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GRI Appendix
This appendix is part of our 2019 Sustainability 
Report, ‘Making Things Better.’ It contains our Global 
Reporting Initiative (GRI) Content Index and some 
additional information we need to provide in order  
to meet GRI’s reporting requirements.
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Our sustainability report has been prepared in accordance with the GRI Standards 2016.  
It covers two years’ worth of information and performance data from January 2018 to 
December 2019. Where relevant, we have also included updates from the first half of 2020.

Under GRI Topic Specific Disclosures, the GRI topic name has been written IN CAPITALS 
with the corresponding Organix material issue title in brackets next to it. There are a few 
Organix material issues for which there is no corresponding GRI topic. These are labelled 
‘custom topic’ and have been included for completeness, as per GRI Standards guidelines.

GRI Content Index

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / 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 Organix makes organic food and snacks for babies, toddlers and children. We market our foods under the Organix brand. We sell around 
80 different foods and all are organically certified by the UK’s Soil Association. Our foods are developed in-house, manufactured and 
packaged 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, in partnership with expert agencies.

See also www.organix.com

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 and pack our foods on 
our behalf, are based in the following countries: UK, France, Germany, Netherlands, Belgium, Austria, Turkey, Italy, Spain and Czech 
republic. 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 also exported to Asia and other international markets.

102-7 Scale of the organization We have 53 employees, all based at our headquarters in Bournemouth. Net sales in 2018 were £33.6 million and in 2019 were £31.1 million.

102-8 Information on employees and other workers SR p.24

Of our 53 employees, 50 are permanent and 3 are temporary (maternity cover).

102-9 Supply chain SR p.10, 11, 12.  

We work with 14 supply partners - third party manufacturers who manufacture and pack our foods on our behalf. We work with one main 
logistics partner in the UK who stores and distrubites our foods. We use a number of hauliers to transport our foods from our supply 
partner factories to our UK warehouse. We source raw ingredients from around 100 suppliers/processors.

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

In 2018 we selected one new supply partner, based in the Czech Republic. There were no significant changes to our organisation or 
supply chain in 2019.

102-11 Precautionary Principle or approach We adopt the precautionary principle in relation to the development of new foods in order to protect consumer health and safety.  
We also adopt the precautionary principle in relation to any actions that could be considered potentially harmful to the natural 
environment. We have robust risk assessment processes in place to assess risk in these and other areas.
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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 only 100% certified, 
segregated and Palm Oil Innovation Group compliant palm oil.

102-13 Membership of associations • The Soil Association
• The Organic Trade Board
• The BSNA (British Specialist Nutrition Association)
• Campden BRI
• Forest Stewardship Council
• RSPO (Roundtable for Sustainable Palm Oil)
• BRCGS (British Retail Consortium Global Standards) 
• SEDEX (Supplier Ethical Data Exchange)

Strategy
102-14 Statement from senior decision-maker SR p.4

Ethics and integrity
102-16 Values, principles, standards, and norms  

of behavior 
SR p.2, 12, 20

See also www.organix.com/about-us

102-18 Governance structure GRI Appendix, p.12 

Stakeholder engagement
102-42 Identifying and selecting stakeholders GRI Appendix, p.12 

102-43 Approach to stakeholder engagement GRI Appendix, p.12

102-44 Key topics and concerns raised GRI Appendix, p.13, 14, 15 

Reporting practice
102-45 Entities included in the consolidated  

financial statements 
Organix Brands Limited - Company Number 02716145.

102-46 Defining report content and topic Boundaries SR p.6                    

GRI Appendix, p.16, 17

102-47 List of material topics SR p.6                    

GRI Appendix, p.15, 16, 17

102-48 Restatements of information There are no restatements of information.

102-49 Changes in reporting We have made some updates to the titles and grouping of material topics but there have not been any significant changes to the overall 
issues reported.

102-50 Reporting period January 2018 to December 2019. We have also included updates from the first half of 2020, where relevant.

102-51 Date of most recent report May 2018.

102-52 Reporting cycle Biennial for full GRI reporting, with shorter updates in the years in between.

102-53 Contact point for questions regarding the report Stephen Stones, Head of Technical and Sustainability, stephen.stones@organix.com; +44(0) l202 586 l07 

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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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 - 11

102-56 External assurance We have not sought external assurance for this report.

