenhouse gases are doing as well as factors that 

would be personal to me and the impact my choices would make on the environment and 

everything in that environment 

Respondent 3: anything that may affect the world I live from global to local factors negative 

and positives. 

 

4. Do you think discount retailers like Lidl & Aldi are concerned with the environment or 

green? 

- Disagree and think they don‟t 

Respondent 1: Not really they don‟t advertise anything like that. 

Respondent 2: Lidl and Aldi do not market themselves as having positive impacts on the 

environment 

Respondent 3: I don‟t think they are 

Respondent 4: Not really if they do practice environmentally friendly they do not inform us 

as customers about it. 

 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

- disagree that the two discounters inform consumers 

Respondent 4: As said in previous question I don‟t think so 
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Respondent 1: no, I haven‟t seen anything like that in their leaflets or in the papers. 

 

- Agree that the two discounters inform consumers 

Respondent 2: well if you consider the Barratstown thing they were doing a positive impact 

then yes or the charity fundraising they have done in the past  

Respondent 3: I‟ve seen a couple of articles on community papers where they have 

fundraised or donated sport packs like on the 10k run in Phoenix Park 

 

6. In your opinion would you shop at a competitor if they had a specific green line of 

products? 

- Would shop at a competitor  

Respondent 2: I would and I do for some products 

Respondent 3: I currently do in super value Balinteer, here they have a complete section 

dedicated to eco products and health foods  

Respondent 4: I have purchased greener alternatives in Dunnes and Donnybrook-Fair that 

Lidl didn‟t have. 

- Wouldn‟t shop at a competitor  

Respondent 1: No not at all, My budget dictates where I shop 

 

 

 

7. Would you pay more for a green alternative? 

- Would pay more for a green alternative 

Respondent 4: It would depend on the product and the extra value I would get, and in saying 

that I do adopt greener products when I can. 

Respondent 2: Yes without doubt 
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- Wouldn‟t pay more for a green alternative 

Respondent 1: No again my budget dictates. 

Respondent 3: not sure it would depend on the benefit and how if its cost was justified 

 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

- Would purchase a green product if price matched alternatives 

Respondent 4: Absolutely this would provide even more incentive to make green purchases 

for sure. 

Respondent 1: Oh yes if they were keenly priced I would and did the same job. The less 

chemicals I can have around the house the better. 

Respondent 2: Of course it‟s a better option 

Respondent 3: if it was as good a product and greener then the alternatives yes 

 

9. In your opinion do you think discounters like Lidl and Aldi carry a range of green 

products?  

- No or aren‟t aware of green products in discounters 

Respondent 1: No I haven‟t seen any around 

Respondent 2: No they carry organic products but to say they carry a proper green range they 

don‟t 

Respondent 3: not really, although they carry organic 

- Yes have seen products in store and made purchases 

Respondent 4 Yes they do, they carry organic and fair-trade products but it‟s very minimal 

. 
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10. Have you any ideas as to what green efforts should be made by discounters? 

Respondent 4:   

Yes they do, they carry organic and fair-trade products but it‟s very minimal, their organic 

fruit and veg range is very small in quantity for price where as competitors are offering a 

better standard of organic products for similar prices. Possibly more eco products. 

Respondent 1: Not really as I‟m not really concerned with green efforts so I don‟t know what 

efforts they could make. 

Respondent 2: I think a range of green cleaning products 

Respondent 3: possibly eco products or a green line like in Supervalu 

 

 

 

 

 

 

 

 

Appendix 2 In-depth Interview first draft Questions 

 

Interviewee questions 

 

1. Could you describe to me what Lidl and Lidl Ireland do in terms of green initiatives? 

 

- Are they working successfully? 

- Have you any figures of cost savings or carbon footprint savings? 
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2. Do you personally think that green strategies are a worthwhile venture for 

organisations? 

- If so Why? 

- If not why not? 

 

3. Are you aware of Wal-Mart , marks and Spencers or ASDAs green efforts? 

 

- If yes ,can you tell me about their initiatives 

- If no, why don‟t you know, is it a case the efforts are not being marketed 

well by them? Or is it a case that green initiatives isn‟t a concern for lidl 

currently? 

 

 

4. If green initiatives were to be adopted, how would it be adopted into the supply chain? 

 

5. In terms of benefits, do you see green initiatives having an effect on the whole supply 

chain or just certain departments?  

 

Please state why… 

 

6. It is known that Lidl run an efficient supply chain. For an organisation that is 

concerned with the bottom line, kpis and profits, in your opinion why haven‟t Lidl 

adopted strong green strategies? 

 

---- is it a cost issue? 

 

--- Can you elaborate on what the strong green strategies are… 

 

 

7. Organisations like Wal-Mart and Marks and Spencers have adopted strong green 

strategies and are benefiting and as a result are screaming about it, in your opinion 

why wouldn‟t Lidl seize competitive advantage in Ireland by mirroring such 

strategies. 
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8. Do you see Lidl adopting strong green strategies in the future? Do they have a plan? 

