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Customers are delighted with the presence of EDEKA entrepreneurs in the full-range segment, 

focusing on fresh produce and service, which is setting benchmarks in the entire market. 

In parallel, Netto Marken-Discount is proactively infl uencing the shape of the growing discount 

business in Germany. Every second euro in turnover will be generated in the discount business 

in future, amid fi erce price competition. The objective of the EDEKA Group is to score in specifi c 

locations with individually tailored distribution concepts. We are pleased that the takeover of 

more than 2,300 Plus branch outlets at the beginning of this year refl ects years of business 

expansion by Netto Marken-Discount. With over 3,700 stores and roughly EUR 10 billion 

in turnover at present, Netto Marken-Discount has now made it to the Premier League of 

discounters represented throughout Germany. On the other hand, while ensuring the speedy 

conversion and integration of Plus into the Netto network of branches by mid-2010, we will 

certainly not lose track of organic growth either.

The unabated dynamic growth of the EDEKA Group on the market has also resulted in an 

extension of our merchandise management activities: 2008 saw a further pooling of domestic 

suppliers, the expansion of the uniform Group-wide procurement of investment goods and 

advertising input, and a repositioning of the non-food business for the EDEKA Group. Particular 

attention was devoted to the revision and new development of the private label range, which 

was able to extend its contribution to turnover even further in 2008. Yet these developments 

proceeded in close synchrony with the further extension of all quality assurance systems. 

The slogan “We just love food” is both a part of our mission statement and a challenge. The 

fact that our group of companies delivered such a successful performance in a diffi cult market 

environment in 2008 is closely related to the immense dedication and commitment and 

strong identifi cation of our current workforce of 280,000 with our corporate objectives. 

At this juncture, we wish to express our heartfelt thanks to all of you.

Markus Mosa      Gert Schambach

Markus Mosa (41), chairman of the board EDEKA Aktiengesellschaft 
Gert Schambach (41), member of the board EDEKA Aktiengesellschaft
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EDEKA GROUP PROFILE

 Focus on core fields of activities pays off

 Group turnover rises to EUR 36.61 billion in 2008

 Three-stage corporate structure boosts efficiency

The EDEKA Group succeeded in maintaining its growth trend in the financial year 2008. 

Turnover generated by the retail food trade was up by 4.9 per cent, to EUR 32.02 billion 

(previous year: EUR 30.54 billion). The two core fi elds of activity, namely full-range markets 

run by self-employed retailers and the discount segment, again turned out to be the Group’s 

growth drivers. Total turnover amounted to EUR 36.61 billion. With a return on sales of 

3.6 per cent, EDEKA remains one of the most profitable enterprises in the German retail 

food sector. 

DEVELOPMENT OF EDEKA GROUP TURNOVER

Net turnover
in billion Euro 2007 2008 %

Self-employed EDEKA retail 14.98 16.12 7.6

EDEKA-run retail outlets 10.41 10.17 – 2.3

Discount participations EDEKA ZENTRALE 4.63 5.17 11.7

Bakery goods retail 0.52 0.57 8.1

Retail food trade 30.54 32.02 4.9

Cash+Carry-/Bulk Consumer Service 1.67 1.75 4.9

Customer sales* 3.06 2.83 – 7.5

Marktkauf DIY markets, other 0.52 – – 100.0

Total EDEKA Group domestic 35.80 36.61 2.3

 *  at wholesale/billing prices

A special highlight in the current financial year was the takeover in January of more than 

2,300 Plus branch outlets; these will be speedily integrated into the distribution network of 

Netto Marken-Discount. In addition, EDEKA is also intensifying the level of organic expansion 

in all distribution formats: year after year, 200 new EDEKA stores are opened, along with an 

average of 250 additional Netto branch outlets in Germany. 
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EDEKA Group profi le

The efficiency of the EDEKA Group is based on tightly knit networking across three tiers: 

EDEKA ZENTRALE in Hamburg, seven regional companies and the local retail trade. EDEKA 

ZENTRALE, whose shares are wholly owned by the nine EDEKA co-operatives, is responsible 

for the strategic leadership of the Group and holds a participation in Netto Marken-Discount, 

amongst other brands. The regional EDEKA companies, owned 50 per cent by the ZENTRALE 

and the regional co-operatives respectively, are responsible for the operations within the 

regions. At the European level, co-operation with the French retail chain ITM-Intermarché and 

the Spanish Eroski Group has been continuously expanding under the umbrella of the Alidis/

Agenor marketing alliance.

 EDEKA center

 EDEKA neukauf

 EDEKA aktiv markt

 Marktkauf

  Netto Marken-Discount

  Plus Marken-Discount

 EDEKA C+C großmarkt

STRUCTURE OF THE EDEKA GROUP

100 % 25 %

EDEKA ZENTRALE AG & CO. KG

EDEKA CO-OPERATIVES

EDEKA RETAILERS

100 % 100 % dormant 
equity holding

50 %

50 % 100 % 50 %

41.2 %

EDEKA
Verband e.V.

