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Dear little ones,

We wanted to tell you what we’re doing to make tasty, nutritious food in a way that is good for you and kind to 
the world around us. 

Our company was founded to give children like you the best start in life. We’ve come a long way since we started 
25 years ago. We’ve created lots of tasty, nutritious, organic food, and we have worked hard to make it easier for 
Mums and Dads to make good food choices. 

We’ve set high standards for ourselves. We’ve even inspired other food companies to be better too. We’ve 
improved the food that’s on offer in your nurseries, in your schools, and out and about in the restaurants and 
adventure parks that you visit. We believe that everyone should have access to healthy and nutritious food 
wherever they are.

We care about the future of the world around us. We want to protect the planet so that you, your children and 
future generations, can enjoy its beauty and riches for a long time to come. So as well as creating food that is 
good for you, we want to make food in a way that is good for our future.

There’s a lot we already do, but we want to do even more. 

Our promise to you is that we will always keep improving. We’ll keep challenging ourselves, and those around us, 
to do better. 

When your parents buy your favourite foods in the shops (we’ll let you in on a secret, ours is Goodies Carrot Cake 
Oaty Bar), we want them to know that they’ve made the best choice, both for you and for the world we live in.

With best wishes from us all at 

A letter to the children 
of tomorrow
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Where to find out more 
You’ll find our GRI Content Index and some additional 
details required by GRI in our ‘GRI Appendix’ 
document, available as a downloadable PDF on our 
website: www.organix.com/GRI2017
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We have a vision

We were created with a clear vision of a 
world where healthy, nutritious food is 
a real choice for everyone. That vision 
has guided our business and all those 
lucky enough to be involved with it ever 
since. It’s in all that we do, and we have 
written it down in our Spirit book – a 
little book that sets out our ongoing 
commit ment to fulfilling our purpose.

This little book communicates what 
Organix is all about - our values; our 
history; why we do what we do.
You’ll find quotes from it throughout 
this report that capture what we 
believe and what we stand for. Spirit

who we are

Why we exist

We make great food. Transforming what little 
ones eat with the best ingredients, no additives or 
preservatives, no colourings or flavourings, and 
always organic. We’re setting standards in the food 
industry that others have to follow.

We make sense of it all. We’re into food, we’re into 
looking after little ones, we’re into organic. What we 
know, we have acquired, learnt and validated, so we 
share it with parents to help them make good choices. 
And it does help people make good choices.

We make change happen. The standards we set for 
our own food are not enough. We want to see a bigger 
change and a commitment from the Government and 
the rest of the food industry to ensure we provide healthy 
food for little ones. Throughout our history we have 
campaigned tirelessly to improve food for children – from 
our campaign for better nursery food, to our campaign 
to remove additives and flavourings from children’s food, 
which led to changes in legislation.

We make it sustainable. Making food that protects 
not just people but our planet focuses our attention on 
sustainability. This year marks a milestone in publishing 
our first sustainability report, setting out our work 
to date and our ambitions to not only make healthy 
nutritious food a real choice for everyone, but to make 
it sustainable too.

And it doesn’t stop there. There is still huge change 
needed in food for children. What we see around us 
today isn’t good enough. We call on policy makers, 
food manufacturers, retailers and consumers to each 
play their part. Together, we can create a healthier, 
more sustainable world for the next generation. 

The founder of Organix, Lizzie Vann, believed that 
business can and should change society for good. 
Long before it was popular to put purpose 
before profit, Organix was doing just that. 
We have continued to be pioneers in making our 
mission happen, by putting children’s health first. 

In 1992, at the very beginning, we told the story of 
our vision – ‘Pure Food, Healthy Babies, Safer World’. 
Twenty-five years later you can see it in action through 
our No Junk Promise, which you'll find on all of our 
foods and packaging. It’s reflected in our commitment 
to being ‘Always Organic’, using ‘Nothing Unnecessary’, 
and ‘Setting Standards’ for our industry.
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We wanted to make sure that our report covered all of the topics that people 
wanted to see included. We asked a range of different people, whom we 
interact with, to tell us what they thought was important, following GRI’s guidance 
on ‘materiality’.

We conducted an online survey for staff at Organix, as 
well as one-to-one interviews with external influencers, 
partners and suppliers. They included: the Soil 
Association and Organic Trade Board, independent 
food industry experts, Bournemouth Borough Council, 
colleagues from our parent company Hero and from 
our supply partners, and the Editor of a well-known 
parenting magazine.

Nineteen topics were considered ‘material’ and we 
report on all of these topics to GRI Standards level 
(core option). The matrix below shows how the topics 
were prioritised.

We selected three additional topics of relevance to our 
business and activity, to also include in our report: 
biodiversity, food poverty, and community engagement.

Deciding what to report on

Sustainability is about protecting the world we live in for future generations and 
at Organix it is embedded in everything we do. We don’t restrict our view of 
sustainability to how we use resources, minimise waste and respect nature. 
We go beyond that.

Our commitment focuses on doing things in a way that 
supports and balances people, planet and profit. We 
strive to be an example to the rest of the food industry. 

People: We make things better for parents and 
children, we treat our suppliers, customers and each 
other with respect, and we make change happen 
in society. 

Planet: We respect the environment and its resources.

Profit: We operate our business in a responsible, 
ethical way, making profit and being successful, but 
never at the expense of either people or the planet.

We never forget the wider world outside Organix. 
We know that we are a small part of a much bigger 
drive towards a sustainable future. Businesses, 
governments and communities all need to work 
together and the United Nation’s Sustainable 
Development Goals (SDGs) give us a common 
framework for action. Organix work supports 
several of the SDGs and we’ll continue to use 
them as a guide in setting new goals for ourselves 
in the future.

This is our first sustainability report, and we want it to 
be a celebration of all that we are already doing, as well 
as a springboard for the next stage in our journey. We 
have chosen to follow the Global Reporting Initiative’s 
(GRI) Standards, which are recognised internationally 
as the gold standard for rigorous and transparent 
sustainability reporting.

Writing the report has been a great way to take stock 
of where we are and what we have achieved in the 25 
years since Organix was founded. We are proud of our 
successes in setting standards for healthy, nutritious 
children’s food and making change happen through 
our campaigns. We’ve created a workplace where 
people’s wellbeing comes first and made great strides 
in reducing our impacts on the planet.

This is an important milestone moment for Organix, 
as we reach our 25th Anniversary. Anna has led us for 
the last ten years and now it’s Philipp’s responsibility to 
take things forward. Our focus will continue to be on 
delivering our mission - to give children the best start in 
life, by giving parents better, more nutritious choices – 
making those choices ever more sustainable every year.

Philipp von Jagow 

Current Managing Director

Anna Rosier Managing Director 2007 - 2017

What sustainability means to us
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Prioritising our material topics

 Food you can trust
 Making change happen

 Putting people first
 Caring for tomorrow

For more detailed information on stakeholder engagement and materiality, see our GRI Appendix at  
 www.organix.com/GRI2017 
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Supporting the Sustainable Development Goals 
The United Nations Sustainable Development Goals are a set of seventeen global goals that aim to transform our 
world by 2030 and improve life for future generations. They are a universal call to action to put an end to poverty, 
protect the planet, and ensure peace and prosperity for all. Achieving them requires governments, businesses, 
communities and all of us to work together.

Insights from our stakeholders

 Working with suppliers:
 “ It’s fundamental to what Organix 

does. They have strong relationships 
with suppliers and this makes the 
transparency and trust go deeper 
through the supply chain.”

 Product health and safety:
 “ This is both reputational and 

legal. No one wants their brand 
associated with a food scandal.”

  Employee wellbeing:
 “ To be a responsible employer 

wellbeing, equal opportunities, and 
training must all be in place. 
I would also single out being open 
about the gender pay gap and 
females in management positions.”

 Ethical business conduct:
 “ If you want to be a trusted brand 

for parents with kids, you need 
to be ethical in how you behave. 
And if you want to campaign you  
need a clean slate.”

 Food industry integrity:
 “ This is really important. You feel 

like Organix could pioneer things in 
the food industry. They feel like an 
idealistic company and as a mum 
and consumer I like that”

 Campaigning and educating: 
 “ Organix has a history of bringing out 

ground breaking reports and moving the 
industry in the right direction. It’s part of 
their original identity and DNA. So there 
are business and social reasons to do it.”

 Organic:
 “ It’s the basis of Organix brand so 

it’s very important. Also, traceability, 
biodiversity…you can put a tick 
next to these things because you 
have organic certification”

 Food waste:
 “ It’s unbelievable to me that we are wasting 

one third of the world’s food production. 
We have to care about food waste 
because otherwise we won’t have a chance 
to feed the world’s growing population.”

Organix material topics are closely aligned with several of the global goals and we are already working to support 
them. We’ll continue to use these as a guide when setting our sustainability ambitions in the future.

We make healthy, nutritious, organic children’s food. All of our foods live up to our 
No Junk Promise, our promise to parents that we are ‘Always Organic’, use ‘Nothing 
Unnecessary’, and are committed to ‘Setting Standards’ for our industry.

We use sustainable and recyclable packaging materials as far as possible. We prevent 
food at our warehouse going to waste, sending minimal amounts nothing to landfill and 
we help parents understand what they can do to reduce and recycle.

We campaign for healthy food for children across the food industry and beyond.  
We help our people develop healthy lifestyles, and we help parents make sense  
of it all with straightforward information on health and nutrition.

We source renewable energy at our head office and we’re working with our distribution 
and supply partners to reduce carbon emissions across our supply chain. We are 100% 
organic, and organic farming and food production has positive benefits for the climate.

We help protect nature and wildlife by sourcing only organic ingredients. We’re part  
of a biodiversity project to protect bees, and we help to take care of the world’s forests 
by sourcing only RSPO-certified palm oil and FSC-approved cardboard packaging.
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Food you 
can trust

Putting 
people first

Making change 
happen

Caring for 
tomorrow

We believe in protecting 
the earth’s resources for 
future generations. 
We are working to make 
our food in the most 
sustainable way possible.

Our commitment to  
good food starts with  
us. We make food you 
can trust and work to 
our No Junk Promise.

We put people first every 
day – it’s about how we 
treat each other and 
those we do business 
with, and how we support 
our local community.

We set high standards for 
our foods and campaign  
for a better food industry. 
We want to make it easier 
for parents to make good 
food choices.

To make it easy for us to share our story and plans, we have grouped the topics we 
report on into four chapters, which together give a holistic view of the actions we’re 
taking to be a sustainable business.

At the end of the report there is a call for collaboration. We ask those we partner 
with to work with us to overcome the challenges we face in making healthy and 
sustainable food available to all.

In each chapter we describe

   
 What we care about What we’re doing now What we plan to do

Our report
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Food you 
can trust

12 13
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When we look around us we see too many children’s foods that contain unnecessary 
additives, chemicals, and cheap ingredients, often hidden behind the marketing 
facade of offering “convenience” and “consumer choice.” Children’s health is suffering 
as a result, with obesity and hyperactivity growing exponentially, which threatens 
the future health of our children.

Over the last 25 years we’ve been pioneers in demonstrating that nutritious, tasty, 
convenient, organic food for children can be made without junk, giving parents better 
food choices. We are living proof that a food business can be profitable without 
compromising on its values. 

Our foods don’t just meet the industry standard, they meet our own much more rigorous 
standards, based on advice that prioritises children’s nutrition and development, 
from what goes into our foods, right down to the portion sizes we recommend.

What we care about 

We believe that:
•  Good nutrition is vital to the healthy 

growth of our children.
•  Giving children healthy food should 

be easy for parents, and enjoyable 
for children.

•  Food companies should only sell foods 
for children that are nutritionally sound, 
and never harmful.
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What we do now

We make tasty, nutritious food for children, toddlers and beyond, using only the 
best organic ingredients. Our Organix range is for babies age 6 months+, our 
Goodies range is for toddlers who are 12 months+, and our Punk’d range of snacks 
is aimed at older kids.

We carefully and thoughtfully develop 
ideas for our foods in-house and we 
work with a small number of trusted 
supply partners to manufacture and 
distribute them.

We are part of the Hero Group, an 
international, family owned food

business based in Switzerland with 15 
companies worldwide, which means we 
have access to a wealth of knowledge 
and expertise. We work in partnership 
on projects to share best practice 
and ensure that as a Group, we are 
delivering the very best food for the 
next generation.

Why we call them foods 

At Organix we always talk about our foods, not our products. Why? 
Because we are a food company and we develop food. It may seem like 
semantics but it’s very important to us and is the reason we talk about 
New Food Development, not New Product Development, as most other 
companies do.

16
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Always organic
Being 100% organic means that we are committed to 
adhering to a strict set of standards governing organic 
food and ingredients. ‘Organic’ is a legally certified 
method of growing and producing food that follows 
specific rules. There are international standards that 
must be followed and certification bodies who check 
that these standards are being met.

Organix foods are certified by the UK’s Soil Association 
(SA), which certifies over 70% of organic food in the 
UK. The SA’s standards are recognised in the organic 
sector as being one of the most stringent.

We view being organic as more than just achieving 
certification. We are strong supporters of the organic 
movement in the UK. We sit on the committee of 
the Organic Trade Board, which promotes organic to 
consumers and works to grow the UK’s organic market. 

Always Organic - We promise to only use organic 
ingredients as only organic food can offer the 
assurance to have the lowest levels possible of 
harmful pesticides. Organic farming also means 
high standards of animal welfare and protects the 
environment too. 

Nothing Unnecessary - We promise to only use 
recognisable ingredients that serve a purpose. 
That means absolutely no unnecessary additives and 
you can check as the labelling on our foods is always 
clear, open and honest. 

Setting Standards - We promise to set the best 
standard in what good food for children should be.

We are members of the SA’s Organic Standards 
Committee, which assesses the core values and 
standards of organic. We are also members of the 
SA’s Processing Technical Group, where like-minded 
food producers meet to ensure organic production 
standards are maintained.

Over the last 25 years, we have shown that creating 
organic children’s food with nutritious ingredients 
and good practice can be profitable. Organix has also 
helped to grow the organic baby and children’s food 
market, and organic brands now represent over 50% 
of the market.

Our business continues to grow, achieving 8% year-on-
year growth in 2016 alone. We are now recognised as 
the UK’s number one baby and toddler snack brand.

Nothing unnecessary
If you open up your cupboard, take out a packet of food 
and look at the list of ingredients, the chances are you’ll 
find a long list. Mass produced, pre-packaged foods 
are typically full of additives, preservatives and artificial 
flavourings. But they don’t need to be. 