Material Topics
Food you can trust
Customer health and safety (Food safety and quality)
GRI 103: 
Management 
Approach 2016

103-1 Material topic and boundary GRI Appendix, p.16 

103-2/3 Management approach SR p. 12

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 often go above and beyond what is required. Organix food safety standards are certified by BRCGS. This 
manufacturing standard covers all aspects of making foods, from selecting raw materials to transporting goods to supermarkets. It is 
globally recognised, which gives our retail customers the reassurance they need that we’re serious about safety. We have extensive 
testing processes in place at every stage of our food’s journey. 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. 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 sampling and analysis. 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. 

GRI 416:  
Customer Health 
and Safety 2016

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

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 2018 and 2019 Organix complied with all relevant regulations and voluntary codes concerning the health and safety of our foods. 
There were no incidents of non-compliance. 

Nutritious food choices (Custom topic)
GRI 103: 
Management 
Approach 2016

103-1 Material topic and boundary GRI Appendix, p.16 

103-2/3 Management approach SR page 8, 9, 14, 15, 17.

See also www.organix.com/about-us

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

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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Marketing and labelling (Transparent labelling; Ethical marketing and advertising)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.16 

103-2/3 Management approach SR, p.8, 10

We do not 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. 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). 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.

GRI 417:  
Marketing and 
Labeling 2016

417-1 Requirements for product and service  
information and labeling

SR p.8, 10, 28

All of our foods are labelled with clear information about the ingredients contained in the food, the portion size, the age suitability of the 
food, and nutritional facts such as 'gluten free' or 'suitable for vegans.' We also include the appropriate recycling logo on all of our packs.

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

In 2018 and 2019 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.

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. 

Supplier environmental assessment (Responsible sourcing; Sustainable supply chain)
GRI 103: 
Management 
Approach 2016

103-1 Material topic and boundary GRI Appendix, p.16, 17 

103-2/3 Management approach SR p.12

We regularly issue an environmental questionnaire to our supply partners. This asks them to tell us about their environmental policies, 
systems and certifications; their practices regarding energy, waste, water and transport; and any current or planned environmental 
projects they are investing in to reduce their impact. 

GRI 308:  
Supplier 
Environmental 
Assessment 2016

308-1 New suppliers that were screened using 
environmental criteria

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. 

Supplier social assessment (Responsible sourcing)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.16 

103-2/3 Management approach SR p.12
GRI 414:  
Supplier Social 
Assessment 2016

414-1 New suppliers that were screened using  
social criteria

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. 

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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Making change happen
Influencing industry standards (Custom topic)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.16 

103-2/3 Management approach SR p.13, 14, 15, 18

See also www.organix.com/sustainability/making-change-happen

Informing consumers (Custom topic)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and its Boundary GRI Appendix, p.16 

103-2/3 Management approach SR p.8, 10, 14, 16, 17

See also www.organix.com/help-advice and www.organix.com/wonderden

Putting people first
Employment
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

SR p.19 - 24

103-2/3 Management approach SR p.20

GRI 401: 
Employment

401-1 New employee hires and employee turnover In 2018 we had 6 new hires - 4 females (1 in the 30 or under age group; 3 in the 30-50 age group) and 2 males (both in the 30-50 age 
group). In 2018, 7 people left the business - 3 females in the 30 or under age group, 2 females in the 30-50 age group, and 2 males in  
the 30-50 age group.

In 2019 we had 10 new hires - 8 females (3 in the 30 or under age group; 3 in the 30-50 age group) and 2 males (1 in the 30 or under age 
group; 1 in the 30-50 age group). In 2019, 11 people left the business - 5 females in the 30-50 age group, 1 female in the 50 or over age 
group and 5 males in the 30-50 age group.

All employees are based at Organix HQ in Bournemouth and all have the fexibility to work from home under the terms of our flexible 
working policy.

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

SR p.21

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

401-3 Parental leave In 2018, 36 females and 10 males were entitled to parental leave. Two females took parental leave and both returned to work once their 
leave was finished. 12 months later, one female out of the two was still employed - a 50% retention rate.

In 2019, 34 females and 10 males were entitled to parental leave. One female took parental leave and returned to work once her leave 
was finished. 12 months later, she was still employed - a 100% retention rate.

Anti-corruption (Ethical business conduct)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.16 

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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103-2 Management approach GRI Appendix, p.12

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 2018 or 2019.

205-3 Confirmed incidents of corruption and  
actions taken

There were no incidents of corruption in 2018 or 2019 and therefore no actions taken.