Netto 
Marken-Discount

NETTO 
Stavenhagen

Marktkauf
Holding

SPAR Globus 7 EDEKA
regional 

companies

EDEKA
BANK

SALES LINES OF THE EDEKA GROUP
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RETAIL FULL-RANGE SEGMENT

 EDEKA entrepreneurs ramp up turnover by 7.6 per cent

 125 start-ups in retail trade

 Privatisation offensive maintained

The core business of the EDEKA Group is in the full-range grocery segment – from classical 

supermarkets and hypermarkets all the way through to super-stores. Most EDEKA stores are 

managed by self-employed merchants. Moreover, the seven regional companies also operate 

branch outlets of their own.

EDEKA ENTREPRENEURS 

EDEKA is a business that is run by entrepreneurs. The Group’s dynamism is being decisively 

shaped by the more than 4,500 self-employed EDEKA retailers. In fi scal 2008 these EDEKA 

entrepreneurs once again succeeded in boosting their revenue substantially: With a total 

of EUR 16.12 billion in turnover, they recorded 7.6 per cent growth over the previous year 

(EUR 14.98 billion). In relation to comparable sales areas, turnover was up by 4.7 per cent. The 

objective ist to extend the turnover generated by self-employed retailers to EUR 20 billion in 

the medium term.

The entrepreneurial element that is a strong feature of the EDEKA Group is being continually 

strengthened through active support of business start-ups: last year, 125 junior merchants 

took the plunge into self-employment with a total of 133 newly opened stores or outlets 

taken over. 

Turnover trend of self-employed retailers 
Net turnover in billion Euro

2004 2005 2006 2007 2008

9.72

13.52 13.55
14.98

16.12 Some 4,500 self-employed 
EDEKA retailers again extended 

their market position on a 
sustained basis with a substantial 

surge in turnover in 2008.

+  7.6  %
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Retail full-range segment

Start-ups in EDEKA retail trade
Number of markets 

2004 2005 2006 2007 2008

133 127 131
98

133

EDEKA is one of the largest promoters 
of junior entrepreneurs starting their 

own operations. In 2008 alone, 
125 merchants became self-employed 

with a total of 133 stores.
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Privatisations in EDEKA retail trade 
Number of markets

2004 2005 2006 2007 2008

87

178 184

93
121

In the past fi ve years, more than 
650 directly-run stores were 

transferred into the hands of 
self-employed retailers.

121

210
180
150
120
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DIRECTLY RUN RETAIL TRADE 

The EDEKA Group’s privatisation offensive continued unabated in 2008: In the course of the 

year, 121 stores passed from the distribution network of the seven EDEKA regional companies 

into the hands of self-employed retailers, 80 of whom were start-ups. In line with this strategy, 

the number of directly run stores declined: at the end of the year, the regional companies – 

excluding Marktkauf – managed a total of 1,566 stores (previous year: 1,726). Turnover, at 

EUR 6.57 billion, was slightly below that of the previous year (EUR 6.65 billion), as planned; in 

relation to comparable sales areas, these stores recorded an increase of 3.5 per cent.

MARKTKAUF 

In deciding to integrate the Marktkauf superstores into EDEKA’s regional structure in 2007, 

the EDEKA management bodies laid the foundations for successful further development of 

this particular distribution channel. The regionalisation proceeded according to schedule: by 

early April 2008, 186 superstores had gradually been transferred by Marktkauf Holding GmbH 

in Bielefeld to the responsibility of the EDEKA regional companies. These stores benefi t from 

the location-specifi c reorientation, from the extension of regional assortments, and from the 

ability to deal more effi ciently with customer requests on site. 

21756EDK D_F 12_6_09.indd   3721756EDK D_F 12_6_09.indd   37 15.06.2009   14:59:43 Uhr15.06.2009   14:59:43 Uhr



38

Turnover trend of Netto Marken-Discount 
Net turnover in billion Euro

2004 2005 2006 2007 2008

2.76
2.98

3.27
3.73

4.19
In 2008, Netto Marken-Discount 

again delivered a compelling per-
formance with double-digit growth, 
consistently investing in expansion 

and a modern market presence.

+  12.4  %

5.0
4.5
4.0
3.5
3.0
2.5
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RETAIL DISCOUNT

  Netto Marken-Discount delivers compelling performance with 

double-digit turnover growth

 Market presence underscored by fresh produce and variety

 Integration of Plus progressing without delay

The discount market in Germany is growing. In Netto Marken-Discount, the EDEKA Group 

has a strong concept intended to help shape this market to a decisive degree. By taking over 

more than 2,300 Plus branch outlets in January 2009, Netto Marken-Discount has moved up 

to join the front runners among Germany’s discounters. Moreover, the EDEKA ZENTRALE has 

a fi nancial interest of 25 per cent in NETTO Supermarkt GmbH & Co., Stavenhagen.

NETTO MARKEN-DISCOUNT BOOSTS TURNOVER 

Netto Marken-Discount again succeeded in intensifying its dynamic growth in fi scal 2008. 

Turnover increased by 12.4 per cent, to a total of EUR 4.19 billion (previous year: EUR 3.73 billion), 

signifi cantly outperforming the rest of the market. On a comparable sales area, this discounter 

scored a plus of 4.7 per cent (previous year: 3.3 per cent). 

