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 INSIGHTS 

QUALITY ASSURANCE FOR REGIONAL SUPPLIERS

METRO CONTRACTS AN  
INDEPENDENT AUDITOR.

THE AUDITOR EXAMINES 
THE POTENTIAL SUPPLIER.

THE AUDITOR PRODUCES A REPORT AND  
SUBMITS IT TO METRO.

BASED ON THIS REPORT, METRO DECIDES WHETHER  
OR NOT TO LIST THE SUPPLIER.

How does supplier quality  
assurance work?

Meeting the most stringent food  
quality standards is important, espe- 
cially for professional customers in the 
food service industry. The wholesaler  
METRO Cash & Carry takes various  
steps to ensure that such standards are 
guaranteed. For example, it carefully  
selects its own-brand products and 
checks them regularly using modern 
laboratory diagnostics.

High quality standards 

The suppliers whose products the 
wholesaler stocks are likewise subject 
to stringent quality requirements. When 
it comes to its own brands in particular, 
METRO goes to great lengths to choose 
the right products. The suppliers of 
own-brand products have to meet high 
requirements and provide evidence of 
certain standards on the basis of certifi-
cation. Among other things, certificates 
attest to the fact that a supplier has a 
defined management system in place, 
complies with the hygiene regulations 
or has traceability covered. There are a 
great many test points for the standards, 
and these give METRO Cash & Carry an 
insight into a supplier’s reliability in the 
area of food safety.

GFSI certificates

In many instances, the standards applied 
are those stipulated by the Global Food 
Safety Initiative (GFSI), an international 
alliance of industry players within the 
food supply chain, such as the Inter- 
national Featured Standard Food (IFS 
Food) and the British Retail Consortium’s  
Global Standard for Food Safety. The  
BRC standard was established by an 
association of British retailers, while IFS 
Food was jointly developed by the German 
Retail Federation (HDE) and food retailers 
including METRO GROUP. Its initial pur-
pose was to certify companies supplying 
own-brand products for the retail sector, 
but IFS Food has since evolved from a 
purely ‘own-brand standard’ and is now 
also widely used and recognised in the 
premium-brands industry. Being able 
to provide evidence of up-to-date GFSI 
certification is one of the prerequisites  
for becoming an own-brand supplier.

A simplified procedure 

The situation is different for regional  
suppliers. Regional produce is often 
sourced from small or medium-sized 
businesses that are not active nationwide. 

The requirements of the internation-
al GFSI standard are frequently too 
demanding for these businesses from 
an organisational perspective. In order 
to nonetheless be able to offer region-
al produce and to support SMEs in the 
agricultural sector, METRO Cash & 
Carry Germany developed a simplified 
procedure. It is heavily based on the IFS 
Food standard, meaning that top quality 
standards apply to and are attested for 
regional suppliers too. The simplified 
procedure entails METRO contracting an 
external auditor to take a close look at 
a supplier’s business: Has a traceability 
system been put in place? Is the tempera- 
ture monitored throughout the production 
processes? Does the company have a 
pest control system in place? Are personal 
hygiene standards met? These are just 
some of the many criteria that are exam-
ined by the auditor. Such an audit can take 
between six and eight hours to complete, 
depending on the size of the business. 
The auditor then produces a report on the 
basis of which METRO decides whether or 
not to include items in its product range 
and therefore to list the supplier. This 
guarantees that the consumer enjoys a 
safe and high-quality product in spite of  
it not having GFSI certification.

Food safety isn’t only guaranteed in the METRO Cash & Carry stores –  
it begins long before that. 
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METRO  
INTERNATIONAL

Japan

METRO Cash & Carry’s city stores  
are innovative, compact and easy for 
customers to get to. Located around 
the world, these stores can primar- 
ily be found in big city centres. One 
such example is the METRO Kamata  
store in the Tokyo neighbourhood  
that bears the same name. Opened  
at the end of March 2017, it is the  
tenth METRO Cash & Carry store 
in Japan. The Kamata store stocks 
around 6,000 products on floor space 
of 1,100 m2 in the heart of the Japan-
ese capital and in the direct vicinity 
of numerous hotels, restaurants and 
cafes – the target audience that the 
city stores specialise in.