Our foods contain absolutely nothing unnecessary, as 
you would expect from our No Junk Promise. This 
includes things like stabilisers, colour preservatives 
and so-called ‘natural’ ingredients that are sometimes 
added to foods when they are not really needed. 
We use on average just six ingredients in our foods, 
a fraction of what conventional food companies use. 
Our Food Policy defines the rigorous process we 
go through when choosing and sourcing ingredients. 
Only ingredients that are really essential make the cut. 
(See more below on our Food Policy). 

Setting standards
Working to our strict standards has its challenges. We 
don’t make things easy for ourselves! But we embrace 
these challenges for good reason - because we believe 
making food in this way is the right thing to do. Not 
only do we set high standards for ourselves, we also 
want to inspire others by showing what’s possible. 

By law, food companies are required to share 
information about what’s in their foods, so that people 
can make an informed choice. We don’t believe that 
in all cases the laws go far enough. We have always 
gone above and beyond what’s required, to share with 
parents all of the information we believe they need to 
make good food choices. Along the way we’re proud to 
have been pioneers and first-movers on many important 
changes that have now become accepted, standard 
practice in our industry. 

Our No Junk Promise is our commitment 
to parents that you’ll find on all our 
foods. It’s a challenging set of rules 
we have created that sits at the heart 
of our mission to make things better 
in food for children.

Our No Junk Promise
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25 years of setting standards 

•  We have always labelled our foods with information on nutrition 
and allergens. This meant that when the Food Information 
Regulations were implemented in 2014, we had little to change 
on our packs. We were already sharing the information that we felt 
was important - information that then became the law for all food. 

•  All our ingredients add up to 100%, with no exceptions. We declare everything, 
including processing aids, such as the raising agents used in our biscuits.

•  We don’t make claims on our packs if we don’t feel they are right. Some of our 
foods could be labelled as ‘one of your child’s 5 a day’ but we don’t feel parents 
should be replacing fruit or veg with our snacks, so we don’t make this claim.

•  We have never advertised direct to children, even though, in some cases, we 
would be allowed to do this. Instead, we let parents make the choice.

•  In 2016 we took the decision to change our on-pack weaning advice from 
‘suitable from 4-6 months’ to ‘suitable from 6 months’, to bring it in line with 
the latest expert thinking.

Making sure our food is safe for children is paramount. We have a wealth of 
understanding and expertise regarding food safety legislation and standards 
and we often go above and beyond what is required.

Our Food Leadership team, made up of 
representatives from different expert teams within 
Organix, directs our work on creating safe, healthy, 
nutritious foods. The team makes sure we are living 
up to our standards and that we are part of the 
debate on important issues like childhood obesity. 
They oversee all R&D and innovation and guide 
our response to new legislation or international 
best practice. 

Our Food Policy ensures that everyone at Organix has a 
clear understanding of how we make decisions about our 
food. It includes the details behind our No Junk Promise 
as well as information on how we meet regulations, how 
we source our ingredients, and how we label our foods. 

We are members of Campden BRI, which provides the 
food and drink industry with scientific and technical 
advice on food safety and quality, assisting with specialist 
research and development.

We have strong in-house expertise on food policy, food safety and nutrition. We 
also consult with expert independent nutritionists and participate in cross-industry 
and multi-stakeholder discussions on a wide range of food industry topics. 

Organix food safety standards are also certified to 
British Retail Consortium (BRC) Global Standards. 
This manufacturing standard covers all aspects 
of making foods, from selecting raw materials to 
transporting goods to supermarkets. It’s globally 
recognised, which gives our retail customers the 
reassurance they need that we’re serious about safety.

Ensuring food safetyFood leadership and policy

20 21
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Managing risk every step of the way
Long before we decide on a new recipe or type of 
food, we are thinking about food safety. Our safety 
and quality team focus on eliminating all safety risks 
at every stage of the process. We identify potential 
risks and put in place measures to prevent them from 
happening. Our risk systems also flag up sustainability 
risks, which we then work to minimise or prevent. 

We have extensive testing processes in place for 
every aspect of our food. We test the raw ingredients, 
the quality, taste and appearance of the food. 
We analyse the final food and all aspects of the 
packaging. We assess levels of pesticides, allergens, 
and environmental contaminants (like heavy metals). 
We also test nutritional values such as energy, fat and 
fibre. From testing the raw ingredients all the way 
through to testing the finished food, we can easily 
carry out up to 400 tests on just one food. 

Once production is underway, our focus shifts to 
continuous improvement. We take into account any 
customer feedback and look to future proof the food 
against any challenges that may come down the track.

Our checks don’t stop once the food is shelf-ready. 
We have extensive quality and safety KPIs we monitor 
and test for. We challenge our systems regularly, 
whether factory auditing, spot traceability testing or 
weekly taste tests. We use a wide range of methods 
and systems to make sure we are doing the very best 
we can and we investigate any concerns thoroughly.

Making food to Organix strict standards, and to 
organic and baby food regulations, demands constant 
vigilance and real expertise from our supply partners. 
We work closely with them to provide regular support, 
training and guidance.

Making food for babies means that 
there are very strict regulations we 
have to comply with. For example, 
ingredients used in baby food 
can’t contain high levels of any 
potentially harmful substances, 
even ones that can occur naturally 
in the soil (like heavy metals, 
nitrates or other contaminants). 
The maximum limits for baby 
food are extremely low compared 
to limits acceptable for adults.

Sourcing the best raw ingredients

1 Source: Roundtable on Sustainable Palm Oil

Organic and responsibly sourced 
Our ingredients are all certified organic, all the way along 
the chain, from farm, to processing plant, to factory. 

In foods where we use palm oil as an ingredient - mainly 
our biscuits - we only use sustainable and segregated 
palm oil that is Roundtable on Sustainable Palm Oil (RSPO) 
certified. Currently only 21% 1 of the world’s palm oil in use 
is certified to RSPO standard. Farmers producing RSPO-
certified palm oil have to follow strict rules on how they 
manage their plantations, lowering their impact on the 
environment. (See more on this in Caring for tomorrow).
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Quality and traceability
Every ingredient we choose is thoroughly scrutinised, 
not only in terms of quality and safety but also to 
check that it meets the values and standards set 
out in our Food Policy. We use approximately 200 
raw ingredients from around the world. We know 
where every single ingredient comes from and can 
trace each one from the supermarket shelf back to 
the field it was grown in within hours. We test this 
traceability regularly and it is also part of our Soil 
Association accreditation requirements.

Many of the ingredients we source are not indigenous 
to the UK, so we source from continental Europe and 
beyond. The crops are processed and then made into 
foods by our trusted supply partners, who are able to 
make the quantities we need, to baby food standards.

Our supply partners are responsible for the day-to-day 
quality control of our raw ingredients, but we also like 
to know our ingredient suppliers. It’s important for us 
to understand their growing and production methods 
and it’s good for them to see how their ingredients are 
transformed into our finished food.

We know the value and importance of a consistent 
supply of high quality, organic ingredients. While it 
may be cheaper on paper to “spot buy” ingredients 
when they are available at a good price, this is not 
something we do. Instead we secure volumes and 
pricing at least a year in advance, giving Organix, 
our supply partners, and the farmers growing our 
crops security and peace of mind.

France

Germany

Austria

Ireland

Switzerland

California

Turkey

England

Belgium

Italy

Our main supply partners:

Raisins California and Turkey

Maize/Corn Germany

Banana Ecuador

Palm Oil Brazil and Columbia

Dates Tunisia

Key raw ingredients:
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Our Food Development Manager Emily on how we develop new foods

“My team and I are responsible for coming up with 
ideas for new foods that little ones will love and 
that will allow busy parents to give healthy snacks 
to their children. That’s always our starting point– 
what do children and parents need, and how can 
we fill that gap?

We like to push boundaries and get creative, 
drawing on global food trends, technology 
trends and of course advice on nutrition and 
child development. As well as the expertise 
we have within our own team, we also work with 
an experienced independent nutritionist. 

Our process for developing a new food is rigorous 
and lengthy. There are critical sign-off points and 
checks and balances every step of the way. We 
start by creating initial concepts for the new food 
and carry out research with parents and children 
to get feedback. If a concept looks promising, we 
work with our supply partner to develop the recipe, 

source the raw ingredients and begin manufacturing 
trials, adjusting and improving things many times 
until we get it just right.

As you’d expect, we carry out extensive testing 
for safety, nutrition and shelf life to ensure our 
foods not only taste great but meet both legal 
and our internal standards. Post-launch we carry 
out reviews to ensure the food is performing as 
well as expected. 

I get a real buzz from seeing a new food, which 
started out as just an idea, sitting on a supermarket 
shelf ready to be devoured by a hungry toddler! 
Knowing that we’re helping children develop a love 
of healthy, real food is what spurs me on to think of 
the next food that will be good for our little ones.”

Emily
Food Development Manager

Getting to know our maize suppliers
Maize is a key ingredient in several of our popular 
finger food snacks and we use over 300 tonnes of 
it annually. We have been working with the same 
corn farmers and maize producer in Germany for 
many years now. 

In 2016, Our Head of Technical, Steve, and our 
Procurement Manager, Helen, visited two of the corn 
farmers, Heinrich and Karlfried, to learn more about 
how they plant, nurture and harvest their crops. 

Steve: “Heinrich and Karlfried’s skill as farmers was 
clear to see. Both of them have a long heritage of 
organic farming and while each uses slightly different 
techniques, the end result is the same - high quality, 
organic, corn that is baby food compliant.

The corn is milled into maize in a nearby mill 
where the owner Patrick understands well the high 
standards that baby food ingredients must comply 
with. This is especially true of cereal ingredients, 
which have many specific requirements. Day in, 

day out, Patrick and his colleague Weibke make 
this a top priority.“

Helen: “For Steve and I the visit was a great way to 
learn more about the story behind our ingredients 
and build relationships. We had good conversations 
with Patrick, Weibke, Heinrich and Karlfried about 
the production challenges they face and how these 
can affect availability. 

We’ve now agreed a three-year contract with 
Patrick’s company directly. This way, we’ll 
continue to have a stable, high quality supply of 
maize for our finger foods, at a fair price for all. 
And Patrick and the farmers will be able to invest 
in future technology and resources to meet our 
rigorous standards.“

Helen, Patrick, Weibke, Steve

27

Security of supply

Ahead of the game on rice regulations 

We use rice in 28 of our foods - around a third  
of our range - so it’s a key ingredient for us. In 2016, 
new EU regulations on rice used in baby foods came 
into force, to address concerns over (mainly naturally 
occurring) arsenic in rice. Long before the regulations 
changed, Organix met with the Professor leading 
the scientific research on the issue, to understand 
his concerns. We were completely supportive of his 
proposals and put plans in place to switch to alternative 
rice suppliers, change our recipes, and improve 
processes in our rice supply chain. 

This means understanding and responding to 
challenges around the security of food supply chains, 
whether these are due to climate change (e.g. crops 
being affected by drought) or some other change 
or failure in the supply chain. We spend a lot of time 
talking to growers and processors, and as you would 
expect from a wholly organic business, we have an 
extensive worldwide network of organic ingredient 

suppliers. For every ingredient we use, we have a 
tried and tested back-up supply in place - not only 
a second option but often a third and a fourth, all 
meeting the standards and variety we require. Having 
this contingency in place is critical to our long-term 
sustainability as a business, as a recent example with 
our rice supply chain showed.

It’s vital that we maintain a secure supply of raw ingredients, so that we can continue 
to supply our foods to our customers. 
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Partnering through good times and bad

We know that long-term relationships require 
commitment, trust and reassurance. In 2012, our 
German biscuit supply partner was facing financial 
uncertainty. We had been working with them for 
over 15 years and believed in the quality of their 
food, their heritage and their team. 

Two days after they went into official receivership, 
we were sat round the table with them in Germany 
creating a plan. We made upfront payments 
that enabled them to produce our next orders 
and allowed them to make the investments they 
needed to keep manufacturing our biscuits. 

Today, our partner is financially stable and we are 
their largest customer. They are a ’preferred supplier’ to 
the Hero Group, producing foods for some of our sister 
companies too. With this uplift in business, they have 
been able to increase their turnover by some 10%. The 
biscuits they make for us are a hit with parents and we’re 
now extending the range of foods we make together.

We work with a small number of supply partners to manufacture our foods. We 
see them as trusted business partners with specialist expertise who join us on our 
journey to develop and create high quality foods. This is why we call them ‘supply 
partners’ and not just ’suppliers.’ We see them as an extension of Organix and rely 
on each other for future business growth.

The majority of our supply partners are based in Europe. 
We’ve worked with most of them for between ten and 
fifteen years and have seen a lot of change together. Thanks 
to our long-term relationships, we can have honest, open 
discussions about anything – from developing new foods 
to future security of supply and sustainability challenges. 
We develop a joint business plan and discuss business 
risks and opportunities together. The security and stability 
of our long-term commitment is good for both of us. 

Maintaining high standards in our supply chain
When it comes to approving new supply partners and 
assessing existing ones, we follow our own rigorous 
standards, industry best practice, and British Retail 
Consortium (BRC) guidelines. Every supply partner must:

Respecting human rights 
We are committed to ensuring that people across 
our supply chain are treated fairly and have decent 
working conditions. In line with the UK’s Modern 
Slavery Act, we have created a statement on how we 
prevent modern slavery in our supply chain, which is 
available on our website.

Modern slavery is when people are forced to do 
things against their will. It could mean withholding 
workers’ passports, fining workers for quality 
issues or enforcing compulsory overtime. We are 
not aware of any such issues in our supply chain. 
However, we take this issue very seriously, and 
will continue to review our supply partners’ ethical 
practices, and provide training to our teams on how 
to prevent modern slavery.

•  Support and work to the Organix Technical Handbook 
- our in-depth 20-page guide for suppliers on the 
food safety and organic standards we require.

•  Become a member of the Supplier Ethical Data 
Exchange, known as Sedex - a not-for-profit 
organisation that allows suppliers to record 
information on their ethical and environmental 
practices in an online database via a detailed 
questionnaire with over 200 questions.

•  Agree to a detailed contract, as well as the Hero 
Code of Conduct - our parent company’s code of 
conduct for all suppliers, setting out the ethical and 
environmental standards they’re required to meet.