                             If yes 

                  To your knowledge and experience in your position, what do you see as the first 

steps and what benefits Lidl would see from this? 

                            If no 

Can you tell me why they wouldn‟t foster green strategies? 

9. Do you think such strategies wouldn‟t work as such strategies would involve 

interdepartmental cooperation and it is known that many departments in the Lidl 

supply chain don‟t communicate on a daily basis or rather there is an issue with 

communication between departments? 

 

                                      OR 

 

Would future green strategies be affected by the lack of communication between 

departments? 

 

Logistics based 

1. In terms of Logistics department do you see benefits with green strategies such as 

what Wal-Mart have adopted in terms of fostering strong relationships with 

hauliers and distribution partners? I refer to the retrofitting of hydro units to 

current fleets which are proven to cut 30% of fuelling costs. Do you think this is 

something Lidl could adopt as it would have a positive effect in terms of costs for 

Lidl and relationships with their partners? 

 

2. Lidl have a new warehouse in the Pipeline to replace Newbridge RDC, what 

opportunities do you see in terms of green initiatives for the new Building? 

 

Are Lidl planning some green efforts in the build? 
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Sales organisation Based 

1. If Lidl were to initiate green strategies and green products how would you 

communicate this with the consumer? 

 

2. We have discussed the possible benefits of green initiatives, in terms of fostering 

strong strategies, How do you think Lidl would  

 

3. In terms of CSR do you think green initiatives would marry into lidl‟s „on a way to a 

better tomorrow‟? 

 

4. Do you think green initiatives would provide a USP against other discounters such as 

aldi? 

Appendix 3 Pilot Ethnography questions 

1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

2. Do you as a consumer understand the term carbon footprint? 

3. What does carbon footprint mean to you? 

4. Do you think discount retailers like Lidl & Aldi are concerned with the environment? 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

6. In your opinion would you shop at a competitor if they had a line of green products? 

7. Would you pay more for a green alternative? 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

9. In your opinion do you think discounters like Lidl and Aldi carry a range of green 

products?  
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If yes, elaborate  

10. Have you any ideas as to what green efforts should be made by discounters? 

 

 

 

 

 

 

 

 

 

Appendix 4 Actual ethnography questions used: 

1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

2. Do you as a consumer understand the term carbon footprint? 

3. What does environmental awareness mean to you? 

4. Do you think discount retailers like Lidl & Aldi are concerned with the environment? 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

6. In your opinion would you shop at a competitor if they had a line of green products? 

7. Would you pay more for a green alternative? 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

9. In your opinion do you think discounters like Lidl and Aldi carry a range of green 

products?  

If yes, elaborate  
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10. Have you any ideas as to what green efforts should be made by discounters? 

 

 

Appendix 5 Ethnography questions Study 1:  

 

Study profile: 

- 25 year old female, 

- Mother of one, 

- lower income family. 

- Shops in Lidl for full weekly shop 

Observational notes: 

Store environment: Lidl Stillorgan on a Friday afternoon, 2pm the store was busy  

Notes:  

Bought large sized chocolate for cheaper price.  

Avoided expensive fruit and veg and went with all promotional products. 

Didn‟t even look at organic range of fruit and veg. 

Continued to chiller section bought best value for money products. In terms of quantity to 

price ratio 

Continued to freezers again same as in chiller value for money. 

Bought green recycled toilet paper. 

Bought larger sized washing powder. 

Bought in general value for money products. 
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1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

 

Not really I find them expensive 

 

 

2. Do you as a consumer understand the term carbon footprint? 

 

No isn‟t that to do with cars? 

 

 

 

3. What does environmental awareness mean to you? 

 

How we look after our environment. 

 

Can you tell me more about that? 

 

Yes how we keep communities‟ clean rubbish and toxic free. 

 

4. Do you think discount retailers like Lidl & Aldi are concerned with the environment? 

 

Not really they don‟t advertise anything like that. 

 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

 

Again no I haven‟t seen anything like that in their leaflets or in the papers. 

 

Have you seen the initiative with Barretstown? 

 

I saw something in store like a coin box but didn‟t hear anything else about it. 
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6. In your opinion would you shop at a competitor if they had a line of green products? 

 

No not at all, my budget dictates where I shop 

 

7. Would you pay more for a green alternative? 

 

No again my budget dictates. 

 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

 

Oh yes if they were keenly priced I would and did the same job. The less chemicals I 

can have around the house the better 

 

9. In your opinion do you think discounters like Lidl and Aldi carry a range of green 

products?  

 

No I haven‟t seen any around 

 

Are you aware of the organic and Fairtrade range 

 

Oh yes I saw those but they‟re very expensive in comparisons with others 

 

10. Have you any ideas as to what green efforts should be made by discounters? 

 

Not really as I‟m not really concerned with green efforts so I don‟t know what efforts 

they could make. 