With 187 new locations (and 24 closures), Netto Marken-Discount maintained its expansion-

ary strategy in 2008. At year-end, the discounter operated a total of 1,442 branch outlets 

(previous year: 1,279). 41 former “diska” markets were taken over by the EDEKA regional 

company Northern Bavaria-Saxony-Thuringia and successfully converted to Netto Marken-

Discount. The total sales area increased by 14.2 per cent in relation to 2007, to 1.09 million 

square metres (previous year: 0.96 million square metres). 
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Retail discount

This growth was accompanied by a significant increase in the size of the workforce: as at 

31 December 2008, Netto Marken-Discount had a nationwide workforce of 28,400 employees 

(headcount), up by 10.6 per cent year-on-year (2007: 25,678).

FRESH FOOD EXPERTISE

The success blueprint for Netto Marken-Discount is based on an assortment strategy geared 

to fresh foods and brand labels, coupled with an aggressive pricing policy. The core com-

petence of the enterprise lies in the fresh food segment, especially fruit and vegetables, dairy 

products, as well as meats, cold cuts and sausages. Overall, Netto Marken-Discount features 

a broader-than-average range of more than 4,000 articles. While a substantial share is 

accounted for by branded products, the attractive private labels will also be continually 

extended.

NETTO MARKEN-DISCOUNT AND PLUS

Effective as of 1 January of the current fi nancial year, Netto Marken-Discount took over more 

than 2,300 branch outlets of Tengelmann subsidiary Plus Warenhandelsgesellschaft mbH. 

This takeover puts Netto Marken-Discount into a strong third ranking among Germany’s 

leading discounters – with some 3,700 branch outlets nationwide, total turnover of approxi-

mately EUR 10 billion and more than 50,000 employees. 

The integration of the Plus stores into the distribution network of Netto Marken-Discount 

is making speedy progress: every week between 30 and 50 Plus branch outlets are converted 

to the successful Netto concept. Customers benefi t from the clear added value of the EDEKA 

discounter – in terms of product diversity, freshness and price. Yet strengths that Plus 

has hitherto brought to bear on the market are also being included in the new presence, 

with Plus private labels “Viva Vital” and “BioBio” representing an ideal complement to the 

Netto range. 

The conversion of branch outlets to the Netto Marken-Discount system is scheduled to be 

concluded by mid-2010. About 500 Plus markets predominantly in inner city locations will be 

completely modernised and established as favourably priced city discounters in the market 

under the “Plus Marken-Discount” label. In a small shopping area, they provide a compact 

range focusing on assorted fresh and convenience foods to meet consumer demand for 

quick, convenient neighbourhood shopping. 

In the wake of the Plus integration, the pace of organic expansion of this EDEKA subsidiary is 

also picking up: in future, Netto Marken-Discount will continue to grow by approximately 

250 additional stores per annum.
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WHOLESALE AND LOGISTICS

 EDEKA regional companies step up turnover

 Logistics optimisation proceeding on schedule

 C+C Großmarkt with uniform market presence

Daily delivery of EDEKA retailers is ensured via the seven regional companies of the EDEKA 

Group, in which EDEKA ZENTRALE and the regional co-operatives each hold a 50 per cent 

stake. In fi scal 2008 the regional companies extended their business activities considerably: 

average turnover per company increased to EUR 3.49 billion (+17.4 per cent year-on-year). 

A contributory factor, amongst others, was the integration of the Marktkauf superstores and 

hypermarkets into the regional distribution networks. Apart from the wholesale and retail 

trade, the EDEKA regional companies are establishing a conspicuous presence with a total 

of 32 of its own production operations for meat and cold cuts as well as bakery articles 

freshly baked daily.

EFFICIENT LOGISTICS 

For nationwide supplies to self-employed EDEKA retailers and directly run stores, the EDEKA 

regional companies used a total of 35 logistics locations in fi scal 2008. Netto Marken-Discount 

ensured the supply of all branches from seven regional storage facilities. A total of 1.5 million 

square metres of storage space and a fl eet of around 1,900 trucks create the necessary capac-

ities for an optimum merchandise supply. 

The EDEKA logistics structures are continually optimised with a view to enhancing effi ciency 

and speed even further at all levels. A particular challenge for 2009 is the speedy integration 

of the Plus network of branches into the logistics and distribution structures of Netto 

Marken-Discount. To this end, existing storage facilities are continually enlarged in a targeted 

manner and new locations are commissioned. Thanks to the investment in the logistics net-

work, the discounter conforms with the very latest requirements and has also been creating 

new jobs.

LUNAR 

Lunar GmbH is responsible for harmonising and optimising all merchandise management 

processes within the Group. The subsidiary of EDEKA ZENTRALE pools the know-how of 300 IT 

specialists at the locations of Bielefeld, Hamburg, Heddesheim and Stuttgart. The overarching 

objective is to create a uniform, effi cient IT systems architecture for the wholesale and retail 

segment and for EDEKA ZENTRALE.
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Wholesale and logistics

C+C GROSSMARKT

The Cash+Carry/Bulk Consumer Service business division focuses on the supply of attractive 

food and non-food assortments for commercial wholesale customers. In fiscal 2008 this 

segment again developed positively: turnover was up by 4.9 per cent, to EUR 1.75 billion 

(previous year: EUR 1.67 billion); including the regional cooperation partner Handelshof, 

Stroetmann and Rullko, turnover reached EUR 2.53 billion. 