We monitor performance continuously throughout 

Our biscuit supply partner team

Working with our supply partners 
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the year, measuring things from on-time delivery, 
to food safety, to consumer complaints. We track 
qualitative and quantitative Key Performance 
Indicators (KPIs) to drive continuous improvement 
and share solutions. From formal auditing to informal 
sharing of best practice we are constantly working 
together to innovate and improve. This is not an 
‘us and them’ scenario – Organix and our supply 
partners have a shared desire to be the best and 
we drive each other forward.

Through Sedex we can also quickly gain an insight 
into our supply partners’ labour standards, health 
and safety practices, environmental policies and 
business ethics.

Increasingly we will use Sedex data to work together 
with our partners to improve sustainability in our 
supply chain. (See more in Caring for tomorrow). 
We are also committed to expanding our use of 
Sedex in the future by asking our raw materials 
suppliers, hauliers and packaging suppliers to sign 
up and provide the required information.

“ Organix is the first company I’ve worked for 
where building partnerships with suppliers is 
about more than simply placing orders.”

 Helen Barry, Head of Supply Chain, Organix.

" We are proud and grateful that we have 
been able to work with Organix for so 
many years. With your support and loyalty 
we have managed to expand our business 
relationship and create a strong partnership 
based on mutual respect and trust. 
We look forward to our continued success 
together in the future.”

  Melanie, Sebastian and Peter, biscuit supply 
partner team
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What we plan to do

 Goal 1:

Inspire a lifelong love of food
We’ll be working to create even more foods with nutritional benefits, 
meeting children’s needs as they develop and grow. We want to 
encourage a lifelong love of good food that goes beyond just healthy 
snacks and finger foods.

Together with the Hero Group we are developing a set of challenging 
targets that will drive improvements across children’s food – snack foods in 
particular - to improve the choices on offer to parents.

We can’t give away too many of our future plans 
for our new foods (they’re top secret!) but we will 
continue to improve what we do that sets standards 
for others to follow. 

 Goal 2:

Enhance our data management
We’ll be installing a new bespoke specification and technical data system 
to further streamline our technical, food development and quality 
processes. This will make our extensive safety and quality data easier to 
share, risk assess and compare. 

Working with a global data system provider this initiative is utilising our 
group and industry best practices whilst ensuring our supply partners and 
ingredient suppliers continue to work on a personal level with Organix but 
also benefit from any new tools.

 Goal 3:

Strengthen children’s food regulations
We will make the case to Government and the food industry to strengthen 
existing children’s food regulations. The existing regulations have not 
kept up with today’s eating habits. They are open to misinterpretation 
and must be made clearer, more rigorous and more comprehensive. We’ll 
provide data and analysis to policy makers, sharing the bad practices and 
inconsistencies we see across the industry.

Ethical marketing 
We don’t market to children, even when it’s technically 
allowed. We’re honest about the nutritional value of 
our food, and respect Ofcom’s (the UK’s advertising 
standards agency) rules about not advertising foods 
that contain higher levels of fat, salt or sugar. We know 
that parents appreciate our responsible approach, as 
our market research tells us that we’re a trusted brand. 

Handling complaints 
We invite people to voice any concerns, ask questions 
and share feedback freely. On the back of every pack, 
we include a free phone number for our consumer 
care line and a free postal address. Customers can 
get in touch if they have a complaint, if they wish 
to return food, or if they have a question about our 
food or about feeding children. 

Our customer care team deals with every enquiry we 
receive. If a parent has a complaint, we follow a clear 
process to investigate the problem. This is likely to 
involve collaboration with our supply partner so that 
we can provide a detailed response in a timely way. 

We use what we’ve learned to help us reduce complaint 
levels and enable ongoing improvements to food 
quality. We closely monitor and assess the number 
and type of complaints we receive and share this 
information with the whole company so that we can 
discuss what to do to make things better.

Responsible labelling
To help parents make good food choices we put 
clear, honest labels on our foods. The labels show the 
exact percentages of each ingredient. We also share 
important information about health, food safety and 
nutrition, including any allergens. In fact, we often 
go beyond what’s required. For example, we show 
the nutritional value per portion, as well as per 100g 
(which is what’s legally required).

Organix wants a world where
healthy nutritious food is
a real choice for everyone.
We're committed to setting 

standards in our food and 
never adding anything unnecessary. It's our
No Junk Promise. We campaign for better food
choices because we want the best for you
and your family every step of the way.

BEST BEFORE:

6
PACK

For busy little

explorers… our tangy

raspberry & apple bars

are packed full of
 juicy

raisins and whole
grain oats.

organic apple
& raspberry

soft oaty bars
containing a blend of
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CARTON – RECYCLED CARD widely recycled

SAFETY ADVICE: Not suitable for children under 12 months. When feeding a child,
please ensure that they are sitting down and are supervised to reduce the risk of choking.
IMPORTANT INFORMATION: Suitable for vegetarians.

Wholegrain oats  48%
%33 snisiaR

Sunflower oil  12%
Apple juice concentrate  4%
Raspberry juice concentrate 3%
Total  100%

Our organic ingredients

ALLERGY ADVICE: For allergens, 
including cereals containing gluten, 
see ingredients highlighted in bold.
May contain traces of nuts, soya and 
dairy as this food is produced in a
factory that handles nuts, soya and dairy.

/organixfood

Do you have a 
question for us?
Join us online for 
tips, recipes and to 
share your stories.
You’ll find us at:

and at www.organix.com
or you can call us on
0800 39 35 ll (UK) or
l 800 40 92 78 (ROI)

@organixbrands

Always organic
Nothing unnecessary

Setting standards

Colourful facts…
Did you know that 
raspberries aren't
always pinky red?  
They can be purple,

golden or
black!

Dillan

“If you're a 
little explorer 

like me who loves 
adventures, why 

not go on a 
treasure hunt in 
the garden or the 
park and collect 

something in 
every colour of 
the rainbow?”

Nutritional information

Contains naturally occurring sugars.

Energy
Fat
of which saturates
Carbohydrate
of which sugars
Fibre
Protein
Sodium
Salt

507kJ/121kcal
4.5g
0.5g

17.0g
7.8g
1.7g
2.3g
trace
0.01g

1690kJ/403kcal
14.9g
1.8g

56.6g
25.9g

5.7g
7.8g

0.01g
0.03g

Typical value per
30g bar provides:

Typical value per
100g provides:

CH-BIO-004
EU/non EU agriculture
Produced under organic standards in 
Switzerland exclusively for Organix Brands Ltd., 

Dorset, BH2 5LT. ORGANIX, GOODIES & NO JUNK PROMISE are
Registered Trade Marks of Organix Brands Ltd. FREEPOST ORGANIX.
Freephone UK 0800 39 35 11, ROI 1 800 40 92 78.
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We stay true to our  
values by being honest 
and acting with integrity. 
This applies to how we 
label and market our 
food and how we deal 
with any questions or 
concerns from parents.

Staying true to our values 
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Making change 
happen

32 33
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It is well known that there is a direct link between child health and food quality. 
The World Health Organization (WHO) sees childhood obesity as one of the 21st 
century’s most serious health challenges. It’s not just the quality of food that’s the 
problem. We see companies making claims about their food being ‘natural’ and 
‘real’ when the truth is far from that. Parents are being misled and children’s ability 
to recognise and enjoy genuine real foods is being distorted.

We want to make it easier for parents to make good food choices for their families. 
We empower parents, children and the food industry with information about the 
role and impact of food on children’s health. We challenge Government and our 
industry to make high quality, nutritious food more widely available, especially for 
children. We champion the positive impact of organic food and farming.

What we care about 

We believe that business can, and should, 
change society for the better.

35
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What we do now

When we see an issue in children’s food that needs fixing we try to make change 
happen. We commission research, write reports, lobby government and industry. 
We partner with organisations like the Soil Association and independent food 
charities to raise awareness of issues around the quality and availability of healthy 
children’s food.

We also empower parents by giving 
them simple, accurate information about 
a range of food issues. We help them 
navigate their children’s food journey, 
from bump, to baby, to toddler  
and beyond.

Making change happen
We launched our first major report, 
’Carrots or Chemistry?’, on the state 
of the food industry in 2002. It was the 
UK’s first in-depth review of children’s 
food, and the results were shocking. It 
revealed that the majority of children’s 

food sold in shops and restaurants was 
over-processed, over-coloured, over-
flavoured, and high in sugar, fat and 
salt. Parents were left with little or no 
nutritious choices.

Since then we have campaigned to 
raise the quality of children’s food, 
restrict harmful additives and improve 
the nutritional value of meals served 
in nurseries, schools and restaurants. 
Our campaigning timeline shows the 
highlights of our work and the impact 
it has had.

36
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Carrots or Chemistry?
An in-depth look into the state 
of children’s food.

(2002) Organix calls on the UK 
government to create a 
strict code of practice for 
manufacturing young children’s 
foods. We recommend excluding 
certain dyes and colourings, 
and introducing restrictions on 
flavourings and preservatives, 
and clearer food labelling.

2002 20062003 2007 2008

Food for Life
Campaigning for a healthier food culture in schools.

(2003) The Food for Life report reveals how some catering companies are 
spending as little as 31p per child per day on food. Organix and the Soil 
Association call for change and approach up and coming chef, Jamie Oliver, 
to get involved.

(2005) Jamie’s School Dinners airs on national TV. Prime Minister Tony Blair 
promises to take steps to improve school dinners across the country.

(2006) The Soil Association secures a £16.9 million grant from the Big 
Lottery Fund to raise awareness of the importance of healthy, nutritious 
food in local schools and communities. They create the Food for Life 
partnership, which now works with over 8,000 schools and communities 
across England. Pupils in Food for Life schools are twice as likely to be 
getting their ‘five a day’. 

(2006) The UK government forms educational food charity, The Children’s 
Food Trust, and introduces new nutrition standards for school meals. 

From Food for Life in Schools, the Food for Life Catering Mark is created. 
It now serves more than 1.7million meals every day to it standards.

healthy, local, organic 
Food for Life 

school meals 

published by the 

Soil Association 

in partnership with 

Supported by 

Action on Additives
Demanding change in the use of  
additives in children’s food.

(2006) Liverpool University PhD funded 
by Organix uncovers disruptive effect of 
additives on childrens health.

(2007) The Food Standards Agency’s 
(FSA) ‘Southampton Study’ confirms that 
a cocktail of six artificial colours and one 
preservative – found in things like fizzy 
drinks - increases levels of hyperactivity in 
young children.   

(2007) Organix, along with the Food 
Commission, launches the Action on 
Additives campaign, revealing the Dirty 
Dozen ingredients to avoid and calling for 
a ban on the use of six colourings in food 
aimed at children. 

(2010) The European Parliament 
implements a voluntary ban on the six 
colourings highlighted in the FSA’s study. 
If the colourings continue to be used, 
foods have to be labelled to warn shoppers 
about their effects on children’s attention 
and behaviour. Food companies, including 
giants like Nestle, Coca-Cola and Cadburys, 
change their recipes as a result.

Not what the  
Doctor Ordered
Calling for healthier food 
options in hospitals and  
leisure centres.

(2007) Organix recommends 
the development of clear 
national guidelines for healthy 
eating policies in hospitals and 
leisure centres. We call on 
the Department of Health to 
require NHS trusts and local 
authorities to make healthier 
food choices available.

Georgie, Porgie,
Pudding and Pie
Highlighting the poor quality 
and lack of regulation around 
nursery food.

(2008) Organix calls on the UK 
government to create a set of 
nutrient-based standards for 
nursery food. We encourage 
parents to meet with their 
nursery manager and request 
better food for their children.

Our campaigns and outcomes
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Food Issues Census
A review of all of the charities and 
non-profit organisations working on 
food or farming in the UK.

Out to Lunch
Calling on popular high street eateries to raise their standards.

(2013) Organix partners with the Soil Association to research the UK’s 
most popular high street restaurants and pubs. The resulting league 
table highlights the shockingly poor quality of children’s menus, with 38% 
offering no vegetables or salad with their main meals.

(2015) The Soil Association publishes an updated league table showing 
significant improvements:

•  Four more chains serving a portion of vegetables or salad with  
every meal  

•  Four more chains including information on where ingredients 
come from on the menu 

•  More than 5.5 million meals served to children had healthier 
options included

(2016) The Soil Association publishes a new league table, focusing on food 
served in visitor attractions.

Engineering Taste
Shining a light on the murky world of 
food engineering and championing 
the taste of real food.

(2016) Organix reveals how 
convenience foods – with artificial 
flavourings and colourings and 
engineered textures - are distorting 
children’s ability to recognise and 
enjoy the taste of ‘real’ foods. 
We show how food companies are 
making misleading claims about 
‘natural’ or ‘real’ ingredients, leaving 
parents totally confused.

Healthy Sustainable Diets in 
the Early Years
Defining a healthy diet for children 
in developed countries.

A Question of Taste
An analysis of the use of artificial 
flavourings in UK food and drink. 

CHEW Resources
A practical guide for parents to 
help their child eat well in the first 
year of life.

Engineering
 Taste 

Greg Tucker, Taste Psychologist &
Professor Andy Taylor, Nottingham University

Is this the future of 
our children’s food?

A summary of findings

2009 20132010 2011 2016

(2009 – 2011) The Organix Foundation funds research into important food issues and releases reports that raise 
awareness among the food industry, health professionals, educators and parents.

Our campaigns and outcomes
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What we plan to do

 Goal 1:

Stand up for the ‘real’ taste of food
We’ll be identifying the biggest issues in food quality, use of ingredients, 
labelling and claims, some of which have been revealed in our Engineering 
Taste report, and analysing how the food industry impacts on our little 
ones’ health and wellbeing. We’ll make change on behalf of parents - with 
retailers, brands and the Government. Our aim is to give children more 
chances to enjoy the taste and texture of real food and give parents the 
chance to make good food choices.

We will continue to campaign for better children’s 
food, calling on the government, the food industry, 
retailers and consumers to join with us to make 
change happen.

 Goal 2:

Create change in baby food
We understand the influence that marketing communications have on 
behaviour. All UK Health Departments and the World Health Organisation 
recommend babies are exclusively breastfed for the first 6 months of life. 
At around 6 months most babies are ready and will show signs they’re 
ready for solid food. We have changed our messaging on pack and to 
parents to reflect this and will encourage others to do the same.

 Goal 3:

Fly the flag for organic
We are supporting the UK industry funded EU Generic Organic Marketing 
Campaign for the next three years to encourage the growth in organic 
food in the UK. We believe it gives the organic industry in this country its 
best opportunity to continue to grow at pace. In the last 25 years baby 
food has grown from zero to 50% organic and we’ll be continuing to 
promote organic food as the best choice for little ones. 

