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About this report
This report covers information and data from  
2018 and 2019. Where relevant, it also includes 
information from the first few months of 2020, 
prior to the report’s publication. 

It has been prepared in accordance with  
GRI Standards - international, best practice 
guidelines for sustainability reporting.

Welcome to our 2019 Sustainability Report. It’s full of 
information on how we’ve been Making Things Better over 
the last two years. There are updates across the four areas 
that make up our approach to being a sustainable business:

Hello

You can find our 2019 GRI Index  
on our website at:

organix.com/sustainability/reports

Food you can trust:
Our high standards and No Junk Promise  
mean we make great food that parents know 
they can trust. 

Making change happen:
We’re passionate about improving the quality  
of food for little ones everywhere. We campaign 
for a better food industry, working with the 
Government and others to make this happen. 

Putting people first:
We believe things work better when people 
work together. So we put a lot of time and 
energy into building good relationships with one 
another, our suppliers, and our local community.

Caring for tomorrow:
We care about protecting the earth’s resources 
for future generations and work hard with all 
our partners to make our food in the most 
sustainable way we can.

https://www.organix.com/sustainability/reports
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Our History
At Organix, we’ve been making delicious, 
organic baby and toddler food since 1992.  
In all of that time our vision has stayed  
the same. We want a world where healthy, 
nutritious food is a real choice for everyone.
We believe that businesses can, and  
should, change society for the better.  
We’ve been putting this into practice for  
28 years, making food to our No Junk 
Promise, campaigning for higher standards, 
and being pioneering, brave, honest, and 
passionate in all that we do.

About Organix 1992 – We made our first sale at Ringwood Market
Lizzie Vann, our founder, started selling her organic  
home-made baby foods at farmers markets.

2001 – We launched Organix raisins
Our longest running and unchanged food.

2002 – We published ‘Carrots and Chemistry’
Our first research report, which highlighted the poor state of children’s  
food and called for higher standards.

2003 – Oaty bars went on sale
Our all time best sellers!

2008 – We became part of the Hero Group 
A family owned food business, based in Switzerland.

2009 – We were founding members of the Organic Trade Board
We’ve supported their organic campaigns ever since.

2012 – We created Plan O, our sustainability programme
Bringing together all of our environmental and ethical initiatives.

2015 – We became BRCGS certified
This is a global standard for food safety  
and we hold the highest AA rating.

2019 – We rebranded the full Organix range
And introduced the world to our Organimals!



Organix Sustainability Report 2019 4Welcome

Living through the Covid-19 crisis has 
made me feel humble – as a leader  
of a company, as a father, and as a 
human being. I have no doubt that our 
collective experience of this disease 
will make us take a different approach 
in many areas of our lives. I hope it  
will also speed up our collective efforts 
on sustainability.  
With 2020 we have entered what many 
people are calling ‘the decade of delivery’. 
This generation of leaders and the 
businesses that we work in need to  
deliver decisive climate action. And the  
food industry is right at the heart of this 
action. We need to move to more plant 

based diets, dramatically reduce the 
amount of food we waste, and grow our 
food more efficiently, working with rather 
than against nature. We also need to 
reduce our reliance on plastic packaging.

At Organix we have a clear view of what 
sustainability involves for us. It means 
doing things in a way that supports and 
balances people, planet and profit. It 
means staying true to our mission of 
giving little ones the best start in life and 
making it easier for parents to make the 
right food choices. And it means growing 
our business, while reducing the impact 
we have on the environment. These are 
the reasons why we champion organic 
farming and food production. We believe 
it’s better both for people’s health and 
our planet, and that it will continue to  
be a strong and growing market.

As you read through this report, I hope 
you will get a good sense of the progress 
that we’ve made on our sustainability 
journey since we published our last 
report two years ago. Our achievements 
are a testament to the pioneering spirit 
of everyone at Organix and to the strong 
relationships we have with our supply 
partners, our retailers and our sister 
companies within the Hero Group.

We’re proud to have contributed to the 
Group’s ambitious new sustainability 
strategy, launched in March 2020. This 
recognises that our biggest environmental 
impacts are in our supply chain and 
commits us to addressing those impacts 
and becoming climate positive in the 
coming decade.

Already, in the first year of this decade 
we have faced an unprecedented 
challenge as a global society. The rest  
of the decade is going to demand even 
more of us, both as individuals and as 
businesses. But I firmly believe that if  
we work together, we can, and will, rise 
to the challenge. Let’s make this the 
decade when we fix our children’s future.

Enjoy reading!

Philipp von Jagow 
Managing Director,  
Organix

A message from Philipp, our MD

With 2020 we have entered what  
many people are calling ‘the decade of 

delivery’. This generation of leaders and  
the businesses that we work in need to 

deliver decisive climate action



Organix Sustainability Report 2019 5Welcome

In 2018 we set ourselves three big goals  
to increase our positive impact on people 
and the planet. Over the last two years, 
we’ve made good progress and we’re proud 
of what we’ve achieved. 

But we know there’s much more to do, 
especially to reduce resource use across 
our supply chain. We’ll be focusing on this 
as part of ‘Climate Positive 2030’ – our ten 
year sustainability strategy that Organix 
and our colleagues across the Hero Group 
will work together to deliver.

Progress against our goals

Goal #1 - Raise Standards: 
Shine a light on poor practices,  
champion stricter regulations and  
drive policy change in little one’s foods.

 We want to make sure that all  
children’s food is made to the same high 
standards that we set for ourselves at 
Organix. We’ve been working with the 
British Specialist Nutrition Association 
and a group of our peers to develop new 
national standards for baby and  
toddler food  page 15

 We shared our insights and expertise 
with Public Health England who are 
developing new nutritional targets for 
food aimed at children under three  

 page 15

 We’ve been talking to the big UK 
retailers about ‘protecting the baby aisle’, 
helping them make informed decisions 
about the quality of the foods they stock 
on their shelves  page 14

Goal #2 - Rethink Packaging: 
Source alternatives to plastics  
and make all our packaging fully  
sustainable by 2023.

 85% of our total packaging, by weight,  
is recyclable. We’re working to close  
the gap on the other 15% - currently  
non-recyclable plastic  page 28

 We have replaced the brown plastic  
trays for our Gingerbread Men Biscuits 
with clear plastic trays, which are easier  
to recycle  page 28

 We’re trying out recyclable paper film 
on some of our foods, which if it passes 
our tests, could replace the plastic film 
we currently use  page 28

Goal #3 - Reduce Use: 
Work with our partners across our  
supply chain to reduce our resource  
use and cut carbon, water and waste.

 Together with our sister companies 
from the Hero Group, we’ve committed  
to being ‘climate positive’  
across the Group by 2030  

 page 27

 We send zero food waste to landfill,  
donating any surplus food to charity,  
offering it for onward sale to specialist  
stores, or converting it to animal feed  

 page 29 

 Our logistics partner in the UK has  
been trialling new low emission delivery 
trucks that run on methane gas instead  
of diesel  page 32



Organix and the UN Sustainable Development Goals
As part of our materiality assessment, we identified six SDGs 
that Organix contributes to. SDG 2 and SDG 12 are the primary 
ones for us, but we also support SDG 3, 8, 13 and 15.
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We want to make sure we’re reporting on the issues  
that matter most. So we did what’s called a ‘materiality 
assessment’, following three simple steps:

First, we identified a long list of social and environmental 
issues that are relevant to Organix.