As a comparison, a Japanese METRO 
Cash & Carry store usually has floor 
space of around 3,000 m2. In spite of  
its size, the store in Kamata boasts  
all the product segments that the cus-
tomers expect. Attached to the sales 
floor, there is also a METRO Café and 
a kitchen studio, where customers can 
draw inspiration from menu sugges-
tions, cooking seminars and new prod-
ucts. This concept is a blueprint for the 
future expansion of METRO in Japan.

The origins of this innovative format do 
not lie in the Far East, but can actually 
be found more than 9,700 kilometres 
to the west, in the heart of Europe, in 
Paris, where the world’s first city store 
was opened in the 18th arrondisse-
ment in October 2008. It is located not 
far from Montmartre and it takes the 
majority of customers just 15 minutes 
on average to get there. Many of them 
come by bike, and one in three even 
walks to the store. And if required, 
METRO’s delivery service will see to  
it that the produce the customer buys 
is then delivered to their restaurant.

Store opening hours, consumer protec-
tion and, of course, online shopping – 
these are the kinds of topics that usually 
come to mind when you think about 
retail. With its three million employees 
and 156,275 trainees, the retail industry 
is a major employer in Germany – bigger,  
even, than the automotive industry, in 
which 800,000 people work.

Retail companies fulfil an existential task: 
supplying people with food and other 
everyday items. This is the domain of the 
METRO subsidiary Real and, of course, 
also METRO Cash & Carry Germany, 
whose customers are restaurateurs, 
open-late stores and small-scale traders. 
The retail sector is the interface between 
the suppliers and the consumers. The 
direction that the retail sector goes in is 
determined by the consumers’ wishes 
and societal trends.

Digitisation, for example, is increasingly  
also changing consumer behaviour, 
and an up-to-date political framework 
is needed in this area. The industry 
also promotes issues itself: voluntary 
commitments and programmes such as 
the Supply Chain Initiative, the listing of 
products bearing animal welfare, organic 
or fair-trade labels and the abolition of 
plastic bags are just some of the ways in 
which the retail sector assumes respon-
sibility for the environment, employees 
and customers.

With our 21 million customers in  
35 different countries and employees of 
120 different nationalities, functioning 
European and international trade is cru-
cial for METRO GROUP. The EU’s legit- 
imacy crisis, protectionist tendencies 
and tension in the area of foreign affairs 
also pose a challenge to the trade sector.

METRO GROUP focuses on transparency 
and active exchange between the trade 
sector and politics. We seek to maintain  
dialogue with the political players by 
means of direct talks, events and dia-
logue formats such as the Wednesday 
Social, the Trade Letter and the Digital 
Corporate Office.

The following pages provide an overview 
of the key political issues that the retail 
sector will be confronted with following 
the federal election and explain what 
METRO GROUP, its customers and its 
partners expect from a new federal  
government with regard to energy, digit- 
isation, animal welfare, consumer pro-
tection and the European Single Market.

German federal election 
2017 – what the retail 
sector expects of politics

September’s federal elections give rise to 
new majorities as well new topics on the 
agenda. We explain what matters to us.

 FOCAL POINT 

02   2017
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Quchnia
Right on Gendarmenmarkt square,  
Quchnia boasts inviting armchairs and a 
fantastic view of the German Cathedral, 
and is the perfect place for a cup of coffee 
or a slice of cheesecake.

Markgrafenstrasse 35, 10117 Berlin
Tel.: +49 30 20 60 92 86, www.quchnia.de
Mon – Fri, 8 a.m. – 1 a.m., Sat and Sun, 9 a.m. – 1 a.m.

Little Green Rabbit

Tuck in to a warming soup in the  
winter or queue for one of their  
freshly prepared salads in the  
summer – both are worth it.

