Greggs

Topic

Metric

Healthy & Nutrition
Healthy & sustainable food sales
N1
Company has a target for, and reports on, a sales-weighted % increase in healthy
food, menu items or products quantified using a transparent and recognised
approach.

Score

Product or Food Foundation analysis
Supply
1.67
2 P

Evidence and links to sources

By 2025, 30% of the items on our shelves will be healthier choices and we will attract customers https://corporate.greggs.co.uk/the-greggsthrough education and promotions. by the end of 2021- 25% of the items on our shelves will be
pledge/The_Greggs_Pledge_2021.pdf
healthier choices. We introduced our Balanced Choice range in 2016 and it is made up of products
with good nutritional content and each contain fewer than 400 calories. In 2019, healthier choices
(including Balanced Choice) made up 22% of the items on our shelves, putting us on track to meet
our 30% target by 2025.

N2

Company has a target for, and reports on, an increase in fruit & veg as % of food
procurement or sales.

2 P

Increased use of vegetables and salad is one of our strategic criteria for New Product
https://corporate.greggs.co.uk/the-greggsDevelopment. We are active supporters of the Food Foundation’s campaign to help everyone in
pledge/The_Greggs_Pledge_2021.pdf
Britain eat an extra portion of fruit or veg a day. Our Veg Pledges include
ensuring that all our soup and leaf-based meal salads provide at least one portion of veg, and that
50% of Greggs cold sandwiches provide half a portion of veg. Helping people eat their veggies. In
the first year alone, these initiatives helped our customers consume an additional 1 million
portions of veg.

N3

Company has a target for, and reports on, a % shift in protein procurement or
sales that come from animal vs plant-based protein sources.

1 P

We’re also proud champions of vegetarian and vegan diets. Many people want to eat less meat as https://corporate.greggs.co.uk/the-greggspart of a flexitarian, vegetarian or vegan diet. We have developed vegan versions of our best
pledge/The_Greggs_Pledge_2021.pdf
sellers, attracting new customers and helping existing customers to lower their meat
consumption. At their 2019 Vegan Food Awards, PETA declared our award-winning Vegan Sausage
Roll the Product Launch of the Year. They also named
our Vegan Steak Bake the Best Vegan Pastry.

Encouraging healthy & sustainable diets
N4
Company has a target for, and reports on, the % of menu items or products with
intuitive front-of-pack or (restaurants and caterers) consumer-facing nutrition
labels (ideal 100%)

N5

The company’s marketing strategy prioritises healthy foods, especially when
marketing to children.

N6

The company can evidence reducing food insecurity by improving the accessibility
and affordability of healthy food via at least one major strategic or collaborative
initiative.
Environment
Climate change
E1
Company has a target for, and reports on, scope 1 & 2 emissions reduction
(Science-based target)

E2

2.00
2 P

2

By 2025, we will support 1,000 school Breakfast Clubs providing some 70,000 meals each school
day. Today there are more than 600 Breakfast Clubs across the UK, serving wholesome, free
breakfasts to almost 40,000 children every school day – that’s 7.6 million meals a year.

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

2

By 2025, we will have 50 Greggs Outlet shops providing affordable food in areas of social
deprivation, with a share of profits given to local community organisations.

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

CR- By 2025, we will be on our way to achieving carbon neutrality by using 100% renewable
energy across all of our operations. Today, 96% of the electricity we use is from renewable
sources, and is therefore carbon neutral.
Scope 2 - Net Zero by 2030
Scope 1 - Net Zero by 2035
Reported data from 2015 to 2020.
Total scope 1+2 CO2 e emissions 2020- 30,122, 2019-41,577 and baseline 124,776 in
2015.

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

2.50
3

Company has a target for, and reports on, scope 3 emissions reduction (Sciencebased target), specifically food in supply chain

2 S

Biodiversity
E3
Company has a target for, and reports on, zero net land-use conversion through
company's reliance on palm oil as a product or an ingredient.

1.67
3 S

E4

Company has a target for, and reports on, zero net land-use conversion through
company's reliance on soy as in animal feed.