Second, we did an online survey and held a workshop to 
understand how important the issues are to our business 
and our stakeholders. 

Third, we distilled the issues down to a priority set of 20, 
shown here. Each of these are discussed within our report.

For more detail on our materiality process and for a 
definition of each issue, see our 2019 GRI Index at:

Food you can trust
1 Food safety and quality 
2 Nutritious food
3 Transparent labelling
4 Ethical marketing and advertising
5 Responsible sourcing

Making change happen
6 Influencing industry standards
7 Informing consumers

Putting people first
8 Ethical business conduct
9 Employee wellbeing
10 Human rights
11 Diversity and inclusion
12 Employee training and development
13 Giving back

Caring for tomorrow
14 Packaging and waste
15 Food waste
16 Climate change
17 Organic farming and food production
18 Biodiversity
19 Sustainable supply chain
20 Water

Reporting on what matters

organix.com/sustainability/reports

Our Material Issues

https://www.organix.com/sustainability/reports
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Food you can trust
Knowing what to feed little ones can be 
confusing for busy parents. The colourful 
packs on the baby aisle can mask some poor 
standards. At Organix, we make it easy for 
mums and dads to make good food choices 
that will give their children the best start  
in life. Our food is tasty, nutritious, always 
organic and has no artificial colours  
or flavours.

Gold prize
in the MadeForMums Awards  
for our baby corn puffs range

7x
more veg in our Melty Veggie 
Sticks compared to competitor 
products*

Over 50%
reduction in saturated fat  
content of our cheese crackers

Packaging 
refresh
so it’s even easier for parents  
to spot key info like portion sizes  
and age suitability

2019 Highlights

*  Comparing 100g of Organix  
Melty Veggie Sticks with 100g  
of Kiddylicious Veggie Straws

Only the  
good stuff

Our food is completely organic 
and made to our No Junk Promise
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How we do things

Ingredients
We use only organic ingredients1

 Simple recipes
We use just six ingredients, on  
average, in each of our foods

 Sourcing
We source from certified organic  

farmers and producers

 Clear, transparent labelling
We show all ingredients and  

percentages on the back of packs  
so parents know exactly what  

they are buying

No Junk & that’s a promise

6
 Trusted partners

We work with a small group of trusted 
partners to make our foods to our  

tried and tested recipes

“  Our No Junk Promise is our pledge  
to parents that they can trust Organix  
food. It’s our commitment to being always 
organic, using nothing unnecessary, and 
setting the best standard in what good food 
for children should be. This isn’t just a 
meaningless stamp that we put on our 
packs– it’s the principles that guide us  
day in and day out. 

  The Food Development team here has more 
than 30 years’ experience developing food 
for little ones and we create baby and 
toddler food that meets children’s specific 
developmental milestones. It’s food that 
has been lovingly created to offer suitable 
nutrition, tastes, textures and portion sizes 
for little ones of different ages. We’re 
incredibly passionate about what we do  
and we always go the extra mile to make 
foods that parents know  
they can really rely on.”

 Emily Day,  
  Head of Food Development

1  Except where ingredients are not available  
organically e.g. raising agents.

 No junk
Our foods are free from artificial  

colours and flavours



Our progress
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Nutritious food for little ones
Good nutrition is vital to children’s growth 
and development. We work hard to create 
delicious foods that are nutritionally better 
than other baby finger foods and children’s 
snacks on the market. This could be by 
including lots of vegetables or by reducing 
unnecessary junk like salt, sugar and fat. 

Tasty new choices
In the last two years we’ve launched 
several new foods that have really raised 
the bar in terms of nutrition. Our Melty 
Veggie Sticks contain seven times more 
veg, 98% less salt and significantly less 
fat than a similar food from our close 
competitor.*

Our Jammie Monsters allow parents  
to give their kids a tasty treat without the 
sugar hit of a typical jammy dodger biscuit. 

For the really little ones, our jar foods 
offer a blend of either healthy fruit or 
vegetables, or fruit and oats. They’re 
based on super simple recipes that use 
just a few ingredients you can really 
taste. Unlike most of the other jar foods 
on the supermarket shelf that look an 
unappetising shade of orangey brown, 
ours are different vibrant colours thanks 
to the natural colours of the ingredients. 

Improving recipes and portion sizes
We regularly review our recipes to see  
if there are ways we can make nutritional 
improvements or better meet children’s 
and parents’ needs. In 2018, for example, 

in line with the latest Public Health 
England (PHE) guidance, we reduced the 
total sugar content of our cereals. And in 
2019 we removed palm fat from our 
cheese crackers, reducing the saturated 
fat content by over 50%.

To help parents understand portion 
sizes, we’ve started declaring on the 
front of a pack the number 
of portions that it contains. 
This makes it clear, for 
example, that a bag of our 
ricecakes has a number of 
portions in it, not just one.  
For all of our new foods, we 
are working to PHE’s target  
of ‹100kcal per portion.

Organix Melty Veggie Sticks:
• At least 25% vegetable
• No added salt
• 8.6g of fat per 100g

Competitor veggie straws:
• Less than 5% vegetable
• 98% higher in salt than Organix
• 29g of fat per 100g

Reduced sugar in our cereals:
• Stage 1 Fruity Apple Porridge – 13.6g of sugar down to 9.6g
• Stage 2 Banana & Plum Porridge – 16.2g of sugar down to 12g
• Stage 3 Banana Peach & Apple Muesli – 13.6g of sugar down to 12g

*  Comparing 100g of Organix Melty Veggie Sticks  
with 100g of Kiddylicious Veggie Straws
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Giving parents a helping hand 
In 2019 we won a UK design award for our refreshed 
packaging designs, which make it easier than ever 
for parents to spot key information at a glance. On 
the front of packs we highlight portion sizes, age 
suitability, the specific No Junk Promise attributes 
of the food, and helpful cues like ‘ideal finger food’ 
or ‘perfect for lunchboxes’. On the back we call out 
helpful facts like ‘gluten free’ or ‘vegan friendly’ and 
always list 100% of the ingredients we use.

Honest, transparent labelling
Our labelling is always 100% clear 
so parents can make informed 
choices quickly and easily.  
Every one of our packs  
proudly displays our  
organic certification and  
our No Junk Promise mark. 

To ensure we have long-term quality 
supplies and also give greater security  
to farmers, we agree contracts for a year 
or more with our ingredient suppliers.  
In some cases, we offer even longer 
terms. For example, the maximum limits 
of soil contaminants that are permitted in 
baby food are extremely low, compared 
to the limits that are acceptable in food 
for adults.

We use a small amount of palm oil to 
make our biscuits and we source only 
100% segregated and sustainable RSPO 
and POIG certified oil from our long-term 
supplier in South America.