 

Appendix 6 Ethnography Study 2 

 

- 28 year old female, 
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- mother of one  

- lower to middle income family. 

- Shopping conducted in GetFresh, Farmers market and Lidl 

Observation notes. 

Shops were moderate to busy 

Notes: 

Get fresh: 

Bought organic fruit and vegtables and standard ones too. Purchased other health 

foods that would be considered a green product 

Farmers market 

Purchase locally produced organic vegtables and products not carried by major 

retailers. 

Lidl 

Went around and looked at organic fruit and veg passed comment on size and quality 

and questioned the merit of its organic label. 

Ethnography interview 

1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

I would consider myself a person who seeks to purchase the healthiest and greenest products 

possible so in turn me and my family can live a healthy lifestyle 

 

2. Do you as a consumer understand the term carbon footprint? 

How much Co2 was excreted to make something or during processes. 

 

 

 

3. What does environmental awareness mean to you? 
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Having an awareness of everything that has an effect on the environment including 

organisations, o-zone layer, what greenhouse gases are doing as well as factors that would 

be personal to me and the impact my choices would make on the environment and everything 

in that environment 

 

4. Do you think discount retailers like Lidl & Aldi are concerned with the environment? 

 

Lidl and aldi do not market themselves as having positive impacts on the environment. 

 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

Well if you consider the Barratstown thing they were doing a positive impact then yes or the 

charity fundraising they have done in the past. 

 

6. In your opinion would you shop at a competitor if they had a line of green products? 

I would and I do for some products 

 

7. Would you pay more for a green alternative? 

Yes without doubt 

 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

Of course it‟s a better option 
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9. In your opinion do you think discounters like Lidl and Aldi carry a range of green 

products?  

No they carry organic products but to say they carry a proper green range they don‟t. 

 

10. Have you any ideas as to what green efforts should be made by discounters? 

I think a range of green cleaning products. 

 

 

Appendix 7 Ethnography Study 3 

- 32 year old female 

- mother of four  

- middle income family. 

- Shop conducted in Aldi and Marks and Spencers. And Get Fresh 

Observation notes. 

Notes: 

Aldi  

She Bought around one hundred euro worth of goods. No real organic produce 

available in store. 

Passed comment as to her base shop is always conducted in Aldi 

Marks and Spencers 

She bought luxury items in store as well as specialty products. 

Get Fresh 

She purchased organic produce eggs, fruit and veg and local items. 

Passed comment on quality and stronger credentials of the product. 
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Ethnography interview 

1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

I like to live a healthy lifestyle and would seek out greener alternatives 

 

2. Do you as a consumer understand the term carbon footprint? 

Actions that can result in carbon emissions 

 

3. What does environmental awareness mean to you? 

Anything that may affect the world I live from global to local factors negative and positives. 

4. Do you think discount retailers like Lidl & Aldi are concerned with the environment? 

I don‟t think they are 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

I‟ve seen a couple of articles on community papers where they have fundraised or donated 

sport packs like on the 10k run in Phoenix Park 

 

6. In your opinion would you shop at a competitor if they had a line of green products? 

I currently do in super value Balinteer, here they have a complete section dedicated to eco 

products and health foods 
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7. Would you pay more for a green alternative? 

I‟m not sure it would depend on the benefit and how if its cost was justified 

 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

if it was as good a product and greener then the alternatives yes 

 

9. In your opinion do you think discounters like Lidl and Aldi carry a range of green 

products?  

Not really, although they carry organic 

 

10. Have you any ideas as to what green efforts should be made by discounters? 

 

Possibly eco products or a green line like in Superval 

 

 

Appendix 8  Ethnography study Study 4:  

Profile: 

- 35 year old female  

- Secondary school teacher 

- Mother of two  

- Middle to higher income family 

- Shops in Lidl, Dunnes and DonnybrookFair for weekly shop.  

Observation notes. 

Saturday afternoon 2-4pm 
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All stores were busy 

Notes: 

Lidl 

Takes her time in viewing alternatives used smartphone to check Dunnes stores weekly offers 

Purchased from bakery fresh bread and rolls 

Purchased organic cucumbers , organic eggs and free range eggs. 

Purchased organic mince and high end steaks 

Purchased some fruit and veg that was on offer 

Checked packaging on toilet paper examined alternatives 

Checked fish products for origin and MSC approvals and examined alternatives 

 

Dunnes 

Purchased some green works products 

Chemical free childrens products  

again analysing alternatives and new emerging products. 

Purchased Organic products for kids 

Purchased Gluten free products  

Organic fruit and veg made some purchases. 

Bought some waterless cleaning products as well. 

DonnybrookFair 

Five minutes decisive shop. 

