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Today presentation…

• Introduction and context for the retail sector,

• Project steps,

• Scope of the project

• Data collection via surveys,

• Socio-economic indicators,

• Conclusions.
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Others (textile, paintings, etc.) 

R&D – Innovation

Our expertise and activity sectors
Construction Products

EEE (& circular economy)Plastics (& circular economy)

Food and retail

Short introduction to WeLOOP
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Short introduction to Colruyt Group

861.000 m2

store area
of own stores

720
own 
stores

591
independent storekeepers
in Belgium and affiliated 
stores in France

31,38%
less CO2 emissions 
compared to 2008 in 
relation to revenue

85,27%
recycling rate

100%
of electricity consumption 
is sustainable

€32,1
million invested in 
education and training

32.945
employees

over EUR 9,9 billion revenue



Short introduction to Colruyt Group



Introduction and context for retail sector

• Social Life Cycle Assessment (S-LCA) is a 
methodology to assess the potential social 
impacts (and benefits) of products and 
services across their life cycle (e.g., from 
extraction of raw material to the End of 
Life):

• systematic assessment framework,
• combines quantitative as well as qualitative data.

• S-LCA provides information on social and 
socio-economic aspects for decision-
making, to improve:

• performance of organization and,
• ultimately the well-being of stakeholders.
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Introduction and context for retail sector

• The retail sector has a complex supply chain with a very big range of 
products and services.

• The organisational scope is very wide with own production, own 
brand and other brands,

• Products are from an extensive range of sectors, technological and 
geographical scopes,

• No specific sectorial guidelines or case studies are available to 
support the implementation of Social LCA!
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Project steps

• Define the scope of the project (organization/product),
• Survey to collect the most relevant stakeholders/social themes(impact 
categories),
• Survey to collect the existing indicators (used internally to assess social 
responsibility of company),
• Discussion to complete the list with other indicators,
• Consultation of the project team concerning the appropriateness of the 
indicators,
• Data collection for the indicators,
• For the organizational LCA, we assessed the completeness of collected data 
and first scoring for social indicators!
• Implement the social scoring.
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Scope of the project
Coffee Avocado Book – Bag / CartableOrganisational social LCA

Product social LCA

In Social LCA, a stakeholder category is a group type that can be affected by the activities of 
organizations involved in the life cycle of the product, service or organization under consideration:

• Employee/Worker : own production or under direct control of Corluyt Group

• Local Community : community in direct contact overall steps of value chain

• Value Chain Actors : actors with direct interest in product

• Consumer

• Society : global e.g. sustainability

• Children : children influenced by products
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Survey for Product - Relevance of stakeholders
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CONSUMER 24 respondentsSOCIETY
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Survey for Organisation - Relevance of stakeholders

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

employee

value chain actors

consumer

society

local community

children

STAKEHOLDERS

VERY RELEVANT RELEVANT TO BE CONSIDERED LOW RELEVANCE NOT RELEVANT

8 respondents

All stakeholders 
have been taken 
into account for
the first  S-LCA of 
the organisation.
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health & safety
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equal opportunities / discrimination

sexual harassment

social benefits / social security

fair salary

freedom of association and collective…

forced labour

child labour

8 respondents
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secure living conditions
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public commitments to sustainability issues

ethical treatment of animals

contribution to economic development

technology development

corruption

poverty alleviation

prevention & mitigation of armed conflicts
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health issues for children as
consumer

education provided in the local
community

children concerns regarding
marketing practices

All impact categories have been taken into account for the first S-LCA of the organisation.

EMPLOYEE LOCAL COMMUNITY VALUE CHAIN ACTORS

CONSUMER SOCIETY CHILDREN

Survey for Organisation - Relevance of impact categories



• 16 respondents

• No internal indicators have been proposed or identified for 10 (25%) of the 
40 impact categories, 

Child labour, Forced labour, Working hours, Delocalisation & migration, Respect of indigenous rights, 
Access to material resources, Access to immaterial resources, Fair competition, Prevention & mitigation 
of armed conflicts, Corruption 

• The project team has added quite some indicators.

• In the end, 253 indicators have been included in the data collection file for 
Organisation S-LCA

Survey to collect indicators
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6 stakeholders

40 impact  categories

employee
local

community
value chain

actors
consumer society children

253 indicators

fixed

not fixed

11 9 5 5 7 3

95 33 32 29 42 19

Stakeholders - Impact categories - Indicators

employee 
in the
value
chain

for product:
1 extra stakeholder

identified by project team



• The S-LCA method is very relevant for retail because it helps to centralise and structure social metrics. However, 
it's very time/resource intensive in collecting the already existing indicators in the company. 

• For the moment, the S-LCA method seems not mature enough to guide a retail company in performing an S-LCA 
study

• Generic guidance
• Social indicators are mostly relative
• The guidance is still in the R&D phase.

• The method is lacking precise terminology for indicators (and sub-indicators).
• This creates real confusion for people that are asked to provide an answer on the indicators. (-)
• It could give those same people a (legitimate?) excuse not to spend (extra) time participating in the S-LCA 

exercise. (-)
• Applying S-LCA mainly for internal benchmarking (over time) gives the organisation performing the S-LCA 

an opportunity to develop its interpretations for the indicators. Potentially these own definitions could be 
used as input in case sectorial guidance at (inter)national level would be established. (+)

• Social LCA indicators need to be adapted to the retail company's current practices of social reporting (e.g. if 
there is already a social indicator collected in the company, it needs to be used).
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First conclusions regarding the social-lca for retail
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