Organic, ethically  
sourced ingredients
Our foods use the very best organic 
ingredients sourced from trusted 
farmers and suppliers. We want to be 
sure that everything that goes into our 
foods has been produced in a way that is 
kind to people and the planet.

Complying with baby food regulations
Making food for babies means we have  
to meet very strict regulations regarding 
our ingredients. For example, the 
maximum limits of soil contaminants 
that are permitted in baby food are 
extremely low, compared to the limits 
that are acceptable in food for adults.

To comply with these regulations,  
we only source from specialist organic 
ingredient suppliers who are also ‘baby 
food compliant’. All our foods are also 
certified by the UK’s Soil Association 
which certifies over 70% of organic  
food in the UK. Their standards  
are recognised as being among  
the most stringent in the sector.

Responsible sourcing from  
trusted suppliers
We’re very selective about the 
ingredients we choose and source just 
over 80 raw ingredients from around  
100 suppliers. All our raw ingredients 
meet our strict approval process to make 
sure they comply with both our own No 
Junk Promise and requirements on baby 
food contaminants, as well as offering 
great flavour of course.

We can trace every single ingredient 
back to the field where it was grown in a 
matter of hours and test this traceability 
regularly. It’s also assessed as part of 
our Soil Association audit using a 
technique called ‘mass balance’. This  
is an exercise that balances ingredients 
delivered to ingredients used in the 
resulting finished foods. It enables us  
to know that the amount of ingredients 
delivered to our suppliers equates to the 
foods that they produced. By using ‘mass 
balance’, we’re able to offer parents 
complete confidence in our foods both  
in terms of their organic status and the 
traceability of ingredients back  
to producers.

I’m organic

Baby food regulation

Foods made to our  
No Junk Promise

Organix own strict standards

WE GO ABOVE AND BEYOND
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Cheese from the UK
We use delicious Organic English Mature Cheddar, 
dried locally in Somerset not far from Organix HQ.  
It creates the tasty cheese powder that we sprinkle 
on our Cheese Puffs. It’s a simple, traditional 
ingredient that packs a real flavour punch.

Raisins from Turkey 
Based on the west coast of Turkey, our raisin 
supplier supports over 3,000 smallholder farmers, 
providing training in organic methods. Once picked, 
seedless grapes are dried naturally in the sun for 
around 2 weeks, developing into delicious,  
moist raisins.

Sustainable palm Oil  
from Brazil and Columbia
We source our palm oil from a long-established, 
family-owned business in South America that’s a  
strong advocate for responsible palm oil production.  
They share our commitment to sustainable farming 
and go above and beyond to be both sustainable and 
transparent in their practices.

Rice from Italy
We make our fluffy puffcorn snacks in Italy so it 
makes sense to source the rice used to make them 
from Italy too. Keeping things local cuts down  
on roadmiles and carbon emissions too. 

Mango from Mali
Our Mango supplier is based in Mali, one of  
the poorest countries in West Africa. Using locally 
grown mangoes they have built a highly successful 
business. They provide jobs to many local women, 
who make up 80% of the staff. And they invest in 
building medical centres in rural areas, with a focus 
on chidrens health.

Where our ingredients come from
Maize from Germany
Our maize supplier in Germany uses specialist  
corn varieties that give our puffed corn snacks 
their amazing texture. Working to strict baby food 
and organic regulations, with almost 300 years  
of milling experience under their belt, we know 
that our maize is in the safest of hands. 

At Organix we know that great ingredients make great food. We source 
almost 80 different ingredients from some of the world’s best organic 
farmers, millers and producers – people who share our passion for 
delicious, sustainable food. We’ve chosen a small selection to share  
with you, to give a flavour of the people and places that help give  
our foods their unique quality and taste.
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And the awards keep on coming!

Our delicious foods continue to win some  
great awards. Last year we won:

Building close relationships  
with our manufacturing partners
We work with 14 supply partners to 
produce and pack our foods. Three of  
them are based in the UK and the rest 
are in Europe. Some have worked with  
us for over ten years and feel very much 
part of the wider Organix family. 

Our close working relationships with  
our supply partners are a key point of 
differentiation for Organix. We work 
together to develop new foods or review  
old favourites, recognising that each of 
us brings different things to the table.  
As you’d expect from Organix, we also 
monitor their performance and do 
periodic safety and quality audits using 
our food safety standards. These are 
certified by BRCGS (British Retail 
Consortium Global Standards) and  
meet the highest AA grade of the 
Standard for Agents and Brokers  
(i.e. non-manufacturing traders).

Managing environmental  
risks in our supply chain
Of course there are potential risks to  
our ingredient supply chain, particularly 
from climate change and associated 
extreme weather events. In the past,  
for instance, we sourced raisins from 
California, but climate change has 
affected crop volumes from this region 
so in recent years we’ve bought our 
raisins from Turkey instead. Our other 
ingredients haven’t yet been negatively 
affected but we know it’s only a matter  
of time before climate change starts to 
bite more widely. To mitigate these risks, 
we have contingencies in place so that if 
there is a problem with one of our suppliers 
we can source the same quality of 
ingredient from an alternative supplier. 

Keeping our supply chain free  
of modern slavery
We make sure our supply chain is free  
of modern slavery or unethical practices 
and, in line with the UK’s Modern Slavery 
Act, we publish an annual statement on 
the steps we take to achieve this. You can 
see our 2019 statement on our website.

Made for mums award 2019 –  
gold prize for our baby corn  

puffs range

Made for mums award 2019 –  
silver for our Oaty Bars range

Loved by parent award 2019 –  
gold award for our Oaty bars and  

platinum for our Rice Cakes

Made for mums award 2020 –  
silver for our Melty Veggie Sticks and bronze  

for Gruffalo biscuits

To become one of our trusted  
suppliers, our partners must:

   Share our values and principles
     Sign up to our Supply Agreement, which 

sets out our business’ way of working
     Sign up to our Code of Conduct, which  

sets out the ethical and environmental 
standards we expect 

    Meet the food safety, quality and  
organic standards detailed in our Organix 
Quality Agreement 

    Become members of Sedex, the Supplier 
Ethical Data Exchange

https://www.organix.com/sites/default/files/2019-07/c56535_organix_modern_slavery_0.pdf
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Making change happen
We’re passionate about good food for 
children and use our voice and influence 
wherever possible to raise standards and 
make change happen. We do this by 
collaborating with retailers, industry experts 
and policymakers, working with them to 
achieve our vision of a world where healthy, 
nutritious food is a real choice for everyone.

