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Om rapporten
Dette er en sammenfatning av våre innsatsområder 
innen bærekraft for 2019. Store deler av vårt bære-
kraftsarbeid drives i dag på konsernnivå. Resultatet av 
dette arbeidet presenteres i Nomad Foods bærekrafts-
rapport, som du finner lenger bak i dette dokumentet.
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Introduksjon
arder kroner, og har 235 medarbeidere i Norge. Selska-
pets hovedkontor ligger i Asker, og vi har to fabrikker i 
henholdsvis Tønsberg og Larvik. 

Findus eies av Nomad Foods, Vest-Europas ledende 
næringsmiddelselskap innen dypfryst mat. Selskapet 
produserer, markedsfører og distribuerer merkevarene 
Findus, Birds Eye, Iglo, Lutosa, La Cocinera, Aunt Bessie’s 
og Goodfella’s.

Findus Norge AS er et av Norges ledende næringsmid-
delselskap, og kvalitet og matglede har siden 1941 vært 
nøkkelord for vår virksomhet. Uansett om du lager mat 
hjemme til deg selv, til venner eller familie, eller om du 
i din yrkesrolle lager mat til skolebarn, restaurantbe-
søkende eller eldre, så vil Findus bidra med naturlig, 
næringsrik og bærekraftig mat, hver dag. 

Findus er markedsledende innen fryste grønnsaker, 
fisk og ferdige retter. Vi har en omsetning på 1,2 milli-
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Bærekraft står høyt på agendaen i 
Findus, og som næringsmiddelsel-
skap har vi store muligheter til å 
gjøre en forskjell, både for kropp og 
klode. Det er vårt ansvar å bidra til 
en sunnere folkehelse, gjennom å 
tilby sunn og næringsrik mat. Må-
ten vi produserer og håndterer ma-
ten på, og de krav vi stiller til hvor-
dan råvarene vi bruker fremskaffes, 
avgjør hvilket avtrykk vi setter på 
vår omverden.  

Jeg har lyst til å starte med å si at jeg er både stolt og 
imponert over engasjementet jeg nå opplever blant våre 
medarbeidere. Fra å være noe vi tidligere bare snakket 
om, så er bærekraft nå en viktig del av beslutningsmøn-
steret vårt, og dette berører alle som jobber i Findus. 
Tydelige mål, og et fellesskap i arbeidet for å sikre at 
bærekraft gjennomsyrer alle deler av bedriften, tilfø-
rer en ny mening i jobben for mange. Når jeg snakker 
med medarbeidere, merker jeg en ekstra stolthet, og for 
mange er vårt arbeid med bærekraft blitt en av grun-
nene til at man ønsker å jobbe i Findus.  

I løpet av 2019 har vi kommet godt i gang med å 
eksekvere vår ambisiøse bærekraftstrategi, som vi lan-
serte i 2018.  Det er imponerende hvor raskt veien har 
gått, og på bare to år er dette blitt en del av vårt dna. 
Det er svært få avgjørelser som tas i dag, som ikke har 
et element av bærekraft i seg. For to år siden investerte 
vi i et årsverk, og opprettet en stilling som har hatt et 

Administrerende direktør har ordet 
overordnet ansvar for å drive frem bærekrafts arbeidet 
i Norden. Dette har bidratt til en solid kartlegging og 
tydelige KPIer, og ikke minst har det bidratt til å styre 
selskapet vårt inn på en målrettet kurs.  

En ytterligere avgjørende faktor for våre raske frem-
skritt, etter at vi for alvor satte bærekraft på agendaen, 
er det solide utgangpunktet vi hadde. Vi har alltid vært 
opptatt av å optimalisere fabrikkene våre, og drive ra-
sjonelt og miljøvennlig, og vi er stolte over vår brede 
portefølje som hovedsakelig består av fryste grønnsa-
ker, fisk og potet. Som næringsmiddelprodusent har vi i 
Findus store muligheter for å kunne bidra til en sunnere 
folkehelse, og dette er et ansvar vi tar på alvor. Eksem-
pelvis har vi jobbet lenge med å redusere saltinnholdet 
i maten vår. Vi har også alltid vært opptatt av hvordan 
vi fremskaffer råvarene vi bruker, og er stolte over at 
Findus er den største brukeren av MSC miljømerket for 
bærekraftig fisk i Norge.  

Til tross for dette, har vi ikke alltid vært gode på å 
strukturere arbeidet vårt, og vi har heller ikke vært 
flinke til å snakke høyt om alt det positive vi gjør. Nå 
opplever jeg imidlertid at bærekraft har blitt en naturlig 
del av språket vårt. De siste to årene har vi satt ekstra 
stort fokus på matsvinn, og sammen med Matvett har 
vi gjennomført to store kampanjer for å bidra til å sette 
matsvinn enda høyere på agendaen. En synliggjøring av 
vårt engasjement, har bidratt til økt bevisstgjøring og 
stolthet blant våre medarbeidere. Det har også åpnet 
opp for et økt samarbeid med kunder og partnere, og 
dette er noe vi vil jobbe videre med i 2020.  

Jeg håper du finner det interessant å lese om arbeidet 
vi har gjort og planene våre fremover. Det er fortsatt 
mye jobb som gjenstår, og vi i Findus skal gjøre alt vi 
kan for å nå de målene vi har satt, og fortsette å gjøre 
en forskjell.  

God lesning! 

”Det er imponerende hvor raskt 
veien har gått, og på bare to år er 
vår ambisiøse bærekraftstrategi 
blitt en del av vårt dna”. 
Kenneth Fredriksen
General Manager Findus Norge
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Ansvarlig dyrking 
og innkjøp
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Vår produksjon og våre innkjøp 
skal vise omtanke for både men-
nesker og miljøet. Gjennom sertifi-
sering og verifisering av fisk og 
grønnsaker skal vi bidra til en bedre 
fremtid både i havet og på land.  
Gjennom økt tilgjenglighet av fisk 
og grønnsaker, skal vi bidra til sun-
nere måltider for våre forbrukere, 
og for kokkene som serverer våre 
produkter. 

En portefølje som bidrar  
til et sunnere kosthold  
Som en del av intensjonsavtalen for et sunnere kost-
hold, som Findus Norge signerte med Helsedirektoratet 
i 2017, skal vi bidra til å øke konsumet av fisk og grønns-
aker med 20 prosent innen 2021. 

Som næringsmiddelprodusent har vi i Findus store 
muligheter for å kunne bidra til en sunnere folkehelse. 
Ved å øke tilgangen på sertifisert fisk og grønnsaker vil 
vi få flere til å ta sunne og bærekraftige valg. 

Vi i Findus er stolte over vår brede portefølje som ho-
vedsakelig består av fryste grønnsaker, fisk og potet. Av 
totalt 23 nyheter som Findus Norge lanserte i 2019 var 
22 produkter innenfor disse kategoriene. Vi fortsetter i 
2020 å jobbe målrettet for å bidra til økt konsum av fisk 
og grønnsaker i Norge. Vi vil tilby flere smaksrike pro-
dukter i 2020, som er enkle å lage, og som gjør det lett 
å velge mer fisk og grønt i hverdagen. Vi vil også bidra 
til økt bevisstgjøring og kunnskap om sunt kosthold. 

Produksjon for en bedre fremtid i havet og på land

Category split
1

2

3

5 67
4

1. Fisk: 34%
2. Potet: 33%
3. Grønnsaker: 17%
4. Kjøtt: 8%
5. Kylling: 4%
6. Vegetar: 2%
7. Annet: 2%

Sertifisering av fisk sikrer fisk for 
fremtidige generasjoner
Rundt en tredel av fiskebestandene i havet er i dag over-
fisket. Med MSC-sertifisert fisk sikrer vi at den villfan-
gete fisken vi bruker kommer fra bærekraftige bestan-
der som er ansvarlig forvaltet, og at fiskens livsmiljø 

respekteres og bevares. Det gjør at også kommende 
generasjoner kan nyte godt av havets fisk.

Vi er stolte over å være den største brukeren av MSC 
miljømerket i Norge. På dagligvare har vi vært 100% 
MSC-sertifisert siden 2014. Vårt fokus i 2019 har vært 
på storhusholdning, hvor vi har økt andelen MSC-ser-
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22
Antall nye produkter 
innen fisk, grønnsaker 
og vegetar lansert i 
2019



tifiserte produkter fra 80% til 87%. Vårt mål er at all 
villfanget fisk fra Findus skal bli MSC-sertifisert i 2020.

Vi har også et mål om 100% ASC-sertifisering av 
vår oppdrettsfisk i løpet av 2020. ASC-sertifiseringen 
garanterer at fisken er ansvarlig oppdrettet med minst 
mulig miljøpåvirkning. I 2019 har vi jobbet tett med våre 
leverandører av oppdrettsfisk for å sikre ASC-sertifisert 
fisk til enhver tid. Vi fortsetter dette arbeidet i 2020. 

Nært samarbeid med norske bønder
Findus har lang tradisjon for nært samarbeid med nor-
ske bønder. Omtrent 94% av vår totale grønnsaks-por-
tefølje kommer fra våre 126 kontraktdyrkere som følger 
kvalitetssystemet for landbruket (KSL). KSL er underlagt 
den uavhengige stiftelsen Matmerk, som også forvalter 
merkeordningen Nyt Norge.

Våre agronomer følger dyrkingen tett for å sikre at 
avlingene er produsert på en ansvarlig og bærekraftig 
måte. Dette inkluderer blant annet tiltaksplaner for jord-
helse, næringskontroll, gjødsling, og bruk av plantevern-
midler. Eksempelvis tar vi jordprøver av alle arealer hvor 
det tidligere har vært dyrket erter, for å sikre at jorda 
også er egnet for fremtidig ertedyrking.  

Grønnsaker dyrket på en ansvarlig måte sikrer god 
tilgang på råvarer i fremtiden. I 2019 har vi vært i dialog 
med Matmerk om en tilpasning av det norske KSL syste-
met i henhold til internasjonale FSA (Farm Sustainability 
Assessment). I 2020 vil det bli jobbet videre med denne 
tilpasningen. 