We know it can be difficult for parents to make good food choices and avoid the 
junk, especially when information can be confusing.

So we try to help parents make sense of it all with simple and clear information 
to enable them to make the best choices for their family. We offer recipes and 
tips about what’s good to cook and eat, as well as practical advice on things like 
checking food labels. 

Providing recipes and tips 
about what’s good to 

cook and eat

Offering simple, clear advice 
about nutrition, weaning, 

food labels and more

Spreading the word 
via our No Junk 
Mum bloggers

Sharing our 
experiences on 

social media

...squash & squeeze!

My Little Book of 
Weaning

... lick...

Let’s mash...

and share!

Little Book of

enjoy

Let’s explore

Toddlers & Families

Ranked as Google’s

 destination for organic 
weaning advice

We reached

people via Facebook as part of 
our No Junk Journey

30,000
parents are signed up 
to receive our regular 
information and tips

Our No Junk Mum 
bloggers help us reach

people

#1

2.6m

Raising awareness of 
the importance of 

healthy eating

Our social media fan base grew 
by almost

in 2016
50% 

5.6m

Making sense of it all
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Putting  
people first

44 45



46 47

We read this quote every day on the wall of our office. We believe it is our 
mission, our values, and, ultimately, our people, that deliver change.

Everyone at Organix is committed to delivering our mission. It’s the reason 
people join us, and it’s what motivates us to come to work each day and 
give our best.

What we care about 

The way we work
•  We are honest and always act with integrity.
•  We are pioneering and take pleasure in what we do. 
•  We will not compromise on any of our values.

47

“ Never doubt that a small group of thoughtful, committed citizens can change 
the world; indeed, it’s the only thing that ever has.” 

 Margaret Mead, anthropologist 
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What we do now

Life at Organix is fun and fast-paced. We’re a small, tight-knit team of around 50 
people. We all care passionately about what we do and we work hard and push 
ourselves to always do our best. We encourage healthy debates to work out 
effective solutions to challenges.

As a small company we’re fortunate to 
be able choose the way we work and 
not be overly restricted by policies and 
procedures. That said, there are certain 
things we have firm positions on and 
clear processes that we follow.

There’s a friendly atmosphere here and 
everyone supports each other. We’re 
good at recognising when someone has 
done something well. We use a set of 
‘spirit cards’ to celebrate when one of us 
has really lived our values.

Our Quality Manager Rebecca talks about her ten years at Organix.

“2017 is my 10th anniversary of working at 
Organix. I initially joined as Quality Manager 
and I now manage our team of three food 
technologists and our consumer care advisor. 
I was keen to work for a food brand where 
I’d learn about food safety and quality across 
lots of different production processes, and 
visit multiple factories.

As Organix has grown, I’ve brought on five new 
supply partners and helped our existing partners 
to develop. I’ve been involved in the launch 
of 50 new foods, making sure each one met 
our high standards. I’ve introduced new, more 
innovative ways of working and I also helped 
lead our first BRC accreditation, which was a 
major undertaking.

I get a lot of satisfaction from seeing a new 
Organix food in the shops and hearing positive 
feedback from parents. But most of all, the 
reason I’ve stayed with Organix is because of the 
people. I work with a fantastic team who are all 

enthusiastic and highly motivated. The spirit 
and philosophy here are inspiring, and I feel I’m 
contributing to something important. 

Recently, I’ve been able to work more closely 
with the Hero Group to share best practice and 
help other businesses in the Group learn from 
our work on food safety. I now have a wide 
support network across Europe and I’m looking 
forward to working more closely with them in the 
years ahead.”

Rebecca Burton Quality Manager

48
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Part time 
14

Full time 
35

We recruit, develop and promote people based on their own 
merit, regardless of their age, gender, race, religious beliefs or 
social background, guided by our Equal Opportunities policy.

Diversity and inclusion
Our company is 80% women and 20% men, with many women in senior 
leadership positions. This included, until very recently, Anna Rosier who was our 
Managing Director from January 2007 until April 2017 and took Organix from a 
£10m business to a £40m one.

Full time versus part time employees

Age: All employees

Age: Senior Management Team

 1 2 3 4 5 6 7 8 

 10 20 30 40 50

<30

30-50

50+

<30

30-50

50+

Supportive and flexible working
We support our people’s personal as well as professional lives. When women 
return from maternity leave, we offer catch-ups for the first six weeks to help them 
reacclimatise to work, giving them a chance to say what’s on their minds. It’s about 
being supportive and encouraging people back into work in a sensitive way. 

We also have a flexible working policy, which sets out when it makes sense for our 
people to change their hours or work from home. Many of our people, particularly 
those who are parents, work part time.

Supporting our  
people at Organix Female 

38
Female 

5
Male 

11
Male 

3

Total 
49

Total 
8

Gender:  
All employees

Gender: Senior  
Management Team

 
3
 
41

 
5

 
7

 
1
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Professional development
We encourage our people to grow and learn, and be 
the best they can be. There is no ‘one size fits all’ 
approach to development – we use a mix of formal and 
informal training and fund professional qualifications, 
where relevant. 

We have a strong ethos around coaching and we 
expanded our coaching programme in 2016. Now 
everyone gets the chance to take part in one-to-one 
coaching sessions. We work with an independent coach 
who supports all our managers, and we have several 
in-house qualified coaches among our managers and 
our HR team. 

We encourage people to value each other’s qualities. 
Over the last couple of year’s we’ve used ‘Insights 
Discovery’ training to help everyone understand each 
other’s ‘work personalities’. It’s given us good insights 
about ourselves, and each other, and helped teams 
across Organix work better together.

Settling in at Organix
We have a three-month probationary period for all new 
team members, and review everyone’s performance 
twice a year. This includes how people are living up 
to our spirit and our values. We use a ‘360-degree 
feedback’ approach so people get really good insights 
into how their colleagues experience working with 
them. We like to promote from within, so we let 
everyone know when a new job comes up. Although 
we have quite a small team and flat structure, we do 
everything we can to help people grow the depth and 
breadth of their roles.

Giving people a voice
We’re always ready to listen if someone has a problem. 
We encourage people to speak confidentially with 
their manager or our HR team. They can also raise issues 
openly through our employee forum, which meets every 
two months. Forum members represent their teams’ views 
and agree solutions collaboratively. 

We regularly ask our people how they feel about 
their work and the company, through our Employee 
Satisfaction Survey, and we respond proactively to 
feedback. Should someone want to raise a formal 
grievance, we have a set procedure we would follow. 
In the same way, if they thought they’d seen unethical 
behaviour in the company, they could follow our whistle 
blowing policy to bring it to the appropriate people’s 
attention. 

Fair pay & benefits 
We pay our people fairly, based on their skills, 
experience and knowledge. We provide lots of 
additional benefits designed to promote wellbeing. 
(See Wake up to Wellbeing below). We also provide 
benefits that give financial security and reassurance 
and that help people plan for their future. These 
include income protection and medical insurance, 
and a matched pension contribution. We offer yearly 
benefits information sessions where people can speak 
to an advisor about their pension or finances and get 
help with managing them effectively.

In 2016, 96% of our people benefited from the matched 
pension contribution scheme, 80% took an online health 
check with our insurance provider and 77% took up the 
option of private medical insurance.

Keeping people safe
We make sure our office is a healthy, safe environment, 
in line with our Health and Safety policy. We have a 
quarterly health and safety meeting to assess any issues 
and make changes where they are needed.
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The programme has four broad areas, which evolved 
in 2016 to meet the needs of our people and our 
business. These are: Understanding our Health and 
Getting Active, Nutrition & Diet, Making Healthy 
Choices, and Emotional Wellbeing. It’s set up in such 
a way that people can engage in it as they need, 
rather than being forced to take part. If someone has 
a bright idea, we can build this into the programme. 
Our sunset paddle boarding was a great example 
of this last year, where the request was for a more 
physical and outdoor experience. 

The impact of the programme in 2016 exceeded 
all our expectations – from people exercising more 
and eating more ‘superfoods’, to lower sickness 
levels. Nearly 60% of our team said they felt 
healthier than they did in 2015, and 73% made at 
least one lifestyle change.

We achieved national recognition from the UK’s 
Chartered Institute of Personnel and Development 
(CIPD), who shortlisted us as a finalist for their 2016 
‘Best health and wellbeing initiative’ award.

“ I’m more conscious of what I eat 
and looking after myself”

 “ I’ve run more this year 
through encouragement 
at work”

“ I lost ½ a stone due to 
healthier eating and a 
more active lifestyle”

“ I bought my first home 
thanks to the financial 
advice provided”

“ I have much more awareness of 
being able to take control and 
act to solve issues in all areas 
of my life”

  Online ‘health check’ with our 
insurance provider, Vitality

  Talk from a Vitality representative 
to better explain the benefits 
of our private medical insurance

  Assessment and advice from 
a qualified chiropractor

  Organix running and 
walking clubs

  Talk from a nutritionist from 
Neal’s Yard on foods that 
boost immunity and vitality

  Organic healthy breakfasts and 
fruit available in the staff kitchen

  Healthy recipe demonstrations 
and talks by our independent 
nutritionist, including on 
portion size

Nutrition and diet

Emotional wellbeing

Understanding our health 
and getting active

Making healthy choices

   Mini-gym in the office

  Lunchtime fitness classes, 
including body balance 
and yoga

  Self-defence sessions

  Organix ‘Summer Olympics’ 

  Stand-up desks trial

  Monthly massages to help 
with relaxation

  Personal finance and pension 
surgeries to help people 
get the most from their money

  Book sale for charity

  Volunteering for local 
beach cleans

Health and wellbeing

“ Good physical and mental approach for a 
holistic programme – much achieved on a very 
small budget. Great buy-in from employees and 
evidence of behaviour change; a real buzz and 
cultural shift in attitudes to wellbeing. Great role 
modelling at a leadership level.” 
CIPD judges.

Wake up to Wellbeing is our employee wellbeing programme, which began in 
2015. It’s all about making things better for our people: balancing work and play, 
and encouraging a healthy lifestyle. By eating well and exercising body and mind, 
we know people are better able to cope with stress, less likely to get ill, and can 
give of their best at work. 
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Since Organix Learning began in 2009, on average nine 
people each year have taken part, including eight in 
2016. That’s 40% of our people who have picked up a 
new skill or hobby!

In 2016 our Office Manager, Helen Cookson, fulfilled a 
life long ambition by learning about keeping bees and 

making honey. Organix Learning provided half the cost 
of her bee-keeping course in the New Forest, where 
she got to learn all about cultivating healthy bee hives. 
Helen is now using her skills to support our biodiversity 
initiative, Bee Careful (see Caring for tomorrow).

Our Office Manager Helen on becoming a bee-keeper!

I’ve been fascinated with bees ever since we had an 
Organix Learning Lunch with a local beekeeper a 
few years ago. The more I read, the more I realised 
how important bees are to our environment, and 
what amazing creatures they are.

I was really keen to keep my own bees but had no 
idea where to start. When the opportunity with 
Organix Learning came along, I was able to register 
with the New Forest Beekeeping Association on their 
beginner’s beekeeping course. It ran for 12 evenings 
throughout the winter months and was filled with 
practical information and interesting facts and figures 
about bees and how they live and work. Once the 
weather warmed up and the bees started flying, we 
were able to visit the hives and see them in action.

Since I finished the course, Organix has launched 
a three-year project in the UK on bee research and 
education, called Bee Careful. We will have our very 
own monitored hive of bees, which will provide 
important research data for schools and universities, 
and for us too. Given my interest in bees and my role 
as part of our Plan O sustainability team I’ve been 
involved in setting up the hive and coordinating with 
our local beekeepers. I now have responsibility for 
day-to-day liaison with them to make sure the hive 
and the bees are well looked after.

I feel incredibly lucky to have 
explored my interest in bees 
through Organix, turning it 
first into a hobby and now 
into part of my job!

Supporting our local community
Putting people first isn’t just about how we treat 
our own people; it’s also about how we take our 
values out into the community. We’re proud to be 
part of several business and sustainability networks 
in Bournemouth, including Sustainable Food Cities, 
a UK-wide initiative where local organisations work 
together to make healthy and sustainable food a 
defining characteristic of where they live. In 2016 we 
contributed to discussions about Bournemouth’s food 
future and held a talk at our office where our people 
learned how they could buy food from local producers 
through Sustainable Food Cities’ Food Assembly.

Our team volunteered their 
time for lots of good causes 
during the year, focused around 
the issues Organix is passionate about - children, 
food, and the environment. We took part in several 
local beach cleans, organised by Litter Free Coast 
and Sea. At Christmas time, each person at Organix 
bought essential groceries worth £5 (which we 
reimbursed) and donated them to Hope for Food, 
a local charity that delivers food parcels to those in 
need. We also helped out at Hope for Food’s soup 
kitchens, making sandwiches and hot meals.

Learning new things

Through Organix Learning we give people the chance to learn something new 
and interesting outside of work. It can be anything that takes their fancy, like 
show-jumping, learning to play the piano, or taking up archery.

What we plan to do

 Goal 1:
Developing our people’s resilience
We’ll be assessing our team’s current approach to coping under pressure, 
then providing training to help them develop new approaches. We’ll be 
training our managers further in effective coaching, so they can support 
people one-to-one to help them manage pressure and maintain a 
balanced lifestyle.

We want to keep developing how we support our 
people and our community so they can continue to 
thrive and have rewarding lives.

 Goal 2:
Increasing our volunteering 
We’ll be increasing our commitment to employee volunteering in 2017. 
Everyone will have a day to volunteer for a cause they care about from 
a range of great initiatives and organisations. These are based around 
the four pillars of education, environment, nutrition, and community.

 Goal 3:
Minding the gender pay gap 
New gender pay gap reporting legislation comes into force in 2017. 
The legislation applies to companies with more than 250 employees, 
so Organix is exempt. But as advocates of equal pay we’ll be playing 
our part in bringing about greater transparency and change by gathering 
our data, ensuring we’re open and fair to help inspire other companies to 
do the same.

Helen 
Office Manager
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Caring for 
 tomorrow
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We care about protecting the earth and its resources for future generations. By 2050 
there will be another two billion people in the world relying on those resources. It’s 
up to all of us to find ways to use them more efficiently. We also need to find 
smarter ways to reduce and recycle waste.