New organic 
standards 
launched by the Soil Association. 
We were happy to be involved in 
the process

£10,000
a year invested over the last  
three years in the ‘Organic: Feed 
Your Happy’ campaign from the 
Organic Trade Board 

Organix 
cookbook
published in partnership with 
Penguin Ebury to fuel little ones’ 
love of food 

Proud 
sponsors
of the Dorset Rock Star Awards  
for young parents who’ve made  
a positive impact on society

2019 Highlights

Protecting precious palates
We continue to set the standard in what 

good food for children looks like
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How we do things

Raising industry standards
We constantly work to raise  
standards in children’s food 

Highlighting poor practice
We shine a light on poor practices  

we see in our industry and campaign  
to make things better

Sharing best practice
We share our food leadership  
principles with retailers and 

policymakers and encourage them  
to set the bar higher

Advice and tips
We’re a trusted source of advice for 
parents giving helpful information  
on nutrition, weaning and other  

food challenges

Protecting the baby aisle
“  Our passion for good food that gives  

children the best start in life means there’s  
a really strong campaigning side to us as an 
organisation. We use our voice in all sorts 
of different ways from working behind the 
scenes to shape Government policy, to 
educating parents and consumers. 

  Where we see bad practice like misleading 
packaging claims or obviously unhealthy  
food, we’ll call this out. This isn’t just about 
protecting our market share and fending off 
competition. It’s also about protecting the 
health of today’s children who will become 
tomorrow’s adults and global citizens. 
Wherever we feel we can make a difference, 
we campaign for higher standards and show 
what good food for children can, and 
should, look like.”

  Leanna Rice,  
Brand & Communications  
Marketing Manager

Championing  
organic farming

We champion organic farming  
and food production, collaborating  
with the Soil Association and the  

Organic Trade Board



Our progress

THE UK ORGANIC MARKET IN 2019
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New targets for food for  
the under threes
We’re working with Public Health England 
(PHE) to develop new voluntary nutritional 
targets for food aimed at little ones aged 
under three. It’s part of the work PHE is 
doing to tackle childhood obesity. They’ve 
been consulting with companies like 
Organix to understand current standards 
and practices. We’ve shared our 
nutritional standards, our practices 
around marketing and communications, 
and our experience of using real fruit 
instead of artificial sweeteners. PHE plan 
to publish the new targets in 2020. We 
hope these targets will help create a level 
playing field in our market and that using 
natural fruit and vegetables (as Organix 
does) will still be seen as the best 
alternative to syrups and table sugar.

Leading the way on a new  
Code of Practice
In 2018, Organix joined the British 
Specialist Nutrition Association (BSNA). 
The BSNA represents food companies  
who make foods designed for people with 
special nutritional requirements, 
including babies and toddlers. Together, 
we’ve started a project to develop a new 
Code of Practice for the baby and toddler 
food category. Working closely with other 
brands, including Ella’s Kitchen and Hipp 
Organic, we are pooling our knowledge 
and experience to establish the 
requirements of this Code. We hope it 
will continue to raise the bar throughout 
the industry and establish clear best 
practice standards for baby and toddler 
food in the UK where there are gaps.

Shaping the Soil Association’s  
new standards
Organix sits on the Soil Association’s 
Standards Committee and in 2018 we 
were involved in a major review process  
to update processing organic standards. 
The revised standards, which came into 
effect in May 2019, are clearer, more 
transparent and easier for producers  
and consumers to work with and 
understand. They show which standards 
are legal requirements and which are  
Soil Association ‘higher standards’ 
covering key areas such as animal 
welfare, conserving the environment, 
safeguarding antibiotics and protecting 
the interests of organic consumers. 

Source: 2020 Organic Market Report  
by the Soil Association

£2.45 billion 
in total organic sales

£220 million 
spent on organic products every month

4.5% 
total market growth over the year

5 
most popular organic items in UK shopping 
baskets: carrots, bananas, milk, tea and yoghurts



£10,000
Invested in support of the ‘Organic:  
Feed your happy’ campaign
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Spreading the organic message
Organix have invested £10,000 per year over the  
last three years in support of the ‘Organic: Feed your 
happy’ campaign from Organic UK (the Organic Trade 
Board). The campaign was designed to raise the profile  
of buying organic and its annual #WakeUpToOrganic  
event in June 2019 saw independent retailers across  
the UK dishing up free, organic mini breakfasts and 
showcasing their range of organic food and drink.

organix.com/wonderden
WonderDen

Our website has games  
and tips to help parents fuel 

their little ones’ wonder  
of food

A source of trusted advice for parents
We know from the many calls and  
emails we get, that parents value 
Organix as a trusted voice on children’s 
food and nutrition. To help them navigate 
the food challenges they face, we offer  
a number of different resources. The 
‘WonderDen’ pages on our website offer 
lots of recipes, games and tips to help 
parents fuel their little ones’ wonder of 
food and get them interested in trying 
new flavours, textures and shapes.  
We also invite parents to sign up for 
regular emails with tailored food 
recommendations, recipes and advice, 
taking into account any allergies they’ve 
told us about.

Parents who sign up and  
have babies under 12 months  
receive a special space story  
and a weaning chart to help  
document their baby’s first  
food adventures. Those with toddlers 
receive a handy food mat with a fun 
activity on the back. And if parents  
have questions for us, then our new 
website makes it easier than ever for 
them to get in touch. 

https://www.organix.com/wonderden
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At Organix we really do care about good food, so when  
Penguin Ebury approached us to create our very own recipe 
book we thought it would be a great idea to help inspire  
parents in the kitchen and get little ones cooking too. Knowing 
how busy mums and dads are, we wanted to keep the book as 
simple and easy to follow as possible. So we made sure all 
recipes are made with ingredients you can find in your local 
supermarket, can be enjoyed by the whole family as well  
as little ones, and cater for those with different dietary 
requirements such as vegetarians or vegans. We think  
there’s something for everyone and hope the book will  
help inspire a lifelong love of good food.

 Francesca Hunt,  
Digital Community Manager

Championing amazing  
young parents 
At Organix we talk to parents every day  
and so we know what a rewarding and 
challenging job it can be. Many of us are 
also parents ourselves! We wanted to  
do something to recognise parents  
who truly make a difference and that’s  
why we decided to sponsor the 2019 
Dorset Rock Star Awards. These shine  
a spotlight on young parents aged  
16 to 26 who are making a positive 
impact on society despite sometimes  
challenging circumstances. 

Charlotte and Sarah from our HR team 
were part of the judging panel and met 
with the shortlisted finalists to hear 
their stories. On the night of the 
ceremony, they presented the winner 
with their award during what proved to 
be a hugely inspiring and emotional 
evening. There’s so much young 
talent in our local community – we’re 
proud to be part of recognising and 
championing this. 

Inspiring parents with our baby  
and toddler cookbook
We’ve always loved sharing good food  
ideas with parents, and in July 2019 we 
released our latest Organix baby and 
toddler cookbook, in partnership with 
Penguin Ebury. It’s full of quick and easy 
recipes to fuel little ones’ wonder and 
love of food, from yummy snacks to 
dinnertime favourites for the whole 
family to enjoy. All the recipes can be 
made from supermarket and store 
cupboard ingredients and were  
lovingly tried and tested by our  
own teeny-tiny food critics.
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Protecting Precious Palates
It was certainly memorable!  
A fascinating experience all round,  
but also a great way to look differently 
at tasting food, and especially for how 
young palates experience new foods.