Bought locally produced fruit and veg. 
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Organic fruit and veg purchased and showed that the size in comparison with lidl and Lidls 

price. 

 

 

 

 

Ethanography interview 

1. Are you concerned with green products? For example fair trade products, 

environmentally friendly products, harmful chemical free products or 100% 

chemically free products. 

 

Yes I definitely would be I also drive a hybrid vehicle which is less harmful to the 

environment. I like purchasing organic products as well as normal products and obviously 

being a woman I have a high level of appreciation for natural products that are chemical free. 

 

2. Do you as a consumer understand the term carbon footprint? 

 

Yes it‟s any product that creates greenhouse gases/emissions in its production and delivery to 

Point of sale. 

 

3. What does environmental awareness mean to you? 

 

It mean how aware I am of environmental impacts in terms of my own personal impact what 

I use  on a daily basis in terms of energies and how I manage my waste and I am aware of any 

negative impacts that possibly arise from bad management of my families impact. 
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4. Do you think discount retailers like Lidl & Aldi are concerned with the environment? 

 

Not really if they do practice environmentally friendly they do not inform us as customers 

about it, even MacDonald‟s have a sign stating how many litres they save with their waterless 

toilets. 

 

5. Do you feel they inform you as a consumer of the positive impacts they may have on 

the environment? 

I don‟t think so 

 

6. In your opinion would you shop at a competitor if they had a line of green products? 

 

As you have seen today I have purchased better alternatives in Dunnes and DonnybrookFair 

that Lidl didn‟t have. I occasionally shop in Supervalu also as they have a section dedicated 

to green products. 

 

You did buy some organic and green products in Lidl though, why? 

 

The products are very keenly priced and yes some products like the fish is higher quality and 

also green in terms of MSC approved fishing waters etc, the only criticism I have is Lidl do it 

as if it was done by chance they‟re pot luck when it comes to green product and while they 

are green they are not marketed as such. 

 

7. Would you pay more for a green alternative? 
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It would depend on the product and the extra value I would get, and in saying that I do adopt 

greener products when I can. 

What do you mean when you can? 

Well when they are in the shops I go to, if they are on the shelf I will consider buying them if 

they are there. 

 

8. If green products were priced the same as non-green alternatives would you purchase 

the greener option? 

 

Absolutely this would provide even more incentive to make green purchases for sure. 

 

9. In your opinion do you think discounters like Lidl and aldi carry a range of green 

products?    

If yes, elaborate  

 

Yes they do, they carry organic and fairtrade products but it‟s very minimal, their organic 

fruit and veg range is very small in quantity for price where as competitors are offering a 

better standard of organic products for similar prices. 

 

10. Have you any ideas as to what green efforts should be made by discounters? 

 

Maybe a green line of product under their own brands, they make their own products so why 

not have a few green products and trial them in certain areas. 

Also if they do anything to have a positive impact on environment they should definitely 

portray this to the consumer. 
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Appendix 9 Interview with Lee Garblaith head of sales organisation 

 

Could you describe to me what lidl and lidl Ireland do in terms of green initiatives? 

As im sure you probably know our business is based on around a substantial cost structure. 

So everything we do we look at it from cost and is also benefited if you look at it from a 

green aspect. Whether or not that is the first priority on it but it is a part of it if you look at 

our lighting in store our refrigeration in stores all are run at most efficient that we can get 

them. So our lighting comes on a specific times and it turns off at specific times and we run at 

50% set times throughout the day also the car park lighting everything is monitored to insure 

that we save the maximum amount of energy that we can. Obviously from a cost benefit but 

also from and energy saving and green benefit. We have a number of things within stores 

from our waste disposal of plastics and cardboard. Plastic gets sent back to the warehouse 

where it‟s recycled. We have a number of efficiencies around our refrigeration, we have a 

new initiative where energies will be monitored off- site, although we have an efficiency 

program within the business, were running as efficiently as possible.  Although we have an 

excellent efficiency program other factors are external to that ,we can monitor opening of 

freezers and closing of freezers and compression rates of those. 

And these green initiatives are working successfully for Lidl? Have you any figures of cost 

savings or carbon footprint 

No. Peter would be able to give you more detail on figures to do with consumption. Our 

facilities department would have details and a few bits and pieces in there too. 

Do you personally think green initiatives are a worthwhile venture for organisations? 

Yes ,because green is  an easy way of saying cost saving within the businesses well because 

green has a massive impact  regarding  that benefit where your reducing the cost of energy 

and carbon footprint aspect if you want your ultimately reducing the cost aspect. maybe not 

in the short term but definitely in the long term.  if you look at how we operate as a business 

to make us sustainable to make us part of the emerging market and how the world is changing 

to a certain degree that is only beneficial in how we can portray ourselves within that market. 
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So it definitely has a massive impact. 

Are you aware of Wal-Mart and marks and spencers and asdas green efforts? 

Em not off the top of my head no. 