Jägerstrasse 27, 10117 Berlin
Tel.: +49 30 91 46 44 81, www.littlegreenrabbit.com
Mon – Fri, 11 a.m. – 6 p.m.

Aigner

This place is worth a visit for the 
schnitzel alone. And now that Aigner 
is equipped with the ‘Beste-Reste-
Box’ leftovers boxes, you can also take 
their delicious food home with you.

Französische Strasse 25, 10117 Berlin
Tel.: +49 30 203 75 18 50, www.aigner-gendarmenmarkt.de
Mon – Sun, 12 p.m. – 2 a.m.

Amici

A bright, spacious restaurant across  
two floors with Mediterranean cuisine, 
patio, bar and bistro with breakfast – 
something for any occasion.

Jägerstrasse 56, 10117 Berlin
Tel.: +49 30 208 79 98 00, www.amici-berlin.de 
Mon – Fri, 8 a.m. – 1 a.m., Sat and Sun, 9 a.m. – 1 a.m.

Flamingo

Open from 7.30 a.m., the perfect choice 
for breakfast meetings. Very popular 

at lunchtime and always delicious, no 
matter whether you choose a soup, a 

sandwich or a salad.

Neustädtische Kirchstrasse 8, 10117 Berlin
Tel.: +49 30 83 21 88 65, www.flamingo-freshfood.de

Mon – Fri, 7.30 a.m. – 6 p.m.

Il Punto
Fresh Italian pasta prepared with a whole 
lot of love. And if you spend too long here 

and find yourself in a hurry, you can  
simply grab one of the METRO bikes parked 
outside to pedal to your next meeting – it’s 

quick and environmentally friendly.

Neustädtische Kirchstrasse 6, 10117 Berlin
Tel.: +49 30 20 60 55 40, www.ilpunto.net

 Mon – Fri, 12 p.m. – 11 p.m., Sat, from 5 p.m. 

Chupenga

Berlin Mitte meets Mexico: hungry  
office workers come here to create  

their own burritos, tacos and salads.  
Be prepared to wait a while if you  

come at a peak time.

Mohrenstrasse 42, 10117 Berlin
Tel.: +49 30 23 93 69 61, www.chupenga.de

Mon – Fri, 11.30 a.m. – 8 p.m.

Nithan Thai
Authentic and beautifully presented  

Thai cuisine. And if you can’t get 
enough of it, you can also attend  

a cookery course run by the chef,  
Shahaf Shabtay!

Chausseestrasse 5, 10115 Berlin
Tel.: +49 30 55 21 39 69, www.nithanthai.de
Mon – Fri, 12 p.m. – 3 p.m.; 5 p.m. – 1 a.m.,  

Sat, 5 p.m. – 1 a.m.

Food for (political) thought
As a partner to professionals, METRO has an especially soft spot for independent  

entrepreneurs in the food service industry. There are many restaurants and cafes  

between the Reichstag and the Gendarmenmarkt square in Berlin that are not only 

interesting from a culinary perspective, but that are also popular places for dialogue 

between individuals from the fields of politics, business and society. Below are some 

recommendations for good places to eat and discuss in Berlin’s Mitte district, from  

the team in METRO’s Berlin office.
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Clear arrangements for own 
generation of electricity in 
Germany beyond 2017.

The success of the energy transition 
hinges on the achievement of  
climate protection targets. Like others, 
METRO GROUP is investing in efficient 
energy and resource management 
with its 2030 climate strategy, which 
includes the decentralised generation 
of its own electricity. However, invest-
ments in renewable energies such as 
large-scale photovoltaic installations 
require planning reliability. 
 
 
Promoting innovation and 
facilitating the founding of 
digital start-ups.

For there to be a new wave of start-
ups in Germany, there needs to be 
an exchange of experiences between 
the established companies and the 
start-ups, and the start-ups need to 

to make informed decisions in favour 
of animal products produced on the 
basis of animal welfare standards 
which exceed the minimum statutory 
requirements.