Sainsburys Magazine

The event was absolutely brilliant.  
We had the best time and learned so  
much. Because you’re buying baby food, 
you don’t think to check for unnecessary 
ingredients, but this will definitely  
make me think twice. 

Parentchum online parenting hub

I loved it, particularly the dark 
element, it really heightened the 
senses. Going forward I am going  
to make sure I check the ingredients 
panel on my kids snacks carefully. 
It’s not something I’ve ever felt I 
needed to do before. 

ParentFolk publication

We’re passionate about protecting little 
ones palates from the bad practices  
we see among some baby and toddler 
food brands. 
Earlier this year we invited media 
representatives, influencers and our  
retail partners to an immersive, sensory 
event designed to shine a light on what 
really goes into some of the snacks and 
finger foods sold on the baby aisle.

Held at Dans Le Noir restaurant in 
London, participants taste tested  
different adult and kids snacks and baby 
foods in the dark, using only their sense  
of smell and taste to guide them! We 
asked them to think about what they  
were eating, what flavours could they  
taste and if the food was designed for 
babies, toddlers, or adults. 

The event was a real eye opener for 
everyone who attended. People left with a 
renewed appreciation for the taste of food 
made with simple, natural ingredients  
and no junk, a better understanding of 
how to interpret nutritional information, 
and a determination to do more to protect 
precious young palates.
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Putting people first
We love what we do. It’s the reason people 
join us, and it’s what motivates us to come 
to work each day and give our best. We want 
our people to be happy and fulfilled so we 
help them achieve a good work life balance 
and stay healthy in both mind and body.

20
of our people got back to  
nature on a volunteering day  
on Brownsea Island

Organix 
values
updated and integrated into  
our day-to-day work

75% 
of our people have made at  
least one positive lifestyle change 
under our wellbeing programme

3
of our people qualified as  
mental health first aiders 

2019 Highlights

We are Organix
We are pioneering, brave, honest and  

passionate in all that we do
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How we do things

Being ourselves
We encourage everyone to express  

their views and individuality

Flexible working
We offer flexible and part-time working 

to help people juggle work and life

 Promoting wellbeing
We promote positive health and 

wellbeing, both physical and mental 

The chance to learn
We give people opportunities to  

learn and grow through training and 
trying new things

Giving back
We give back to our local community  

by volunteering and supporting  
initiatives in Bournemouth, our  

home town

Living our values

Our values
Pioneering – We lead the way

Brave – We drive change
Honest – We do the right thing

Passionate – We love what we do

“  As a mission-driven business, our values 
have always been important to us. We 
recently updated them to make them even 
clearer and easier to remember and act on. 
Everyone in the team was involved in 
developing them. We thought about our 
history and heritage, what working at 
Organix means to us, and what behaviours 
we need to succeed. We then held awards 
events where we recognised colleagues for 
living the new values in their day-to-day 
work. We’ve used our cute Organimals to 
bring the values to life around the office. 
But to all of us, they are much, much more 
than just nice words on a wall. They capture 
the Organix spirit and are a huge part of 
why we choose to work here.”

  Charlotte Connell,  
Head of Human Resources



WAKE UP TO WELLBEING

Our progress
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Employee Wellbeing
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. The 
idea is that by eating well and exercising 
both body and mind, people are better 
able to cope with stress, less likely to  
get ill, and can give their best at work. 

The programme has three broad areas 
– Emotional and mental health; Physical 
health and getting active; and Nutrition 
and diet. It’s set up in such a way that 

people can engage in it as they need, 
rather than being forced to take part.  
And if someone has a bright idea, then 
we try to take this on board. Some of  
the activities we do benefit other 
organisations too. For example, we 
participate in the ‘Red January’ event, 
which promotes exercise and mental 
health and raises money for the mental 
health charity Mind.

The impact of Wake up to Wellbeing  
over the last five years has exceeded  
all our expectations. Nearly 75% of our 
people have made at least one lifestyle 
change – whether this is exercising 
more, eating more healthily, or 
improving their understanding of  
their own and others’ mental health.

These achievements were recognised in 
2018 when we won The Dorset Business 
Award for best Employee Health & 
Wellbeing initiative. We’ve since gone  
on to give talks and inspire other local 
businesses to work on their own 
wellbeing programmes.

1. Emotional and mental health
• Monthly massages 
• Mental health awareness training
• Mental health first aiders
• Personal finance and pension advice 
• Volunteering in the community
• Mindfulness workshops
• Resilience training

2. Physical health and getting active
• Yearly health ‘MOT’ 
• Lunchtime yoga
• Running and walking groups

3. Nutrition and diet
• Healthy breakfasts prepared by Organix teams
• Talks from expert nutritionists
• Quick and healthy recipe demonstrations
• Fresh organic fruit and veg at work
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Continuous learning and development
At Organix we use a mix of formal and 
informal training to help our people learn 
and develop their skills and capabilities.  
We have a strong ethos around coaching 
and have several in-house qualified 
coaches. We adapt our training focus to 
address the evolving needs of our people 
and the needs of the business. For example, 
in 2019 our focus was around challenging 
mindsets, dealing with change, and  
building resilience.

To help everyone understand each other’s 
‘work personalities’ and make sure we 
work well together as a team, we use 
‘Insights Discovery’ training. Through  
our parent company, the Hero Group, our 
people take part in a ‘LeaderTrack’, course 
designed to build leadership skills. We  
also run ‘Matrix training’, which equips  
our people to work effectively with other 
businesses in the wider international  
Hero Group family.

We also offer our people the opportunity  
to learn something new through Organix 
Learning. This is a longstanding 
programme that gives employees the 
chance to try out a new hobby or interest, 
with Organix covering 50% of the cost. 
Several people took the plunge in 2019  
and found it really rewarding.

New mental health first aiders
Public perceptions and understanding  
of mental health are slowly improving 
but there’s still a lot of work to be done. 
To improve our own understanding of 
mental health, we sent three of our 
people in 2019 on a two-day mental 
health first aid course run by Mental 
Health England. Here, they learned 
about a wide range of mental health 
illnesses and issues, with interactive  
and practical training on things like  
how to have a helpful conversation  
with someone struggling with anxiety  
or depression. All three were 
selected for the course 
because of their natural 
approachability and 
empathy, skills that have 
been strengthened by  
the training to bring even 
greater value to our team. 

Amazing standing desks!
It’s widely recognised that sitting 
at a desk all day has negative health 
impacts, and that encouraging people 
to stand and move around more can be 
hugely beneficial for overall fitness 
levels. For this reason, in 2019 we 
invested in stand up desks for everyone, 
to use as and when they choose. People 
have really taken to them. They’re 
especially good for increasing energy 
levels and surviving the post-lunch 
energy dip!

I really enjoyed the FLIP-IT training. 
 It offered a different perspective for 
dealing with day to day problems. I use 
it if I feel overwhelmed or if I’m looking 
for a new way of doing things. It really 
helps me to take a step back, refocus 
and look at the bigger picture  
more positively.