E5

Company has a target for, and reports on, zero net land-use conversion through
company's reliance on beef.
Sustainable food production practices

providing clear information to help people make good, well-informed decisions, and reformulating https://corporate.greggs.co.uk/the-greggsproducts to reduce ingredients like salt and sugar.We were the first UK
pledge/The_Greggs_Pledge_2021.pdf
food-on-the-go brand to introduce traffic light labelling on our website and app and, in 2019,
added it to our own-label crisps and drinks too. We also have traffic light labelling at the point of
sale for sandwiches and savouries, and will extend to our sweet range in 2021.

https://corporate.greggs.co.uk/responsibility/environment#:~:text
=As%20a%20result%2C%20our%20market,a%204.5%25%20increa
se%20on%202019.

Scope 3 - Net Zero by 2040
https://corporate.greggs.co.uk/the-greggsWe are now working Carbon Trust them to model our scope 3 emissions – indirect emissions that pledge/The_Greggs_Pledge_2021.pdf
occur in our value chain. This will tell us where the hotspots are in our supply chain, and help us to
identify opportunities for improving efficiency. During 2021, we will complete the mapping of our
whole carbon footprint, enabling us to set Science Based Targets and plot our
pathway to net zero.

We’re members of the Roundtable on Sustainable Palm Oil (RSPO), a multi-stakeholder group
https://www.brake.co.uk/why-brakes/sustainable-fish-andthat sets the global standard for sustainable palm oil. All declared ingredients which contain palm seafood/additional-sustainability-initiatives
oil are RSPO certified. Any liquid or boxed palm oil purchased by Greggs is fully segregated and
RSPO certified.

1 S

We buy a small amount of soy directly and we are working with suppliers to ensure it is
https://corporate.greggs.co.uk/the-greggssustainably sourced. We also recognise that it is present in our meat supply chain since it is
pledge/The_Greggs_Pledge_2021.pdf
commonly used in animal feed. We are working with our meat suppliers to increase the use of
responsibly sourced soy.
By 2025 We will have a robust Responsible Sourcing Strategy in place and will report annually on
progress towards our targets. By the end of 2021 We will have ensured all direct purchases of Soy
are verified as ‘Identity Preserved’ and have completed a review of all other uses of soy in our
ingredients.

1 S

Beef meat supplied is sourced from the UK, Europe and South America.

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf
https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

1.50

E6

Company has a target for, and reports on, the % of wild-caught or farmed fish &
seafood certified to higher sustainability standards

2 S

Our wild caught Skipjack tuna is caught by pole and line fishing or by using methods without any
Fish Aggregating Devices (known as FADs) and we source all of our prawns from MSC certified
sustainable sources.
last year: 100% of the Skipjack tuna is caught by pole and line fishing or without
using Fish Aggregating Devices (FADs)
100% of the Skipjack tuna have been caught without the use of Illegal
Unregulated and Unreported (IUU) fishing
100% of the Skipjack tuna have been caught without the use of destructive
fishing methods such as the use of poisons or explosives
At present don’t purchase any farmed seafood or seafood products

E7

Company has a target for, and reports on, the % of products produced under
sustainable production practices and recognised environmental management
schemes.

1 S

100% of the tea, freshly ground coffee, hot chocolate, sugar sachets, orange juice and apple juice https://corporate.greggs.co.uk/the-greggswe sell are certified Fairtrade. This allows us to support marginalised producers in developing
pledge/The_Greggs_Pledge_2021.pdf
countries by guaranteeing a minimum price and a Fairtrade premium. This secure income allows
producers to plan for a more sustainable future as well as support their local communities through
investment in local schools, health care and infrastructure.
By 2025 We will have a robust Responsible Sourcing Strategy in place and will report annually on
progress towards our targets. By the end of 2021 We will have ensured all direct purchases of Soy
are verified as ‘Identity Preserved’ and have completed a review of all other uses of soy in our
ingredients.

Water use
E8
Company has a target for, and reports on, water use reduction in operations
E9

Company demonstrates it is working collaboratively on multiple projects (UK &
overseas) to reduce water stress.

Food loss & waste
E10
Company demonstrates strategies to engage with customers on food waste and
contributes to collaborative initiatives (in UK: Food Waste Action Week).
E11
Company has a target for, and reports on, a % reduction in food sold or handled
and discloses volumes redistributed, sent to animal feed, anaerobic digestion,
and land-fill.