Vårt mål er at 100% av våre grønnsaker, uavhengig 
om de kommer fra kontraktsdyrking eller tredjepart, 
skal være verifisert som bærekraftig dyrket henhold til 
FSA-standarden i 2025. 

Bruk av sertifisert palmeolje
Vi er ingen stor forbruker av palmeolje, og benytter ho-
vedsakelig andre oljer slik som raps- eller solsikkeolje 

i våre produkter. I de få tilfellene vi bruker palmeolje, 
grunnet råvarens spesifikke teknologiske egenskaper, 
jobber vi kontinuerlig for å sikre et ansvarlig innkjøp. 

Siden 2015 har all palmeolje som finnes i våre pro-
dukter vært sertifisert i henhold til RSPO (Roundtable 
on Sustainable Palm Oil) standarden. Ingen av produk-
tene Findus lanserte i 2019 inneholdt palmeolje. 

Tettere oppfølging av frittgående kylling
All kylling som benyttes i vår produksjon lever under 
frie forhold.

Findus Norge følger  Nomad Foods forpliktelse til  
avtalen European Chicken Commitment (ECC), som 
ble signert i 2019. Det betyr at vi frem mot 2026 blant 
annet vil jobbe for lavere tetthet og mer variasjon i kyl-
lingenes livsmiljø.

Alle våre leverandører må fylle ut spørreskjemaer om 
kyllingene deres slik at vi kan identifisere hvilke tiltak vi 
må gjøre for å nå disse målene. Vi bruker også eksterne 
konsulenter for å forsikre oss om at produksjonen hos 
våre leverandører er i tråd med våre forventninger.

2019
2018

80%

87%

536.9

Andel villfanget fisk 
som er MSC-sertifi-
sert på storhushold-
ning

Andel villfanget fisk 
som er MSC-sertifi-
sert Findus totalt

2019
2018

95%

98%

100%
MSC sertifisert 
villfanget fisk i daglig-
vare siden 2014
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Sunnere hverdag

7 |  2019 Bærekraftsrapport  � Introduksjon |  Ansvarlig dyrking og innkjøp |  Sunnere hverdag |  Ansvarlig drift



Som Norges ledende næringsmid-
delselskap innen frossenmat, er 
det vårt ansvar å tilby sunne og 
næringsrike produkter som passer 
inn i et balansert kosthold. Gjen-
nom å stadig fornye og forbedre 
vår portefølje, skal vi gjøre det en-
kelt å velge det gode hver dag, både 
hva gjelder smak, helse og miljø. 

En næringsrik portefølje
Tydelig merking av næringsinnhold
Findus har jobbet med å utvikle sunne, velsmakende og 
næringsrike retter siden 1941. For å vurdere nærings-
innholdet i våre produkter og klassifisere hvor sunne de 
er, bruker vårt Nutrient Profiling Tool (NPT) et validert 
system, som fordeler poeng basert på næringsinnhold. 
Produktene med beste score klassifiseres som ”Healt-
hier Meal Choices” (HMC).

Av de 23 produktene som ble lansert i 2019, ble 22 
klassifisert som HMC. Totalt var 94 % av produktene i 
vår totale portefølje klassifisert som HMC i 2019, som 
er noe vi er stolte over. Vårt mål er å utvide denne an-
delen hvert eneste år, både ved å endre eksisterende 

produkter og gjennom stadig utvikling av nye produkter. 
Gjennom målrettet arbeid med å tilby en bred og næ-
ringsrik portefølje, ønsker Findus å ta sin del av ansvaret 
for å bidra til et sunnere kosthold for norske forbrukere. 

For å hjelpe både forbrukere og kokker med å fin-
ne sunne og gode alternativer, bruker vi det etablerte 
Nøkkelhull-merket på relevante fiske- og grønnsaks- 
produkter. Vi oppgir også mengden av viktige nærings-
stoffer som er relevante for folkehelsen, slik som energi, 
fett, mettet fett, sukker og salt på alle våre produkter. Andel av vår totale  

portefølje som 
klassifiseres som 
“Healthier Meal 
Choices”

Andel av vår por-
tefølje merket med 
Nøkkelhull

94%

40%
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Redusert saltinnhold i våre produkter
Som en del av vårt ansvar med å tilby sunne og nærings-
rike produkter, jobber vi med å redusere saltinnholdet 
i våre produkter. Saltpartnerskapet er en del av inten-
sjonsavtalen som Findus signerte med Helsedirekto-
ratet i 2017, hvor formålet er å redusere saltinntaket i 
Norge gjennom felles bidrag i perioden 2014 frem til 
2025. 

Vi har lenge jobbet aktivt for å holde saltnivået i våre 
produkter på et minimumsnivå, men frem til nå har vi 
ikke hatt et system for rapportering av saltnivået. Vi kan 
derfor ikke si konkret hvor mye vi har redusert saltnivået 
i våre produkter de siste årene. Tall fra 2019 viser imid-
lertid at blant alle nye produkter som ble lansert i løpet 
av året, var 74% av produktene innenfor de veiledende 
målene for saltinnhold, som er definert av Helsedirek-
toratet. Ved årets slutt var 86% av Findus sin portefølje 
innenfor disse målene. 

Vurdering av saltnivået inngår som en naturlig del 
når vi klassifiserer våre produkter basert på det totale 
næringsinnholdet. Vi vurderer også saltnivået ved hver 
nye lansering, og endring av eksisterende resepter. Ved 
lanseringer av produkter som allerede eksisterer på an-
dre markeder, hvor krav til saltnivå ikke er like lavt som 
i Norge, gjør vi det vi kan for å tilpasse saltinnholdet. Vi 
fortsetter vårt arbeid fremover for å sikre lave nivåer i 
egne produkter, samt delta aktivt inn i samarbeidet med 
Saltpartnerskapet.  

Fjerning Av Tilsetningsstoffer
Dypfrysing er en naturlig måte å konservere maten på, 
og fungerer omtrent som naturens egen pauseknapp. 
Ved å fryse maten raskt ned, stopper den naturlige ned-
brytningsprosessen, og næringsstoffene bevares i ma-
ten. Vi trenger derfor ikke tilsette konserveringsmidler 
for å bevare våre dypfryste produkter. 

Når det gjelder tilsetningsstoffer, har vi jobbet sys-

tematisk med å fjerne disse over en lenger periode. I 
2019 fant vi et alternativ for det siste produktet som 
inneholdt smaksforsterker. Nå gjenstår fire produkter i 
vår portefølje, hvor vi jobber med alternative løsninger 

for å erstatte kunstige smaks- eller fargestoffer. Vårt 
mål er at alle våre produkter skal være 100% fri for 
kunstige smaks- og fargestoffer i løpet av 2020. 

Produkter i vår  
portefølje uten kun-
stige smaksstoffer

Produkter i vår  
portefølje uten 
smaksforsterker

99,7%

100%
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Produkter i vår  
portefølje uten kun-
stige fargestoffer

99%



Ansvarlig drift
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Gjennom ansvarlig drift skal vi i 
Findus jobbe for å redusere vår 
miljøpåvirkning i alle deler av vår 
produksjonskjede. Det innebærer 
blant annet å halvere vårt eget 
matsvinn, sikre bruk av gjenvinn-
bar emballasje på våre produkter, 
og ivareta våre ansatte.  

Vårt arbeid for å redusere matsvinnet 
I Norge kaster vi omtrent 5 tonn spiselig mat hvert 10 
minutt. I følge FN kastes en tredel av all maten som 
blir produsert, samtidig som verdens matproduksjon 
må øke med 60% innen 2050 for å holde tritt med 
befolkningsutviklingen. Det stiller oss ovenfor store og 
alvorlige utfordringer, og som næringsmiddelselskap har 
vi både en mulighet og et stort ansvar for å bidra til å 
gjøre en forskjell. 

Findus har tilsluttet seg bransjeavtalen om å halvere 
matsvinnet i Norge innen 2030. I denne avtalen lig-
ger en forpliktelse til å bidra til å løfte matsvinn opp på 
agendaen, hjelpe forbruker å redusere eget svinn, samt 
sikre matsvinn-reduserende tiltak i egen verdikjede. For-
di fryst mat har lang holdbarhet, samt skrelles, kuttes 
og porsjoneres effektivt i fabrikk, kan fryst mat bidra til 
redusert matsvinn både for forbruker og for kokker som 
tilbereder mat til mange. For å fremme fordelene ved 
fryst mat, hjelpe forbruker med å redusere eget svinn, 
og løfte matsvinn opp på agendaen, har vi for andre år 
på rad samarbeidet med Matvett. Les mer om noen av 
tiltakene vi har gjort i caset på neste side.

Vårt mål er å redusere svinn i egen verdikjede med 

Ansvarlig drift

50% innen 2030, i tråd med bransjeavtalen. For å nå 
dette målet jobber vi blant annet med optimering av 
produksjonsprosesser og produksjonsplanlegging, og 
vi tenker nytt når det gjelder produktutvikling. Svinnet 
på våre to fabrikker avhenger i stor grad av hva som 
produseres til enhver tid, utfallet av årets avling, og hvor 
mye vi kan utnytte av hver råvare.  

Det totale svinnet i vår fabrikk i Larvik viser et jevnt, 
lavt nivå de siste to årene, og utgjorde 1,3% i 2019. Svin-
net stammer fra selve produksjonen,men også halvfa-
brikat, råvarer og vareprøver som ankommer vår fabrikk. 
Vi er stolte over å ha redusert svinnet som kommer fra 
selve produksjonen i vår fabrikk med 28% det siste året.  