Helen, HR

Thanks for a fantastic day learning  
how to cook curries of the world at the 
Waitrose Cookery School. I recreated 
the Goan fish curry at our Sales Team 
away day and there were lots of empty 
plates, so I think it went down well!.

Karen, Sales

I took part in a-one day silversmith 
class and I loved every minute.  
I made a Russian wedding ring with  
three different textures. Thank you 
Organix for this amazing opportunity  
to learn something new.

 Jenny, Marketing
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Also in 2019, through our involvement  
in the Bournemouth Town Centre 
Business Improvement District, we 
obtained funding for ten winter and 
spring flowering hanging baskets for  
the lampposts in the ‘triangle quarter’ 
shopping area. The baskets are only a 
small feature, but they make a lovely 
splash of colour, creating a more 
attractive environment for local  
people to shop and eat in.

Giving back to our local community
Putting people first is not only about how 
we treat our own people, it’s also about 
giving back to our local community. We 
do this in a variety of ways. Our employee 
volunteering scheme, for example,  
gives everyone one day off a year to  
do something for a worthwhile cause 
related to education, the environment,  
or nutrition. 

As part of the scheme, in 2019 we 
arranged for 20 people from across  
the company to work with the National  
Trust on Brownsea Island – an island  
in Poole Harbour that’s a haven 
for wildlife. The team explored 
the island and got involved in 
activities like clearing bracken 
from woodland. Everyone 
thoroughly enjoyed the day and  
felt good about contributing to  
such a beautiful, natural place.

Committed to diversity  
and inclusion
We recognise that we come from a range 
of backgrounds and have different caring 
responsibilities and home commitments 
that can sometimes be hard to balance 
with our work. We aim to respect this 
diversity and enable people to bring their 
whole selves to work, helping them feel 
valued and respected as part of the 
team. To achieve this, we’ve created a 
friendly, welcoming and informal office 
environment. We also have an equal 
opportunities policy, and in 2019, we 
introduced a flexible working policy  
as well.

This new policy has brought in flexible 
working hours so employees can start 
and finish early when they need to. It 
helps people manage things like external 
meetings, appointments and caring 
responsibilities, and create time for their 
own wellbeing too. Offering this flexibility 
really makes sense for us as a business. 
We want our people to be fully focused 
when they’re in the office, and helping 
them manage their work hours around 
their other commitments definitely helps 
with this.

Volunteering 2019

At first, I thought it was just a  
great day outdoors. But afterwards, 
when I realised just how much the 
island relies on volunteers to keep  
the habitat well maintained for  
red squirrels, I felt privileged to  
be able to offer my help.  

Abby, Food DevelopmentComing back from maternity leave, the 
flexible working has provided a healthy 
and happy work life balance for me  
and my family, which I really value.

Nikki, Marketing
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Total number of employees

Employees who feel healthier thanks to  
‘Wake up to Wellbeing’

Our People Data
This is a snapshot of some of our ‘people’ data. 
For more details, see our 2019 GRI Index.

organix.com/sustainability/reports

EMPLOYEE NUMBERS

2017

2017

2018

2018

2019

2019

52

58%

54

60%

53

60%

Employees who volunteered in  
the local community

2017 2018 2019

46% 22% 33%

Employees who learned something  
new via Organix Learning

2017 2018 2019

8 10 8

DIVERSITY AND INCLUSION

Age – all employees
Age under 30 Age 30 – 50  Age over 50

2017 5 42 5
2018 5 44 5
2019 6 42 5

Age – management team
Age under 30 Age 30 – 50  Age over 50

2017 0 8 1
2018 0 6 1
2019 0 5 2

WELLBEING, VOLUNTEERING  
AND DEVELOPMENT

Number of full-time versus  
part-time employees

38

14

2017 2018 2019

Gender - management team

2017

2018

2019

3

3

3

6

4

4

  Full-time 
  Part-time

  Male 
  Female

15

40 36

17

Gender - all employees

12

40

2017 2018 2019

11

42

14

40

https://www.organix.com/sustainability/reports
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Caring for tomorrow
We care about protecting the earth and its 
resources for future generations. We’re firm 
believers in the environmental benefits of 
the organic food system. As the climate and 
biodiversity crises escalate, we are working 
harder than ever to find more sustainable 
ways to make, pack and transport our food.    

Increasing 
recyclability
of the trays for our biscuits, by 
switching from brown to clear 
plastic, which is easier to recycle

Harvesting 
honey
from our busy Bee Careful bees at 
our hives at Bournemouth University

Climate  
positive
commitment made by our parent  
company, the Hero Group, as part of a  
new Group-wide sustainability strategy

Cutting travel 
emissions
from business travel by holding  
virtual meetings and purchasing  
carbon offsets 

2019 Highlights

Partnerships  
for the planet

We work with partners who share our  
passion for protecting the planet
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How we do things

Always organic
We support organic farming and  
food production, which is kinder  

to the environment 

Plan O
We started our Plan O programme  

back in 2012 to bring together  
all our environmental projects  

and actions

Sustainable packaging
We’re working to make our packaging 

fully sustainable by 2023

No air freight
We never use air freight – all our  

food is transported by sea and road

Reducing waste
We redistribute or recycle food  

that’s near its sell by date

Solar panels 
Our warehouse is fitted with  
solar panels and LED lighting

Stepping up our strategy
“   Since we created our environmental 

sustainability programme, Plan O, in 2012, 
we’ve taken many positive actions to reduce 
our environmental impacts. Sustainability 
is front-of-mind in our business and part of 
every decision we make. Over the last year, 
we’ve heard the calls from scientists and 
citizens for greater climate action by 
governments and the business community. 
In response, our parent company, the  
Hero Group, launched a new sustainability 
strategy, aiming to be ‘climate positive’  
by 2030. It’s a big ambition but we have 
great foundations to build on, with many 
local initiatives and successes across 
Organix and the Hero Group. We’re looking 
forward to working together, pooling our 
passion, experience and resources to 
deliver real change.” 

  Stephen Stones, 
Head of Technical  
and Sustainability
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An ambitious new strategy
Our parent company, the Hero Group, launched its  
new sustainability strategy in March 2020. Organix 
and our sister companies will be working together  
to deliver it over the coming decade, leveraging our 
knowledge, resources and scale to ensure we conserve 
the goodness of nature for future generations.

Our commitment to sustainability
Our sustainability commitment is at the 
centre of our Group mission to delight 
consumers by conserving the goodness  
of nature. We have always looked to  
nature as our partner and feel we  
need to do even more to drive change. 
Therefore, we are making a commitment 
to be net positive by 2030 in our environ- 
mental impact – we will give back more 
than we use.

CONSERVING THE GOODNESS OF NATURE
Climate Positive 2030

NATURAL  
RESOURCES
Conserving natural 
resources via net neutral 
production on all our 
products.

We will do this within our 
production facilities, but 
also work with our 
co-manufacturers to drive 
this ambition together.

2

NATURALLY  
HEALTHY FOOD
Conserving nature’s 
goodness via naturally 
healthy food. We will 
leverage our brands to 
educate and collaborate 
with consumers on a 
holistic diet good for us 
and for the planet.