 
Keeping regular food checks 
within public responsibility.

Food companies and the relevant 
regulatory authorities jointly work 
towards achieving a high degree of 
food safety in Germany. The industry’s 
own continuous inspections are com-
plemented and monitored by regular 
checks performed by the authorities.

This allocation of roles should also 
be reflected in how the respective 
checks are financed: the official 
food safety checks fall within public 
responsibility and as such the cost of 
the checks should not be assigned 
solely to the food companies. It is 
also recommended that the certified 

management systems which are used 
successfully should be recognised by 
the regulatory authorities and be taken 
into account positively in their risk 
assessments.

 
Review of shelf life labelling 
requirements.

As we value food and as it is also in 
our economic interest as a trading 
company, we continue to strive to 
avoid food waste in our stores and 
throughout the supply chain.

We propose that the lawmakers 
review the labelling requirements 
in the area of shelf life and there-
fore also the mandatory stating of 
a best-before date for certain food 
groups. The introduction of new shelf 
live dates should be avoided. Instead, 
the focus should be placed on edu- 
cation regarding best-before dates  
and use-by dates. 

There is sometimes as much as 
a 30 per cent difference between 
Real’s personnel expenses and 
those of its competitors. We there-
fore need to reach a fair agree-
ment with the trade union Verdi. 
We remain committed to the idea 
of collective agreements.

The packaging legislation 
has laid down high quotas  
of materials recycling coup-
led with fair competition 
conditions and, by creating a 
centralised body, is resulting 
in the efficient standardisa-
tion of the system: two key 
steps in the direction of a 
more circular economy in 
Germany.

The federal government wants to 
promote the continued expansion of 
renewable energies, but its levying of 
an electricity tax on renewable energies 
is at odds with its own promotional 
endeavours. The consumers need to be 
offered some relief, for example with 
the abolition of the tax on electricity 
promoted by the Renewable Energy 
Sources Act.

The food banks have been working 
closely with the food retail sector 
for more than 24 years. And this 
partnership has absolutely proved its 
worth. Raising awareness among the 
consumers is also important – people 
will only be mindful about their food 
use if they are aware of how energy- 
intensive food production is and if 
they understand what the best-before 
date means.

The mentoring and expertise offered 
by the METRO accelerator have helped 
turn Flowtify from the idea of a hy-
giene check app into a company with 
ten employees in next to no time.

Olaf Koch, Chairman of the Management 
Board, METRO AG

Gunda Rachut, Managing Director, 
BHIM Zentrale Wertstoffstelle Projekt-
gesellschaft mbH

Dr Stefan Engelke, Head of Energy and Construction, 
Federation of German Consumer Organisations (vzbv)

Jochen Brühl, Chairman, Federal Association of 
German Food Banks

Daniel Vollmer, founder, Flowtify

Flamingo

Il Punto

Nithan Thai

Amici

Quchnia

Aigner
Little Green Rabbit

Chupenga

As a company which has committed itself 
to and implements such agreements, 
Real faces a structural and significant 
competitive disadvantage. METRO and 
Real are therefore negotiating with the 

Promoting a modern  
traffic infrastructure and 
e-mobility.

The retail sector is reliant on there 
being an efficient and reliable 
traffic infrastructure. And inner-
city traffic is becoming increasingly 
important. The increase in online 
and multichannel retail and the 
trend in the direction of deliveries 
mean that intelligent concepts are 
needed for inner-city traffic, in par-
ticular for the last mile. The focus 
needs to be placed on alternative 
mobility and drive concepts, and 
these should also be given funding 
priority.

Taking Europe seriously. 
Strengthening Europe. 