The United Nation’s Sustainable 
Development Goals give governments, 
businesses and communities a clear 
roadmap to a sustainable future.  
Organix believes that the food industry 
has an important role to play and 
we intend to lead by example.

We’re already doing a lot to be 
sustainable, not least by being organic. 
But we want to take it much further. 
Just as we have shown that it’s possible 
to create food that is healthy, nutritious, 
tasty and convenient, we want to show 
that it’s possible to do this in a way that 
is kind to the environment too.

What we care about 

Sometimes we may feel that we are just 
dealing with details. That change is too 
big a challenge. That we are too small to 
make a difference. But this is not the case. 

6161
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What we do now

We are a multi-million pound business, 
making quality, pre-packaged food,  
on a large scale. 

We use over 200 raw ingredients 
to make around 80 different foods, 
which are manufactured on our 
behalf by supply partners around the 
world. Those foods need to be safely 
packaged and transported from 
factory, to warehouse, to retail store, 
and on to people’s homes.

Making all of this more sustainable 
is not a simple task. There’s no 
avoiding the fact that we are going 
to have environmental impacts.

The question is: how can we reduce 
them as much as is humanly and 
technically possible, while still 
operating successfully? 
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100% organic - better for 
nature and the environment

100% RSPO-certified 
and segregated palm oil

100% recyclable, FSC-
certified carton board 

Low carbon 
warehousing with solar 
panels and LED lighting

Minimal food waste 
to land-fill

Office lighting emissions 
reduced by 63% thanks to 
LED lighting

84% of all packaging, 
by weight, is recyclable

Zero air freight – we only 
transport by road and sea

Efficient dual-fuel fleet transporting 
our food from warehouse to stores

100% renewable energy 
used to power our office

Our sustainability top 10
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Sustainability has always been 
something Organix has cared deeply 
about. Being always organic means it 
is naturally at the heart of what we do. 
Organic farming and food production 
is much kinder to the environment 
than conventional methods. 

Forest-friendly palm oil
Cutting down tropical forests to produce palm oil 
damages the environment, contributes to climate 
change and puts animal and plant life at risk. That’s why 
we have always sourced Roundtable for Sustainable 
Palm Oil (RSPO)-certified and fully segregated palm oil 
for our biscuits. 

Farmers making RSPO-certified palm oil have to follow 
strict rules on how they manage their plantations, 
lowering their impact on the environment and avoiding 
impacts on wildlife. We already list palm oil as an 
ingredient on our biscuit packs, but from 2017 you’ll 
also see the RSPO logo and you can find our RSPO 
membership details online. 
(www.rspo.org/members/5441/Organix-Brands-Limited).

Sustainable packaging
Our packaging keeps our foods fresh and prevents any 
contamination. All of our packs carry the UK recycling 
logo and give consumers information about recycling. 

We’re constantly on the lookout for ways to use less 
packaging overall, and use more recycled, sustainable or 
recyclable materials. In general, 84% of our packaging 
(by weight) is recyclable. We know what’s required to 
get to 100% and we’re working hard to make it happen.

Our biggest challenge is finding a sustainable 
alternative to plastic film and pots. Right now, there 
is no equivalent film that meets our food safety and 
freshness standards, or pots that can withstand the 
heating temperatures we use or even meet what we 
class as recyclable. We’re currently working with our 
supply partners and packaging experts, carrying out 
trials to test alternative materials and we’ll continue to 
do everything we can to find a fully sustainable option 
as soon as possible.

We have always sourced recycled or recyclable 
carton board. From 2017, we’re taking this further 
by committing to sourcing 100% Forest Stewardship 
Council (FSC) certified board. This means our packaging 
suppliers can trace the tree pulp in their packaging all 
the way back to sustainably managed forests. 

Switching to FSC-certified board is a big undertaking. 
It involves certifying our whole supply chain - all of our 
supply partners and their packaging suppliers every 
step of the way. The changeover has already started 
and by 2018 everything will be FSC-certified.

The FSC stamp of approval comes at a higher price. 
We believe it is worth the investment, because it’s 
the right thing to do. 

Our packaging materials
Our packaging materials

 
 

Plastics: free from nasty toxins like chlorine 
and BPAs, and no unhealthy plastics such as 
PVC or PLA. 

Carton board: recycled, recyclable and 100% 
FSC-certified.

Plan O: The journey so far

We have also always been conscious of the need to 
reduce our environmental impacts and minimise waste, 
and have taken significant steps to do this. 

In 2012, we formalised our approach and created Plan 
O - our sustainability action plan. It was prompted 
by a desire to bring together all of the ethical and 
environmental actions we were taking, almost 
unconsciously - actions that we saw other food 
companies claiming as big wins. We also wanted to 
start sharing our sustainability story with our retail 
customers and with the parents who buy our food. 

The Plan O team, made up of members from different 
functions across Organix, think about sustainability 

in the widest sense of the word – people, planet, 
profit. They initiate and drive forward a range of 
projects, all aimed at continuously improving the 
sustainability of our food and how we operate. 
Beyond that team, everyone at Organix is 
committed to sustainability and has sustainability 
objectives written into their job description.

Five years after we started Plan O, we all have a lot 
to feel proud of. We’ve made significant changes 
and have embedded ways of working that have 
put us firmly on a sustainable path. We’ve made 
real improvements in all areas, from packaging, to 
transport, to responsible sourcing, to food waste.

64



66 67

Low carbon transport and storage
We never use airfreight as a matter of principle. 
Instead, we transport our foods by sea and road. 
The majority reaches the UK by road from Europe. 

We make a big effort to ensure that our transport is 
as efficient as possible. We aim for full truckloads and 
use ‘back-hauling’ as much as we can. Back-hauling is 
where a retail customer has done a delivery to a store 
near our warehouse and instead of their truck doing 
the return journey empty, we load it up with their next 
order of Organix stock, helping to reduce the number 
of empty trucks on the road.

Our distribution partner in the UK, Howard Tenens, 
uses modern, fuel-efficient vehicles, and is a leader 
in pioneering low carbon logistics. Over the past few 
years they have used a fleet of dual fuel trucks to 
deliver Organix foods from our warehouse in Andover, 
Hampshire. This fleet reached the end of its life in 
2015 and has not yet been replaced. Howard Tenens 
are currently testing the next generation of dual fuel 
technology, which uses sustainable bio-methane, 
and will look at rolling this out over the coming year. 
As a result, Organix CO2 emissions from transport 
increased in 2016, compared to the previous years. 

During 2016, Howard Tenens also installed solar 
panels on the roof of our warehouse, which generated 
electricity to power the building and cut CO2 emissions 
to less than 1 kg of CO2e per square meter. 

Matt from Howard Tenens tells us about their work towards low carbon logistics.

“Howard Tenens were one of the earliest pioneers of dual fuel gas and diesel vehicles in the logistics 
sector. Around 35% of our fleet runs on diesel fuel and compressed natural gas (CNG), which reduces 
exhaust emissions by 10%, compared to standard diesel. 

In 2017, we plan to replace the CNG with sustainable bio-methane, generated from waste, delivering CO2e 
savings of up to 75%. The team will also be introducing telematics technology, which allows drivers to 
access real-time feedback on how their braking, accelerating and engine idling affects fuel efficiency, 
and adapt their driving to save fuel.

We have installed low carbon technologies in (and on!) our warehouse, where Organix food is stored, to 
help reduce energy consumption and lower our carbon emissions. By using LED lighting, we’ve reduced 
energy use at our warehouse by 50% (since 2012). We now save 81,000 kWh annually. That’s a saving of 
33,300 kg CO2e. 

Last year we installed a 150kWp solar panel system on the roof of the warehouse, which generated 130,000 
kWh of electricity in 12 months. More than 90% of this clean electricity was used on site, with the rest 
exported to the National Grid. Using solar power meant that around 45% of the total energy demand for 
the whole site was met through renewable energy, reducing CO2e emissions by nearly 50,000 kg.”

Minimising food waste to landfill
We send minimal food waste from our warehouse to 
landfill. In 2016, approximately 10% went to discounters 
and charities and 54% went to the team at SugaRich, 
who turn it into animal food. Of the remainder, we 
recycled as much as possible and only a small amount 
went to landfill. Similarly, with packaging, we recycle as 
much as possible and send very little to landfill.

Using our stock management process, we know the 
shelf life of every food at all times and can spot surplus 
batches well in advance. Our stock management 
systems make sure we order the right quantities, 
and we know exactly how much food is entering and 
leaving our warehouse.

We also work with our retail customers to help them 
avoid unnecessary waste. In 2016 we collaborated 
with a major retailer to manage order quantities for 
a promotion they were running in-store. We knew 
the quantities on order were too high, and alerted 
our customer so they could reduce their order size, 
saving them £50,000 and preventing lots of food 
going to landfill.

45% of on-site energy demand was met 
through use of renewables in 2016

90% of the energy generated by our solar 
panels was used on-site in 2016

Sold back to the National Grid

Renewable 
energy use

Non-renewable 
energy use

Used on-site

One of the CNG powered trucks at Howard Tenens
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Recycled versus non-recycled packaging by weight (tonnes)

Energy use at Organix HQ  2

Average energy use per square metre at our warehouse

Average C02 emissions per square metre at our warehouse 3

2014
2015

2016

2015

8000

6000

4000

2000

2016

1.16 kg CO2e/m2

1.19 kg CO2e/m2

0.95 kg CO2e/m2

2014

2.59 
KWh/m2

2015

2.67 
KWh/m2

2016

2.12 
KWh/m2

Our environmental 
data dashboard

Recycled 
Paper/Card

Plastics

1,050t 
84%

198t 
16%

80,037 
KWh 76,952 

KWh

2. We purchase 100% renewable electricity to power our office (including heating).
3. 2013 Defra electricity emission factor: 0.44548 kg CO2e per KWh.
4.  This is an estimate of the emissions from transporting our foods from our central, UK-based warehouse to UK retail stores. 

It does not include deliveries made using backhauling, or deliveries of samples to Organix office. Nor does it represent 
inbound deliveries from our supply partner factories to our warehouse.

CO2 emissions from transporting our food to stores

2014
2015

2016
Total CO2 emissions from 
transport (kg of CO2) 4

CO2 saved due to use of duel fuel 
vehicles (kg of CO2) 5

200,000100,000 300,000 400,000

461,125

458,998

365,740
90,227

2,820

5.  Calculated by comparing emissions from diesel only vehicles (1.48 kg CO2 per mile) with dual fuel CNG vehicles (1.01 kg 
CO2 per mile). Use of dual fuel vehicles decreased during 2015 and stopped in 2016 as the fleet had come to the end of 
its life.
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Linda from our Californian raisin supplier tells us how they are 
embracing sustainability

"We are the proud owner of the largest privately-
owned solar farm in the state of California. We use 
a mix of ground-mounted and roof-mounted solar 
panels, which provide around 85% of the energy 
needed to power our operations.

We also have an anaerobic digester on site, to treat 
all organic waste. Microorganisms (really tiny bugs) 
break down the waste into reusable water and 
biogas. The water is used to irrigate the surrounding 
vineyards while the biogas powers the digester, 
making it completely self-sustaining. 

LED lights have been installed across our entire 
400,000 square foot facility, which reduces energy 
usage by 90%. 

All waste is recycled and raisin and prune 
bi-products are sold to local dairies as cattle 
feed, so that even the cows benefit!”

Solar farm

Organix has recently launched a three-year project 
in the UK on bee research and education, called 
Bee Careful.

This project will help to better understand the 
problems affecting bee colonies around the world. 
The goal is to improve bee health and increase the 
bee population, which is currently under threat. 
Bees play a vital role in our food production 
system with around 80 per cent of all of our crops 
dependent on pollination by bees.

The project is led by world leading bee expert 
Professor Jürgen Tautz who, alongside Wurzburg 
University in Germany, runs the online bee 
education platform HOBOS (www.hobos.de/en).

Organix are leading the UK’s first involvement 
in the project, with our local University and local 
beekeeping group here in Bournemouth. We have 
set up hives on the university campus linked to 
high tech monitoring equipment that captures 
live imaging and gives live data on bee activity 
and health. By installing cameras and motion 
sensors in the hives and fitting micro-chips to 
some of the bees we’ll be able to see how they 
do in a typical urban environment.

Both universities - Bournemouth and Wurzburg 
- will benefit from this data, as part of their 
ecology, statistical and sustainability learnings. 
We’re excited to be contributing to such a 
fascinating and important study and look 
forward to keeping everyone updated on our 
progress over the next year.

Professor Jürgen Tautz
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Protecting biodiversity

Organic farmers take a kinder approach to looking after 
their animals and managing their land, which helps protect 
wildlife, waterways and the air we breathe, and keeps 
the soil healthy for future generations. They select crops 
with a natural resistance to pests and diseases, and avoid 
toxic weed-killers, pesticides and fertilisers. In contrast, 
conventional farmers are able to use up to 330 approved 
pesticides. Pesticides have been linked with health risks 

and they also create continued demand for fossil fuels, 
because oil is their main ingredient. 

As part of our contribution to wider sustainability 
initiatives beyond Organix, we are supporting 
an important biodiversity project on bees called 
Bee Careful, which will help to provide a better 
understanding of the problems affecting bee 
populations around the world.

Steps towards a more 
sustainable supply chain

Protecting biodiversity is one of the core principles of organic farming.  
Organic farms support 34% more biodiversity than conventional farms. 

As part of becoming an Organix supply partner, we ask all of our partners to 
sign up to Sedex, an online database that allows suppliers to share information 
about their ethical and environmental practices. This gives us a good insight into 
what policies and practices they currently have in place, and any potential weak 
spots or risk areas (See more on this in Food you can trust).

We also talk to our supply partners about their own 
sustainability plans and initiatives, to inform projects 
we’re planning or working on. We monitor these plans 
through regular updates and formal questionnaires.

Lots of our partners have strong sustainability 
programmes in place and are actively taking steps 
to reduce their environmental footprint. Several 
have environmental certifications, like ISO 14001 for 
environmental management already in place, with 

others working towards achieving these in the future. 
A few are doing really innovative things, like our raisin 
supplier in California (See Case Study).

We don’t currently capture data on energy use, water 
use or CO2 emissions from our supply partners, but 
we plan to do this in the future. It will give us a more 
complete picture of our environmental impacts across 
our supply chain and enable us to focus our efforts 
where we can make the biggest difference.
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During the year we switched the majority of our office 
lighting to LED lights, which will save an estimated 6 
13,027 kWh per year and potentially shave up to £1,500 
off our energy bill 7. We’ve already seen the impact 
it’s having, with our 2016 energy consumption down 
significantly on 2015.