We will enhance our 
portfolio to give consumers 
more naturally healthy 
options - more of the good 
like nuts and whole grain 
and less of the bad  
like refined sugar and  
red meat.

3

SUSTAINABLE  
SOURCING
Conserving raw materials 
via strategic sustainable 
sourcing. 

We will need to do this in 
close partnership with our 
suppliers and farmers to 
ensure we have a positive 
impact on the biodiversity 
and health of our soil.

1



Our progress
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Our sustainable packaging journey
We use three main packaging 
materials – cardboard, glass, 
and plastic (trays and film) –  
to keep our food safe, fresh 
and in perfect condition. All 
our cardboard is FSC certified, 
which means the paper is 
sourced from sustainable forests. Both 
the cardboard and the glass are 100% 
recyclable and account for 85% of our 
total packaging, by weight. The remaining 
15% is plastic and we’re working hard to 
find more sustainable solutions.

There are two main challenges that we 
face when it comes to plastic. The first  
is finding a sustainable alternative that 

does as good a job as plastic at keeping  
our food safe and fresh. The second is 
finding a material that is widely recycled 
across different locations, because often, 
what’s collected for recycling in one area 
may not be collected in another. To 
help make it easier for consumers, 
Organix, as a member of OPRL - the 
on-pack recycling label - includes  
the appropriate recycling logo on all 
our packs.

Over the last year we’ve taken several 
positive steps on our sustainable packaging 
journey. We are working in partnership with 
many stakeholders including suppliers, 
retailers, the packaging industry, and  
our sister companies in Europe to find 
innovative solutions. We’ve got our eyes 
firmly fixed on our goal of having fully 
sustainable packaging by 2023.

 Replacing the brown plastic trays that  
hold our Gingerbread Men Biscuits with  
clear plastic ones, which are much more 
widely recycled across the UK.

Using a new type of bio-material for our 
pouches, which is 70% plant based and 
made from sugar cane. Progress towards  
our plan of being 100% recyclable.

 
 
Trials on innovative new packaging materials 
for some of our snacks, which will make 
recycling much easier

Trialling a new type of packaging for our 
multipack bags. In some areas of the UK,  
this kind of packaging is collected through 
kerbside recycling. It can also be collected  
in retail stores alongside plastic bread bags. 

OUR POSITIVE STEPS
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Championing organic
We’re big supporters of organic farming 
and food production, using only certified 
organic ingredients to make our foods2. 
Organic farming is much better for the 
environment than conventional 
agriculture as organic farmers take 
steps to conserve natural resources and 
avoid artificial pesticides and fertilisers. 
Organic farmers also have very high 
standards of animal welfare and manage 
their land in a way that helps biodiversity 
thrive. That’s why birds, bees and other 
wildlife love to call organic farms home. 
And why we’re proud to champion organic.

2  Except where ingredients are not available  
organically e.g. raising agents

Bee-ing Careful
Since 2016 we’ve been taking part in a 
Hero Group project called Bee Careful, 
linked to the international HoBos 
research project, which looks at the 
impact of environmental events like 
climate change on bee behaviour.  
We’ve set up two hives on the roof of 
Bournemouth University and have been 
using high-tech sensors and cameras 
to monitor the bees’ behaviour. We’ve 
also been harvesting some pretty  
tasty honey!

During 2019 there was a lot of 
building work at the University, which 
meant we had to switch off the power 
supply to the hives, and therefore the 
monitoring equipment. Our local 
beekeepers David and Helga still 
looked after the bees and made 
sure they were happy and healthy. 
Once the building work was done, 
we reinstated the cameras and in 
2020 we linked up with a new 

research platform, called 
We4Bee, which has taken over 
from HoBos. We’ll continue  

to gather footage and data to  
feed into the research in 2020  

and beyond.

Minimising food waste
We manage the stock in our warehouse 
carefully and try to keep just the  
right amount to fulfil orders and avoid 
building up a surplus. When food in the 
warehouse is getting close to its sell-by-
date, our first step is to try to donate it to 
a suitable charity. In December 2019, for 
example, we donated seven pallets of 
food to the Wave 105 (our local radio 
station) ‘Christmas Mission’ charity 
appeal. This supports disadvantaged 
children and families in the South  
of England. More recently, in April 2020 
during the Covid-19 crisis, we donated 
100,000 snacks from soon-to-be delisted 
ranges to Fareshare, a network that 
redistributes good quality surplus food  
to almost 11,000 frontline charities and 
community groups around the UK.

If we can’t donate surplus food,  
we offer it to specialist companies for 
onward sale to regional and smaller 
retailers who sell short-dated food at 
reduced prices. Any remaining food is 
converted into animal feed through our 
partners SugaRich. All packaging 
surplus is recycled. 
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Understanding our carbon footprint

WHAT ARE SCOPE 1, 2  
AND 3 EMISSIONS?
The Greenhouse Gas (GHG) protocol classifies  
GHG emissions into three different types  
or ‘scopes’:

Scope 1: direct emissions from fossil fuel sources 
owned or controlled by the company (e.g. from using 
gas furnaces or boilers; from company owned vehicles)

Scope 2: indirect emissions from the electricity 
purchased and consumed by the company

Scope 3: all other indirect emissions that occur 
across the company’s value chain, including from 
purchased raw materials, goods or services; employee 
travel; waste disposal; and consumer use of the 
company’s products.

We’re working to make all our  
packaging sustainable and easy  

for consumers to recycle. 

We help our retail customers  
make accurate orders so they  
avoid having out of date stock  

that goes to waste.

Our warehouse in the UK uses  
LED lighting and solar panels.

Our finished foods are shipped 
from Europe to the UK. We 
never use air freight.

Several of our supply partner factories 
use renewable energy and some even 
have on-site solar or wind power.

We offset carbon emissions 
from our business flights.

Our growers and processors are all 
certified organic. Organic farming 
releases 40% fewer carbon emissions 
than conventional farming.*

We work with our retail customers  
to maximise ‘backhauling’ and avoid 

wasted journeys by empty trucks.

We use modern, fuel efficient  
delivery trucks and we’re looking  

into hybrid and electric options.

WE USE 100%  
RENEWABLE ENERGY TO  

POWER ORGANIX HQ.

OUR OWN OPERATIONS
Scope 1 & 2 emissions

Scope 3 emissionsOUR VALUE CHAIN

MAKE

SELL

EAT

GROW

STORE

We know that in order to reduce our carbon 
footprint, we first need to understand it. For 
Organix, the carbon impact of our direct operations 
(scope 1 and 2) is small. The majority of our impact 
is indirect (scope 3) and takes place along our value 
chain. But understanding where in the chain the 
biggest impacts occur is a complex business.  
That’s why we’re working with experts to do 
‘lifecycle assessments’, gathering data across the 
whole lifecycle of our foods. The results will help  
us target the most important, high-impact areas  
and make the right decisions and changes.