I vår fabrikk i Tønsberg produserer vi årlig rundt 
30.000 tonn med grønnsaker. Et eget team jobber tett 
med våre bønder gjennom hele dyrkeprosessen, for å 
sikre at hver avling blir så bra som overhodet mulig hva 
gjelder smak, kvalitet og mulighet for utnyttelsesgrad. 
Fordi vi her behandler og prosesserer store mengder 
råvarer, vil små avkutt og defekte deler på grønnsakene 
naturlig føre til en større mengde svinn. I 2019 utgjorde 
svinnet 19% i Tønsberg-fabrikken. Dette er en reduk-
sjon i mengde svinn på 7% mot fjoråret, til tross for at 

produksjonsvolumet økte med 5%.  
Nedgangen i svinnet henger sammen med den ut-

fordrende og tørre vekstsesongen i 2018, men vi gjør 
også flere tiltak i fabrikk for å redusere svinnet. I 2019 
investerte vi blant annet i ny optisk sorterer som frem-
over vil sikre enda større nøyaktighet under sortering av 
råvarer, slik at minst mulig spiselige deler går til spille.  
Vi forventer å se en svinn-reduksjon på omtrent 2% 
under produksjon med denne nye teknologien.  Vi har 
også jobbet med å optimalisere potetproduksjonen, for 
å redusere mengden svinn ved linjestans, og vi har som 
mål å få på plass nytt utstyr som vil redusere avkutt på 
potet i 2020.  

Vi avsluttet 2019 med å donere årets julegave til 
Matsentralen, for andre år på rad. En ny leveringsavta-
le ved årets inngang har resultert i at 44 tonn mat fra 
Findus har blitt omfordelt av Matsentralen. Dette utgjør 
omtrent 90.000 måltider til de som trenger det mest.

I tillegg til å jobbe aktivt med matsvinn-reduseren-
de tiltak, jobber vi kontinuerlig med å redusere øvrig 
miljøpåvirkning fra våre fabrikker. I 2019 etablerte vi 
gjenvinning av varme fra frityren vår, som vil redusere 
bruk av gass og strøm, og gi redusert utslipp for 2020 

”Samarbeidet med 
Matsentralen, og 
følelsen av å gjøre noe 
godt både for miljøet 
og for mennesker, har 
bidratt til en intern 
stolthet”.  
Kenneth Fredriksen
GM Findus Norge
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Antall måltider donert 
til Matsentralen i 2019. 

90k



og fremover. Videre drives mye av bærekraftsarbeidet 
på fabrikk på konsernnivå. Les mer om dette i Nomad 
Foods bærekraftsrapport lenger bak i dette dokumentet.

Økt bruk av gjenvinnbar emballasje 
Emballasjen spiller en viktig rolle for å begrense mats-
vinn, gjennom å beskytte og forlenge holdbarheten til 
maten vår. Samtidig vet vi at emballasje har en påvirk-
ning på miljøet, og derfor er riktig emballasje et viktig 
miljøtiltak. Våre forbrukere blir også stadig mer opptatt 
av miljø, og matsvinn og emballasje er noe av det som 
opptar de aller mest. For å bidra til fremtidens emballa-
sje, har Findus signert Grønt Punkt sitt Plastløfte, hvor 
målet er å unngå unødvendig bruk av plast, designe for 
gjenvinning, og øke bruken av resirkulert plast. 

For å redusere unødvendig bruk av plast, jobber Fin-
dus aktivt med flere tiltak. Blant annet jobber vi med 
å redusere plasttykkelsen, optimalisere sveisekanter, 
samt redusere størrelsen på pakninger ved å ta ut unød-
vendig luft, der dette er mulig. I 2019 fjernet vi også 
plastfilmen på flere av våre ovnsretter. Totalt fjernet vi 
1,9 tonn unødvendig bruk av plast som følge av dette. 

Gjennom målrettet arbeid er vi kommet langt innen 
gjenvinnbar emballasje, og i slutten av 2019 var hele 
92% av forbrukerpakningene våre gjenvinnbare. For 
dette arbeidet ble vi nominert til prisen «design for gjen-
vinning» av Grønt Punkt. Les mer om hva som ligger bak 
denne nominasjonen i caset på neste side.

I 2019 har vi for første gang testet ut resirkulert plast 
for bruk ved palletering, og i løpet av 2020 er vi glade 
for å kunne ta dette i bruk. I 2020 vil vi også videreføre 
plast-reduserende tiltak på en større andel av vår por-
tefølje, samt jobbe for å finne løsninger for å sikre 100% 
gjenvinnbare forbrukerpakninger i 2022.   

5 tonn hvert 10 minutt!
Høsten 2018 engasjerte vi politikere, presse og 
forbrukere ved å synliggjøre hvor mye fullt spiselig 
mat vi kaster i Norge. En boks ved Jernbanetorget 
i Oslo visualiserte 5 tonn spiselig mat, som er det 
vi kaster hvert 10. minutt i Norge. Mat som kunne 
mettet 700.000 mennesker. Samtidig opprettet vi 
findusmatsvinnløfte.no, som i skrivende stund er 
avlagt mer enn 4.000 ganger.  

Stuntet engasjerte presse og politikere som Norges 
klima- og miljøminister Ola Elvestuen, samt byråd for 
miljø og samferdsel i Oslo, Lan Marie Nguyen Berg. 
Begge tok turen ned til Jernbanetorget og avla sitt 
matsvinnløfte.  

Sammen får vi til mer! 
Høsten 2019 inviterte Findus og Matvett til tre 
matsvinnsamtaler, for å samle bransje, politikere, 
barn og eldre, og ulike aktører som hver for seg 
jobber med å redusere matsvinnet. Fokuset i 
samtalene var hvordan vi kan jobbe sammen, for 
å oppnå enda bedre resultater. Blant gjestene var 
landbruks- og matministeren, representanter fra 
MDG, FIVH, Matsentralen og ISS. Vi håper at 
samtalene bidro til å løfte matsvinn ytterligere opp 

på den politiske agendaen, og til å legge et grunnlag 
for styrket samarbeid fremover.  

Noe som bidrar til svinn i Findus sin fabrikk i Larvik, 
er blomkålstilker. Under matsvinnsamtalene takket 
ISS ja til å motta ubehandlede blomkålstilker gratis, 
for å bruke i sine kantiner. Dermed kom 2,5 tonn 
matsvinn til nytte.  Blant de som fikk smake på 
stilkene var regjeringskantinen, og landbruks- og 
matminister Olaug Bollestad. Et godt eksempel på at 
sammen får vi det til! 

Som en avslutning på årets event, gjennomførte Findus 
en 10 uker lang digital matsvinnkampanje ut mot 
forbruker. Her belyste vi matsvinn-problematikken, 
og satte fokus på hva vi som forbrukere kan gjøre for 
å redusere vårt eget svinn, og hvordan fryst mat kan 
bidra til dette. Innholdet i kampanjen, som har blitt vist 
over 7 millioner ganger, har bidratt til å gjøre enda flere 
bevisste på å kaste mindre mat. Vi fortsetter dette 
viktige arbeidet i 2020. 

CASE STUDY FELLES INNSATS MOT MATSVINN  
For andre år på rad har Findus og Matvett gått sammen for å bidra til mindre mats-
vinn. Gjennom to store eventer, forsterket av PR og digitale kampanjer, har vi vist 
hvor mye mat vi nordmenn kaster, og invitert til samarbeid med bransje og politike-
re. Vi er stolte over å ha satt matsvinn enda høyere på agendaen både for forbruker, 
bransje og ikke minst oss selv som bedrift.  

Andel av våre  
forbrukerpakninger 
som er gjenvinnbare

2019
2018

2017

81%

88%

92%
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Engasjerte medarbeidere er viktig for oss 
Vi er i dag 235 fulltidsansatte i Findus, og trivsel og 
engasjement hos våre medarbeidere betyr enormt mye. 
Derfor jobber vi blant annet med talent- og kompetan-
seutvikling, helse og velvære, og internkultur. 

For å bygge kompetanse og utvikle våre medarbei-
dere, har vi i løpet av 2019 arrangert flere kurs innenfor 
ledelse, samarbeid og effektivitet. Vi har også hatt tett 
oppfølging av alle ansatte gjennom halvårlige medar-
beidersamtaler, som inkluderer en egen oppfølgingsplan 
av talenter.  

Helse og velvære har stått høyt på agendaen i 2019. 
Gjennom hele året har det vært et fokus på trening og 
fysisk aktivitet, med blant annet tilbud om ukentlige yo-
gatimer, og felles treningsavbrekk. Sunnere måltider, 
med fokus på fisk og grønnsaker, er innført på møter, 
konferanser og i egne kantiner, og det er arrangert ulike 
kurs i eksempelvis ernæring og søvnteknikk.  

For å bygge opp under en vinnende internkultur, har 
vi hatt fokus på at det skal være gøy å jobbe i Findus. 
Vi er stolte over å ha mange engasjerte medarbeide-
re som bidrar med egne initiativer for å spre glede på 
arbeidsplassen. Blant annet er det for tredje år på rad 
spilt inn en egen Findus-låt, som har ført til mye enga-
sjement internt.  

For å bidra til en positiv arbeidskultur som oppmun-
trer kreativitet og nytenking, jobber vi blant annet med 
mangfold og inkludering i våre rekrutteringsprosesser.  
Vårt mål er at 20% av de som får tilbud om jobban-
settelse i 2022 skal være personer med ikke-nordisk 
bakgrunn. 25% av tilbudene om jobbansettelse på fa-
brikk, og tilsvarende 75% innen salg og kontor, ble gitt 
til personer med ikke-nordisk bakgrunn i 2019. Videre 
gir vi aktuelle personer mulighet for å få arbeidserfa-
ring gjennom internship, arbeidstrening, og lærlinge-
program. Vi vet at det vil føre til langsiktig lønnsomhet. 

Vi har også fokus på kjønnsfordeling, og har som mål 
å sikre en 40/60 fordeling av kjønn på alle ledernivåer 
til enhver tid.  