Sixty years after the Treaty of 
Rome was signed, the European 
Union is facing some major chal-
lenges and attacks on its integral 
ability to secure democracy, 
peace and prosperity. Protectionist  
and nationalist tendencies are  
making cross-border trade more 
difficult in the world’s largest  
single market and are endanger-
ing cohesion within the union.  
The federal government should 
advocate cohesion within the 
European Union, defend the  
principles of the single market 
and call for the enforcement of 
common market rules.

Using digitisation  
as an opportunity for  
consumers.

Information about a product’s origins, 
its ingredients and the production 
conditions is becoming increasingly  
important in people’s purchasing 
decisions. Digitisation allows con-
sumers to seek information them-
selves via displays, apps or QR codes.

Digital tools should be seen as an  
opportunity, rather than being de- 
monised as simply a way of collecting 
data. The aim of modern data policy 
should be to facilitate the use of digital 
technologies while simultaneously 
protecting the customers’ privacy  
and their personality rights.

Promoting an efficient  
and considerate circular  
economy.

Giving equal consideration to sus- 
tainability, innovation and competi- 
tiveness is not only important to 
METRO GROUP, but also to the entire 
economic system involved in the pro-
duction of goods and the recovery of 
processed resources. Achieving these 
goals calls for good and considerate 
regulation. The packaging legisla-
tion adopted in March is an important 
milestone in the reliable collection 
and recycling of packaging and in the 
stabilisation of Germany’s recycling 
system.

Climate protection

Introduction of a mandatory 
national animal welfare label.

The existing legislation fails to ad- 
equately address the issue of animal 
welfare in many areas of agricultural 
animal husbandry. An animal welfare 
standard that goes above and beyond 
the statutory requirements is currently 
first and foremost being promoted by 
means of various private initiatives 
and certification marks, but not all 
producers are involved.

We are in favour of these initiatives 
and certification marks being convert-
ed into a mandatory national animal 
welfare label that lays down uniform 
standards for all the market partici- 
pants. This would allow consumers 

Fair distribution of energy 
costs. 

Germany’s retail sector and private 
consumers are particularly affected by 
the costs of the energy transition due 
to the many surcharges, levies and 
taxes applied to the price of electri-
city. The retail sector and consumers 
account for only a third of electricity 
consumption in Germany, but have  
to pay almost half of the total sur- 
charges. The surcharge levied on the 
basis of Germany’s Renewable Energy 
Act (EEG) alone accounts for more 
than 10 billion euros a year.

For retailers and consumers to be 
able to continue to pay the energy 
prices, the costs related to the energy 

transition have to be distributed fairly.  
Privileges and exemptions must remain 
the exception and must have a steering  
effect.

have the courage to risk failure and 
be offered reliable funding options for 
their new ideas. The existing instru-
ments for funding start-ups therefore 
need to be expanded, the conditions for 
the provision of venture capital need 
to be improved and the bureaucratic 
hurdles that get in the way of investing 
in and acquiring start-ups need to be 
circumvented.

Promotion of start-ups

METRO GROUP has set itself the goal of reducing its greenhouse gas 
emissions per square metre of selling space by 50 per cent by 2030  
compared with the emissions recorded in 2011. The following measures 
are contributing to this goal being achieved:

A 20 per cent reduction in electricity 
has already been achieved by using 
LED lighting, closed refrigerators  
and daylight.

80 per cent of METRO’s HGVs  
in Germany comply with the 
Euro 6 standard.

100 e-charging points  
are up and running at METRO 
around the world.

124 METRO Cash & Carry stores 
around the world have cooling 
systems that use natural coolants. 
METRO is the only wholesaler with 
warehouses run exclusively using 
natural coolants.

METRO has been doing its bit since 2015 with the METRO Accelerator for Hospi-
tality. Its purpose is to advance digital solutions for the food service industry. 

So far, the eleven start-ups in the 
first METRO accelerator class have 
generated investments totalling 
52 million dollars.

The third round of the METRO 
accelerator for digital solutions 
for the food service industry will 
start on 11 September 2017.

The METRO Accelerator for Retail was launched on 12 June 2017. It focuses 
on digital services for the retail sector.

