
Doing things differently.
New Store Developments by Lidl.
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Lidl differences  
that go a long way.

As one of the fastest growing supermarkets in Britain, we have developed a vision to 
expand our UK property portfolio by up to 50 new stores per year.

When Lidl entered the UK market back 
in 1994, our discount shopping concept 
contributed to a revolution in the way 
consumers shop. 

Today, people are choosing convenience, 
freshness and more frequent shopping 
over traditional weekly visits to larger 
supermarkets.

This has changed the face of UK  
grocery shopping forever.

Over two thirds of UK households now 
shop with Lidl and demand for our stores 
is increasing.

Therefore, we’re investing in a programme 
to open a new store almost every week, 
staying true to our core difference:  
Big on Quality, Lidl on Price.

Our core values are reflected in our 
4 Big Steps:

Buying British

Sourcing Responsibly

Tackling Food Waste

Supporting Active and 
Healthy Lifestyles
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Our story so far…

The first Lidl store opened in Germany in 1973, employing three people and stocking around 
500 product lines. In 1994, we opened our first UK store in Gainsborough, Lincolnshire.

Steady expansion saw us reach 300 stores 
by 2005, with our first Regional Distribution 
Centre (RDC) opening in Lutterworth, 
Leicestershire.

Today, more and more UK shoppers are 
seeing Lidl as a quality supermarket selling 
locally sourced goods at great prices. This 
has led to us opening over 700 stores and 
12 strategically located RDCs, employing 
over 22,000 people across the UK.*

*Correct as of October 2018.

Lidl is part of the Schwarz retailing 
group, Europe’s largest food 
retailer and the fourth-largest 
retailer in the world.
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The first UK Lidl store opened

in 1994 
in Lincolnshire.

By 2005 we had over 

300 
Lidl stores serving  
customers across  

the nation.

With over 

700 
stores throughout the UK, 
we’ve become a trusted 

and leading national 
retailer.

The first Lidl store opened in 

Germany in 1973,
employing 3 people  
and stocking around 

500 
product lines.

Our flexible store estate includes 
high street, shopping centre,  

retail park and mixed-use 
 development formats.

1970s

1990s

2000s

2018
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Respect for the planning process.

Balancing our business objectives with local planning 
policy to seek the best outcomes.

We engage with a wide variety  
of stakeholders:

• Local Authority Officers
• Local Councillors
• Members of Parliament
• Businesses
• Local groups and residents  

(see page 12)

Informed by the local knowledge and 
experience of those we engage with,  
we submit our planning applications with  
a range of supporting documents.

Guided by the National Planning Policy 
Framework (NPPF), these include the 
following assessments (where applicable):

• Retail
• Transport
• Archaeology
• Drainage and Flooding
• Ecology
• Environmental
• Lighting
• Design and Access Statements

From design work to store employment,  
we plan our applications carefully, ensuring 
we commit to everything from delivery 
considerations to local job opportunities.

We want to show local authorities that 
we are passionate about being good 
neighbours and want to be a valued 
member of the local community.
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Building for the future and 
sustainable operations.

Our new stores are more energy efficient than ever before, incorporating 
the latest technologies and designs to benefit the environment.

Sustainable buildings and store operations 
are vital to all of us at Lidl, both in terms of 
business efficiency and our responsibility to the 
environment. 

We are always striving to be more sustainable 
and one way of achieving this is by controlling 
heating and lighting with a computerised 
Building Management System (BMS). This 
minimises energy consumption by adapting to 
external temperatures and lighting levels.

We’re also leading the sector in terms of 
recycling and waste to landfill reduction, 
recovering 100% of our recycled cardboard 
and plastic. This equates to approximately 
100,000 tonnes every year.

In December 2016, we became ISO:50001 
certified, with more than 700 stores and 
training for 21,000 employees.

We’re proud of this achievement, but it’s 
only the beginning – our dedicated Energy 
Management Team is continually looking 
at more ways of improving our energy 
performance for a better tomorrow.