As in the previous year, the delivery business (Bulk Consumer Services) recorded particularly 

strong growth, with turnover again up by 13 per cent. The Cash+Carry business also recorded 

slight growth in 2008 with some 350,000 customers annually. The distribution network 

comprises a total of 115 C+C stores in Germany. In April 2008 the uniform positioning was 

implemented under the common umbrella brand “EDEKA C+C großmarkt” for all locations 

along with the regional and nationwide delivery service.

1. EDEKA NORTH

2. EDEKA MINDEN-HANOVER

3. EDEKA RHINE-RUHR

4. EDEKA HESSENRING

5.  EDEKA NORTHERN BAVARIA-
SAXONY-THURINGIA

6. EDEKA SOUTH-WEST

7. EDEKA SOUTHERN BAVARIA

1

2

3
4

5

6

7

Regional companies of the EDEKA Group 
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PRODUCTION

 Regions increase production of meat, sausages and bakery articles

 EDEKA Fruchtkontor unit grows and extends quality assurance

 EDEKA Weinkontor unit sets new trends with attractive brands

The EDEKA Group is one of Germany’s leading producers of meats and sausages as well as fresh 

daily baked goods. The Group is also involved in the cultivation of fruit and vegetables and in 

the production of wines and sparkling wines. The closed process chain ensures a maximum 

of quality and food safety.

MEAT AND BAKERY PRODUCTION UNITS

The EDEKA regional companies operate 19 meat processing plants throughout Germany. 

Total turnover of these units amounted to EUR 2.30 billion in fi scal 2008, up by 21.0 per cent 

year-on-year (2007: EUR 1.91 billion). In these state-of-the-art facilities, employees inspect, 

cut up and process quality meats for EDEKA’s private labels, such as “EDEKA Gutfl eisch” or 

“EDEKA Bio Wertkost”. The product range is continually enlarged and extended to take 

account of new trends. These include the low-calorie articles of the “Lust auf leicht” range 

and the “VielLeicht” line available nationwide since April 2008: thanks to a novel manufactur-

ing process, this sausage innovation from Southern Bavaria delivers full taste at less than 

three per cent fat. 

Regional differentiation is another recipe with which the total of 13 EDEKA bakery units 

have been successful. In 2008 they succeeded in raising their turnover by 8.1 per cent, to 

EUR 0.57 billion (previous year: EUR 0.52 billion).

EDEKA FRUCHT- UND WEINKONTOR

As one of Europe’s leading fruit marketers, the EDEKA Fruchtkontor with locations in Germany, 

the Netherlands, and Spain, manages the procurement of fruit and vegetables from some 

80 countries across the globe. In fi scal 2008, turnover in German locations grew by 6.6 per cent, 

to EUR 1.28 billion (previous year: EUR 1.20 billion). 

This growth was fuelled signifi cantly by the burgeoning demand for EDEKA’s private labels: 

“EDEKA Rio Grande”, “EDEKA Gärtner’s Beste”, “EDEKA Schlemmer Küche” and “EDEKA Bio 

Wertkost” expanded at double-digit rates. The premium line “EDEKA Selection Yacaran”, which 

the Fruchtkontor had rolled out on the market in the previous year, also met with a brisk 

reception and saw its turnover double in 2008. 
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Production

Turnover of EDEKA Weinkontor/Rheinberg Kellerei 
Net turnover in million Euro

2005 2006 2007 2008

123.8
129.3

139.4

152.3 Wines and sparkling wines from all 
over the world: The EDEKA Weinkontor 

scores with modern assortment concepts, 
high quality and a winery of its own.

+  9.2  %
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EDEKA Fruchtkontor turnover trends 
Net turnover in billion Euro

2005 2006 2007 2008

0.92

1.17 1.20
1.28 The EDEKA Fruchtkontor remains on track 

for growth – thanks to a diverse range of fruit 
and vegetable assortments, attractive private 

labels and a clear line as regards quality assurance.

+  6.6  %

1.3
1.2
1.1
1.0
0.9
0.8

In the current financial year, activities are focused on the “Fresh Cut” trend topic, and on 

the further expansion of the premium segment. In addition, the EDEKA Fruchtkontor will 

continue, in close cooperation with the regions, to optimise its quality management system 

and effi ciently reduce the risks involved in deploying crop protection agents. 

The EDEKA Weinkontor is tasked with Group-wide procurement and marketing of wines and 

sparkling wines. The Weinkontor operates a winery of its own with the Rheinberg Kellerei in 

Bingen. In 2008 it registered a 9.2 per cent increase in turnover, to EUR 152.3 million (previous 

year: EUR 139.4 million). By means of a tightly knit network, the Weinkontor buyers are 

connected to wine estates of note across the globe. Some 500 wines and sparkling wines from 

20 countries are part of the range, and many are produced exclusively for the EDEKA Group. 