*  Source: The Rodale Institute’s Farming 
Systems Trial www.rodaleinstitute.org

https://rodaleinstitute.org
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Reducing our carbon footprint
Cutting our energy use
We’ve reduced our energy use at Organix 
HQ significantly over the last few years 
by installing LED lighting, using more 
energy efficient equipment, and getting 
good at switching things off when they’re 
not in use. In 2018, part of our office was 
out of action for a while as a result of fire 
and flood damage and this contributed to 
a drop in energy consumption. Also in 
2018/2019 we introduced our flexible 
working policy and people started 
working from home more regularly, 
which helped to reduce office energy  
use and also cut carbon emissions  
from commuting. 

Careful use of offsets
We measure our emissions from 
employee air travel and encourage  
our people to use video conferencing 
whenever possible. However, it’s difficult 
to avoid air travel completely when we 
need to build close working relationships 
with our supply partners and visit the 
factories where our foods are made. In 
January 2020 we made the decision to 
offset our employee travel emissions 
going forward. We considered a number 
of offset providers and have chosen to 
work with Carbon Footprint Ltd. who will 
plant trees on our behalf in the UK and  
in Brazil, helping to reduce deforestation 
and absorb CO2.

Making our transport more efficient
In 2019, our UK distribution partner, 
Howard Tenens, replaced the trucks 
used for our deliveries with newer,  
more efficient models that meet the 
latest emissions standards. Looking 
ahead, they are investigating the 
potential of trucks that use electric  
and hybrid technology. This is only just 
becoming available for light commercial 
vehicles, so it may be some time before  
a solution is in place for heavy goods 
vehicles that meets all the practical 
requirements, for example, batteries 
that can hold their charge over a  
long distance.

Further down our supply chain, the 
hauliers that transport our finished 
foods from Europe to the UK also  
play a vital role in helping us reduce 
our carbon footprint. One of our 
partners, Kuehne + Nagel launched 
a ‘Net Zero Carbon’ strategy in 2019, 
committing to be carbon neutral in 
terms of their own direct footprint 
by 2020 and carbon neutral 
including their suppliers and 
customers footprint by 2030. By 
using ‘big data’ and new digital 
platforms, Kuehne + Nagel aim to 
give Organix the ability to select 
optimal transport routes and 
transport modes for reducing 
our carbon emissions.

2020
From 2020 onwards we will offset  
our CO2 emissions from employee travel

OUR WONDERFUL WAREHOUSE!

OUR THOUGHTFUL TRUCK DRIVERS!

Energy efficient LED lighting

Solar panels on the roof, which generate 3% of the 
energy used on site, saving 2.9 tonnes of CO2e in 2019

A telematics system installed in each truck gives drivers  
feedback and coaching on their driving technique and creates  

regular reports for management

Drivers are trained every six months  
in fuel-efficient, safe driving practices

Motion and daylight sensors to ensure 
lights only come on when necessary

Small changes make a big difference at the  
warehouse in the Midlands where our food is stored.

Expert training and smart technology is helping 
the drivers who deliver our foods to stores save on 

fuel and cut emissions. 
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CASE STUDY: 
Low Emission Freight and Logistics trial
One of the ways in which our distribution partner, 
Howard Tenens, has been embracing innovation is 
through its participation in the ‘Dedicated to Gas’ 
project from April 2017 to September 2019. This was 
part funded by Innovate UK under the Low Emission 
Freight and Logistics Trial programme. It’s aim was  
for three transport operators to trial 20 dedicated gas 
trucks across a range of vehicle types in order to 
compare their operational, environmental and 
economic performance with that of diesel trucks.

Howard Tenens trialled four Euro VI Scania 26 tonne 
CNG trucks – the first of their type to be used in the UK. 
To maximise fuel efficiency, the vehicles were also fitted 
with aerodynamic Teardrop bodies. The results were 
impressive. In terms of carbon emissions, for example, 
the gas trucks produced 10% less carbon dioxide than 
an equivalent diesel vehicle. And when Howard Tenens 
purchased Green Gas Certificates for biomethane, CO2e 
savings increased to 81% compared to diesel.

Now that the trial has finished, Howard Tenens will 
continue to operate the four CNG trucks and would like 
to buy more if the technology is developed for the larger 
vehicles that make up the majority of its fleet.

81%
less CO2e than diesel with the 
purchase of green gas certificates

10%
less CO2e than an equivalent  
diesel vehicle
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Recyclable versus non-recyclable packaging  
(by weight)

Our Environmental Data
This is a snapshot of some of our ‘environment’ data. 
For more details, see our 2019 GRI Index.

organix.com/sustainability/reports

PACKAGING

2017

2018

2019 

2017

2017 2018 2019

2018 2019

84%

16%

Recyclable 
cardboard/glass

Non-recyclable 
plastic

Energy use at Organix Headquarters (kWh)

ENERGY CONSUMPTION

Footnote: From purchased energy only. Does not include 
energy consumption from on-site solar panels. 

Energy use at our warehouse (kwH/m2)

We purchase 100% renewable energy.

69,737

39,256

48,501

2017

2018

2019

Footnote: Calculated using official UK Government electricity 
emission factor for relevant year.

Carbon emissions from our warehouse  
(kgCO2e/m2)

CARBON EMISSIONS

Carbon emissions from employee travel (tCO2)

1.62kWh 1.69kWh 1.65kWh

0.590.57 0.47

tCO2

2017 63.6
2018 113
2019 137

Footnote: Calculated using official UK Government diesel emission factor 
for relevant year. 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 include inbound deliveries from 
our supply partner factories to our warehouse. 

Carbon emissions from transport  
(warehouse to stores, tCO2e) 

tCO2e

2017 441
2018 343
2019 371

2019: 371

83%

85%

17%

15%

https://www.organix.com/sustainability/reports
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Merci

Takk
Teşekkürler

Gracias

Kiitos

Tack

Vd’aka

Grazie
Obrigado

Tak
Dank u wel

Bedankt

Danke

Vielen Dank
THANK YOU

Thank you to all our amazing partners, suppliers  
and customers around the world and to the families  

who buy and enjoy our foods. We promise to continue  
to work hard to meet, or beat, our targets to make things 
better for people and the planet. We’ll continue to shine  
a light on the good, the bad, and the ugly in our industry, 

holding our sector and the Government to account.  
We’ll stay true to our mission and set the highest bar 
possible so that our precious little ones’ palates are 
protected and their future is sustainable and safe.



You’ll find this report and our previous reports at 
organix.com/sustainability/reports

We’d love to hear what you think of our report. 
You can email us at contactus@organix.com

To keep in touch with all our latest updates and  
to join the Organix community, follow us on:

Contact us
The Greenhouse
120-122 Commercial Road
Bournemouth
Dorset
BH2 5LT
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https://www.organix.com/sustainability/reports
https://www.facebook.com/organixfood/
https://www.instagram.com/organixfood/?hl=en
https://www.pinterest.co.uk/organixfood/
https://twitter.com/organixbrands?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.youtube.com/channel/UCT9_uQcitG9388afigICH-g
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