Lidl stores benefit from:

• Motion Sensor Lighting

• Highly efficient LED luminaires

• Night blinds on the chiller  
 cabinets to reduce overnight  
 energy use
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All our operations are  
IS0:50001 
     certified

For many years, we’ve been working to 

integrate new energy efficiency measures 

such as low energy refrigeration systems for 

our stores, the introduction of glazed doors 

on the front of our fridges and LED lighting 

upgrades in our stores and warehouses.

We have also upgraded our energy 
management system to track consumption levels 
more accurately and are currently installing 
sub‑meters in our new projects to more precisely 
target where our energy is used, and help us 
identify new saving opportunities. 

In 2016, we used a total of 315 GWh/yr of 
energy. The majority of this energy (84%) was 
used across our network of 650 stores, and the 
remaining 16% was consumed by our RDCs 
and head office. 

We’re a rapidly growing business, opening 
up to 50 stores a year, and as our portfolio of 
stores and warehouses has increased, so too 
has the amount of energy we’ve used. 

We have seen an increase of 5% in absolute 
energy consumption over the last 12 months, 
and the demand for energy for our stores, 
based on total area (m2), has remained 
unchanged. 

This is because whilst we are building and 
investing in more efficient buildings and 
technologies, we are also installing more 
equipment to ensure we can offer the best 
range and freshest products to our customers.

100%  
of stores fully LED by 
early 2019

Energy saving 
in numbers. Up to  

40%  

refrigeration 
energy saved  
by adding doors 
to milk, meat 
and fish fridges
  

Case  
study

All future warehouses are  
30%   

more energy efficient  
per square metre

11



Public consultation  
& listening to local people.

At the forefront of our new store development proposals is a commitment 
to engaging with the local community and, most importantly, listening.

We pride ourselves on consulting with the 
local community before we submit our 
planning applications.

This means we can learn more about 
a particular location, its history and the 
surrounding area, whilst identifying and 
working hard to address any issues or 
concerns at the outset.

We want to have positive, long‑lasting 
relationships with our communities, so open 
and accessible consultation is the very 
beginning of building trust and staying true 
to our values.

From design features, access and deliveries, 
to local employment commitments, sourcing 
and sustainability, we always aim to 
communicate pro‑actively.

We’re dedicated to holding the 
most effective public consultations 
possible, so it’s our own property 
teams who deliver these important 
local events. This means we listen 
to the views of residents and 
stakeholders directly.
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Considerate construction.

We select our builders carefully, using only the most 
considerate contractors.

We recognise that our store construction 
will be the first time many local people are 
introduced to Lidl’s way of doing things.

This is why we only use trusted builders who 
adhere to the Considerate Constructors 
Scheme.

Our contractors ensure that disruption is 
kept to an absolute minimum at all times, 
whilst work is carried out swiftly and safely.

We want to be a good neighbour, so we 
are careful to minimise:

• Noise
• Vehicle movements
• Dust
• Vibrations
• Hours of work

(L‑R) Gordon Rafferty, Head of Property Scotland; Ross Millar; 
Regional Director Scotland; Graeme Mair, Senior Construction 
Consultant (Warehouse) at our development in Lanarkshire.
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As a main contractor, Browns 
has an excellent track record 
with Lidl, and is dedicated to 
upholding our values on new 
store construction sites up and 
down the country.
As a member of the Considerate 
Constructors Scheme, Browns also 
boasts a range of accreditations and 
best practice memberships.

The company prides itself on clean and 
tidy sites, the consideration of neighbours 
and sustainable building practices.

Where possible, Browns looks to use 
locally sourced materials and suppliers. 

Browns works with Lidl’s Health and 
Safety consultant Alcumus for constant 
improvement and is passionate about the 
Considerate Constructors Scheme’s five 
core values:

• Care about Appearance
• Respect the Community
• Protect the Environment
• Secure everyone’s Safety
• Value their Workforce

over
30
years’ shopfitting  
and building services 
experience

Considerate  
Construction  
with Lidl.

4
years constructing 

Lidl stores

“For Browns, it is paramount that we 
deliver Lidl stores safely and with the 
utmost respect for neighbours, the wider 
community and the environment.” 
Daren Brown, Managing Director, Browns

Case  
study

Members  
of the
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Award-winning employment.