With attractive brand concepts, the EDEKA Weinkontor keeps setting new trends in the market. 

A special focus in this regard is on the internationally oriented private label lines – such as 

“OverSeas” for overseas wines, or the “Finca de la Vega” Spanish series established in 2008. 

The EDEKA Weinkontor is continuing to enlarge its assortment structure in a targeted manner 

in 2009, with innovative new launches in sparkling wine segment, for instance.
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MERCHANDISE BUSINESS AND PRIVATE LABELS

 EDEKA focuses on customer-oriented merchandise business

 New private label strategy bears fruit

 Differentiation yields addition benefits

The EDEKA Group’s top priority is to provide shoppers with added value thanks to an 

unmistakeable product range. In order to delineate the Group’s assortment profi le on a sus-

tained basis, in fi scal 2008 the EDEKA ZENTRALE took extensive strategic steps to pave the 

way for the national merchandise business. 

Thanks to closer synchronisation of procurement and distribution activities, the fundamental 

requirements were created with a view to intensifying the management of product ranges 

from a holistic perspective. Instruments were also developed to facilitate functional processing 

in line with market conditions of all relevant assortment and merchandise group categories. 

In the stress fi eld between discount and specialist outlets, the EDEKA merchandise business 

gives the retail sector an effective range of instruments in the form of innovative and cus-

tomer-oriented product range suggestions to enable continual improvement in the satis-

faction of customers’ needs.

EDEKA PRIVATE LABELS

The merchandise business focuses on the strategic further development of the range of 

private labels. The EDEKA private labels are among the Group’s key profi ling instruments and 

provide the consumer with top-quality products at an attractive value for money. In the 

financial year 2008, the share of total grocery turnover accounted for by private labels 

increased from 16 to 18 per cent. 

  The basic brand GUT&GÜNSTIG, which currently comprises some 1,000 hot-selling 

articles, meets customers’ demand for top-quality products at discount prices. In fi scal 

2008, the brand recorded an above-average increase in turnover by 24 per cent. In order 

to continue delineating the GUT&GÜNSTIG profi le, the brand presence is being upgraded 

not only in visual terms, but also with regard to the quality of product specifications. 

  The EDEKA differentiation brands provide customers with genuine diversity and high 

quality, representing a particularly outstanding feature of the Group’s assortment profi le. 

At present, the brands include some 1,100 articles across all merchandise groups. 

They are continually optimised in terms of quality and in their packaging image, and are 

proactively adjusted in line with current trends and customer needs. In the process, these 

articles benefi t from their clear positioning under the strong EDEKA umbrella brand. 
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Merchandise business and private labels

THE EDEKA PRIVATE LABEL ARCHITECTURE
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COMPETENCE

Fiscal 2008 was shaped by the intensive preparations for numerous new product launches in 

the current fi nancial year. In addition to top-quality fresh instant meals – prepared using the 

gentle sous-vide process – in 2009 fresh desserts and other products with a genuine added 

benefit will be established in the market. The concept is clearly outlined: products are 

intended to outperform those of competitors in terms of quality and simultaneously become 

substantially more reasonably priced than comparable premium brand articles.

In addition to such classical brands as “EDEKA Gutfleisch”, “EDEKA Mibell” or “EDEKA Rio 

Grande”, in recent years the innovative topical lines have undergone particularly gratifying 

development – they provide assortments across all merchandise categories with clearly 

identifi able added value. Among these are the low-calorie line “EDEKA Lust auf Leicht” and 

the extensive range of organically grown produce under the “EDEKA Bio Wertkost” label, 

which again proved to be a turnover driver in 2008. 

The new premium private label “EDEKA Selection” stands for the highest quality standards 

with optimum presentation and packaging. The EDEKA Group began by launching select fruit 

and vegetables under this label in 2008. In the current year, the premium segment will be 

extended in a targeted manner to include other categories as well.
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QUALITY MANAGEMENT

 EDEKA Group sets high standards

 Fruit and vegetables subject to the principle of prevention

 EDEKA and WWF promote sustainable fishing

The EDEKA Group is steadily extending its quality assurance measures. These comprise all 

stages of the process chain – from producers and suppliers to the wholesale sector all the 

way through to the retailers’ shelves. To guarantee the high quality and safety of all groceries, 

the EDEKA ZENTRALE works hand in hand with the EDEKA regional companies and with 

Netto Marken-Discount. 

A special focus in this regard is on EDEKA’s private labels. The EDEKA ZENTRALE prescribes 

clear quality criteria for all articles in the private label range, which are contractually agreed 

in the form of product specifications. Whether the parameters are met is systematically 

analysed by independent laboratories. In general, all suppliers of private label foods are 

required to meet the criteria of the IFS (International Food Standard). Where necessary, 

additional safety is ensured by means of supplier audits, in which case the production 

facilities are inspected on site.