Ten start-ups are going through 
three months of intensive mentoring 
within the METRO accelerator. 

Applications were received from 
start-ups in 24 countries.

http://bit.ly/metro-arbeit (in German)

http://bit.ly/metro-startup

http://bit.ly/metro-climate
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trade union Verdi regarding a new 
company wage agreement for Real to 
bring outdated pay structures in line 
with the changes in the retail sector.

Reform of collective agree-
ments in the retail sector.

There is little commitment to collective  
wage agreements within the retail sec-
tor. The German federal government 
estimates that less than a third of busi-
nesses operate on the basis of collec- 
tive agreements. Some businesses do 
not implement collective agreements 
correctly or circumvent them. The 
failure to reform collective agreements 
in the retail sector thus reinforces the 
imbalances within the industry.
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We need flexibility  
during our peak business  

periods such as at Christmas  
and Easter.

Dr Peter Krasberg

 INTERVIEW 

‘Retail is an extreme sector’
Prof. Anke Hassel and Dr Peter Krasberg discuss fairness in Germany, 
precarious jobs and collective agreements in the retail sector.

When it comes to work, fairness is always part of the package. 
So let’s start there: how fair are things in Germany?
 
Hassel: We have a good labour market situation and the 
majority of employees are happy. Even so, the low-wage sector 
has grown and the disparity in wealth levels in Germany is 
closer to the situation in the USA than the European average. 
This tells us that this issue remains topical.

Krasberg: Fairness isn’t just about the distribu-
tion of wealth – there are other social aspects 
involved too. Our social system is stable and 
our health insurance is reliable. And we’re 
also on the right track with our education  
system, which is essentially free of charge.

Does the same go for labour market policy? 
New rules have been introduced regarding temporary 
employment and contracts for work.

Krasberg: These rules constitute a compromise and we now 
need to find ways of dealing with the new legal situation. For 
example, temporary employment is very important when it 
comes to planning how the tills are manned in the retail sector. 
And we need this flexibility during our peak business periods 
such as at Christmas and Easter.

Hassel: Yes, businesses need room for manoeuvre. But in 
this respect, Germany has more than enough options, such as 
subcontracted labour. Things become problematic when busi-
nesses make these options an integral part of their business 
model, rather than merely using them for greater flexibility. 
The exception then becomes the rule and regular employment 
becomes a precarious job. 

Krasberg: I agree: if you only have temporary employees,  
that is a different business model.

Germany’s Federal Minister of Labour Andrea Nahles has 
called for the right to return to full-time employment. What 
impact would this have on the retail sector?

Krasberg: We have a part-time employment quota of approxi- 
mately 60 per cent in the retail sector. The legal status 

quo already stipulates that employees wishing to 
return to full-time employment have to be given 

preferential treatment when a full-time posi- 
tion becomes available – this offers sufficient 
protection. If there were a legal right of return 
and too many individuals exercised this right, 

retail companies would find themselves faced 
with a vast excess of manpower.

Hassel: It’s not an easy problem to solve, but it’s also one that 
cannot be ignored. Especially in Germany, a lot of women find 
themselves in the part-time employment trap because there is 
no opportunity for them to return to full-time employment. This 
means they not only earn less – they also have to watch others 
overtaking them on the career ladder. We need to tackle the 
issue of working hours far more fundamentally.

In what way? 

Hassel: We need to abandon the idea that the only options are 
full-time jobs, part-time jobs and mini jobs. For example, a 
broader choice of working hours makes sense, in other words 
being able to choose whether to work 25, 30 or 35 hours a 
week. We need more options regarding working hours which 
should be negotiated by the collective bargaining partners.

‘ A declaration of general application 
of collective agreements would  
create fair and equal parameters 
and would combat companies 
abandoning such agreements.’

‘ The collective bargaining 
partners need to improve  
the collective agreement  
in order to make it more 
appealing to businesses.’