Gjennom en årlig, anonym medarbeiderundersøkel-
se, måler vi blant annet trivsel, stolthet og engasjement 
blant våre medarbeidere.  De siste to årene har vi hatt en 
høy deltakelse, og i 2019 deltok 87% av våre medarbei-
dere i denne undersøkelsen. Vi er glade for å se at hele 
88% av de som deltok i undersøkelsen sier de er stolte 
av å jobbe i Findus, og oppgir at jobben gir mening og 
energi. Selv om vi presterer høyere en bransjenormen 
på flere områder, gjennomgår vi resultatene fra medar-
beiderundersøkelsen nøye, og hver avdeling utarbeider 
videre tiltak for de områdene der det er behov. Basert på 
tilbakemeldingene, er bedre IT-løsninger og en styrket 
«speed to market» to områder hvor vi vil sette ekstra 
fokus i 2020.  

Helse, miljø og sikkerhet i høysetet 
Vårt viktigste ansvar ovenfor våre medarbeidere er å 
sørge for at de føler seg trygge på arbeidsplassen. Dette 
gjelder ikke minst alle våre medarbeiderne som jobber 
på våre fabrikker. 

For å minimere risiko for uhell, jobber vi systematisk 
med rapportering av alle typer HMS-hendelser, som 
nesten-ulykker og skader. Alle hendelser som blir rap-
portert følges opp med tiltak. I 2019 ble det rapportert 
om 6 nesten-ulykker på fabrikk, som førte til fravær. 
Ingen av disse var alvorlige. Vårt hovedfokus for 2020 
er å utføre en risikovurdering på maskinanlegget i våre 
to fabrikker, med gjennomføring av tiltak som følge av 
denne vurderingen. Vi vil også fortsette opplæring av 
ansatte, samt planlegge for eksterne revisjoner fra le-
verandører. 

Ledergruppen

Ledere

Menn
Kvinner

Totalt

50%

X
X%

50%

50%

X
X%

50%

 
Fordeling av kjønn 
på ledernivå

Andel ansatte 
som deltok i vår 
årlige medarbei-
derundersøkelse

87%
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Findus nominert til pris av Grønt 
Punkt
Vi vet at miljøvennlig emballasje betyr mye for 
mange forbrukere, og vi følger utviklingen av 
materialer tett. Vi er derfor stolte over å ha blitt 
nominert av Grønt Punkt til prisen «design for 
gjenvinning», for vårt arbeid med gjenvinnbar 
emballasje. Å bli nominert er en viktig 
bekreftelse på at vi jobber i riktig retning. 

Bak nominasjonen ligger et stort arbeid fra 
2019 med overgang fra emballasje laget av 
kombinasjonsmaterialer til mono-materiale. 
Kombinasjonsmaterialer er vanskelig å 
gjenvinne, og overgangen til mono-materiale har 
gjort at ytterligere 24 tonn Findus-poser nå kan 
gjenvinnes til ny plast.

Blant produktene som nå har fått gjenvinnbare 
poser, er flere av våre wok- blandinger og 
pastaretter. Nå gjenstår kun et knippe produkter 
som vi jobber videre med, for å sikre at alle våre 
forbrukerpakninger blir gjenvinnbare i 2022. 

CASE STUDY  
Gjenvinnbar emballasje

Ledergruppen

Ledere

Menn
Kvinner

Totalt

50%

X
X%

50%

50%

X
X%

50%
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Høydepunkter fra bærekraftsåret 2019

Unødvendig bruk av plast fjernet fra 
våre ovnsretter

Ganger har innhold fra årets matsvinn 
kampanje med matvett blitt vist

1,9 Tonn

7 Mill 7%

22

99
Mindre svinn fra vår 
fabrikk i Tønsberg

Lanserte produkter 
innen fisk, grønn-
saker og vegetar

Av vår portefølje er 
fisk, potet og grønn-
saker

Fri for kunstige 
smaks- og fargest-
offer

Måltider donert  
til matsentralen90k

MSC-sertifisert 
villfanget fisk

Av vår grønnsaksportefølje dyrkes av 
våre 126 kontrakterte norske bønder

Av porteføljen har et 
saltnivå i tråd med 
saltpartnerskapet

98%

94%
86%

84%

Gjenvinnbare forbruk-
erpakninger

Mindre svinn fra pro-
duksjon i vår fabrikk i 
Larvik

92%

28%
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About this Report

This is Nomad Foods’ third 
annual Sustainability Report, 
covering the calendar year 
from January to December 
2019. This report covers all 
trading subsidiaries of Nomad 
Foods, including the 
acquisitions made during 2018, 
unless specified otherwise.

The most recent previous report 
was published in May 2019. 

This report is influenced by the 
Global Reporting Initiative 
(GRI), and includes standards 
defined by the GRI guidelines. 
It meets the requirements of 
the EU Directive on Non-
Financial Reporting.
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Introduction



Welcome to Nomad Foods’ 
third Sustainability Report. 
Though our report focusses on 
2019, it is impossible not to 
acknowledge the situation we 
find ourselves in globally as this 
report is published.

Message from our CEO

The impact of the COVID-19 pandemic on the 
way we live was unimaginable just a few short 
weeks ago. Our purpose as a company is to 
serve the world with better food which has nev-
er been more meaningful than it is today. The 
role of nutritious food and mealtimes has been 
essential in providing comfort and stability to our 
everyday lives. Our brands - Birds Eye, iglo and 
Findus - have been at the heart of family life for 
over 60 years and we’re working hard to con-
tinue providing families with great tasting and 
nutritious food during these difficult times.

As a leading European food company, we 
can see the economic impact on the lives of 
our consumers and fellow citizens. We are tak-
ing an active role to help the communities most 
affected and have created a €3 million fund to 
provide financial support and food donations in 
all the countries where we operate.

How long this period in our lives will last is im-
possible to predict but, as a company, we will 
not lose sight of our role in delivering a sustain-
able future. Every day millions of households 
across Europe serve the food we make and we 
are determined to play a role in helping our con-
sumers eat sustainably.

Our sustainability strategy is a European-wide 
programme with the ambition of making a dif-
ference at every mealtime through affordable 
and sustainable food. Our strategy is built on 
six ambitious targets and I am pleased to re-
port that overall, we have made good progress 
against our commitments in 2019. For example, 
95% of our fish and seafood is now from certi-
fied sources, such as MSC and ASC, which is an 
increase from last year. We are also proud to 
offer more than 800 MSC and ASC certified fish 
products across the markets where we operate. 

Our nutritious portfolio continues to be a 
strength of ours with as much as 90% of our sales 
coming from products verified as a Healthier 
Meal Choice. 

In some areas, such as recyclable packaging, 
we have made less progress due to the com-
plexity of the issue. We remain committed to 
achieving all our targets.

In 2019 the link between the health of peo-
ple and the health of the planet and the need 
to rebalance our diet has become even more 
widely understood. I believe that, as we navigate 
the after effects of COVID-19, sustainability will 
emerge even higher on the agenda and we are 
already working on new initiatives in 2020 which 
I am looking forward to reporting on in 2021. 

Stefan Descheemaeker,

CEO
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Nomad Foods at a Glance
Nomad Foods is Europe’s 
leading frozen food company. 
Every day, over eight million 
European households enjoy 
products from our leading 
brands, which include Birds 
Eye, Findus and iglo.   

We have a varied portfolio, which includes a 
range of iconic fish and seafood, vegetable, 
chicken and ready meal products. Our sup-
ply chain stretches from the fields, farms and 
oceans where the raw materials for our products 
are grown, to the tables of consumers across Eu-
rope. In 2018, we acquired two new brands: Aunt 
Bessie’s and Goodfella’s Pizza. We operate in 13 
major European markets, with a factory footprint 
consisting of 13 sites across 8 European markets. 
All this is overseen by our team of employees, led 
from our headquarters in Bedfont, UK.

As we now have a full calendar year of data, 
all figures given in this report cover all trading 
subsidiaries including these acquisitions, unless 
otherwise specified.

Our global supply chain
Nomad Foods is a €2.3bn business with a global 
supply chain. We have direct operational con-
trol over many elements in our supply chain, 
whilst for others our influence is less direct.

Our supply chain includes the purchase of raw 
material, components, semi-finished goods and 
ready-made products across a number of cat-

egories. Our direct suppliers are subject to our 
policies, standards and product specifications, 
as described throughout this report. Where we 
have less direct control, for example when we 
purchase ingredients or products from anoth-
er producer, we select suppliers who reflect our 
high standards and agree to strict specifications.

Once purchased, materials are transported 
to our manufacturing sites and warehouses be-
fore being distributed to local markets and sold 
through retailers and foodservice providers, 
eventually reaching the end consumer. 

The main areas under our direct influence are 
vegetables grown by our contracted farmers; 
the transportation of raw materials between 
our sites; all processes that take place within our 
operating sites; communication with consumers 
through advertising; product labelling; and our 
Consumer Care Line. 

Our influence is limited in areas such as the 
primary production of raw materials; the pro-
cessing of goods by third party suppliers; and 
the transportation of goods to and from retailers 
and other customers. We also have less direct 
influence over consumer transportation, prepa-
ration and consumption of our products.

To extend our impact beyond our immedi-
ate supply chain, we work in collaboration with 
other businesses, through industry associations 
and with advocacy organisations such as the 
Marine Stewardship Council (MSC), the Sustain-

able Agriculture Initiative (SAI), AIM (the Euro-
pean Brand Association) and the UK Waste and 
Resources Action Programme (WRAP). We also 
participate in networks and pacts at a national 
level. For example, we have signed the UK Plas-
tics Pact to address plastic waste; the Fossilfritt 
Sverige pledge to achieve fossil-free domestic 
transport by 2030 and the Peas Please initiative 
to support everyone in Britain to eat an extra 
portion of veg a day. 
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Our Brand Portfolio

Markets Where We Operate

• Nomad Foods’ offices

• Nomad Foods’ factories

employees4766



In 2019, we conducted a 
materiality assessment to 
explore with internal and 
external stakeholders whether 
any issues had increased or 
decreased in priority since 
previous years, and to identify 
any emerging issues.