STRICT PARAMETERS

Within the diverse range of merchandise on offer, the fruit and vegetable segment is particu-

larly sensitive. For this reason, EDEKA applies strict benchmarks here, which clearly exceed 

the legislative parameters. The objective is to consistently minimise the deployment of 

crop protection agents during cultivation of fruit and vegetables. For instance, the EDEKA 

Fruchtkontor accepts a maximum of 70 per cent of the maximum residue levels allowed by 

law for all products. Suppliers of EDEKA’s private labels have not been permitted to exceed 

the maximum limit of 50 per cent for more than ten years now. Moreover, all suppliers are 

required to be certifi ed according to GLOBALGAP (Global Partnership for Good Agricultural 

Practice) or IFS. 

In February 2008 the EDEKA Group established far-reaching quality guidelines for fruit 

and vegetable management, targeted at the principle of prevention. As early as 2007, EDEKA 

had established a comprehensive residue database in which all the results of fruit and vege-

table samples analysed are recorded – in the current year alone, some 20,000 findings of 

external and internal analyses will be incorporated into the database. 

EDEKA’s quality management sets high standards for all other merchandise categories as 

well. Sustainability criteria are also increasingly applied in the process; as Germany’s biggest 
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fi sh merchant, EDEKA has already been expanding the range of fi sh and seafood bearing the 

MSC (Marine Stewardship Council) seal, which stands for environmentally compatible fi shing. 

In January 2009 the Group even went a step further and launched comprehensive fish 

procurement guidelines along with a long-term co-operative venture with the WWF (World 

Wide Fund for Nature). The objective is to supply fish only from sustainable fishery and 

controlled aquaculture in all EDEKA Group stores from 2012.

EDEKA SUPPORTS SUSTAINABLE FISHING

The EDEKA Group supports healthy fi sh populations on a sustained basis. We plan to make 

a contribution towards protecting endangered fi sh species and have based our procurement 

policy for fi sh and seafood on the following criteria:

  We do not deal in any species of fi sh that are threatened with extinction and are protected.

  We encourage shopping for fi sh from sustainable fi sheries and aquacultures managed 

in accordance with sustainability criteria. 

  We create transparency by implementing the new, detailed demarcation of fi shing areas 

and the establishment of a transparent tracking system. 

  We are committed to environmentally compatible catch methods that correspond to the 

fi shing areas in question. 

  We support and take part in research projects that serve to protect species, prevent 

cruelty and/or improve social issues. 

  We maintain the exchange of information with scientifi c organisations in order to track 

developments on a timely basis and continually review our procurement policy to 

establish whether it is up to date.

TRANSPARENT INFORMATION

Quality assurance and consumer production do not come to an end on the retailers’ shelves. 

What is of crucial importance is transparent information and regular briefi ngs for consumers. 

The EDEKA Group assumes this responsibility in many and various ways. Informative nutri-

tional labelling on all private label articles has been in place since mid-2008. Not only does 

the EDEKA nutritional advisory service provide information on the ingredients, but also on 

the right selection of groceries for a balanced nutrition. It provides all consumers with 

competent advice – by telephone, on the Internet and also in one-on-ones at numerous 

EDEKA stores.
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EDEKA Group employees
Number

2004 2005 2006 2007 2008

213,470

243,330
247,820

253,531
262,241 The EDEKA Group continued 

to enlarge its workforce in 
2008 and thus consolidated 

its position as one of the 
leading employers in Germany.

+  8,710

270,000
260,000
250,000
240,000
230,000
220,000
210,000

EMPLOYEES

  EDEKA remains Germany’s leading employer and vocational 

training provider

 More than 13,000 trainees begin their careers with the market leader 

 125 EDEKA merchants became self-employed in 2008

At the end of 2008, a total of 262,241 persons were employed within the EDEKA Group, 

8,710 employees or 3.4 per cent more than in the previous year (253,531 persons). As a result, 

the Group is in leading position among employers in Germany. The strong growth of core 

fields of activity was primarily responsible for this expansion. In particular, the EDEKA 

full-range sales areas have acquired an outstanding reputation thanks to competent and 

service-oriented personnel. Personnel requirements also rose in the discount segment: at the 

end of 2008, Netto Marken-Discount employed 28,400 persons nationwide (previous year: 

25,678). Following the takeover of Plus in January 2009, the size of the discounter’s workforce 

doubled to more than 50,000 employees.

VOCATIONAL AND PROFESSIONAL TRAINING

In 2008 the EDEKA Group underscored its responsibility as a leading provider of vocational 

training in Germany. More than 5,000 school leavers started their professional careers with 

EDEKA last year. The total number of trainees increased to 13,076 – an increase of 7.2 per cent 

year-on-year (12,193 trainees). Of these, 11,111 youngsters held training positions in the EDEKA 

retail division, the regional companies and at EDEKA ZENTRALE. A total of 1,965 budding 

talents were employed at Netto Marken-Discount. The Group’s training spectrum comprises 

more than 40 professions and courses of study.
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The objective of the EDEKA Group is to source managerial staff and future EDEKA entrepreneurs 

from its own ranks. Accordingly, the Group provides many and various career opportunities 

for committed junior talented staff. To give each employee optimum support and promotion, 

the EDEKA training division has developed an extensive programme range. A particular focus 

in this regard is future start-ups. In the past fi ve years alone, more than 600 young merchants 

dared to take the plunge into self-employment. The budding entrepreneurs were assisted 

by EDEKA ZENTRALE, the regional companies and the EDEKABANK with a wide range of 

support offers. In this way, the Group reinforces its core operations and invests in the future.