Occupational health and safety (Employee wellbeing)
GRI 103: 
Management 
Approach

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2 Management approach SR p.21, 22

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. Our Resilience Policy is designed to help our people manage 
the pressures of their jobs so that they can continue to perform at their best.

GRI 403: 
Occupational  
Health and  
Safety 2016

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 2018 our absenteeism rate was 2.64% and in 
2019 it was 2.71%. We had zero work related fatalities in 2018 and 2019.

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. 

Training and education (Employee training and development)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.21, 22

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.

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. This is a conservative estimate and varies depending 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

SR p.21, 22

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

100%.

Diversity and equal opportunity (Diversity and inclusion)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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103-2/3 Management approach SR p.23

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. Our Carers Policy is designed to support those with caring responsibilities.

GRI 405:  
Diversity and Equal 
Opportunity 2016

405-1 Diversity of governance bodies and employees SR p.24

Non-discimination (Diversity and inclusion)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2 Management approach SR p.23

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. Our Carers Policy is designed to support those with caring responsibilities.

GRI 406:  
Non-discrimination 
2016

406-1 Incidents of discrimination and corrective  
actions taken

There were no incidents of discrimination in 2018 or 2019.

Human rights assessment (Human rights)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.12

Our approach to managing human rights is set out in our Modern Slavery Act Statement at: https://www.organix.com/sites/default/
files/2019-07/c56535_organix_modern_slavery_0.pdf 

GRI 412:  
Human Rights 
Assessment 2016

412-1 Operations that have been subject to human rights 
reviews or impact assessments

100% of our direct suppliers (our supply partners) are subject to human rights reviews via sign up to our Code of Conduct and as part  
of our supplier due diligence processes.

For more details see our Modern Slavery Act Statement at: https://www.organix.com/sites/default/files/2019-07/c56535_organix_
modern_slavery_0.pdf

Local communities (Giving back)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.17, 23, 29
GRI 413:  
Local Communities 
2016

413-1 Operations with local community engagement, 
impact assessments, and development 
programmes

Our HQ operation in Bournemouth UK has close links with the local community. Through our volunterring programme our team donates 
their time and skills to various worthwhile charities and causes related to education, the environment, and nutrition. We are also part of 
several local business and sustainability networks and we support the Bournemouth Town Centre Business Improvement District.

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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Caring for tomorrow
Materials (Packaging and waste)
GRI 103: 
Management 
Approach

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.25, 26, 28

GRI 301:  
Materials 2016

301-1 Materials used by weight or volume SR p.28, 33

301-2 Recycled input materials used SR p.33

Energy (Climate change)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.25, 26, 27, 31

GRI 302:  
Energy 2016

302-1 Energy consumption within the organization SR p.33  
We use 100% renewable energy to power Organix HQ.

302-2 Energy consumption outside of the organization Full data on energy consumption outside our organisation is not currently available. We have included the data we do have, which has 
been provided by our warehousing and distribution partner. In the future, through our Group Sustainability Strategy, we will be 
measuring energy consumption further back through our supply chain and this will give us a more complete picture of energy 
consumption outside our organisation.

302-4 Reduction of energy consumption SR p.31, 33

Water (Water)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.26, 27

Our main water impacts occur in our supply chain but data on this is not currently available. In the future, through our Group 
Sustainability Strategy, we will be measuring water consumption further back through our supply chain and this will give us a more 
comprehensive picture of our water impacts.

GRI 303:  
Water 2016

303-3 Water recycled and reused 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 recycle and reuse water in their 
operations and we plan to gather data on this in future.

Biodiversity (Biodiversity)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach SR p.29

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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GRI 304: 
Biodiversity 2016

304-3 Habitats protected or restored SR p.29

Through our Bee Careful programme we are working to protect bee health.

Emissions (Climate change)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2/3 Management approach 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, which has been provided by our warehousing and 
distribution partner. As part of our Group Sustainability Strategy we are taking steps to enable us to measure and report more fully on 
emissions across our supply chain in the future. 

GRI 305:  
Emissions 2016

305-1 Direct (Scope 1) GHG emissions SR p.33

Our Scope 1 emissions in 2018 and 2019 were zero. We do not own or control any sources of direct emissions.

305-2 Energy indirect (Scope 2) GHG emissions SR p.33

Our scope 2 emissions in 2018 and 2019 were zero as we purchase 100% renewable electricity.