Materiality

Our research included a quantitative survey with 
600 consumers across four European markets in 
which we operate, and interviews with internal 
and external stakeholders including NGOs, re-
tailers and suppliers. We used the insights from 
this research, the results of our previous stake-
holder engagement processes and our knowl-
edge of the impacts of our business to develop 
the materiality chart displayed. 

The chart is an illustrative representation of the 
results of our materiality assessment. The most 
material areas are in the darker boxes and are 
covered in more detail in the report.

There are also areas, such as upholding food 
safety and quality and ensuring zero tolerance 
of corruption, bribery and anti-competitive be-
haviour, that are fundamental elements of how 
we do business. These are covered in the final 
section of the report. 

The materiality assessment showed that there 
have been no substantive changes from 2018, 
although stakeholders placed more emphasis 
on practising sustainable agriculture.
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Impact of Nomad Foods� More important

Better sourcing  |  Better nutrition  |  Better operations� Most material

Good labour relations

Providing for alternative diets

Restricting use of GMOs​

Growing produce locally

Upholding human rights

Upholding animal wellfare

Reducing food waste

Reducing energy & emissions

Employee health & safety

Using packaging responsibly

Reducing water & waste

Promoting diversity & inclusion

Sourcing palm oil responsibly

Sourcing soy responsibly

Employee training & education

Marketing responsibly

Promoting plant-based diets

Removing artificial additive

Improving our nutritional profile

Sourcing fish & seafood responsibly

Practising sustainable agriculture



Global health and 
sustainability challenges pose 
major risks to our planet, our 
stakeholders and our business.   

Managing Risks

The issues of climate change, biodiversity loss 
and widespread social inequality threaten lives 
and livelihoods across the world. These issues 
present risks that include extreme weather con-
ditions, ocean heating and acidification, and 
scarcity of crucial resources such as water and 
agricultural raw materials, as well as social un-
rest. 

There are a number of risks associated with un-
sustainable food production, which include the 
depletion of fish populations through overfishing 
and damage to soil health and biodiversity. Rising 
obesity levels also pose a global health chal-
lenge, increasing the risk of non-communicable 
diseases and pressure on health services. 

Across the markets in which we operate, con-
sumer demand for healthy, responsibly produced 
products is rising rapidly. In addition, media scru-
tiny, heightening governmental regulation and 
mounting pressure from NGOs bring financial 
and commercial risks for businesses who fail to 
act in accordance with high environmental and 
ethical standards. These include loss of consum-
er trust, loss of investment from shareholders, and 
reputational damage, as well as the threat of 
legal action.

The importance of these risks cannot be over-
stated, and we place these at the heart of our 
business practices. We work to manage and mit-

igate risks through a range of measures, which 
include implementing clear policies and proce-
dures across all material sustainability areas, as 
detailed throughout this report, and continually 
assessing risk through our Risk Heat Map.
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Business for good



As a leading European food 
company, we play an important 
role in the lives of our consumers. 
Every day millions of households 
across Europe serve and eat 
the food we make.

Our Purpose

This simple fact carries a responsibility with it, 
especially as we know the world is changing 
around us. We all have a part to play in solving 
some of the challenges the world is facing.

Our purpose, serving the world with better 
food, defines our role as a company. It is our 
compass but also a call to action.

Nomad Foods is a young company but our 
brands have a long history of serving the world 
with better food. They have built the frozen cat-
egory on great tasting, convenient and nutri-
tious food.

Our purpose has been built on three princi-
ples: Better Food, Food for All and Eating for the 
Planet.

Better Food 
At the heart of what we all do every day is mak-
ing the food we produce better; better for our 
consumers and better for the planet. Our focus 
is always on better taste and better nutrition, 
underpinned by the quality of our ingredients 
and recipes. 

Food for All
We make products that are at the centre of 
everyday family mealtimes. They are affordable, 
available in supermarkets across Europe and in 
homes 24 hours a day, ready to cook in a mo-
ment. Our focus is on ease of use and our prod-
ucts can be prepared using a variety of cooking 
methods to suit every culture in Europe.

Eating for the Planet
We improve the life of our planet through the 
way we source and make our food and we im-
prove the health of our consumers when they 
eat our food. Our focus is on a sustainable diet 
because the healthiest diets are the most envi-
ronmentally sustainable. What is good for me is 
good for the planet.
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Since we launched Our 
Sustainable Path in 2018, the 
fundamental link between the 
food we eat and the global 
climate crisis, as well as the need 
to transform the way we 
produce and consume food, 
has become better understood. 

Sustainable eating is critical to the future of the 
planet and our business. That is why we have 
re-named our sustainability strategy Eating for 
the Planet. 

We know that it is the healthiest diets that 
are the most environmentally sustainable and 
we believe the solution is in a shift towards a fu-
ture-proof, sustainable diet. Shifting to a diet that 
is high in vegetables, plant protein and respon-
sibly sourced fish, and low in red meat is prov-
en to have a positive impact on both the health 
of consumers and the planet, particularly when 
combined with efforts to minimise the effects of 
food production on the environment.

We have the portfolio to empower consum-
ers to make the right choices and it is our 

ambition to make eating for the planet 
sustainable, healthy, tasty and acces-

sible for all. 
The foundation of our strategy is 

built on sourcing, nutrition and op-
erations. It sets out our ambitions 
in each area, supported by spe-
cific, time-bound commitments 
to ensure continued progress. 

Better Sourcing 
We want to be the recognised 

leader in fish and vegetable 
sourcing. This means sourcing our 

fish and seafood products with care 
and respect for people and the envi-

ronment, and ensuring that all our vege-
tables and potatoes are grown according 

to third-party verified sustainable agriculture 
principles.

Better Nutrition 
We help families eat a more balanced diet. This 
includes improving the nutritional profile of our 
portfolio, using our influence to inspire positive 
choices and implementing strict standards on 
additives and preservatives.

Better Operations 
We are committed to do better whilst minimis-
ing our negative impact. We continually strive to 
improve our energy, water and waste manage-
ment and reduce our greenhouse gas emissions 
and actively address the impact our packaging 
has on the environment.

We believe in working proactively and collab-
oratively to ensure we make the biggest con-
tribution possible to the goals set out in the UN 
Sustainable Development Goals (SDGs), and 
we continually use them as a further catalyst 
for change in our business. 

To achieve these goals, every business should 
use its influence where it can make the big-
gest difference. Therefore, we focus our efforts 
around the four goals shown.

Thanks to our targeted efforts to embed our 
sustainability strategy across all our markets and 
functions, we ranked in the 26th percentile in 
the global Dow Jones Sustainability Index (DJSI) 
2019, and achieved our first ever perfect score of 
100 for Health and Nutrition. The DJSI is a glob-
ally recognised independent benchmark, con-
ducting thorough analysis across a wide range 
of sustainability metrics. Overall, we scored 49: 
a dramatic increase from our 2018 score of 34. 

Eating for the Planet
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At the heart of Nomad Foods’ 
sustainability strategy are our 
six key commitments. 

These ambitious, time-bound commitments are 
embedded across the business, ensuring that 
sustainability is central to everything we do.

2019 has been a crucial year for our sustaina-
bility work. We are now two years into our long-
term sustainability strategy, and have continued 
to make progress in line with our plans as a busi-
ness. We have had significant success in some 
areas, such as our dedicated work to increase 
the proportion of our fish and seafood volume 

Our Commitments
that is sustainably certified. We have also recog-
nised the need to stretch our objectives in some 
areas, such as committing to set science-based 
emissions targets in line with limiting global tem-
perature rise to 1.5°C.

Some commitments, such as increasing the 
recyclability of our packaging, have proved 
more challenging and complex than anticipat-
ed meaning we are slightly behind our annual 
target. We have also seen an impact from our 
two new acquisitions in 2018. As they extended 
the scope, it altered the baseline and slowed 
progress on our commitments on greenhouse 
gas emissions and artificial additives. In particu-
lar, these acquisitions necessitated a change in 

deadline for our clean labelling commitment. 
As we inherited a set of recipes that were not 
originally subject to our clean labelling policies, 
we have extended our deadline for 100% of our 
portfolio to be free from flavour enhancers, arti-
ficial flavours and artificial colorants to 2022 (see 
additives section for more details). 

To ensure we deliver sustained progress on our 
commitments, we will continue to press forward 
with action throughout our business. We will 
step up our external collaborations, building on 
our successful partnerships around food waste 
and biodiversity, and ensure that learnings are 
shared and harnessed across our entire business.

# 2. 100% of our vege
tables and potatoes 
will be �produced using 
sustainable farming 
practices by the end  
of 2025

# 6. 100% of our 
consumer packaging 
will be recyclable by 
the end of 2022

# 4. 100% of our port- 
folio to be without flavour  
enhancers, artificial flavo- 
urs and artificial colourants 
by the end of 2022**

# 1. We will use 100% 
fish and seafood from 
sustainable fishing and 
responsible farming by 
the end of 2025

# 5. We will reduce our 
greenhouse gas (GHG) 
emissions year after year***

# 3. We will grow the 
healthier meal choices 
in our portfolio every 
year   

*Excluding Spain (owing to  
data reliability)
**extended from 2020
***per ton of finished goods 
from our own operations

We plan to establish a 
new baseline according 
to FSA standards in 2020

(2018: 592.5 kg CO2e) 

614.5
kg CO2e

(2018: n/a)

90%*
(2018: >90%)

95%

(2018: 93%)

95% 
(2018: 71%)

73% 
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Better sourcing



Overfishing poses enormous 
risks to future fish stocks, 
ecosystems and societies.

The number of overfished stocks globally has tri-
pled in half a century and overfishing has pushed 
33% of the world’s assessed fisheries beyond bi-
ologically sustainable limits1.  Further damage is 
being done by careless fishing practices, includ-
ing avoidable bycatch of non-target species 
and the loss of fishing equipment in the ocean.