Ok if not why don’t you know is it a case that it’s not being marketed well by them or is it a 

case that green initiatives aren’t really a concern for Lidl? 

Wallmart are asda or aasda are a bench product of wallmart don‟t have any connection to us 

in regard to where we share in market space as for marks and spencers they‟re a completely 

different end of retail. Although they are competitors to a certain degree they operate in a 

completely different degree of retail we wouldn‟t have regard for them as competitors in 

terms of market share. 

So is it we don‟t look at those in an operational aspect or a competitor aspect.. 

You really only look at other discounters as competitors, would you look at Tesco’s? 

Tescos to a certain degree. As they have always been between the discount range and the up 

market range. 

They are your Wal-Mart if you want for Ireland we do consider them but not really the 

processes they use because they are still personnel heavy. 

Do you think the shift that lidl has taken in the last ten years, you know when they came 

into the market in the beginning the were very much like the original Aldi model where 

everything was on pallets, do you think the shift into luxury branding different types of 

high quality produce in the stores, do you not think there is a shift to higher end specific 

products? Your nearly becoming a mix between a discounter and Tesco’s like? 

The answer to that is we always had high quality product but we never packaged them 

correctly. The product range to a certain degree has changed. Its only ever expanded with 

regards to the Irish market and their needs. To facilitate their needs within the business we 

have not really changed are model just changed how things look to a certain degree. 

Quality is something we have always been very proud of it‟s the number one product we 

pride ourselves on within the business we are developing products to meet the needs of the 
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Irish people not necessarily the European as it was seen. Same with any retailer when the 

emerge into a market they come with the base that they came from and then try and expand 

on the basis of the area that they are in. so although we are not a hard discounter anymore we 

still are a discounter. 

If green initiatives were to be adopted how would they be adopted into the supply 

chain? 

in the supply chain aspect Number of different things again probably peter will have more for 

you. The end result of the supply chain is the delivery process. How were bringing product to 

store how we minimise costs, chill chain aspect of that process and how we control that 

process. How we manage efficiency of that. So the chill trucks how do we minimise the use 

of chilled trucks and manage the cold chain all of the aspect is being looked at in quite a bit 

of detail. Em other aspect of green efficiencies within the business could be looked at is the 

ticketing aspect and the paper usages that we have in store. Something that is an on-going 

project at the moment in lidl that turns to make it a paperless office. We undertook that at the 

beginning of this year and were looking at the possibility of being the first retailer to go 

receipt less within the business as well. 

 

It is known that Lidl run an efficient lean supply chain for an organisation concerned with 

the bottom line, in your opinion why haven’t they adopted green strategies and before I let 

you answer that what I mean is the likes of other organisations have adopted green 

initiatives, like Wal-Mart and I’ll give you examples they are partnering with companies 

and products with heavy  green credentials and screaming about it. If we were to have a 

green line of products in the store and we were to combine that with our green logistics. 

We talked about Wal-Mart who are shouting about their green hydro trucks that save 25% 

on costs they are screaming about their partnerships. And this is a big part of their 

marketing. It’s even a main part of their website. 

To be honest I would only speculating because it‟s not my area of expertise, that‟s your 

purchasing and marketing department, to speculate on that in Ireland we don‟t see that in any 

of our competitors. And I really don‟t see that becoming something that which within the 

next 6 month to a year be anything competitive within that aspect, you will see the market 
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shift change when every retailer goes into it. There is more are products in freezer are ifsc 

managed. Purchasing department would give you more detail on that. 

Your opinion is they would only adopt green strategy if your competitors, 

Interrupted by Lee, We have a green strategy called for a better tomorrow, is our green 

strategy  everything across the business where we can make cost savings we do have a green 

strategy whether we market it to the public I couldn‟t answer that for you. 

In terms of csr do think green initiatives would marry well into it? 

Absolutely it would be incorporated well into our corporal social responsibilities  

We have within the business 

Considering you have said your competitors don’t have strategies to compete, do you 

think green initiatives would provide lidl with an U.S.P. against its competitors? 

Yes I definitely would there is strength in showing customers where you are and from a 

perspective and from a customer perspective whether or not , our marketing is based on Irish 

market and consumers and their thought process where they are from a shopping perspective 

to be honest maybe the green initiative is a lot weaker than other parts of the world I think 

that‟s very much the core principal at the minute although were doing strong aspects of green 

initiatives it‟s  in the background and we will continue to do that as a company. Although it 

creates cost savings we will never market it to the same level in Ireland until the Irish people 

shift into that format as well. If you look at Ireland as a green country we are probably not 

there yet and we don‟t market or push it so the general public don‟t see it as an added benefit 

to a certain degree. 

For example the south Dublin area there would be a massive focus on these things, 

marketing everything from one whole, you marketing to the whole country. So you 

can’t market to specific areas? 