Prof. Anke Hassel is Director of the Institute 
of Economic and Social Research (WSI) at the 
Hans Böckler Foundation, which has close 
ties with the trade unions.

Dr Peter Krasberg is Global Director  
Labour Relations at METRO AG.
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Where does the amberjack fish come 
from and in which waters is it caught? 
What’s the difference between American 
beef and porco ibérico? And which wine 
would go best with my pasta dish? All of 
these questions can be answered by a 
food specialist, who is an expert on pro-
duces, their origins and their production. 
 At METRO, this food expertise can be 
found not only among the store staff but  
 
 

also behind the scenes, within the supply 
chain, with strict quality standards being 
complied with in the shipment and stor-
age of goods and also environmental  
and social standards being adhered to.  
METRO’s product experts have direct 
links to the suppliers and therefore make  
food expertise one of the company’s cen-
tral pillars. As a leading international spe-
cialist in the field of wholesale and food  
retail, METRO specialises in particular in 
the operators of hotels, restaurants and 
catering businesses – otherwise known as  
‘Horeca’ customers – and also in smaller  
retailers and institutional consumers such  
as hospitals and associations.

We need some  
things that are  

ring-fenced – even  
flexibility has its limits.

Prof. Anke Hassel

Krasberg: The greater the flexibility we afford the employees 
in terms of their working hours, the more difficult it becomes 
for businesses to plan their rotas. If we’re going to talk about 
working hours flexibility, we really ought to address the issue 
of working hours legislation too – if we consider the reality of 
flexible work, the legislation is no longer in keeping 
with the times.

Is working hours legislation really outdated?

Hassel: No, we need some things that are 
ring-fenced – even flexibility has its limits. It 
goes without saying that people can work more and 
clock up overtime hours. But it has to end somewhere 
and there needs to be a clear distinction between working hours 
and people's free time. We wouldn’t be doing ourselves any 
favour by completely deregulating working hours.

Moving on to a different topic, companies abandoning  
collective agreements is something we see in many sectors, 
including in retail. What’s the reason for this and what can  
be done to combat it? 

Krasberg: Rather than having abandoned collective agreements, 
the majority of the retail companies with no collective agreement 
commitments never entered into them in the first place because 
they weren’t happy with them. Other companies sought ways in 
which to discontinue their collective agreements. The collective 
bargaining partners need to improve the collective agreement  
in order to make it more appealing to businesses. The current  
situation results in major imbalances. The ifo Institute has 
calculated that the salaries paid by retail companies with and 
without collective agreements can vary by up to 30 per cent – for 
individuals performing the same tasks!

Hassel: Retail is an extreme sector with significant cost and 
competitive pressure. At the same time, the trade union does 
not have any levers with which to force businesses to adopt 
collective wage agreements. A declaration of general appli-
cation of collective agreements would create fair and equal 

parameters and would combat companies abandoning 
such agreements.

Krasberg: A declaration of general application 
would not remedy the reasons for companies  
abandoning collective agreements – it would 

merely leave everyone with something they don’t  
really want. General applicability is not a suitable 

solution in the current situation, because the collective 
agreements as they stand are no longer in keeping with the 
times. First of all, the collective bargaining partners in the 
retail sector need to come up with new collective agreements 
that offer the vast majority of retail businesses minimum con-
ditions which are actually practicable.

Do collective agreements even have a future?

Hassel: Collective agreements will continue to have an import-
ant role to play in the future. It’s precisely the industries which 
are especially competitive that have a strong collective bar-
gaining system. Collective bargaining autonomy and industrial 
relations will remain key components of the German economic 
model. 

Krasberg: I have no objections to this model per se. Being able 
to enter into a collective agreement is something of great value 
in Germany. But being able to decide against such an agreement 
is equally of great value. 

Food specialist

What’s the  
meaning of ... ?