The importance of protecting marine life is en-
capsulated in SDG 14: Life Under Water. Overfish-

Our Oceans
ing and the related issues of illegal, unreported 
and unregulated fishing, are the focus of SDG 
target 14.4 which aims to restore fish stocks in 
the shortest time feasible. As a major purchas-
er of fish and seafood, this is an area where we 
can drive the most positive change. Since we 
co-founded the MSC over 20 years ago, we 
have led the way in protecting fish stocks for 
future generations by championing responsi-
ble and sustainable fish and seafood sourcing 
– and empowering consumers across Europe to 
do the same.

Fish and seafood make up a large portion 
of our portfolio, and as such, safeguarding the 

1. http://www.fao.org/state-of-fisheries-aquaculture

#1. We will use 
100% fish and 
seafood from 
sustainable  
fishing and  
responsible 
farming by the 
end of 2025
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health of fish populations is essential to mitigate 
the risk of depleted fish stocks.  We are deter-
mined to lead the way in sourcing our fish sus-
tainably, and helping to promote consumer be-
haviour change in this space. 

Our approach
The priority we place on sourcing fish sustainably 
is reflected in our target for this area – for 100% of 
our fish and seafood to come from sustainable 
fishing or responsible farming by the end of 2025. 
More than 95% of our portfolio already comes 
from certified sources, as a result of more than 
two decades of focused hard work in this area. 

Our Fish and Seafood Policy  sets out our ap-
proach and stipulates that we only use sources 
recognised by FAO or complying with either the 
FAO Code of Conduct for Responsible Fisheries 
or the FAO Technical Guidelines for Aquaculture. 
We do not source illegal, unregulated or unre-
ported (IUU) wild capture fish from any market, 
nor fish stocks that are depleted or recovering.

In order to drive further transformation with-
in the fish and seafood industry, we also work 
closely with the Marine Stewardship Council 
(MSC) and have done so since we co-founded 
the organisation 20 years ago. The MSC is an 
international non-profit organisation which pro-
tects oceans and safeguards seafood supplies. 
Sourcing our fish and seafood from MSC-cer-
tified sources ensures that fisheries meet strict 
requirements around stock management, dis-
cards, minimising impact to eco-habitats, by-
catch and the use of fishing gear, therefore 
do not perpetuate these issues that risk ocean 
health. 

https://www.nomadfoods.com/our-sustainable-path/our-policies/
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We also work actively with non-certified fisher-
ies to support them to implement the MSC stand-
ard through Fishery Improvement Projects (FIPs). 
This is essential to increase the future availability 
of certified fish throughout our industry, and ulti-
mately protect our oceans and fish stocks. 

We are also increasing the proportion of re-
sponsibly farmed fish in our portfolio, to help re-
duce the pressure on wild fish stocks.  Aquacul-
ture—the production of fish and seafood in a 
farmed managed environment—is a growing 
food industry, and although there is a need to 
ensure that the environmental impacts of aq-
uaculture, including the use of wild fish stocks to 
create feed, are managed carefully, we believe 
that responsible aquaculture has an increasing-
ly important role to play. 

We require the farms we source from to work to 
a trusted certification scheme and work closely 
with the Aquaculture Stewardship Council (ASC) 
to ensure this. The ASC standard defines environ-
mental and social criteria that need to be met to 
obtain ASC certification. Environmental require-
ments stipulate that fish farms are not in High 
Conservation Value Areas, that all fish feed is 
fully traceable to a responsibly managed source 
and that water parameters, such as phosphorus 
and oxygen levels, are measured regularly to 
remain within set limits. Social requirements in-
clude the protection of farm workers’ rights and 
respect for local communities.

Responsible sourcing is one of our key sustain-
ability priorities. As the largest branded produc-
er of eco-labelled wild-caught fish and seafood, 
we also believe we have an important role to 
play in raising awareness about the issues af-

fecting fish populations to change consumer at-
titudes and behaviour. Our brands provide us 
with a powerful way to achieve this by provid-
ing consumers with a simple, credible shortcut 
to knowing that the product they are enjoying 
has been sourced in a sustainable or responsi-
ble way.

We also have a Fish Provenance Tool, launched 
in 2010, which allows consumers to identify the 
specific catch areas from which we source fish 
and seafood products, making our supply chain 
traceable and transparent to consumers. 

Our progress
Last year we made significant progress towards 
our target. In 2019, we reached 95% sustainably 
sourced fish and seafood volume with MSC or 
ASC certification. We achieved this by switching 
uncertified fish volumes, such as wild pink salm-
on, and some volumes of cod, tuna and North 
Pacific hake, to certified sources where possible. 
Ultimately, the availability of certified fish for the 
food industry as a whole needs to increase, and 
as part of the journey towards this, we attend-
ed the Global Seafood Expo and Global Fish-
ery Forum to connect with fishing companies 
and drive awareness of the benefits of fishing 
according to MSC standards.  

We also expanded the number of products 
that carry ecolabels to 812, up from 703 products 
in 2018. These products now account for 89% of 
our fish and seafood by volume. We have con-
tinued to increase the number of our products 
which are ASC labelled products, which now 
stands at 36. This is the result of 19 new product 
launches and the re-launch of several products 

MSC or ASC eco- 
labelled products 
across global  
portfolio

812 

with the ASC ecolabel. We also became the first 
company to sell frozen ASC certified seabream 
and sea bass to consumers, under our Findus 
brand in Italy. In five of our markets, 100% of fish 
and seafood products were eco-labelled with 
MSC and ASC by the end of 2019, including the 
UK, Republic of Ireland, Germany and the Neth-
erlands. 

As fish and seafood are core to our business, 
we also want to drive awareness of the impor-
tance of our oceans. In 2019, we celebrated 
World Oceans Day by educating all our employ-
ees about the importance of sustainable fishing 
and the MSC, including ocean clean-up activ-
ities which were highly appreciated by Nomad 
Foods staff members.

Future plans
In 2020, we will work to achieve 96% purchased 
fish and seafood volume from MSC or ASC cer-
tified sources as we continue on our journey to 
100%. To further support the growth of sustain-
able fishing practices, we will work even more 
closely with fisheries who are working towards 
MSC certification, such as the West Bering Alas-
ka Pollock Fishery, to demonstrate demand for 
sustainable fish. 

We will also continue to promote our eco-la-
belled fish and seafood products, with a view to 
increasing the part of our portfolio that carries 
the MSC or ASC eco-label.

2019
2018

>90%

95%

2019
2018

>90%

95%

Fish and seafood 
from sustainable 
sources: 



Nomad Foods’ heritage
Fish is at the heart of our portfolio and we’ve 
been leading the way towards a more sustaina-
ble fish industry for over 20 years. We see respon-
sibly sourced fish and seafood as an integral part 
of promoting healthy and sustainable diets for 
future generations. Central to our approach is 
our longstanding belief in tapping into global 
expertise and bringing stakeholders together to 
drive change.

Unlocking the future of fish
The fish and seafood industry faces a host of 
challenges. Complex global issues such as 
overfishing, plastic pollution, ocean acidifica-
tion and increasing ocean temperatures as a 
result of global heating pose serious threats to 
marine life. To help us tackle these challenges 
and identify what is needed to secure long-term 
fish stocks, in 2019 we brought together twelve 
global experts from universities, seafood busi-
nesses, and leading NGOs including WWF. We 
combined these external perspectives with in-
ternal stakeholder engagement to examine 
current perceptions and collect information on 
strategic themes, capabilities, challenges and 
opportunities.

The process identified a host of issues and 
questions surrounding the future of the global 
fish supply. What will be the impact on fish of 
changing attitudes to meat? Will we soon see 

Transforming the Future of Fish
lab-grown fish on supermarket shelves? Giv-
en the rapid increase in fish prices over recent 
years, how will we ensure that fish remains ac-
cessible whilst also being sourced responsibly 
and sustainably? 

Delivering sustainability  
and accessibility
Our vision is to champion responsibly and sus-
tainably sourced fish as a healthier and more 
sustainable alternative to red meat. This is a ma-
jor opportunity to create positive change, but 
it will require action from both food businesses 
and consumers. To achieve this vision, we will 
diversify our portfolio to incorporate a broader 
range of fish species and work to drive behav-
iour change, encouraging consumers to expand 
their repertoire of fish and seafood products. We 
will also harness responsible aquaculture in or-
der to increase fish production whilst relieving 
the pressure on wild seafood stocks.

We are building on the input from stakehold-
ers to shape our new strategy for making fish a 
force for good. By advocating a faster transition 
to sustainable practices, championing sourcing 
models that give back more than we use, and 
continuing to work with the fish industry and ex-
pert stakeholders, we can protect our oceans 
for future generations. And with the global pop-
ulation predicted to grow by 2 billion over the 
next 30 years, the time to act is now2. 
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Fish is a force for 
good. It’s good 
for health and 
it’s good for the 
planet. That’s 
fundamental – 
and everything 
we do ladders 
back to it.  
Carly Arnold,

European Category 
Director Fish

2. UN World Population Prospects 2019



Sustainable and resilient 
agriculture is essential for 
maintaining global ecosystems 
– now and in the future. 

Food businesses today face major challenges: 
providing nutritious food while protecting natu-
ral resources, ecosystems, biodiversity, land and 
soil quality, and the communities connected to 
agriculture and farming. 

Our Fields
We need to move towards a system in which 

agriculture is both more productive and more 
sustainable. This forms a central part of SDG 2: 
Zero Hunger. Target 2.4 is specifically focused on 
increasing the proportion of agricultural area 
under productive and sustainable agriculture 
by 2030. 

Nomad Foods is a major provider of tasty, nu-
tritious vegetables and potatoes across Europe. 
Ensuring that these crops are grown sustainably 
is a key focus of our sustainability strategy, and 
of huge importance to us as an organisation. 

Failing to achieve progress in this space means 
that our farmers will be increasingly impacted 
by the effects of climate change, such as water 
shortages and extreme weather, which in turn 
may result in reduced supply of high-quality veg-
etables.