305-3 Other indirect (Scope 3) GHG emissions SR p.33

We currently report on some sources of Scope 3 emissions - mostly those from storing our food in our central warehouse and 
transporting our food to retail stores. As part of our Group Sustainability Strategy we are undertaking a number of lifecycle assessments 
and this will enable us to report more comprehensively on our Scope 3 emissions in the future.

305-5 Reduction of GHG emissions SR p.31, 32, 33

Food waste (Custom topic)
GRI 103: 
Management 
Approach 2016

103-1 Explanation of the material topic and  
its Boundary

GRI Appendix, p.17 

103-2 Management approach SR p.29 

Custom Percentage of food waste sent to landfill SR p.29 

We send zero food waste to landfill.

Organic farming and food production (Custom topic)
GRI 103: 
Management 
Approach 2016

103-1 Material topic and boundary GRI Appendix, p.17

103-2/3 Management approach SR page 8, 10, 11, 14, 15, 16.

See also www.organix.com/about-us

GRI Standard Disclosure  
Number

Disclosure Title Sustainability Report (SR) page number / GRI Appendix page number / Additional information / Reason for omission
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Governance
Overall responsibility for sustainability sits 
with our Managing Director, Philipp von 
Jagow. The Organix Senior Management 
Team, which includes Philipp plus the Heads 
of each function (Quality, Procurement, 
Supply Chain, Finance, Sales, Marketing, and 
HR) jointly oversee all decisions on social, 
environmental and ethical issues. 

On a day-to-day basis, Stephen Stones, our 
Head of Technical and Sustainability, 
oversees Plan O - our sustainability action 
plan. He is supported by the Plan O team - a 
cross functional team who work together to 
implement sustainability-related projects.

Ethical Business Conduct
At Organix, our values – pioneering, brave, 
honest and passionate - guide everything we 
do, day in, day out.

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  
and memberships, which require us to meet 
various ethical, environmental and social 
standards. These include:

•  Organic certification from the UK’s  
Soil Association;

•  The BRCGS (British Retail Consortium Global 
Standards) 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, at site visits, 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, the Hero Group

•  Our suppliers (including our supply 
partners who manufacture our foods, our 
UK 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,  
the Department of Health, academics, 
scientists and food experts, and industry 
associations such as the British Specialist 
Nutrition Association) 

•  NGOs and charities (including Fareshare, 
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, influencers,  
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).
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Table 1: How we engage our stakeholders

Stakeholder group Issues we talk about How we interact Examples of action in 2018/2019

Employees • Employee wellbeing

• Performance objectives

• Development needs 

• Company values

• Business strategy and performance 

• Sustainability

• Community volunteering

• Induction process for new recruits

• Wake up to Wellbeing programme

• Coaching, training and development

• Daily news emails

• Monthly company meetings

• Company away days, learning events (internal and external)

• Annual employee satisfaction survey

• 360 feedback and appraisal process

• Wake up to Wellbeing (see Sustainability Report pages 21 & 22)

Hero Group • Employee wellbeing

• Performance objectives

• Development needs 

• Company values

• Business strategy and performance 

• Sustainability

• Community volunteering

• Induction process for new recruits

• Wake up to Wellbeing programme

• Coaching, training and development

• Daily news emails

• Monthly company meetings

• Company away days, learning events (internal and external)

• Annual employee satisfaction survey

• 360 feedback and appraisal process

•  Development of the Hero Group Sustainability Strategy  
(see Sustainability report page 27)

• Bee Careful biodiversity project (see Sustainability report page 29)

Suppliers • Food safety and quality

• New product development / innovation

•  Future business development,  
future-proofing and growth

• Sustainability

• Regular meetings and site visits

• 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 • Employee wellbeing

• Performance objectives

• Development needs 

• Company values

• Business strategy and performance 

• Sustainability

• Community volunteering

• Regular meetings and dialogue on topics such as Food Leadership

• Attending conferences and events

• Hosting brand and category cascades

•  Meetings with the buying teams from all of our major retail customers  
to discuss our Food Leadership Principles and other sustainability topics

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

• Making healthy food choices 

•  Advice on food and nutrition, e.g. weaning, food 
labelling, healthy recipes for family cooking

• Social media channels

• Marketing campaigns

• Hosting influencer events

•  ‘WonderDen’ and ‘Help and Advice’ pages of our website

•  Regular social media posts 

•  Organix Baby and Toddler Cookbook (see Sustainability report page 17)
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Stakeholder group Issues we talk about How we interact Examples of action in 2018/2019