In the current year, eLearning will be established and extended via the “EDEKA knowledge 

portal” as a fi rm component of vocational and advanced training within the EDEKA Group. In 

a pilot phase in 2008, the EDEKA training division developed suitable online training sessions 

jointly with all regional companies. In future, EDEKA also plans to focus to an increasing 

degree on universities and colleges in order to attract junior executives with a degree for 

a career with the market leader. Against this backdrop, EDEKA ZENTRALE is set to launch an 

attractive trainee programme in autumn 2009. 

CAREER OPPORTUNITIES WITH EDEKA

  EDEKA training: In more than 40 trainee vocations in the retail and 

wholesale sector, as well as in production.

  QUALIFIX: Basic advanced training programme for the fi rst promotion.

  JAP: The junior advancement programme prepares candidates for 

their fi rst leadership position in twelve months.

  JAP Bedienung: A junior advancement programme particularly for 

service staff at fresh produce counters.

  Integrated KiEH/HFW (ICC): Integrated 36-month vocational and 

advanced training to become a qualifi ed retailer or earn a degree in retail business 

management.

  HFW ADG: This training scheme to earn a degree in retail business management 

is implemented jointly with the Academy of Co-operatives (Akademie der Genossen-

schaften – ADG) in Montabaur.

  FEP: A programme for qualifi cation of managers of large-scale sales areas.

  FKH: Two-year training to become a retail executive.

  FKH GF: An executive training programme focusing on large-scale sales areas.

  UKP: The two-year entrepreneurial competence programme is addressed in particular to 

outstanding young self-employed EDEKA merchants.

  BBA: A three-year course of study to earn a Bachelor of Business Administration in coop-

eration with the Steinbeiß College in Berlin and the Academy of Co-operatives (ADG)

  Trainee programme: In 18 months from university graduate to junior executive.
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SUSTAINABILITY

 EDEKA relies on sustainable fishing

 Climate track record reveals savings potential

 „Aus Liebe zum Nachwuchs“ supports 350 kindergartens

EDEKA is a business that is run by entrepreneurs. Thinking and acting in a forward-looking 

manner has been one of the driving principles of the Group for more than 100 years now. As 

the market leader in the German grocery sector, the EDEKA Group perceives sustainability as 

an integral element of its corporate strategy. The focus is on three core fields of activity: 

assortment management with all aspects relating to quality assurance, the ecological aspect, 

taking account of environmentally compatible deployment of energy, as well as a broadly 

based commitment to society at large.

PRODUCT RANGE POLICY

The EDEKA Group stores stand for unique product diversity, with up to 50,000 different articles. 

To ensure quality and transparency at all stages, EDEKA relies on a comprehensive quality 

management system as well as clear guidelines for procurement. For instance, in the case of 

fruit and vegetables, the guiding principle is prevention in order to minimise the risks associ-

ated with deploying crop protection agents from the very beginning. This is also expressed in 

the quality guidelines which the Group adopted in February 2008. EDEKA – as a pioneer in 

the German wholesale and retail sector – has already been keeping a comprehensive residue 

database including the fi ndings of all fruit and vegetable analyses since 2007.

The EDEKA Group is Germany’s biggest fish merchant – with more than 2,000 fresh fish 

counters nationwide and a wide range of frozen products and tinned seafood. Accordingly, 

the market leader perceives itself as having a special responsibility to secure this valuable 

food source for the future. To send a clear signal in favour of sustainable fi sheries, in January 

2009 EDEKA defi ned far-reaching fi sh procurement guidelines. The EDEKA Group co-operates 

closely with the World Wide Fund For Nature (WWF) in the implementation of these guidelines. 

This long-term co-operative venture enables the EDEKA Group to secure sound specialist 

advisory services for the purpose of reviewing its fish procurement policy. It also helps to 

develop new sources of supply and to accelerate the conversion of conventional fi sheries. 

ENERGY AND THE ENVIRONMENT

Being Germany’s largest grocery merchant, EDEKA considers itself responsible for using 

energy and increasingly scarce resources sparingly. For this reason, the Group prepared 

a comprehensive climate track record of all activities of relevance to the emission of 
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greenhouse gases. The necessary degree of transparency was created with a view to develop-

ing substantial savings potential at all levels of the Group’s activities. The objective is to 

reduce CO2 emissions by at least 20 per cent by the year 2020. The primary focus in this 

regard is on reducing electricity consumption and deploying environmentally compatible 

refrigeration and deep-freeze systems. Many EDEKA entrepreneurs as well as Netto Marken-

Discount have already taken the lead here with numerous innovative ideas – proving that 

environmentally compatible actions make good business sense. 