Our approach
We are committed to sourcing 100% of our vege-
tables and potatoes through sustainable farming 
practices by the end of 2025. This target, and our 
Policy for Sustainable Agriculture, applies to all 
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#2. 100% of our 
vegetables will  
be produced  
using sustainable  
farming practic-
es by the end of 
2025

https://www.nomadfoods.com/our-sustainable-path/our-policies/
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the vegetables and potatoes we use (in the form 
of raw materials, ingredients or finished goods), 
of which over half are sourced from farmers 
with whom we have a direct relationship and a 
long-term contract, and the remainder of which 
are sourced from trusted third-party suppliers. 
Ingredients covered by topic-specific sustaina-
bility standards, such as palm oil or soy, are not 
covered in this scope. Our policy covers the eco-
nomic, environmental and social impacts of our 
agricultural practices, and stipulates that all po-
tatoes and vegetables will be grown using veri-
fied sustainable farming methods benchmarked 
against the Farm Sustainability Assessment (FSA) 
platform. 

The FSA was created by the Sustainable Agri-
culture Initiative platform (SAI), which we joined 
in 2018, and is an important tool which we use 
to assess the profile of our suppliers and farmers. 
The FSA tool covers 17 fundamental components 
of sustainable agriculture, including environ-
mental impact, ethical practices and econom-
ic stability. Assessments are independently au-
dited, and farms or farm management groups 
are awarded either bronze, silver or gold status, 
or “not yet bronze” for those that require more 
support. 

Our Fieldstaff of agricultural experts focus on 
building long-term, trusted relationships with 
farmers and work with them to implement sus-
tainable practices as part of a continuous im-
provement process in line with FSA recommen-
dations. Examples of initiatives Fieldstaff and 
farmers have implemented include applying a 
more restrictive list of approved pesticides, us-
ing specific pea varieties to optimise the out-

put from the crops, and promoting uncropped 
margins in their spinach fields to increase bio-
diversity. 

Our target is for all of our suppliers to achieve 
a minimum FSA silver standard by 2025. This is 
essential to help mitigate the impact of climate 
change to our business by making our farms 
more resilient to weather disasters, rising tem-
peratures, new diseases and parasites. This re-
flects our determination to lead in this area and 
ensure we minimise our impact, drive change 
within the farming industry, and protect our abili-
ty to grow nutritious crops for future generations. 

Our progress
In 2019, we continued to roll-out the FSA plat-
form, a project we initiated in 2018. Following 
initial pre-assessments with our contracted 
farmers, our Fieldstaff worked with farmers who 
achieved silver status or below to create the ac-
tion plans and drive progress towards gold. 

One of the opportunities we identified was 
to further increase biodiversity across our con-
tracted farms. Biodiversity has been a focus 
area of ours for many years, and in the UK, 240 
of our farmers already have biodiversity plans 
in place. In Germany, our farmers plant flower 
beds around some spinach fields. To expand 
and evolve this activity, we begun a collabo-
ration with the Department of Agricultural and 
Forestry Sciences at Tuscia University focusing 
on increasing biodiversity across farms in Italy. 

We have also continued our work to minimise 
the environmental impact from our pea farming 
operations. Our precision pea platform uses sat-
ellite mapping to better understand soil health 

and variability across fields. In 2019, our UK team 
were able to use this data to make more precise 
decisions about when to harvest which helped 
to maximise the high-quality yield and reduce 
food waste within our operations. 

Procured vegetables account for less than 
half of our vegetable volume. Driving awareness 
and ensuring deeper understanding of the im-
portance of sustainable agriculture, particularly 
amongst third party supplies, is critical to achiev-
ing our ambitions. Following on activities in 2018, 
we hosted a number of sustainable agriculture 
events across Europe for farmers, suppliers and 
internal functions such as R&D, Procurement 
and Marketing. We anticipate these activities 
will drive implementation and collaboration to-
wards our sustainable agriculture ambitions. 

We are currently in the process of mapping all 
procured volumes back to farms or farm groups, 
using supply chain mapping software, and as-
sessing them against the FSA standard. We ex-
pect to complete this process and verified out-
puts during 2020. 

Future plans
Once we have completed the mapping of 
our third-party vegetable and potato suppliers 
against FSA, we will be able to define our base-
line and report the share of contracted and pro-
cured vegetables that are produced with sus-
tainable farming practices. Following this, we 
will implement action plans with our suppliers, 
and continue our work with Fieldstaff and con-
tracted farms, to drive progress to 100% sustain-
ably sourced vegetables, in line with our 2025 
commitment. 

hectares of land cov-
ered by biodiversity 
action plans

60k



Our ambitions on sustainable 
agriculture
Nomad Foods joined the Sustainable Agriculture 
Initiative platform (SAI) in 2018: a network of food 
companies and retailers who share our vision and 
principles of sustainable agriculture. We are now 
implementing the SAI’s Farm Sustainability Assess-
ment (FSA) tool to assess and improve farm man-
agement practices across our supply chain. 

These assessments are just one aspect of our 
work to promote sustainable agriculture. We are 
constantly challenging ourselves to reach even 
higher standards, from developing our own new 
pea varieties which are more resistant to disease 
and environmental stress to conducting intensive 
soil testing and harnessing remote sensing tech-
nology to maximise our quality vegetable yield.

One example is our work to conserve and cul-
tivate biodiversity within our supply chain.

Partnering with UK farmers  
to reverse biodiversity loss
Biodiversity is the basis of agriculture. Maintain-
ing a diverse range of animals, plants, fungi and 
microorganisms is critical for creating healthy 
ecosystems that are resilient to changing con-
ditions. However, up to 25% of European animal 
species are now estimated to be threatened 
with extinction3. 

Nomad Foods has long been working to safe-
guard biodiversity, particularly through our work 
with UK pea farmers. By building close relation-
ship with our suppliers, we have used our influ-
ence over the past ten years to support farmers 
to develop and implement environmental ac-
tion plans. These consist of tangible actions for 
farmers to enhance biodiversity on their farms, 

such as delaying hedge cutting until late winter 
to prolong feeding opportunities for farm birds, 
and introducing floral species to grass margins to 
provide a source of nectar for insects. So far, we 
have implemented environmental action plans 
for 240 farmers, covering over 60,000 hectares 
of land in East Yorkshire and North Lincolnshire.

Working with agricultural  
scientists in Italy

To build on our learnings from our UK supplier 
engagement and further promote biodiversity in 
our supply chain, we resolved to develop a tool 
for our Italian farmers to monitor the success of 
their work: a widely recognised challenge within 
the field of biodiversity research.

To ensure we achieve this, Findus Italy is collab-
orating with the Department of Agricultural and 
Forestry Sciences at Tuscia University. Scientists 
from the University conducted biodiversity sam-
pling and monitoring across seven Findus farms 
in Agro-Pontino, Fucino and Capitanata. Using 
tools such as soil sampling and species netting, 
the scientists collected and classified the differ-
ent organisms present on the farms. Their findings 
were used to create guidelines for Findus growers 
to protect and increase local biodiversity.  

These guidelines are only the first phase of the 
project. The next will be to implement action 
plans with individual farmers, based on expert 
recommendations. Using the FSA to drive target-
ed action, we will continue to champion more 
sustainable agricultural practices that contribute 
to resilient food systems and a healthier planet.
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Strengthening Biodiversity 

Working together is crucial if we 
are to protect the planet’s bio-
diversity. We are pleased to be 
working with Nomad Foods to 
help more farmers understand 
and nurture biodiversity, and we 
hope that more food businesses 
follow their example.   
Professor Stefano Speranza,  
Department of Agricultural and  
Forestry Sciences at Tuscia University

3. IUCN
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Forests are the lungs of our 
planet and vital for biodiversity, 
so we must monitor ingredients 
that pose a deforestation risk.

Soy is the second largest agricultural driver of 
deforestation worldwide4.  It poses significant en-
vironmental risks unless proper safeguards are in 
place. Soy is present in many food products as 
soybean oil, and soybean meal is widely used 
in animal feed. The expansion of soybean plan-
tations has caused deforestation and displace-
ment of small farmers and indigenous commu-
nities.

The deforestation of native forests for palm oil 
production also has major and irreversible con-
sequences, including loss of biodiversity and sig-
nificant carbon emissions.

In order to limit our impact and risks as a busi-
ness, protect forests and conserve biodiversity, 
we must use carefully managed soy and sustain-
able palm oil or palm oil alternatives.

Our approach
Our approach to palm oil and soy is outlined in 
our Policy on Identity Preserved Material Sourc-
ing and Policy for Responsibly Sourced Soy from 
2020. 

Our total soy footprint is largely derived from 
feed for animal-based ingredients used in our 
products. As set out in our policies, we believe 
all soy should be responsibly sourced and culti-
vated in a way that protects against legal and 

illegal conversion of forests and valuable native 
vegetation. Where possible across our supply 
chain, soy sourcing from suppliers should be veri-
fied with external sustainability standards. Where 
this is not possible, we will compensate through 
a credit scheme from 2020 onwards.

In most of our recipes, we have replaced palm 
oil with healthier alternative oils. Where we do 
use palm oil, it’s because we have not yet found 
a substitute that provides the same physical 
properties needed for our products. Our policy 
states that we will only purchase palm oil that 
has Roundtable for Sustainable Palm Oil (RSPO) 
Segregated certification, meaning it can be 
traced back to RSPO-certified mills and planta-
tions. We do not use the Book & Claim model, 
whereby an organisation purchases RSPO cred-
its to support the production of certified sustain-
able palm oil but does not use physically certi-
fied palm oil.

Our progress
In 2019, we set out to understand our full soy us-
age, mapping our footprint including both di-
rect and indirect soy use. The vast majority of our 
usage is indirect, with animal feed representing 
approximately 98% of our soy footprint, the ma-
jority of which is related to poultry. As a result, 
we surveyed all our poultry suppliers to estab-
lish their current sourcing standards for soy, and 
whether this is accredited by any external cer-
tification body. We then used this information to 
better understand how we can move towards 
responsibly sourced soy in line with our dedicat-
ed soy policy which was approved in early 2020. 