0.50
1
0 S

1.33
2 P
2 P

Every year we hold an Environment Week to engage all team members in the importance of
saving energy and water, and reducing waste.
No information found.

https://corporate.greggs.co.uk/responsibility/environment

We work with WRAP on Food Waste Action Week and are committed to the Food Waste
Roadmap.
By 2025, we will create 25% less food waste than in 2018 and will continue to work towards 100%
of surplus food going to those most in need. By 2021We will have reduced the amount of food
waste we create in our manufacturing operations by 10%.

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf
https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

In total, we redistributed 19.5% of all unsold food.
E12

Plastics

Company demonstrates collaboration with its main suppliers to track, measure
and act on food waste in its supply chain.

0 S

2.00

No information found.

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

E13

Company has a target for, and reports on, % plastics packaging that is recyclable.

2 P

By 2025, we will use 25% less packaging, by weight, than in 2019 and any remaining packaging
will be made from material that is widely recycled. we’ve made a commitment to include an
average of at least 50% recycled content in all plastic packaging used for Greggs branded
products. We’ll also ensure that 100% of the
plastic packaging collected by Greggs is recycled through the most appropriate route. As well as
this, we’ve partnered with Refill UK to provide free drinking water to the increasing number of
customers wishing to refill their own bottles

E14

Company has a target for, and reports on, reducing single-use plastics without
creating a food waste risk

2 P

In 2019, we cut 350 tonnes of single-use plastics from our operations and, by 2025, want to
https://corporate.greggs.co.uk/the-greggseliminate all unnecessary single use plastic from our shops and manufacturing sites. For instance, pledge/The_Greggs_Pledge_2021.pdf
instead of using clear plastic ‘lifting sheets’ to put
a food product into a bag without touching it, we now have reusable tongs. We have also
substituted plastic items with more sustainable materials, such as swapping plastic bags for paper
bags, plastic cutlery for sustainable wooden cutlery, and plastic packaging for cardboard
packaging. We’ve even changed our gift cards from plastic to a paper-based alternative.

Animal welfare & antibiotics
E15
BBFAW tier position or Company has a target for % of animal products certified to
high animal welfare standards.
E16
Company has a target for, and reports on, zero supply chain use of antibiotics as a
prophylactic or growth promoter and to reduce the total use of antibiotics
classified as “medically important antimicrobials”.

Social inclusion
Human rights
S1
Company recognises the need for a real liveable wage for all employees and
reports on progress towards that.

S2

Company has a target for, and reports on, the % of major suppliers engaged to
ensure human rights and labour rights, including and beyond tier one. Must
include engagement on child and forced labour, and health and safety of workers.

1.50
2 S
1 S

1.50
2

1 S

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

Tier 2- aims to secure Tier 1 by 2025

BBFAW

Last year: Antibiotic policy:
Do not allow the routine prophylactic use of antibiotics (where the entire
herd or flock is treated in the absence of disease) in the rearing of pigs,
beef cattle, dairy cattle, sheep, broiler chickens, turkeys and laying hens to
supply Greggs.
Require that our suppliers have formal FAW policies. These should include:
• To prohibit the use of growth promoters
• To prohibit the routine prophylactic use of antibiotics

https://corporate.greggs.co.uk/the-greggspledge/The_Greggs_Pledge_2021.pdf

We pay all of our people more than the National Living Wage (not just those over the age of 25).
We share ten per cent of our profits with employees and in 2019, Greggs colleagues earned a
record piece of the profit share pie – and a surprise thank you payment for delivering our best
year yet.

https://corporate.greggs.co.uk/sites/default/files/Responsible%20Sourcing%20Policy.pdf

We are take steps to ensure that sound social and ethical practices are upheld. As you’d expect,
https://corporate.greggs.co.uk/sites/default/files/Responsible%20Sourcing%20Policy.pdf
we don’t tolerate any form of slavery, forced labour or human trafficking, whether directly within
our own business or within the operations and activities of our suppliers, business partners and
wider supply chain, whether within the UK or overseas.
Greggs and many of our suppliers are member of Sedex (the Supplier Ethical Data Exchange)
which is one of the world’s largest collaborative platforms for sharing responsible sourcing data on
supply chains.
We want to ensure that our suppliers live up to our values and standards and share
that responsibility. In turn, Suppliers are expected to seek to develop relationships
within their own Supply Chains consistent with the principles set out below and
should be compliant with all local laws following these principles as a minimum.

default/files/Responsible%20Sourcing%20Policy.pdf

default/files/Responsible%20Sourcing%20Policy.pdf

