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Supermarkets far from sustainable,
need to step up their green game

New Study: Discounters Lidl and Aldi Siid ahead of full-range supermarkets
Rewe, Edeka, and Kaufland

Berlin, April 22 - Supermarkets in Germany have a long way to go towards becoming
more sustainable, shows new Superlist Environment research. On paper,
supermarkets show ambition with their climate goals and plant-based protein sale
targets. But in practice, climate roadmaps are missing, animal proteins account for
90% of promotions and none of the supermarkets are transparent about the share of
their assortment covered by sustainability certificates. High time for supermarkets to
take on responsibility to help shape a more sustainable food environment.

Ranking Superlist Environment Germany 2025
Which German supermarket takes the most responsibility
for environmental sustainability?
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Figure1 Ranking of supermarkets in Superlist Environment Germany 2025, showing total score and

supermarkets’ performances on individual topics.

Superlist: first ranking of German supermarkets’ sustainability efforts

With Superlist Environment, think tank Questionmark has compared and ranked six of
the largest German supermarkets: Aldi Nord, Aldi Sud, Edeka, Kaufland, Lidl and Rewe.
Questionmark assessed supermarkets’ efforts on developing climate plans, encouraging
plant-based over animal-based sales, and stimulating sustainable agriculture practices.
Questionmark worked together with the Albert Schweitzer Foundation, Madre Brava, the
Physicians Association for Nutrition and ProVeg. All supermarkets were consulted on the
methodology and collected data.

Discounters ahead of full-range retailers
Lidl Germany leads in sustainability efforts, mainly with its clear commitment to shift
protein sales from animal- towards plant-based. The retailer reports on its share of both


https://www.thequestionmark.org/download/superlist-report-de-environment-2025-v1.0.en.pdf
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animal- and plant-based proteins in their total quantity of received goods and is aiming
for 60% plant-based by 2050. Aldi Sud follows in the ranking, lagging behind Lidl for not
yet setting a plant-based protein sales or product range target. Both discounters are
ahead of Rewe, Kaufland and Edeka. Aldi Nord ranks last, notably because it does not
report or have actions on its greenhouse gas emissions directly related to food and has
not yet taken any measures to reduce them. “The retailers that have announced
sustainability targets have taken an important first step that needs to be followed up by
action. We are hopeful, this first German Superlist inspires the entire food retail industry in
the race towards more responsible retail operations” concludes Charlotte Linnebank,
director at Questionmark.

Plant-based food needs boost

The shift towards more plant-based sales is one of the most effective ways to reduce the
negative environmental impact of the food system. In general, plant-based dietary
patterns have a lower negative impact on the climate, the environment, human health
and animals. But in all researched supermarkets, animal products still account for over
90% of protein promotions. Also, nearly 70% of ready-to-eat meat products, such as
schnitzels, are extra large (over 150 grams). The Planetary Health Diet, a global reference
diet that is healthy for both planet and people, recommends consumers eat only about
100 grams of red meat per week.

However, there are also positive developments. Edeka, Kaufland and Lidl have committed
to offering private label plant-based alternatives for the same price as animal-based
counterparts. Lidl makes it easier for customers to choose plant-based products by
placing them between meat products. Strategically, Lidl has set a target to improve the
share of plant-based versus animal-based protein sales.

Supermarkets play key role

As Germans buy over 70% of their food in supermarkets, retailers are a key link in the food
chain (Gastrotel, 2025; L Z, 2025; DBV, 2025). Supermarkets therefore play a crucial role for
achieving a sustainable food system. They can ensure that the food on their shelves is
produced in an environmentally sustainable manner and that promotions and store
layouts help customers fill their shopping baskets with low-impact products. A follow-up
to this first Superlist will monitor whether supermarkets have indeed stepped up their
green game.

- End of press release -

Press contacts:

e For all questions (in English) related to Superlist findings, data, research method
and practical recommendations for supermarkets, please contact Puck Simons |
Communication manager Questionmark | puck.simons@thequestionmark.org |
00316 81188186

e For questions (in German) on the interpretation of findings and relation to nature,
climate & health, expectations for supermarkets, government and politics Florian
Wall | Senior Associate Madre Brava | +49 157 789 033 49 | florian@madrebrava.org
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Superlist Environment

Think tank Questionmark compares supermarkets' efforts on health, environment and
human rights, throughout Europe. After the Netherlands, Belgium, Sweden, and the UK,
Questionmark has now launched its first Superlist for Germany. The German comparison
focuses on environmental sustainability and assesses policies, assortment, promotions
and in-store measures. Questionmark worked together with Albert Schweitzer
Foundation, Madre Brava, Physicians Association for Nutrition and ProVeg for this
Superlist Germany.

Individual quotes
Esther Erhorn, Interim Director Corporate Outreach, Albert Schweitzer Foundation

“The Superlist study shows that the German food retail sector is not yet fulfilling its
responsibility for a sustainable food system sufficiently. There is still plenty of room for
improvement, especially when it comes to selling plant-based proteins. Animal proteins
are demonstrably worse for the planet, for us humans and for animals anyway. We expect
companies to set themselves ambitious, measurable targets and report transparently on
their progress. We will be happy to advise them on this.”

Florian Wall, Senior Associate, Madre Brava

"Selling more plants and less meat and dairy is a triple-win proposition for retailers and
their customers: it improves shoppers' health through more balanced eating, increases
profitability, and cuts emissions and nature destruction.

“Lidl leads the pack as the only retailer with a target to rebalance protein sales to achieve
human and planetary health goals. Rewe recently announced the same aspiration but no
ambitious, time-bound target. Rewe Group’'s CEO should show leadership by rebalancing
protein sales for the sake of the planet, his shoppers’ health, and his business.”

Niklas Oppenrieder, Medical Doctor, Board Chair at Physicians Association for
Nutrition (PAN DACH)

Creating more sustainable food environments is crucial for mitigating the profound
health threats posed by climate change. Healthy people only exist on a healthy planet.
The Superlist Environment highlights the enormous potential of German supermarkets to
act in the interest of individual health and a stable healthcare system. As healthcare
professionals, we are committed to doing

everything we can to ensure they fully harness this potential.

Virginia Cecchini Kuskow, Senior Project Manager Corporate & Institutional
Engagement, ProVeg

“For retailers who value sustainability, it is crucial to promote plant-based proteins. The
best way to do this is by increasing the share of plant-based products on the shelves and
by advertising them at attractive prices. Assortment, pricing and promotional flyers are
powerful ways that supermarkets can encourage purchases that benefit the health of the
planet and their customers.”
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