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

•  Participating in the review of the Soil Association’s standards (see 
Sustainability report page 15) 

•  Supporting the ‘Feed Your Happy’ campaign by the Organic Trade Board 
(see Sustainability report page 16)

•  Participating in the annual Organic September month to promote the  
value of organic (via internal learning and external promotion/marketing  
of organic)

Food industry •  Industry standards and regulations

•  Food / nutrition research groups

•  Food industry challenges (e.g. obesity)

•  Technology and innovation

•  Training and Development

•  Meetings/Working Groups/Consultations

•  Attending conferences and events

•  Sharing insights and research

•  Formal training courses

•  Participating in Public Health England’s consultation on new voluntary 
nutritional targets for food aimed at children aged under three (see 
Sustainability report page 15)

•  Working with the British Specialist Nutrition Association (BSNA) to  
develop a new code of practice for the baby and toddler food industry  
in the UK (see Sustainability report page 15)

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

•  Supporting Wave 105’s ‘Christmas Mission’ appeal by donating food  
to help disadvantaged children and families in the South of England  
(see Sustainability report page 29)

Local community •  Local economic development

•  Local employment

•  Local sustainability 

•  Attending local events

•  Participating in local groups and networks

•  Specific partnerships or projects

•  Employee volunteering in the community

•  Supporting local council sustainability goals

•  Volunteering with the National Trust at Brownsea Island  
(see Sustainability report page 23)

•  Partnership with Bournemouth University and local Bee-Keeping groups 
as part of the Bee Careful project (see Sustainability report page 29)

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

•  Precious Palates campaign and related events (see Sustainability  
report page 18)

•  Various articles in The Grocer magazine and other food industry  
trade publications

Sustainability 
networks

•  Sustainable business

•  Environmental improvements

•  Attending meetings and events

•  Sharing knowledge and insights

•  Bournemouth Sustainable Business Leadership Group
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Materiality
We want to make sure we’re reporting on  
the issues that matter to our stakeholders 
and our business. In 2019 we did a 
‘materiality assessment’ to determine  
our most important or ‘material’ issues.  
We followed a three-stage process:

1. Identify - We started with the list of  
19 issues that were identified in our last 
materiality assessment in 2016 and that we 
reported on in our 2016 sustainability report. 
We sense checked this list against global 
sustainability risks and opportunities, the 
United Nations Sustainable Development 
Goals, industry trends, best practice among 
our peers, and our own insights and 
experiences. We came up with a revised  
list of 20 issues, which reflect the changing 
trends across our sector and the wider 
sustainability landscape.

2. Prioritise - We used an online survey to 
ask Organix staff to rate the importance of 
the 20 issues from the ‘internal’ business 
perspective. We also held a workshop with 
key members of the Organix team 
representing different external stakeholder 
groups, such as retail customers and 
consumers, to rate the issues from an 
‘external’ perspective. 

3. Validate - We pulled together all of the 
scores and insights and prioritised the issues 
on a matrix. This matrix (see adjacent) was 
validated and finalised by the Organix Senior 
Management Team. 

Table 2 overleaf provides a definition of each 
material issue and defines its boundary  
(i.e where the main impacts occur).

Our Material Issues
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Informing consumers

Influencing industry standards

 Food you can trust
 Making change happen
 Putting people first
 Caring for tomorrow

Giving back

Ethical business conduct

Employee wellbeing
Climate change

Sustainable supply chain

Human rights

Employee training & development

Ethical marketing and advertising

Transparent labelling

Food safety and quality

Nutritious food

Packaging and waste

Responsible sourcing

Diversity and Inclusion

Biodiversity

Water Organic farming  
and food production

Food waste



Organix GRI Appendix2019 16

Table 2: Material issues: definitions and boundaries
Note about our influence: Many of our material issues 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 issue definition Equivalent GRI topic-specific standard(s) Topic boundary – where the impacts occur 

Food you can trust
Food safety and quality: Ensuring that our food adheres to the highest safety and quality standards. GRI 416: Customer Health and Safety 2016 •  Own operations (Technical and Quality team;  

New Food Development team) 

• Supply chain; 

• Consumers.

Nutritious food: Designing and developing nutritious foods and offering consumers nutritious food choices. None • Own operations (New Food Development team); 

• Supply chain.

Transparent labelling: Ensuring that all our foods are labelled with accurate, clear and transparent 
information to enable consumers to make informed purchases.