We encourage everyone in the office to do their bit, 
whether it’s recycling packaging or food waste from 
their lunch, minimising printing, or cycling to work 
instead of driving. In 2016 we stepped up our effort to 
get the whole company engaged on sustainability.

Each year in September we take part in the Soil 
Association’s annual ‘Organic September’, a month 
long celebration of all things organic, focusing on food 
but also different areas like beauty and clothing. We 
did lots of fun activities, but more importantly, it was a 
great way for our people to deepen their knowledge 
of organic principles and practices, the latest 

developments, and understand why organic has so 
many benefits for us all.

In November we ran a month long campaign called 
‘Plan O-vember’ to raise awareness of the work 
we’re doing under Plan O. We shared sustainability 
stories, facts and tips each day. We had a talk 
on sustainable beauty from the Soil Association’s 
organic beauty expert, and one on sustainable food 
from our local representative of the Sustainable Food 
Cities partnership. 

Waste was one of the hot topics we got people talking 
about. There was outrage across the office when 
people watched chef and environmental campaigner 
Hugh Fearnley-Whittingstall’s exposé on the waste 
generated by disposable coffee cups. To help turn 
the rage into action, we gave everyone a personalised 
‘keep cup’. No more disposable coffee cups here!

Walking the talk at Organix HQ

“ We are extremely proud that Organix has its headquarters in Bournemouth and are grateful for the time 
and energy it gives to supporting local initiatives such as our commitment to being a Fairtrade town. 
Organix also brings vital knowledge, expertise, and credibility to our Sustainable Business Leadership 
Group, where like-minded businesses and organisations come together to share best practice and promote 
Bournemouth’s green credentials. With its strong sustainability values, Organix is a great role model for 
any business looking to be responsible and ethically minded across everything it does.”

 Chris Shephard, Head of Economic Development and Sustainability, Bournemouth Borough Council.

	 	Season ticket loans for 
train travellers

	 	Bike to work scheme and two 
Brompton office bicycles 
for short journeys around town

	 	Members of Business 
Travel Network

	 	Conference call camera systems

	 		Recycled waste – including 
office waste and food waste

	 	Recycled stationery as standard

	 	Individual printer fobs to 
reduce printing and cut down 
on paper waste

	 	100% renewable energy 
from Ecotricity

	 	Low energy LED light bulbs 
- 63% reduction in 
lighting-based CO2 emissions 

	 	Water audit and certification 
by Litter Free Coast and Sea

	 	Plan O-vember

	 	Fairtrade certified office

	 	Organic fruit and drinks in 
staff kitchen

	 	Eco-friendly cleaning products

Collaborating with others
We work with like-minded businesses, both locally and nationally, to share best practice on sustainability. For 
example, we’ve teamed up with other local businesses and groups to form Bournemouth’s Sustainable Business 
Leadership Group. We’re also a member of the Green Britain Partnership, run by our renewable energy provider, 
Ecotricity, and Sustainable Food Cities (see more on this in Putting people first).

6 Based on consumption data provided by Ecotricity.
7 Estimated figures provided by LED lighting supplier.

We are committed to sustainability at our Head Office in Bournemouth. We 
already use 100% wind-power generated renewable energy, thanks to our friends 
at UK provider Ecotricity. Our total energy consumption in 2016 was 76,952 kWh 6. 



74 75

What we plan to do

 Goal 1:
Measure and reduce our impacts
At every stage of our supply chain – raw ingredients, resources, waste, 
packaging, transport, on shelf and at home, we’ll review what we currently 
do and decide where we can improve.

We will establish ways to gather the data that will help us understand, 
measure and monitor our impacts. We’ll learn from and collaborate with 
our partners, some of whom already have gold standard practices in place. 
We’ll test different approaches and put the successful ones into action to 
reduce our environmental impacts at every stage of our supply chain.

We have big ambitions to take our sustainability 
action plan to the next level. It’s going to take time, 
and we’ll need the cooperation of our partners and 
suppliers, but we’re ready for the challenge.

 Goal 2:
Increase ethical transparency
We will work to manage risks and opportunities in our supply chain 
through deeper analysis of our supply partners’ environmental information 
and data. We will also broaden our use of Sedex to our indirect suppliers 
of raw ingredients, packaging and logistics. This will give us a complete 
supply chain overview and help us make further improvements. 

 Goal 3:
Support sustainability at home 
We will work with the Bournemouth Sustainable Business Leadership 
Group, networking with local businesses and the people who live and work 
here to deliver sustainability initiatives that benefit our city and set best 
practice for other cities across the country. 
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For Organix, everything comes back to achieving our vision: a world where healthy, 
nutritious food is a real choice for everyone.

 With each other, to 
keep challenging the 

status quo and pushing 
ourselves to do better

We ask all of you to work with us to overcome the challenges we face in making 
healthy and sustainable food available to all.

With best wishes from us all at

We know we can 
only succeed if we 
share our vision 
and collaborate: 

With parents, who should 
drive everything we do

  With suppliers, working 
with them to open up new 
opportunities

  With customers, such as the 
supermarkets and other outlets, 

to enhance the choices they offer 
to parents

With Government and policy 
makers, to raise the bar for 
what sustainable, nutritious 

food looks like

Working together for a 
better future

76 77
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We'd love to hear what you think of our report, 
you can email us contactus@organix.com

Why not join us and tell us what you think, share your 
stories, or simply say Hello. You’ll find us on:

  /organixfood  @organixbrands  /organixfood
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GRI Appendix
This appendix is part of ‘Making things better’, our 2016 sustainability report.  
It contains our GRI Content Index and some additional information we need  
to provide in order to meet GRI’s reporting requirements.

What’s Inside?

GRI Content Index  ............................................................03

Additional information on:

Governance .......................................................................14

Ethical business conduct ...................................................14

Stakeholder engagement  .................................................14

Materiality .........................................................................17

GRI Content Index

Our sustainability report has been prepared in accordance with the  
GRI Standards: core option. It covers activities and performance data from 
January to December 2016. Since it is our first sustainability report, we have 
also taken the opportunity to share relevant historic information to help 
readers get a full picture of our sustainability journey. 

GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

GRI 101: Foundation 2016  
GRI 102: General Disclosures 2016
Organisational profile

102-1 Name of the organization Organix Brands Limited

102-2 Activities, brands, products, 
and services

Why we exist, p.4-5. 
What we do now, p.17.                                                    

Organix makes 100% organic food and snacks for babies, 
toddlers and children. We market our foods under the 
Organix, Goodies and Punk'd brands. We sell around 80 
different foods and all are organically certified by the 
UK's Soil Association. 

Our foods are developed in-house, manufactured on our 
behalf by third party manufacturers (our supply partners), 
and stored at a third party warehouse. All sales and 
marketing activities are conducted by our in-house teams.

102-3 Location of headquarters 120-122 Commercial Road, Bournemouth,  
Dorset, BH2 5LT

102-4 Location of operations Our only 'owned' operations are our headquarters in 
Bournemouth, UK. Our supply partners, who 
manufacture our foods on our behalf, are based in the 
following countries: Ireland, UK, France, Germany, 
Switzerland, Austria, Belgium, Italy, Turkey, USA. Our 
warehousing and distribution partner is based in the UK.

102-5 Ownership and legal form Organix is wholly owned by the Swiss group Hero AG, 
headquartered in Switzerland. 

102-6 Markets served Organix foods are found in most major retailers in the  
UK (90% of sales) and are exported to Asia, Australia and 
other international markets.

102-7 Scale of the organization We have 49 employees, all based at our headquarters in 
Bournemouth. Net sales in 2016 were £38,126 million and 
net capitalisation was £425,000.

102-8 Information on employees and 
other workers

Supporting our people at Organix, p.50-51.                                                          

Of our 49 employees, 48 are permanent and 1  
is temporary. 
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GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

102-9 Supply chain What we do now, p.17.                                                                
Sourcing the best raw ingredients, p.23-26.

We work with 10-15 supply partners - third party 
manufacturers who manufacture our foods on our behalf. 
We work with one main logistics partner who stores and 
distrubites our foods and we use a number of hauliers to 
transport our foods from our supply partner factories to 
our warehouse. We source raw materials from 97 
suppliers/processors.

102-10 Significant changes to the 
organization and its  
supply chain

In 2016 we selected one new supply partner,  
based in Italy. 

102-11 Precautionary Principle  
or approach

Managing risk every step of the way, p.22.

102-12 External initiatives We fully support and uphold the principles of our Group 
Code of Conduct, which is aligned to the United Nations 
Global Compact (UNGC) and the International Labour 
Organization (ILO). We are committed to ensuring the 
fair treatment of all people in our supply chain, in line 
with the UK's Modern Slavery Act. We are members of 
the Round Table on Sustainable Palm Oil and source only 
100% certified, segregated palm oil.

102-13 Membership of associations The Soil Association
The Organic Trade Board
Campden BRI
Forest Stewardship Council
RSPO (Roundtable for Sustainable Palm Oil)
BRC Accredited (British Retail Consortium)
SEDEX (Supplier Ethical Data Exchange)

Strategy

102-14 Statement from senior  
decision-maker

What sustainability means to us, p.6. 

Ethics and integrity

102-16 Values, principles, standards, 
and norms of behavior 

Why we exist, p.4-5.                                                                      
Organix spirit box-outs p.14, 34, 46, 60.                                         
Maintaining high standards in our supply chain, p.28-29. 
Respecting human rights, p.29. 

102-18 Governance structure GRI Appendix, p.14.

Stakeholder engagement

102-42 Identifying and selecting 
stakeholders 

GRI Appendix, p.14. 

102-43 Approach to stakeholder 
engagement

GRI Appendix, p.14-16. 

102-44 Key topics and concerns raised Deciding what to report on, p.7-9.                                               
GRI Appendix, p.17-19.

Reporting practice

102-45 Entities included in the 
consolidated financial 
statements 

Organix Brands Limited - Company Number 02716145.

GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

102-46 Defining report content and 
topic Boundaries 

Deciding what to report on, p.7-9.                                        
GRI Appendix, p.17-19. 

102-47 List of material topics Deciding what to report on, p.7-9.                                                 
GRI Appendix, p.17-19.

102-48 Restatements of information This is our first sustainability report so there are  
no restatements.

102-49 Changes in reporting This is our first sustainability report so there have been 
no changes in reporting.

102-50 Reporting period January to December 2016. We have also included 
historic information, where relevant.

102-51 Date of most recent report This is our first sustainability report.

102-52 Reporting cycle Biennial.

102-53 Contact point for questions 
regarding the report 

Stephen Stones, Head of Technical and Sustainability, 
stephen.stones@organix.com; +44(0) 1202 586 107 

102-54 Claims of reporting in 
accordance with the GRI 
Standards

This report has been prepared in accordance with the 
GRI Standards: Core option.

102-55 GRI content index GRI Appendix, p.3-13.

102-56 External assurance We have not sought external assurance for this report 
but may do so for future reports.

Material Topics
Food you can trust
Organic
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach and 
its components 

Our No Junk Promise, p.18-19.                                                              
Sourcing the best raw ingredients, p.23-26.                                    
Maintaining high standards in our supply chain, p.28-29.

103-3 Evaluation of the management 
approach

Our No Junk Promise, p.18-19.                                                              
Sourcing the best raw ingredients, p.23-26.                                    
Maintaining high standards in our supply chain, p.28-29.

Nutritious food choices
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18.

103-2 The management approach and 
its components 

What we care about, p.14.                                                         
Food leadership and policy, p.20.                                                 
Sourcing the best raw ingredients, p.23-26.                                     
Maintaining high standards in our supply chain, p.28-29.

103-3 Evaluation of the management 
approach

Food leadership and policy, p.20.                                                  
Sourcing the best raw ingredients, p.23-26.                                    
Maintaining high standards in our supply chain, p.28-29.
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GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

Customer health and safety
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18.

103-2 The management approach  
and its components 

Ensuring food safety, p.21-22. 

103-3 Evaluation of the management 
approach

Ensuring food safety, p.21-22.

GRI 416: 
Customer 
Health and 
Safety 2016

416-1 Assessment of the health and 
safety impacts of product and 
service categories

Ensuring food safety, p.21-22.

100% of our foods are regularly tested for safety 
impacts, following the process set out in our Due 
Diligence procedure. All results are assessed, logged 
and reviewed at our quarterly due diligence meeting. 

416-2 Incidents of non-compliance 
concerning the health and 
safety impacts of products  
and services

In 2016 Organix complied with all relevant regulations 
and voluntary codes concerning the health and safety of 
our foods. There were no incidents of non-compliance. 

Security of supply chain
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach  
and its components 

Sourcing the best raw ingredients, p.23-26.                                     
Forest-friendly palm oil, p.65.

103-3 Evaluation of the management 
approach

Sourcing the best raw ingredients, p.23-26.                                     
Forest-friendly palm oil, p.65.

Custom Percentage of palm oil that is 
RSPO certified

100%

Custom Percentage of paper/board 
packaging that is FSC certified

100%

Working with suppliers
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18.

103-2 The management approach  
and its components 

Working with our supply partners, p.28-29.

103-3 Evaluation of the  
management approach

Working with our supply partners, p.28-29.                                   
What we plan to do, p.31.

Custom Number of suppliers signed  
up to Sedex

100% of our direct suppliers - our supply partners - are 
signed up to Sedex (Supplier Ethical Data Exchange). In 
the future we plan to ask our indirect suppliers of specific 
risk assessed raw ingredients, logistics and packaging to 
also sign up to Sedex.

Supplier environmental assessment
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach and 
its components 

Maintaining high standards in our supply chain, p.28-29.          
Steps towards a more sustainable supply chain, p.71.

GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

103-3 Evaluation of the  
management approach

Maintaining high standards in our supply chain, p.28-29.         
Steps towards a more sustainable supply chain, p.71.             
What we plan to do, p.75.

GRI 308: 
Supplier 
Environmental 
Assessment 
2016

308-1 New suppliers that were 
screened using environmental 
criteria

Maintaining high standards in our supply chain, p.28-29.         
Steps towards a more sustainable supply chain, p.71.

100% of our new direct suppliers - our supply partners 
- must sign up to Sedex (Supplier Ethical Data Exchange), 
which includes providing information about their 
environmental practices. They also sign up to our  
Group Code of Conduct, which includes a commitment 
to reducing environmental impacts. 