We’re recruiting more people than ever before, and 
expanding our store and warehouse network across the UK.

We know our success is down to the 
dedication of our employees, so in 2015, 
we became the first British supermarket to 
adopt the Living Wage, as recommended 
by the Living Wage Foundation, directly 
benefitting over 50% of our workforce.

Since then we have continued to increase 
our entry level wages to reflect the cost of 
living and in 2017 we recruited 2,500 staff.

In 2018 we went a step further, giving all 
hourly‑paid employees a pay rise, directly 
benefitting over 16,000 people within our 
workforce.

Discount prices certainly don’t mean 
discount careers, with long‑term prospects 
and a progressive environment for local 
people to grow and develop.

Each new Lidl store creates up to 40 new 
jobs, and our work with graduates and 
undergraduates has resulted in a wide 
range of recognition:

Lidl’s career progression  
initiatives include:

• Store Manager Development  
 Initiative
• Logistics Manager Development  
 Initiative
• Lidl Academy for Assistant  
 Store Manager
• Graduate and placement schemes
• International job rotation
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Our work with local authorities 
means we don’t just create 
employment opportunities, but 
also help local people gain the 
skills they need for applications 
and job interviews.
Our Fosse Road North and Melton 
Mowbray stores in Leicestershire are great 
examples of stores where we agreed 
planning conditions requiring local 
employment. 

We worked with Leicester College’s Retail 
Academy and the council’s Constructing 
Leicester initiative to help with skills and 
opportunities for those on benefits. We also 
partnered with Jobcentre Plus and Melton 
Borough Council’s Me and My Learning 
Scheme to support and recruit local people.

In addition, we took part in a two‑week 
Skill Based Work Academy (SBWA) with 
Jobcentre Plus, with a specific Lidl focus and 
presentations from our Area Manager.

All graduates from the SBWA were 
guaranteed an interview and we are 
delighted to have a dozen graduates 
employed in both Leicestershire stores.

Employment 
with Lidl in 
Leicestershire.

“Getting the job at Lidl has changed 
my life. I thoroughly enjoy all aspects, 
from customer service and shop floor 
to working on the tills.”
Kamaljit Kaur, 32, Customer Assistant,  
Lidl Fosse Road North

 12
SBWA  
graduates  
employed in  
both stores

4local  
employment  
initiatives

40
local jobs 

created

Case  
study
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Lidl’s buying teams go to great lengths to 
source high‑quality products, so we can 
provide everything families need for a 
healthy lifestyle. 

We’re also proud of our ‘world theme’ 
products and the variety of our famous 
middle aisle non‑food goods.

From apples to zinfandel, being part of the 
largest food retail group in Europe means 
we can source products at scale, achieving 
the very best value for our customers, whilst 
helping our suppliers thrive.

We’re a discount retailer but we never 
discount on quality. 

It’s our sourcing and our operational 
differences – such as smaller, carefully 
selected ranges, smaller store footprints and 
displaying products in their boxes – that 
mean we get to pass even more savings on 
to our customers.

Big on Quality, 
Lidl on Price.

Our core business model is about offering high-quality products at low prices, keeping 
operations simple and efficient, then passing the savings onto our customers.

20
18

FRESH FLOWER
SUPERMARKET OF THE YEAR
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If food and drink are the key to your heart.  
And variety is the spice of life.

Then is a carefully selected range of quality  
affordable products the secret to happiness?

(We think so.)

Lidl Property Magazine - BOQLOP Page.indd   1 10/09/2018   08:04
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Sourcing locally
For us, local sourcing is about celebrating 
all the wonderful food and drink Britain 
produces, supporting domestic farmers and 
ensuring customers can enjoy a wide range 
of UK produce.
 
We’re also passionate about making sure 
our suppliers are treated fairly and continue 
to grow as we do.

As we expand our British range and 
develop new British products, we want our 
local suppliers to be with us every step of 
the journey.

Sourcing responsibly
We are also proud to offer our customers a 
range of products from centres of excellence 
around the world. Whether it’s a banana 
grown in Colombia or haddock fillets wild‑
caught in Scotland, it’s important to us that 
our products and their ingredients are as 
sustainable as possible. 