One thing we like is being involved in community projects. Within that basis and if it‟s 

something of interest we take it on board 
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There is the likes of farmers market in Dun Laoghaire and Blackrock, these markets 

are flourishing and it’s because people want these products. They don’t just stock 

organic foods they also do environmentally free products. 

I‟m sure it‟s something our purchasing department are looking at we have a number of 

organic products within store. Maybe it‟s not being marketed we actually did market fair-

trade and organic and we highlighted it in store. We found out through analysis that the 

customers paid no attention to it although a smaller range at the time.it still wasn‟t up taken 

by consumers  

Do you think there is a disconnect between consumers and how Lidl market the 

products? 

Is it a fact that they don’t understand fair-trade or organic? 

I think it‟s the other way around, I think it‟s more the necessity of the consumer than other 

than us from a marketing perspective , no matter how heavy we market it you can‟t change 

the shopping culture of the public from that perspective. And the shopping culture especially 

in our customer range at the minute its buy it cheaper buy it bigger and unfortunately from 

green initiative that usually means more expensive and less. so its disconnect with the 

shopper rather than the business we can supply as much as we want  within that basis but if 

it‟s not what the customer wants then they won‟t be willing to buy and ultimately it‟s from 

that perspective is where its coming from with the customer at the minute and not the retailer 

the retailer will always fit the needs of the public and will always try  and expand their ranges 

in the Irish market but the Irish market isn‟t the other way around at the minute and isn‟t 

organic  

So it’s a result of the state of the economy. 

Yea unfortunately. 

 

 

Appendix 10  Interview with Peter Hynes Head of Logistics Lidl Ireland 
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Could you describe to me what Lidl and Lidl Ireland do in terms of green initiatives? 

Currently? 

Yes! 

What we do that would be considered green would be our recycling, every retailer signs up 

with Repak, and register and materials that come in, primary. Secondary and tertiary 

packaging, so Hellman‟s as an example, the purchasing department weighs how heavy the 

glass content is in the lid is made of metal how much the paper content is and they know how 

many is in a case, what material are involved in that packaging and of course how much film 

is used in the transport of the product . 

So everything that comes in there is a fee that we pay to Repak, then Repak use those funds 

to subsidise the recycling process on the island ,were part of that as are many retailers it‟s not 

an obligation but it does solve a lot of issues . If you want to go down the individual rout 

there is a lot of paperwork involved. Further from that is our own recycling in store is kitted 

out with either a bailer or compactor. The compactor is a container that is collected by 

oxygen and the bails of crushed cardboard are returned to warehouse for collection from 

Smurfit kappa.  A lot of cardboard has been destined to china because of their advanced 

processing plants for cardboard. Plastic gets sent to warehouse in clear stream and coloured 

stream. Approximately for last two years all plastic has stayed within Europe because the 

facilities in china are still in yesteryear and not automated and are personal heavy, and it ties 

in with social responsibility as well. 

That‟s where we are involved with green initiatives, we also take back other waste, food 

waste you can‟t have go to landfill its illegal so are food waste goes to composting, and we 

also actively try and reduce general waste, and that goes with our department liaising with 

supply chain and the allocations are not excessive making sure just the right amount of stock 

goes out to avoid waste. When there is an issue with a product in store we have it returned to 

the RDC to centrally manage it. 

It‟s an area of green management that we have and that‟s what we currently do! 

 

And are you seeing any kind of return from this? 
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Yes we do get a rebate for our cardboard, like any other commodity there is an index, we get 

a rebate from them, cardboard and plastic especially clear plastic. 

Would you be interested in getting figures to show your waste management? 

I could get figures for you of how our waste is recycled from Repak in the next few days for 

you. 

Do you think green initiatives are a worthwhile venture not just for your department 

but along the whole supply chain from suppliers to hauliers to RDC to stores? 

Personally I do. 

I think there is a balance that has to be struck between corporal social responsibility AND 

commercial responsibility, I‟ll give you an example of an area  we have a standard  

packaging of steaks,  one steak size case same case being used for one steak and then same 

for two steaks. Commercial benefit of utilising the same size tray makes sense but your left 

with one case only used by half. But you could use a smaller tray use less material but I 

personally believe there is a benefit but there is the commercial side that has to be considered 

as well. 

Are you aware of other companies that are marketing green efforts heavily like Wal-

Mart, I know there not your direct competitors but they’re still a retailer 

Yes the warehouse operations a lot of warehousing using photo cells  you‟ll have other 

warehouses having wind turbines on site there‟s trucks new technologies being adopted like 

the tear duct trailers I read only recently that DHL have bought some of them,  

I think Marks and Spencers have them here. 

For the wind resistance then Sainsbury in the UK have changed the refrigeration trucks, if 

there is a leak there is more natural chemicals used so les harmful there is a vast area you can 

into especially with fuels like bio diesel fuel is an area that can be gone into they tend to be 

still very small parts of it because the technology hasn‟t been developed or is still hasn‟t 

shown to be a full benefit but definitely everybody is taking a stab at and so are we. 