308-2 Negative environmental  
impacts in the supply chain  
and actions taken

Not reported.

Supplier social assessment
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach  
and its components 

Maintaining high standards in our supply chain, p.28-29.        
Respecting human rights, p.29.

103-3 Evaluation of the  
management approach

Maintaining high standards in our supply chain, p.28-29.          
Respecting human rights, p.29.                                                               
What we plan to do, p.75.

GRI 414: 
Supplier Social 
Assessment 
2016

414-1 New suppliers that were 
screened using social criteria

Maintaining high standards in our supply chain, p.28-29.

100% of our new direct suppliers - our supply partners 
- must sign up to Sedex (Supplier Ethical Data Exchange), 
which includes providing information about their labour 
and human rights practices and their ethical business 
practices. They also sign up to our Group Code of 
Conduct, which includes a commitment to respecting 
human rights, providing equal opportunities, and 
ensuring employee safety. 

414-2 Negative social impacts in the 
supply chain and actions taken

Not reported.

Marketing and labelling
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

Appendix, p.18. 

103-2 The management approach  
and its components 

Our no junk promise, p.18-19. 
Food leadership and policy, p.20.  
Staying true to our values, p.30.

103-3 Evaluation of the  
management approach

Our no junk promise, p.18-19. 
Food leadership and policy, p.20.  
Staying true to our values, p.30.

GRI 417: 
Marketing and 
Labeling 2016

417-1 Requirements for product and 
service information and labeling

Our no junk promise, p.18-19. 
Food leadership and policy, p.20.  
Staying true to our values, p.30.

417-2 Incidents of non-compliance 
concerning product and service 
information and labeling

In 2016 Organix complied with all relevant regulations 
and voluntary codes concerning the information and 
labelling we provide about our foods. There were no 
incidents of non-compliance.
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GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

417-3 Incidents of non-compliance 
concerning marketing 
communications

In 2016 Organix complied with all relevant regulations 
and voluntary codes concerning the marketing of  
our foods. There were no incidents of non-compliance. 

Making change happen
Campaigning and educating
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach and 
its components 

What we do now, p.37.                                                                   
Making sense of it all, p.42.

103-3 Evaluation of the management 
approach

What we do now, p.37.                                                                   
Making sense of it all, p.42.  
What we plan to do, p.43.

Food industry integrity
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach and 
its components 

What we do now, p.37.                                                                 
What we plan to do, p.43.                                                                                             

103-3 Evaluation of the management 
approach

What we do now, p.37.                                                                 
What we plan to do, p.43.                                                                                             

Putting people first
Employment
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach and 
its components 

What we do now, p.49.                                                                    
Supporting our people at Organix, p.50-52.

103-3 Evaluation of the management 
approach

What we do now, p.49.                                                                    
Supporting our people at Organix, p.50-52.

GRI 401: 
Employment

401-1 New employee hires and 
employee turnover

In 2016 we had 6 new hires - 4  females (1 in the age  
30 or under age group, 3 in the 30-50 age group) and  
2 males (1 in the 30-50 age group, 1 in the 50 or over  
age group). One male employee is home based with 
weekly visits to work in the office and the rest are all  
are based at Organix HQ in Bournemouth.                                                       
In 2016 1 female employee, aged 35, left the company.

401-2 Benefits provided to full-time 
employees that are not 
provided to temporary or 
part-time employees

All staff, inclusing part-time and temporary staff,  
are treated the same with regards to benefits.

401-3 Parental leave In 2016, 15 females and 7 males were entitled to parental 
leave. Two people - 1 woman and 1 man - took parental 
leave and both returned to work once their leave was 
finished - a 100% return and retention rate. Also in 2016 
there was 1 female employee who was still employed  
12 months after returning to work following her  
parental leave.

GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

Diversity and equal opportunity
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach and 
its components 

Diversity and inclusion, p.50-51.                                                          

103-3 Evaluation of the management 
approach

Diversity and inclusion, p.50-51.                                                        
What we plan to do, p.57.                                                       

GRI 405: 
Diversity  
and Equal 
Opportunity 
2016

405-1 Diversity of governance bodies 
and employees

Diversity and inclusion, p.50-51.                                                         

405-2 Ratio of basic salary and 
remuneration of women to men

Not reported.

Non-discimination
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach  
and its components 

Diversity and inclusion, p.50-51.                                                          

103-3 Evaluation of the  
management approach

Diversity and inclusion, p.50-51.                                                          

GRI 406: 
Non-
discrimination 
2016

406-1 Incidents of discrimination and 
corrective actions taken

There were no incidents of discrimination in 2016.

Occupational health and safety
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach  
and its components 

Health and wellbeing, p.50-51.

103-3 Evaluation of the  
management approach

Health and wellbeing, p.50-51.

GRI 403: 
Occupational 
Health and 
Safety 2016

403-1 Workers representation in 
formal joint management–
worker health and safety 
committees

Not reported.

403-2 Types of injury and rates  
of injury, occupational diseases, 
lost days, and absenteeism,  
and number of work-related 
fatalities

Our employees are office based so there is very low risk 
of injury or occupational disease.                                                   

In 2016 our absenteeism rate was 2.09% and we had zero 
work related fatalities.

403-3 Workers with high incidence or 
high risk of diseases related to 
their occupation

Our employees are office based and none have  
high incidence or high risk of diseases related to  
their occupation. 

403-4 Health and safety topics 
covered in formal agreements 
with trade unions

Not reported.
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GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

Training and education
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.18. 

103-2 The management approach and 
its components 

Professional development, p.52. 
Health and Wellbeing, p.54-55. 
Learning new things, p.56.

103-3 Evaluation of the management 
approach

Professional development, p.52. 
Health and Wellbeing, p.54-55. 
Learning new things, p.56. 
What we plan to do, p.57.

GRI 404: 
Training and 
Education 
2016

404-1 Average hours of training per 
year per employee

We estimate that our employees receive on average  
1 day of training per year. However, this is a conservative 
estimate and varies on people and requirements. We 
have a lot of informal training through our Wake Up To 
Wellbeing programme as well as formal training on an ad 
hoc basis when it is required. 

404-2 Programs for upgrading 
employee skills and transition 
assistance programs

Professional development, p.52. 
Health and Wellbeing, p.54-55. 
Learning new things, p.56.

404-3 Percentage of employees 
receiving regular performance 
and career development reviews

100%.

Caring for tomorrow
Materials
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach and 
its components 

Plan O, the journey so far, p.54.                                               
Sustainable packaging, p.55. 

103-3 Evaluation of the management 
approach

Sustainable packaging, p.55.                                                          
What we plan to do, p.75.

GRI 103: 
Materials 2016

301-1 Materials used by weight  
or volume

Sustainable packaging, p.55. 

301-2 Recycled input materials used Sustainable packaging, p.55. 

301-3 Reclaimed products and their 
packaging materials

Not reported.

Energy
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach and 
its components 

Plan O, the journey so far, p.54. 
Low carbon transport and storage, p.66. 
Steps towards a more sustainable supply chain, p.71. 
Walking the talk at Organix HQ, p.72-73.

Our main energy impacts occur in our supply chain.  
As part of the next phase of Plan O, our sustainability 
action plan, we are taking steps to enable us to measure 
and report on energy consumption across our supply 
chain in the future.  

GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

103-3 Evaluation of the  
management approach

Steps towards a more sustainable supply chain, p.71.                                                         
What we plan to do, p.75.

GRI 302: 
Energy 2016

302-1 Energy consumption within  
the organization

Walking the talk at Organix HQ, p.72-73. 
Our environmental data dashboard, p.68-69.

302-2 Energy consumption outside  
of the organization

Our environmental data dashboard, p.68-69. 
Steps towards a more sustainable supply chain, p.71. 

Full data on energy consumption outside our 
organisation is not currently available. We have included 
what data we do have on energy consumption at our 
warehouse. In the future, we plan to measure energy 
consumption further back through our supply chain. 

302-3 Energy intensity Not reported.

302-4 Reduction of energy 
consumption

Our environmental data dashboard, p.68-69. 
Steps towards a more sustainable supply chain, p.71. 
Walking the talk at Organix HQ, p.72-73.

302-5 Reductions in energy 
requirements of products  
and services

Not reported.

Water
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach and 
its components 

Plan O, the journey so far, p.54. 
Steps towards a more sustainable supply chain, p.71.               

Our main water impacts occur in our supply chain but 
data on this is not currently available. As part of the next 
phase of Plan O, our sustainability action plan, we are 
taking steps to enable us to measure and report on 
water use across our supply chain in the future.  

103-3 Evaluation of the  
management approach

Steps towards a more sustainable supply chain -  
case study, p.71.  
What we plan to do, p.75.                                                

GRI 303: 
Water 2016

303-1 Water withdrawal by source Not reported.

303-2 Water sources significantly 
affected by withdrawal of water 

Not reported.

303-3 Water recycled and reused Steps towards a more sustainable supply chain -  
case study, p.71.

We do not currently recycle or reuse water in our own 
operations at Organix HQ. We do not currently have 
data available on water recycling and reuse across our 
supply chain. However, we know that a number of our 
supply partners do recycle and reuse water in their 
operations and we plan to gather data on this in future.

Emissions
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 
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GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

103-2 The management approach and 
its components 

Plan O, the journey so far, p.54. 
Low carbon transport and storage, p.66. 
Walking the talk at Organix HQ, p.72-73.                                        

Our main impact in terms of GHG emissions occurs in our 
supply chain but full data on this is not currently available. 
We have included what data we do have on emissions 
from our warehouse and from transport. As part of the 
next phase of Plan O, our sustainability action plan, we 
are taking steps to enable us to measure and report more 
fully on emissions across our supply chain in the future. 

103-3 Evaluation of the  
management approach

Steps towards a sustainable supply chain, p.71.                                                            
What we plan to do, p.75.

GRI 305: 
Emissions 
2016

305-1 Direct (Scope 1) GHG emissions Walking the talk at Organix HQ, p.72-73.    

305-2 Energy indirect (Scope 2)  
GHG emissions

Our environmental data dashboard, p.68-69. 
Walking the talk at Organix HQ, p.72-73.    

305-3 Other indirect (Scope 3)  
GHG emissions

Low carbon transport and storage, p.66. 
Our environmental data dashboard, p.68-69. 
Walking the talk at Organix HQ, p.72-73.                                     

We currently gather GHG emissions data from our 
warehouse and from transporting our foods to retail 
stores. In the future, we plan to measure GHG emissions 
further back through our supply chain. 

305-4 GHG emissions intensity Not reported.

305-5 Reduction of GHG emissions Low carbon transport and storage, p.66-67. 
Our environmental data dashboard, p.68-69. 

305-6 Emissions of ozone-depleting 
substances (ODS)

Not reported.

305-7 Nitrogen oxides (NOX),  
sulfur oxides (SOX), and  
other significant air emissions

Not reported.

Effluents and waste
GRI 103: 
Management 
Approach 
2016

Explanation of the material 
topic and its Boundary

GRI Appendix, p.19.

103-2 The management approach  
and its components 

Plan O, the journey so far, p.54. 
Steps towards a more sustainable supply chain, p.71. 
Walking the talk at Organix HQ, p.72-73.

103-3 Evaluation of the  
management approach

Steps towards a more sustainable supply chain, p.71.  
What we plan to do, p.75.

GRI 306: 
Effiuents and 
waste 2016

306-1 Water discharge by quality  
and destination

Not reported.

306-2 Waste by type and disposal 
method

Our main impact in terms of effluents and waste occur in 
our supply chain but data on this is not currently available. 
We have provided what data we do have on food waste 
- see below. As part of the next phase of Plan O, our 
sustainability action plan, we are taking steps to enable 
us to measure and report more fully on waste across our 
supply chain in the future.                                     

GRI Standard Disclosure  
Number

Disclosure Title Report location / additional  information / reason for omission.

306-3 Significant spills Not reported.

306-4 Transport of hazardous waste Not reported.

306-5 Water bodies affected by water 
discharges and/or runoff

Not reported.

Food waste
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19.

103-2 The management approach  
and its components 

Minimising food waste to landfill, p.66.  

103-3 Evaluation of the  
management approach

Minimising food waste to landfill, p.66.  

Custom Percentage of food waste sent 
to landfill

Minimising food waste to landfill, p.66.  

Gri Appendix
Anti-corruption
GRI 103: 
Management 
Approach 
2016

103-1 Explanation of the material 
topic and its Boundary

GRI Appendix, p.19. 

103-2 The management approach and 
its components 

GRI Appendix, p.14.

103-3 Evaluation of the management 
approach

GRI Appendix, p.14.

GRI 205: 
Anti-corruption 
2016

205-1 Operations assessed for risks 
related to corruption

No anti-corruption risks were identified as part  
of our supplier audit process in 2016.

205-2 Communication and training 
about anti-corruption policies 
and procedures

Not reported.

205-3 Confirmed incidents of 
corruption and actions taken

There were no incidents of corruption in 2016  
and therefore no actions taken.
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Governance
Everyone at Organix supports us in achieving our mission. 
Our Head of Technical and Sustainability, Stephen Stones, 
oversees our sustainability action plan – Plan O. The 
Organix Senior Management Team, made up of the Heads 
of each function (e.g. Technical, Procurement, Finance, 
Sales, Marketing, HR) make all of our big decisions on social, 
environmental and ethical issues. Overall responsibility sits 
with our Managing Director, Philipp von Jagow.

 

Ethical business conduct
We are honest and always act with integrity. We are 
pioneering and take pleasure in what we do. 

These values guide everything we do, day in and day out, 
and we never compromise on them. 

We are committed to upholding the principles of our  
Group Code of Conduct, which includes zero tolerance  
for any form of corruption or anti-competitive behaviour, 
absolute respect for human rights, and a commitment to 
protecting the environment. 

Our bribery and whistleblowing policies guide our people 
on what to do, should they ever come across signs of 
unethical behaviour. These policies are referenced in our 
staff handbook and are easily accessible.

We have several third party certifications, which require us 
to meet various ethical, environmental and social standards. 
These include:

• Organic certification from the UK’s Soil Association
•  The British Retail Consortium’s global food safety 

standard for agents and brokers
•  Roundtable for sustainable Palm Oil  (RSPO) 

membership
• Supplier Ethical Data Exchange (Sedex) membership

We are independently financially audited each year by our 
auditors Ernst and Young. 