This means that they are produced in a 
way that not only respects the environment 
but also promotes human rights and fair 
working conditions.

We work with more than 700 suppliers to 
offer around 2,000 products – and we’re 
extremely proud that over two thirds of our 
products come from British suppliers.

Red Tractor Certified
All of our British meat and poultry  
is Red Tractor Certified, meaning  
that it is responsibly sourced to 
hygiene, animal welfare and 
environmental standards.

Back British Farming
In 2017, we further reinforced 
our commitment to buying British 
by signing the National Farmers’ 
Union’s Back British Farming Charter. 
This means we are committed to 
strengthening our relationships with 
British farmers and extending our 
British range even further.

MSC
100% of our own brand 
permanent fresh wild-caught fish 
products are MSC certified and 
we have been named MSC’s best 
mid-size store retailer for the last 
three years running.

Lee, our sprout farmer Douglas Wilson, MSC Scottish mussel farmer, Isle of Mull

Sourcing the best of British.
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William Church, Jersey Royal Company
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Part of the Community.

We see our stores not just as a place where people come to do their shopping, 
but where they come together in their local community.

We want nothing more than for our 
developments to have a positive local 
impact, so in addition to generating 
employment and improving local shopping 
choice, we pride ourselves on our wider 
role and responsibilities.

To promote healthier lifestyles we 
continually look for ways to make our 
products more nutritious, such as reducing 
the amount of salt and sugar across priority 
categories.

We’re also playing our part in promoting 
healthier eating amongst children with our 
Oaklands Fun Size fruit & veg range, with 
packaging that includes attractive designs 
and creative names to stand out and 
encourage young people to try them.

Our stores also support their communities 
through our national charity partnerships, 
including Neighbourly and the NSPCC 
(detailed overleaf). When seen at a 
local level, these initiatives really make 
a difference and we’re delighted to 
be part of this positive change.

Everybody needs good neighbours.

At Lidl, our stores are developed with 
consideration for neighbours, including 
businesses and residents.

We actively seek to incorporate measures 
that reduce disruption, from acoustic 
fences to self-imposed delivery restrictions. 
We’re making our operations quieter too, 
by investing in the latest noise reducing lift, 
door and engine technologies.
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Neighbourly is an award-winning 
social platform that helps charities 
and community groups find 
funding, volunteers and donations 
of surplus food and products.
Our Lidl stores team up with local facilities, 
such as elderly day care centres, food 
banks and homeless shelters, to supply 
surplus food. 

They collect quality produce directly from 
our stores each day, which in turn brings the 
staff closer to their local communities.

We are also proud to be partnering with 
Neighbourly to launch our first national food 
redistribution programme, Feed It Back, 
aimed at ensuring local charity projects can 
benefit from our quality food surplus.

We aim to have all Lidl stores participating 
in the Feed It Back network by the end of 
2018, but that’s not all…

Recognising that many charities don’t 
have the capacity to deal with increased 
levels of food surplus, we have become 
the first retailer to sign up to Neighbourly’s 
#FundaFridge campaign.

Through this we aim to donate 100 
fridges to participating charities who might 
otherwise struggle to store and keep fresh 
food donations.

Working with 
Neighbourly.  100%

Feed It Back  
store participation  
by the end of 2018

#Fundafridge 

100
fridges donated  
to keep food fresh

With Neighbourly 
we now support 
over 1,700 local 
charities and 
community groups

Up to 2 million  
meals donated each year

23

Case  
study



Pride in our 
partnerships.

We’re so proud of our Great British partnerships; working together with a number of 
organisations that reflect our values.

£1m milestone achieved!
In September 2018 we reached £1 million 
for the NSPCC. This exciting milestone 
marked the most successful year of 
fundraising Lidl UK has ever seen, and it 
wouldn’t have been possible without the 
amazing effort put in by colleagues across 
the business, and of course, the help of our 
loyal customers.

We aim to improve the lives of all our 
customers and their communities, working 
to benefit the UK on a larger scale 
through our links with environmental and 
charitable organisations.