I want to point to an example with Wal-Mart they saved 25% on fuel with retrofitting the 

fleet with hydro conversions, they‟ve estimated their savings a t 75 million in a year and 
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400,000 tonnes of carbon dioxide. What they‟re doing with this they‟re not just benefiting 

from the cost savings they‟re screaming about this in their websites, something that has 

become a strong green strategy that has been communicated with the consumer. I know these 

are not our direct competitors but the perception is we are all shops and what our impact on 

environment and there is LOHAS consumer groups that are highly concerned with these 

issues, they‟re heavily marketed, it should be something that discounters look at would you 

agree? 

 

So what makes us very different from those competitors is that we don‟t own or run our own 

fleet. 

So for example in the haulage business the own their own fleet we looked previously at 

encouraging our suppliers that would install systems that would measure harsh breaking, we 

know that there can be savings made of20% from drivers not accelerating so hard not braking 

so hard and reduces maintenance so there is brakes, maintenance saving fuel saving and 

obviously if there is a fuel saving there will be a carbon element as well. 

The thing is when you have your own fleet you have a lot more control over, but when you 

subcontract to a number of hauliers you have a different age of fleets that sort of standardised 

process, it gets a bit messy to implement change. We have looked at bringing in some tear 

drop trailers as a trial with one of our hauliers that is going to replace equipment. 

We have to negotiate with the hauliers, so that they get them, and obviously if we were to 

replace the truck there is the new euro 6 engines coming out we will insure that we have 1 or 

2 very efficient new trucks to develop a case study for other hauliers. I know the board would 

be in support of trialling it and making a business case for it. 

It’s another question that is specific to you. I was going to ask you have kind of 

answered it. In terms of green strategies that Wal-Mart have done wouldn’t be 

beneficial to Lidl to do something to foster string relationships like the retrofitting of 

trucks, for example Pony Express and Pj Gillane are two of your hauliers, couldn’t you 

sit down with them and develop a strategy to make further cost savings and increase the 

relationships with them. Do you think it’s something you would look at? 
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The problem with speaking with these guys is they don‟t just work for us. What we see as a 

benefit they don‟t necessarily see as a benefit, and different companies run differently, some 

run tight margins and large investments.  They‟re not really that interested even if we as a 

company were to pay an increased rate the payback period would be too long for them so the 

thing is we are getting to a stage where our fleets are respectable age its where the 

replacements come where they will be making an investment anyway where we can try and 

encourage them to make a slightly greater investment to a more newer technology or greener 

technology. For us to go and say to any of them companies we want you tom come out with 

new euro6 trucks is un realistic if they don‟t have their business designed to make back the 

money from all their customers I believe it would be very difficult for them to do that. 

We are looking at it with a couple of hauliers that have a few units facing end of life for some 

trucks and trailers. We hope to encourage them to invest a little bit more and we will set up a 

specific contract with them to cover that truck and we will try to keep that truck busy every 

day, trucking is like construction tends to be, someone drives saves up a bit of money buys a 

truck saves up more money buys another truck, it tends to be an area of keeping it going it 

would be a blue collar industry they wouldn‟t spend 100,000€ up front to save 10,000 over 

the year. They‟re worried about month to month which makes it difficult for them to envision 

it. 

Has Lidl ever looked at getting their own fleets? Is it too much cost? 

 

We started off historically with it and moved away from it. You have been in the warehouses 

you know that we deliver from 2pm till 2 am so we only use truck for 12 hours of the day so 

the truck would be sitting for 12 hours terrible return on investment. Most hauliers will have 

2/3 drivers per truck. Splitting shifts over the day. 

If stronger green initiatives were to be adopted where would they be? In terms of what 

we discussed would it be more than just waste management, for example green 

buildings.  There is apparently a new warehouse being built, have you any influence 

over that? Or any involvement? 

There is one that is being talked about its not 100% but the turnover is putting warehouses 

under pressure so yea there will be a need at some point. But that would be the property end. 
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my only involvement is spec of building from operational sense not from energy spec I know 

there is a modernisation planned in Nutts corner where they‟re implementing solar panels on 

the structure. 

I remember a couple of years ago Tesco built a zero emissions store and since then they 

haven‟t built another store, I believe it was a meant to be a very green store. 

The heating was generated from the refrigeration, insulated roof,  

Was it a passive building by any chance? 

Yes I think so. 

In terms of green benefits, do you see the benefits being departmental? 

I don‟t think necessarily to say a benefit as such. The solar panels on my roof will not affect 

my employees and how they work; I think it comes down to corporate responsibility and 

balancing that we commercial reality 

If we can do more green at little cost we will. As I said you have to present a business case to 

these guys on the board.  Rather than just saying it will work we have to show them it will. 