Stakeholder engagement
Our stakeholders are the people we regularly interact with 
at each stage of our food’s journey, from field, to factory,  
to retail store, to consumers’ homes and beyond. They care 
about what we do and how we do it and they partner with 
us to deliver our mission. 

We interact with them informally through conversations and 
meetings, at conferences and events and via social media. 
On a more formal level, we partner with them on projects, 
or collaborate as part of committees or working groups. 
(See Table 1 below for more details on how we engage  
each of our key stakeholders). 

Organix’ key stakeholders are:

•  The parents who buy our food, and the little ones  
who eat it

• Our people (employees)
• Our parent company, Hero Group
•  Our suppliers (including our supply partners who 

manufacture our foods, our distribution partner who 
delivers our food to stores, our raw ingredient suppliers, 
and other companies who provide us with goods and 
services, such as logistics or IT) 

• Our retail customers 
•  The organic industry (including the Soil Association,  

the Organic Trade Board and other relevant 
organisations and experts)

•  The food industry (including government policy  
makers, organisations like the Food Standards Agency, 
independent nutritionists, Public Health Providers, 
Department of Health, academics, scientists and  
food experts) 

•  NGOs and charities (including Fareshare, First Steps 
Nutrition, the Caroline Walker Trust and other charities 
we support or partner with)

•  Our local community (including Bournemouth  
Borough Council, Bournemouth University and local 
business networks)

•  The media (journalists, bloggers and all traditional  
and social media)

•  Sustainability networks (including Sustainable Food 
Cities, the Green Britain Partnership, and Bournemouth’s 
Sustainable Business Leadership Group and Southern 
Sustainability partnership).

Table 1: How we engage our stakeholders

Stakeholder 
group

Issues we talk about How we interact Action in 2016 (examples)

Employees • Employee wellbeing
• Performance objectives
• Development needs 
• Company values
•  Business strategy  

and performance 
• Sustainability
• Community volunteering

•  Induction process for new recruits
•  Coaching, training and 

development
• Daily news emails
• Monthly company meetings
•  Company away days, learning 

events (internal and external
•  Wake up to Wellbeing programme
•  Annual employee  

satisfaction survey
•  360 feedback and  

appraisal process

•  Organic September (see 
Sustainability Report p.72)

•  Plan O November (see 
Sustainability Report p.72)

•  Wake up to Wellbeing (see 
Sustainability Report p.54-55)

•  Presentations from organic industry 
experts to Organix staff on food, 
textiles and beauty products, 
forestry stewardship

Hero Group •  Business strategy and 
performance 

•  Food regulations, 
research  
and best practice 

• Sustainability

•  Monthly financial reporting
• Group strategy conferences 
•  Group financial planning meetings 
• Risk assessment audits 
•  Group-wide initiatives  

and projects

•  Bee Careful biodiversity project 
(see Sustainability report p.70)

Suppliers • Food safety and quality
•  New product  

development / innovation
•  Future business 

development and growth
• Sustainability

• Regular meetings and conversations
•  Procurement, due diligence  

and audit processes
•  The Supplier Ethical Data  

Exchange (Sedex)
• Supplier questionnaires
• Joint projects or initiatives

•  Environmental questionnaire  
issued to all supply partners 

Retail 
customers

•  Benefits of healthy, 
nutritious, organic foods  
for children

•  Educating parents about 
healthy food choices

•  Sustainability (e.g. 
minimising waste in the 
ordering process)

• Regular meetings and dialogue
• Attending conferences and events
•  Hosting brand and category 

cascades

• IGD Retailer Briefings
• Retailer Department briefings

Parents •  Benefits of healthy, 
nutritious, organic foods  
for children

•  Making healthy food 
choices 

•  Advice on food and 
nutrition, e.g. weaning,  
food labelling

• Social media channels
• Marketing campaigns
• Hosting blogger events

•  No Junk Journey (see Sustainability 
report p.42)

Organic 
industry

• Benefits of organic
•  Organic standards and 

certification
•  Challenges and 

opportunities in growing  
the organic market

•  Membership of the Soil Association 
and Organic Trade Board, including 
working groups and committees

• Attending conferences and events
•  Specific partnerships and projects, 

e.g. joint research or campaigns
•  Organic expert group presentations 

to Organix staff 

•  Organic Trade Board EU funding 
project (see Sustainability  
report p.43)

•  Promoted the Soil Association’s 
Out to Lunch campaign 2016

•  Attended the launch event for the 
annual Organic Market report by 
the Soil Association

•  Soil association standards 
committee full review and 
consultation



16 17

Stakeholder 
group

Issues we talk about How we interact Action in 2016 (examples)

Food industry •  Industry standards  
and regulations

•  Food / nutrition  
research groups

•  Food industry challenges 
(e.g. obesity)

•  Technology and 
innovation

•  Training and 
Development

• Meetings
• Attending conferences and events
• Sharing insights and research
• Formal training courses

•  Attended the Childhood  
Obesity Summit

•  Attended food industry trade 
events: PLMA, SIAL, Food  
Matters Live

•  Organix staff members took 
training courses on: Food and 
Drink labelling, Food law, 
Microbiology, Auditing

•  Attended and contributed to 
various working group meetings 
with Campden BRI on the following 
topics: Nutrition and Health, 
Agri-foods, Cereals and Milling, 
Quality management, Heat 
Preservation

NGOs and 
charities

•  Educating parents on  
health and nutrition

•  Raising standards in the 
food industry

•  Specific partnerships or projects, 
e.g. joint research or campaigns

• Fund-raising / donations

•  Christmas campaign for local 
‘Hope for Food’ charity (see 
Sustainability report page x)

•  Eight Organix staff ran a half 
marathon and raised money for 
local charity Julia’s House

Local 
community

•  Local economic 
development

• Local employment
• Local sustainability

• Attending local events
•  Participating in local groups  

and networks
• Specific partnerships or projects
• Employee volunteering
•  Supporting local council 

sustainability goals

•  Local two-minute beach cleans  
with Litter Free Coast and Sea  
(see Sustainability report p.56)

•  Partnership with Bournemouth 
University and local Bee-Keeping 
groups as part of the Bee Careful 
project (see Sustainability  
report p.70)

• Town council meetings 
•  Sustainability Trade Show  

(Big Green Event)
•  Organix staff presentation  

by Sustainable Food cities-
Bournemouth

Media • Benefits of organic
•  Educating parents on 

health and nutrition
•  Raising standards in the 

food industry

• Press releases and media packs
•  Interviews and appearances on  

TV and radio
•  Sharing insights, research and 

thought leadership

•  Media coverage of our Engineering 
Taste report

Sustainability 
networks

• Sustainable business
•  Environmental 

improvements

• Attending meetings and events
• Sharing knowledge and insights

•  Bournemouth and Poole 
Sustainable Food Cities –  
various talks

•  Sustainable Business Leadership 
Group - Bournemouth 

• Green Britain Partnership
•  IEMA sustainability network 

member

Materiality
In preparing our sustainability report, we asked our 
stakeholders to give us their views on Organix most 
important social and environmental impacts, following  
GRI’s guidance on ‘materiality’. 

We followed a three-stage process:

1.  Identify – We created a long list of relevant topics by 
looking at GRI Standards, our peers’ sustainability reports, 
and industry and sustainable development trends. 

2.  Prioritise – We asked internal and external  
stakeholders to rate the importance of each topic,  
from low importance to very high importance. We did 
this via an online survey for staff at Organix, and 
one-to-one interviews with external influencers, partners 
and suppliers. These included: the Soil Association and 
Organic Trade Board, independent food industry 

experts, Bournemouth Borough Council, colleagues from 
our parent company Hero and from our supply partners, 
and the Editor of a well-known parenting magazine.  

3.  Verify - We held a workshop with Organix’ managers 
and team leaders to verify and finalise our ‘materiality 
matrix’ – see below. 

Nineteen topics were rated as high or very high importance. 
These are our ‘material topics’ and we report on them to 
GRI Standards level (core option). Twelve of the topics are 
covered by existing GRI topic-specific Standards; for the 
remaining seven, we followed GRI’s guidance and reported 
on our management approach as well as appropriate 
performance indicators. 

We selected three additional topics of relevance to our 
business and activity, to also include in our report: 
biodiversity, food poverty, and community engagement.

See table 2 below for a definition of each material topic  
and its boundary (i.e where the main impacts occur).

Our material topics
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Organix Significant Impacts on Society & Environment

Responsible sourcing

Employee wellbeing

Waste materials

Responsible marketing 
& labelling

Food industry integrity

Food waste

Transport

Water

Energy & emissions

Security of 
supply chain

Equal 
opportunities

Employee training & 
development

Ethical business 
conduct

Organic

Customer 
health & safety

Campaigning & 
education

Packaging

Working with suppliers

Nutritious 
food choices
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LOW MEDIUM HIGH VERY HIGH

 Food you can trust
 Making change happen

 Putting people first
 Caring for tomorrow
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Table 2: Material topics: definitions and topic boundaries  

Organix material topic and definition Equivalent gri topic-specific 
standard(s)

Topic boundary – where the 
impacts occur 

Food you can trust
Customer health and safety: Ensuring products adhere to 
all appropriate health and safety standards and regulations.

GRI 416: Customer  
health and safety

•  Own operations (Quality 
and Safety teams; New 
Food Development team) 

•  Supply chain; 
•  Consumers.

Responsible marketing and labelling:  
Ensuring that all marketing and labelling is ethical and 
responsible, in line with relevant regulations, standards or 
voluntary codes.

GRI 417: Marketing  
and labelling

•  Own operations  
(Sales & Marketing team); 

• Retailers;
• Consumers.

Working with suppliers: Assessing suppliers to ensure  
that they meet high standards regarding human rights, 
health and safety, fair labour practices and environmental 
practices. And working collaboratively with suppliers to 
build long-term, trusted relationships.

GRI 308: Supplier 
environmental assessment  
GRI 414: Supplier social 
assessment.

• Supply chain.

Nutritious food choices: Offering consumers healthy and 
nutritious food choices.

– •  Own operations (New Food 
Development team); 

Security of supply chain: Taking steps to ensure a supply 
chain that is “future proofed” given the potential threats  
to the availability of raw ingredients from global issues like 
climate change, water and energy scarcity, and  
rainforest destruction.

– •  Own operations 
(Procurement team);

• Supply chain.

Making change happen
Campaigning and educating: Actively campaigning on 
issues around healthy food and nutrition and educating 
consumers/general public on these issues.

– •  Consumers; 
•  Food industry; 
•  Wider society.

Food industry integrity: Championing a better food 
industry, one that genuinely puts consumers’ interests (i.e. 
health, nutrition) first and is well regulated and controlled.

– •  Consumers; 
•  Food industry.

Putting people first
Employee wellbeing: Ensuring the health and safety  
of all employees while at work and actively promoting 
employee wellbeing.

GRI 401: Employment  
GRI 403: Occupational health 
and safety

•  Own operations  
(Organix employees).

Employee training and development: Providing employees 
with relevant training and development opportunities to 
enhance their knowledge and skills.

GRI 404: Training  
and education

•  Own operations  
(Organix employees).

Note about our influence: Many of our material topics span the full lifecycle of our foods’ journey from field, to factory,  
to retail store, to consumers’ homes and beyond. We have direct influence over what happens in our own operations, 
including decisions our teams make about how our foods should be manufactured (by our supply partners) and marketed. 
Where impacts occur in our supply chain, we have indirect influence over these and manage them via robust processes and 
systems (see Food you can trust and Caring for tomorrow chapters of our report). We also have indirect influence over 
consumers, retailers, the food industry and wider society through activities such as our campaigns (see Making change 
happen chapter of our report).

Organix material topic and definition Equivalent gri topic-specific 
standard(s)

Topic boundary – where the 
impacts occur 

Equal opportunities: Being an equal opportunities 
employer and creating a diverse workforce. Not 
discriminating against people in any way, for any reason.

GRI 405: Diversity and  
equal opportunity 
GRI 406: Non-discrimination

•  Own operations  
(Organix employees).

Ethical business conduct: Conducting business in an  
ethical way and taking steps to ensure no corruption, 
bribery, or anti-competitive behaviour

GRI 205: Anti-corruption •  Own operations  
(Organix employees);

•  Supply chain. 

Caring for tomorrow
Energy and emissions: Reducing energy use and carbon 
emissions through energy efficiency measures and/or  
using renewable sources of energy. In offices, warehouses, 
manufacturing sites, transport, and in growing/producing 
raw ingredients.

GRI 302: Energy 
GRI 305: Emissions

•  Own operations  
(Organix HQ office); 

•  Supply chain.

Water: Reducing water use through water efficiency 
measures and/or water recycling. In offices, warehouses, 
manufacturing sites, and in growing/producing raw 
ingredients.

GRI 303: Water •  Own operations  
(Organix HQ office); 

•  Supply chain.

Waste materials: Minimising the amount of waste sent to 
landfill by recycling, reusing or composting waste. In offices, 
warehouses, manufacturing sites, and in growing/producing 
raw ingredients.

GRI 301: Materials  
GRI 306: Effluents and waste

•  Own operations  
(Organix HQ office); 

•  Supply chain

Packaging: Reducing the environmental impact of 
packaging (used by the business and on products) by  
using recycled or biodegradable materials and/or making 
packaging easier to recycle.

GRI 301: Materials •  Own operations  
(New Product Development 
team and Packaging team); 

•  Supply chain.

Transport: Minimising the environmental impacts of 
transport through efficiency measures (e.g. ensuring trucks 
only carry full loads) and/or the use of more environmentally 
friendly transport modes (e.g. shipping instead of flying) or 
fuels (e.g. biofuel).

GRI 305: Emissions •  Own operations  
w(Organix employees);

•  Supply chain.

Organic: Ensuring adherence to strict organic standards  
and maintaining organic certification (from the UK’s Soil 
Association). This in turn provides consumers with 
guarantees around the traceability and quality of raw 
ingredients, and around more sustainable methods of 
farming and food production.

– •  Supply chain.

Responsible sourcing: Ensuring that we source raw 
ingredients (e.g. palm oil) and packaging materials (e.g. 
paper / board) from certified, sustainable sources and not 
from sources which contribute to deforestation or the 
destruction of rainforests.

– •  Own operations 
(Procurement team); 

• Supply chain.

Food waste: Taking steps to tackle the problem of food 
waste through own actions (e.g. educating consumers on 
ways to reduce food waste) or by engaging in the debate  
at an industry/society level and working towards solutions.

– •  Own operations  
(Organix HQ office);

•  Supply chain; 
•  Consumers.