GRI 417: Marketing and Labelling 2016 • Own operations (Sales & Marketing team); 

• Retailers;

• Consumers.

Ethical marketing and advertising: Ensuring that all marketing and advertising for our foods is  
ethical and responsible, in line with relevant regulations, standards and voluntary codes.

GRI 417: Marketing and Labelling 2016 • Own operations (Sales & Marketing team); 

• Retailers;

• Consumers.

Responsible sourcing: Sourcing ingredients from suppliers who have strong  
ethical and environmental practices in place and being able to show full  
traceability of every ingredient from field to fork.

GRI 308: Supplier Environmental Assessment 2016
GRI 414: Supplier Social Assessment 2016

•  Own operations (Procurement team; Technical  
and Quality team);

• Supply chain.

Making Change Happen
Influencing industry standards: Influencing policy and practices in the infant and children’s food sector  
and in the food industry more broadly, by working with our peers and with organisations like Public Health 
England to push for higher standards and stricter regulations.

None. • Retailers;

• Consumers; 

• Food industry.

Informing consumers: Informing, educating and inspiring parents on healthy eating for children. Being a 
trusted voice for parents on issues related to healthy food and nutrition.

None. • Consumers; 

• Food industry.

Putting People First
Ethical business conduct: Conducting our business in an ethical way and never engaging in any form of 
bribery or corruption. 

GRI 205: Anti-corruption 2016 • Own operations (Organix employees);

• Supply chain
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Organix material issue definition Equivalent GRI topic-specific standard(s) Topic boundary – where the impacts occur 

Putting People First (continued)
Employee wellbeing: Ensuring the health and safety of our employees and actively promoting employee 
health and wellbeing.

GRI 205: Anti-corruption 2016 • Own operations (Organix employees).

Human Rights: Respecting and protecting the human rights of our employees and taking steps to mitigate  
any risks related to human rights or modern slavery across our supply chain.

GRI 412: Human Rights Assessment 2016 • Own operations (Organix employees);

• Supply chain.

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

GRI 405: Diversity and Equal Opportunity 2016
GRI 406: Non-discrimination 2016

• 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 2016 • Own operations (Organix employees).

Giving Back: Giving back to our community in various ways, e.g. through employee volunteering, donating 
money/food to selected charities (such as those tackling food poverty) and supporting initiatives in our home 
town of Bournemouth (e.g. Bournemouth’s Sustainable Business Leadership Group).

GRI 413: Local Communities 2016 • Local community.

Caring for Tomorrow
Packaging and waste: Reducing the environmental impact of our packaging by switching to more sustainable 
packaging materials. Minimising the amount of waste we send to landfill by recycling, reusing or repurposing 
waste materials across our operations and supply chain.

GRI 301: Materials 2016 •  Own operations (New Product Development,  
Brand team and Packaging team); 

• Supply chain.

Food waste: Taking action to reduce food waste at the retail and consumer level, along our supply chain,  
and in our own operations (i.e. our office).

None. •  Own operations (Organix HQ office);

•  Supply chain; 

•  Consumers.

Climate change: Reducing our impact on climate change by cutting CO2 emissions across our operations  
and supply chain, for example through energy efficiency, renewable energy, and low carbon transport.

GRI 302: Energy 2016 
GRI 305: Emissions 2016

•  Own operations (Organix HQ office); 

•  Supply chain .

Organic farming and food production: Adhering to strict organic standards, maintaining our organic 
certification (from the UK’s Soil Association), promoting the benefits of organic farming and food production, 
and supporting the growth of the organic industry.

None. •  Own operations (Organix HQ office); 

•  Supply chain.

Biodiversity: Protecting nature and biodiversity, including endangered or vulnerable species and  
natural habitats. Closely connected with supporting organic agricultural practices, which help maintain 
healthy ecosystems. 

GRI 304: Biodiversity 2016 •  Supply chain.

Sustainable supply chain: Ensuring our suppliers meet high standards regarding environmental 
management. Working collaboratively with them to reduce environmental impacts and increase the 
resilience/security of our supply chain in the face of future climate change impacts (e.g. drought affecting  
crop yields).

GRI 308: Supplier Environmental Assessment 2016 •  Own operations (Procurement team); 

•  Supply chain.

Water: Reducing our water use through water efficiency measures and/or water recycling across  
our operations and supply chain.

GRI 303: Water 2016 •  Own operations (Organix HQ office); 

•  Supply chain