But as a large company we should be as green as possible and not just to stay up with the 

market but if we have an ability to do and we can do it it‟s just balancing that against 

whatever cost come with that and most green initiatives come with initial investment and up 

to now green initiatives have become cheaper and people are using it more often so I think 

we should do it and I think we can do it it always going to be balancing it against cost. 

We do a lot of things I don‟t think we have been great at telling people what we do and I 

think we need to make a greater effort at telling people what we do do. Like the tear drop 

trailers that my department are bringing in and I think every department needs to look at what 

they can do to influence this, like portfolio and store and warehouse builds. They need to look 

at photovoltaic cells. Improvements in technologies always make us re-evaluate whether we 

should go with something or not. 
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In other countries there  are regulations in place, as you said if you could do you would 

do it do you see the company going toward a more proactive approach toward green 

initiatives.? 

Well I think so in the sense that since I have been in this role we have looked at various thing 

, driving monitor , didn‟t prove popular they felt that their drivers were working ok, and costs 

were ok they didn‟t see the benefit. We wouldn‟t force hauliers to do it.  

But I do know that there has been more of a green talk it might not be top of the agenda or 

feasible but I know for example they had looked at electric cars but it was not feasible for 

SOM‟s to drive due to charge times, a lot has to do with technology and cost. Grants were 

given out to companies that did adopt green energies 

We have gone into a deal where we seek a certain amount of green electricity from airtricity 

and that we have green energy source. 

Do you think that all these small green initiatives that may seem small and  irrelevant on their 

own could be out together, could you see the company could talk and market them.# 

That‟s why I asked is your work being published! I do take it that from the conversations I‟ve 

had that the company is looking at green , massive focus on looking at green alternatives and 

just  because it‟s not viable this year doesn‟t mean it‟s not viable next year like the trucks 

they will only be switched out if there is financial reward 

Certainly we will be looking at it and maybe the new head office will have green initiatives 

but all of the initiatives will have the same sort accumulative value that could be marketed 

similar to the Wal-Mart initiative.  

Adding them up will have a large impact similar to Wal-Mart in terms of what Wal-Mart 

does and how they impact carbon emissions. 

From talk you’ve had Lidl is leaning toward the green strategy. Do you think Lidl could 

gain competitive advantage over its competitors with this by having green as part of 

their image? 

To be honest probably not talking to companies that manage residential waste, the biggest 

thing that made people recycle was the charge on the black bins, one of the last county 
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councils that brought it in. segregation of waste level in Ireland is very low level, in other 

countries they segregate at source, the advantage is the recycler brings the product home. 

Green is a nice thing to have, we should do it 

But I don‟t think a huge proportion of the population register it as a competitive advantage, 

price and quality will always rate higher than green credentials. They won‟t make the 

decisions based on the green credentials.  

Purchase intention wouldn‟t be based upon the fact that a company has green initiatives. 

I don‟t think it would be competitive advantage 

So it fits under more under CSR 

Is that because of the population or that certain things are related to certain areas? 

Even if the likes of LOHAS segment that we can say hypothetically is 10% saw a green 

line and the green strategy in Lidl do you know or think we would target the 10%.? 

I think with ALDI that would be possible as our direct competitor. So maybe 

Checkout had a word association with retailers and green wasn‟t a factor that anyone 

associates with any Irish retailer. 

So maybe it‟s not viable to be competitive yet but who knows if it may be viable next year. 

There is always a balance to be made with cost and income. 

To your knowledge and your position and experience what would the first initiatives be 

what would you see as the first steps. 

From a logistics front we look after warehouse operations the employees there is no 

initiatives can be done there. The building itself there can be loads done there. Our waste we 

have good stats there and we are very green. We have poor segregation in stores which is 

legitimately the biggest problem we face with waste management. Logistics our transport 

initiatives are starting now haulage. We hope to replace with euro6 trucks and teardrop 

trailers. Not much more can be done in my department. 

The principle method of converting people into a green philosophy is the financial savings in 

cost of a product. We looked at doing the fan system where there is a deposit paid on bottles 
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and we looked at our Saskia water. 25c bottle deposit on these bottles, they collect the bottles 

and they bring back the product and get a token against their shop. 

There was no figure that we could return to Irish people that would incentivise them to return 

the bottles, Irish people are not interested in returning it, and financial value isn‟t there for the 

20c for their bottle they just throw it out. 

Is it a cultural thing here in Ireland? 

Yea I think there is a cultural aspect, everyone somehow puts effort against financial 

incentive. There are two philosophies out there doesn‟t matter what we do as long as 

developing countries are still exceeding carbon emissions will it matter what we do, Were not 

going to save the planet here in Ireland when china is destroying it. Human nature always 

sees everything too late. Most green initiatives cost money to invest into them initially, and 

that is perhaps what holds us back 
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Figure 12 interview tool 1 
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Figure 13 interview tool 2 
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