24

Our work with the NSPCC is helping 
to reach over 1 million primary school 
children through the ‘Speak out. Stay 
safe.’ programme ‑ giving them the 
knowledge they need to stay safe.

We’re committed to raising £3 million for 
the NSPCC Schools Service, supporting 
volunteers (and their friendly mascot, 

Buddy) to deliver workshops and 
assemblies in primary schools up and 
down the country. 

This is teaching children about what 
abuse is, that they should never worry 
in silence, that abuse is never their fault 
and who they can turn to if they need to 
speak out.

Raising £3 million for the NSPCC.
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A boost for the economy. 

We’re delighted when we see our new stores performing well, but even more so when they 
increase the number of shoppers visiting areas with existing retailers.

Our preferred store format is 2,175m2  
GIA with a 1,410m2 sales area and  
120 dedicated customer parking spaces.

However, we are happy to consider a 
range of different sites that balance  
our business model with the needs of  
the community.

Our stores can serve as anchors to centres, 
whilst also helping to regenerate locations 
that form part of wider investment areas.

Wherever we build our Lidl stores, the 
increased retail choice can help stimulate 
healthy competition for the benefit of the 
community, as well as generating business 
rates for the local council.
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Delivering on our 
transport targets.

Our transport fleet covers over 50 million kilometres every year, so we work hard to improve 
our logistical operations in order to minimise our food miles and emissions.

Between 2015 and 2016, although 
we transported almost 500,000 
more pallets than previous years, we 
travelled 6 million fewer kilometres 
and reduced our carbon emissions 
per pallet by 15%. Our goal is to 
cut the carbon produced per pallet 
shipped by an additional 8% by 
2019 (based on our 2016 baseline).

Our approach is simple – to continually 
reduce the distance we need to transport 
our goods. We carefully plan the most 
efficient routes and all our vehicles are 
loaded as close to capacity as possible to 
minimise the number of required trips. 

We are also expanding our use of double 
decker trailers, and as we grow our 
network of Regional Distribution Centres, 
the average distance from RDC to stores 
reduces, cutting food miles even further.

In 2016, we provided a consolidation hub 
in central England to improve the flow of 
goods from our suppliers, meaning small 
loads are delivered to one location before 
all being transported to our RDCs.

What’s more, we’re working closely with 
Transport for London and a number of 
councils across the UK to deliver as many 
loads as possible overnight, reducing 
congestion during peak times.
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Our Regional 
Distribution Centres are 
strategically located for 
efficient deliveries and 
reduced food miles to 
all of our stores.

LIV Livingston

LUT Lutterworth

BRI Bridgend

NFL Northfleet

DON Doncaster - opens 2019

HO Head Office - Wimbledon

NAY Newton Aycliffe

WSM Weston-super-Mare

RUN Runcorn

EXE Exeter

ENF Enfield

WED Wednesbury

SOU Southampton

Regional Distribution Centres (RDCs)

BEL Belvedere

HO

BRI

RUN

WED

LUT

ENF

NFL
BEL

SOU

WSM

EXE

NAY

LIV

DON
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Lidl promises, big 
commitments.

We are growing because of demand, and 
the demand has grown because of our 
values. Whether that be on quality, price, 
employment, career prospects, or simply 
because the little differences we pride 
ourselves on really do add up.

Everything about our growth strategy is underpinned by a 
commitment to doing things to the absolute best of our ability. 
It’s not just about great quality and low prices. It’s about being 
recognised as the most attractive employer in the retail industry. 
It’s about being part of the communities we serve. It’s about 
making a positive contribution.

We want to be welcomed to your community because of our 
dedication to doing things differently.

We’ve set an ambitious 
strategy for the continued 
growth of our UK business. 
By 2019, we plan to invest 
£1.45bn in expansion and 
development, opening up 
to 50 new stores per year 
and building out our logistics 
network to accommodate  
our future growth.

Christian Härtnagel
Chief Executive Officer, Lidl UK
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Lidl UK
19 Worple Rd, Wimbledon, London SW19 4JS
lidl.co.uk/property

All information contained within this document is correct at the time of printing: October 2018.