THE  
RETAIL  
DICTIONARY 

As part of its reorganisation, METRO  
is now focusing on its food expertise.  
The reorganisation is resulting in the  
creation of two strong retail groups: 
alongside Ceconomy, which will spe- 
cialise in consumer electronics and will 
include, among others, Media Markt and 
Saturn, a wholesale and food specialist 
is being created that encompasses the 
brands METRO Cash & Carry, Makro and 
Real. This will enable METRO to cater  
even better to the needs of its Horeca 
customers and also to the needs of the 
consumers with its hypermarket chain 
Real. All in all, a veritable food specialist.
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…with David McAllister

Mr McAllister, you were born to a British 
father and a German mother, and grew  
up in Berlin and Lower Saxony. As an 
MEP and vice president of the European 
People’s Party (EPP), you are often  
in Brussels and Strasbourg – which  
culinary direction do you prefer?
I enjoy the international diversity of Brus-
sels and Strasbourg, which is reflected 
in the cities’ culinary offerings too. I’m a 
huge fan of international cuisine. None-
theless, I do have a particular penchant 
for the hearty fare of my northern German 
roots, in particular kale with smoked  
sausage and Hadler wedding soup.

What’s served up at home with the family? 
Are you a keen cook yourself?
Unfortunately, I don’t have the time to cook 
in Brussels and Strasbourg usually. So 
I freely admit to sometimes resorting to 
heating up ravioli from a tin. But things 
are different when I’m at home, of course. 
My wife is an excellent cook, so I’m usually 
just responsible for more menial tasks.

What does Brexit mean to you personally 
and how did you respond to the news in 
the first instance?
Brexit is a historic mistake. Right up to 
the very last moment, I had hoped for 
a different outcome in the referendum, 
much like millions of people on both 
sides of the English Channel. My family 
background means I personally have a 

very strong affiliation with the European 
Union. That’s another reason why I am 
very disappointed by the outcome of the 
referendum.

Brexit, TTIP failure, Trump tirades – 
scepticism regarding free trade is grow-
ing on both sides of the Atlantic. How  
do you think we should combat this?
I firmly believe we need to take globali- 
sation into our own hands, rather than 
simply watching it happen. We need to 
set standards for fair and rule-based free 
trade. This is, for example, why I voted in 
favour of the CETA free trade agreement 
with Canada in the European Parliament 
in mid-February. This is a clear commit-
ment to openness and global exchange. 
The agreement facilitates market access 
and dismantles nearly all the existing 
customs barriers. And we in parliament 
do pay very close attention to people’s 
concerns. Tried and tested labour, envi- 
ronmental and social standards, public 
services and the cultural sphere remain 
comprehensively protected. Growth and 
prosperity can only be secured in the long 
term if we cooperate with other countries. 
This is something we need to communi-
cate more clearly to people.

Nationalist parties are enjoying increa-
sing popularity in the EU member states 
in which elections are being held 
this year. What can we do to combat 

anti-European populism and how can we 
make people passionate about Europe 
once again?
The uncertainties triggered by Brexit even 
made many EU sceptics realise that there 
are no simple answers to complex ques-
tions. The elections held in Austria, the 
Netherlands and just recently in France 
showed that many citizens do appreciate 
the benefits that the EU has to offer after 
all and wish to preserve these. European 
integration is more than merely a shared 
single market – we have also enjoyed 
more than 60 years of peace, economic 
growth and freedom because of it. We 
take many of the EU’s achievements, such 
as the freedom of movement, for granted. 
It’s important that we communicate more 
strongly to people that these freedoms 
are valuable and that they need to be pro-
tected. At the moment, it is in particular 
young people who are endeavouring to 
make the European idea seen and heard 
again. And that’s a good sign!

There is a federal election in Germany in 
September. What advice do you have for 
first-time voters to explain to them why 
it’s important that they vote? 
Being able to vote is at the very heart of 
democracy. German citizens are able to 
have an influence on politics. And we are 
the envy of many people around the world 
because of this.

Member of the European Parliament (MEP) 

The politician with German and British roots talks  
about Europe in 2017, the German federal election  
and eating good food.
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