SOCIETY AND SOCIAL ISSUES

The responsibility of the EDEKA Group does not end when consumers leave a store. “Love for 

food” includes special awareness in dealing with food. This is why EDEKA consistently extends 

its nutritional advisory service initiated in 2005 with the support of SGS Institut Fresenius 

GmbH. To promote healthy nutrition from the outset, the EDEKA Foundation and its initiative 

„Aus Liebe zum Nachwuchs“ (For love of our children) addresses society’s little ones in a 

targeted manner: throughout Germany, children’s day care centres are equipped with raised 

vegetable beds, topsoil, seedlings, seeds and educational materials. Together with EDEKA 

retailers from the neighbourhood who take care of the project on a long-term basis as 

sponsors, the children build and take care of the vegetable beds until the harvest in summer. 

„Aus Liebe zum Nachwuchs“ met with such a positive response in 2008 that the initiative 

was expanded to 350 children’s day care centres across Germany in the spring of 2009.

Entrepreneurial responsibility, particularly in this day and age, calls for job creation – with 

a perspective. More than 13,000 trainees again made EDEKA Germany’s biggest provider 

of vocational training in 2008. Within the scope of an extensive promotional programme, 

dedicated junior talents are prepared in a targeted manner for executive positions in the 

Group. In the past five years alone, EDEKA has accompanied and endorsed more than 

600 start-ups. The SME retail trade in particular is deeply rooted in regional loyalty. EDEKA’s 

commitment to regional locations also supports local producers and farmers, strengthens 

purchasing power and helps to secure jobs. 

THE FUTURE – WITHIN EASY REACH

In January 2009 the EDEKA Group showed its colours on the ErlebnisBauernhof (The farm 

experience) at the International Green Week in Berlin. On a floor space of 1,500 square 

metres, the market leader showed how the quality of sustainably produced groceries is 

guaranteed from production through to sale. Many VIPs from the business community and 

political circles were impressed with the presentation delivered by the EDEKA Group, as were 

some 400,000 visitors who streamed through the halls of the world’s biggest fair for food 

and agriculture. They were able to experience freshness through all their senses – and found 

out a great deal about healthy food and balanced nutrition.
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EDEKA ZENTRALE AG & Co. KG
New-York-Ring 6
22297 Hamburg
Tel.:   + 49 (0) 40 63 77-0
Fax: + 49 (0) 40 63 77-22 31
E-Mail: info@edeka.de

EDEKA Handelsgesellschaft 
Hessenring mbH
Industriegebiet Pfi effewiesen
34212 Melsungen
Tel.:   + 49 (0) 56 61 72-0
Fax: + 49 (0) 56 61 72-3 42

EDEKA Minden-Hannover 
Holding GmbH
Wittelsbacherallee 61
32427 Minden
Tel.:   + 49 (0) 5 71 802-0
Fax: + 49 (0) 5 71 802-15 56
E-Mail: info@minden.edeka.de

EDEKA Handelsgesellschaft Nord mbH
Gadelander Straße 120
24539 Neumünster
Tel.:   + 49 (0) 43 21 985-0
Fax: + 49 (0) 43 21 985-2 27
E-Mail: vertrieb.nord@edeka.de

EDEKA Handelsgesellschaft 
Nordbayern-Sachsen-Thüringen mbH
Edekastraße 3
97228 Rottendorf
Tel.:   + 49 (0) 93 02 28-0
Fax: + 49 (0) 93 02 28-2 14
E-Mail: nordbayern@edeka.de

EDEKA Handelsgesellschaft 
Rhein-Ruhr mbH
Chemnitzer Straße 24
47441 Moers
Tel.:   + 49 (0) 28 41 209-0
Fax: + 49 (0) 28 41 209- 24 35
E-Mail: rr-info@edeka.de

EDEKA Handelsgesellschaft 
Südbayern mbH
Ingolstädter Straße 120
85080 Gaimersheim
Tel.:   + 49 (0) 84 58 62-0
Fax: + 49 (0) 84 58 62-1 08
E-Mail: suedbayern@edeka.de

EDEKA Handelsgesellschaft 
Südwest mbH
Edekastraße 1
77656 Offenburg
Tel.:   + 49 (0) 7 81 502-0
Fax: + 49 (0) 7 81 502-61 80
E-Mail: info@edeka-suedwest.de

Netto Marken-Discount
GmbH & Co. oHG
Industriepark Ponholz 1
93142 Maxhütte-Haidhof
Tel.:   + 49 (0) 94 71 320-0
Fax: + 49 (0) 94 71 320-149
E-Mail: info@netto-online.de

Marktkauf Holding GmbH
Fuggerstraße 11
33689 Bielefeld
Tel.:   + 49 (0) 52 05 94-01
Fax: + 49 (0) 52 05 94-10 10
E-Mail: info@marktkauf.de

SPAR Handelsgesellschaft mbH
Osterbrooksweg 35 – 45
22867 Schenefeld
Tel.:   + 49 (0) 40 83 94-0
Fax: + 49 (0) 40 83 94-19 22
E-Mail: info@spar.de

ANSCHRIFTEN DER EDEKA-GRUPPE
EDEKA GROUP ADDRESSES
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