In 2019, we reduced our total usage of palm oil 
by 1,480 tonnes, or 41%, across our portfolio. 99% 
of the palm oil we buy was RSPO certified, up 
from 98% in 2018. 88% was RSPO-certified Segre-
gated. 11% was Mass Balance, meaning that the 
volume we buy reflects an equivalent volume of 
palm oil produced by RSPO-certified mills and 
plantations. Following our acquisition of Good-
fella’s in 2018, Mass Balance RSPO-certified palm 
oil was reintroduced into our portfolio. In 2019 we 
focused our efforts on switching Mass Balance 
palm oil to Segregated across our portfolio.

Future plans
In 2020, we will refine our plans for increasing 
the proportion of responsibly sourced soy in our 
portfolio and start compensation for non-certi-
fied volumes through credit schemes. 

Our main goal for palm oil is to continue re-
moving or replacing any Mass Balance palm oil 
with Segregated palm oil, in order to move to-
wards 100% RSPO-certified Segregated palm oil. 
We expect to complete the move away from 
Mass Balance during the first half of 2020. We 
will also continue to reduce the volume of palm 
oil where possible.

4. WWF

Check our progress at  
www.rspo.org/members/455 

1106262

Our Approach to Specific Ingredients

Purchased  
volume of  
palm oil 

3

2

1

1. 88% RSPO segregated
2. 11% RSPO mass- 

balanced
3. 1% uncertified

https://www.nomadfoods.com/our-sustainable-path/our-policies/
https://www.nomadfoods.com/our-sustainable-path/our-policies/
https://www.rspo.org/members/455
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We work with global suppliers 
and key stakeholders to ensure 
the animals from which we 
source our meat are raised 
responsibly.

Animal welfare is an area of concern for us and 
many of our stakeholders, and consumers are 
increasingly concerned about where their food 
comes from, from a provenance, welfare and 
sustainability point of view. Major risks to animal 
welfare include poor living conditions and inten-
sive breeding, and prophylactic use of antibiot-
ics on healthy groups may also have subsequent 
risk to human health. 

Our approach
Our portfolio consists mainly of fish, seafood, 
vegetables and vegetarian foods. Besides fish, 
our other main source of animal proteins is poul-
try. We support safe and responsible sourcing, 
which includes traceability and animal welfare, 
as well as environmental and ethical concerns. 
We are committed to going beyond regulato-
ry standards when sourcing poultry and eggs.

In 2018, we updated our Policy on Animal 
Product Sourcing, following consultation with ex-
ternal stakeholders, key suppliers and consum-
ers. In addition to EU laws, the Policy covers re-
quirements for humane slaughtering (including 
that animals must be stunned prior to slaughter) 
as well as responsible use of antibiotics to pre-
vent suffering. The prophylactic use of antibiotics 
is not allowed, and Critically Important Antimi-

crobials cannot be used at all. In addition, we 
set further specific requirements for beef, chick-
en, dairy, eggs and honey products. 

Our Policy places particular focus on chick-
en welfare as it is the second largest source of 
protein in our portfolio, including requirements 
for higher welfare conditions that are now be-
ing implemented. As a result, we have eliminat-
ed cage-reared chicken from our supply chain 
and are working to provide more enriched en-
vironments for animals, limit transportation time 
and continue to reduce the need for antibiotics. 
We have signed the European Chicken Commit-
ment and will work with our suppliers to continue 
to improve the welfare of the chickens we use 
and meet the requirements of the commitment 
by 2026 across our entire portfolio.

Eggs are not a common ingredient in our 
products, but where we do use eggs or prod-
ucts derived from eggs, these are sourced from 
barn-reared animals as a minimum.

Our progress
Over the past year, we have continued to drive 
progress towards our target for 100% of our eggs 
to originate from cage-free sources by the end of 
2020. We expect to complete this transition during 
the first half of 2020, ahead of our initial schedule. 

In 2019, 73% of our animal protein was fish and 
seafood, and 16% was poultry. Since poultry is 
our main source of animal protein after fish and 
seafood, another focus for 2019 was to com-
plete the elimination of cage-reared chickens 
for poultry meat from our supply chain. We suc-
cessfully moved the final outstanding suppliers 
to cage-free sources, meaning that 100% of our 

poultry meat is now cage-free. To further im-
prove welfare standards for our broiler chickens, 
we have signed the European Chicken Commit-
ment (ECC). This consists of a set of criteria for 
broiler chickens going significantly beyond legal 
minimums, developed by 25 animal welfare and 
animal rights organisations from across Europe. 

Achieving this target will require significant in-
ternal and external stakeholder engagement: a 
process that we have already begun. We have 
engaged with all our suppliers to ensure we un-
derstand their current animal welfare standards 
which will help us determine where to focus our 
efforts going forward. We have also met with se-
lected chicken suppliers to share the ECC require-
ments and identify challenges. Internally, key 
functions have participated in knowledge-build-
ing sessions related to chicken welfare as well as 
attended external conferences. 

In parallel, we continued to assess suppliers 
against our existing Policy on Animal Product 
Sourcing as part of their on-going business with us. 

Future plans
Having established our baseline for broiler chick-
en welfare through our supplier questionnaires, 
a major focus area will be identifying how to 
drive progress towards the ECC requirements 
through stakeholder engagement within and 
outside our supply chain. We will also continue 
to increase knowledge and understanding of 
this issue throughout the business. 

We will also continue working towards our 
target of sourcing all our eggs from cage-free 
sources, working with our suppliers to close any 
remaining gaps.

Our Animal Welfare Standards

Purchase  
volume of  

animal  
protein

3

2

1

1. 73% fish and seafood
2. 16% poultry
3. 10% red meat
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The complex nature of global 
supply chains in the food industry 
creates a risk of human rights 
abuses. 

At Nomad Foods, we expect our suppliers to ap-
ply the same standards of ethics and behaviours 
that we follow ourselves. This includes treating 
all workers fairly, supporting equal opportunities 
and taking all possible steps to prevent modern 
slavery, human trafficking or child labour. Forced 
labour and poor working conditions both pose 
a risk within our global supply chain, particular-
ly when we are buying from indirect suppliers 
in countries with limited protections for workers. 

Our approach
In 2019, we hired an Ethical Compliance Man-
ager who is responsible for making sure that our 
suppliers meet our expectations on all issues sur-
rounding human rights, which we set out clear-
ly in our Supplier Code of Conduct (SCoC). The 
SCoC outlines our requirements to treat all work-
ers with respect and dignity, not employ child 
workers, and provide a safe and healthy work-
place for all workers. The SCoC also covers our 
requirements in relation to fair business practic-
es, trade regulation, environmental impacts and 
supply chain responsibility and traceability.

We use Sedex (the Supplier Ethical Data Ex-
change) to assess our direct supplier compli-
ance to our ethical requirements. Sedex is a 
membership organisation for transparency in 
supply chains which requires suppliers to pro-

vide data on labour rights, health & safety, en-
vironment and business ethics, through a self-as-
sessment questionnaire and audit. The platform 
helps us build our understanding of our suppliers’ 
operations and their level of compliance. This is 
used to identify risks which will feed into the next 
phase of activity, namely to work with suppliers 
to create improvement plans. New suppliers are 
required to comply with certain requirements, in-
cluding being registered and assessed through 
Sedex, before they can be approved to supply.

Our progress
The Ethical Roadmap which outlines the prior-
ities and key activities for the next three years 
was signed off by our Sustainability Steering 
Committee in 2019. The main priorities for 2019 
were continuing to increase the number of sup-
pliers registered on Sedex, enhancing our ap-
proach and engaging with employees on sup-
ply chain ethics.

At the end of 2019, 76% of our suppliers were 
registered on Sedex. This represents an increase 
of 16 percentage points from 2018, which slightly 
surpasses our target of 75% for the year.

In 2019, we enhanced our approach in three 
key ways. Firstly, we incorporated strict new sus-
tainability and ethical criteria as part of our 
supplier onboarding process, stipulating that 
all new suppliers must meet at least the mini-
mum requirements set out in the Supplier Code 
of Conduct before they can be approved. Sec-
ondly, we developed a Sustainability Procedure 
which fully details the responsibilities, approach, 
policies and processes within sustainability. Final-
ly, we finalised and agreed a Non-Compliance 

Our Supply Chain Ethics

Tier 1 suppliers  
registered with 
SEDEX

2019
2018

60%

76%

2019
2018

60%

76%

Procedure, outlining the steps taken when we 
identify a sustainability-related non-compliance 
with the Supplier Code of Conduct or policy.

To embed our strict requirements across the 
business, we delivered a training session to our 
Commercial, Legal, Procurement and Quality 
teams. This included strengthening understand-
ing of modern slavery, sharing examples of eth-
ical issues that can occur within a supply chain 
and highlighting the priorities and main activities 
within our Ethical Roadmap.

Future plans
By the first half of 2020, our target is for 95% of 
our suppliers to be registered on Sedex and to 
have completed the new Sedex Self-Assessment 
Questionnaire. This will enable us to move onto 
Phase 2 of the Ethical Roadmap: risk assessing 
our supply base and agreeing improvement 
plans where necessary. We will use the new 
Sedex Risk Assessment Tool to support this pro-
cess and give each site a risk rating. We will then 
create improvement plans with the sites rated 
high risk, with timelines for completion depend-
ing on the risks identified.

We will also conduct an ethical audit pro-
gramme to run alongside and support the risk 
assessment process. Suppliers that are new, rat-
ed high risk or within our top 50 in terms of spend 
will need to have a third-party ethical audit 
which has been completed within the last two 
years and uploaded onto Sedex. We will then 
agree time-bound improvement plans, identi-
fying and following up with non-compliances 
until these are resolved.



Better nutrition
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Supporting sustainable, healthy 
diets is a critical challenge of 
our time. 

Combatting obesity and promoting balanced 
diets are issues of enormous importance across 
Europe, high on the agenda of governments, 
NGOs, the media and, increasingly, consumers. 
As focus on the nutritional profile of products in-
tensifies, food businesses with an unhealthy port-
folio risk losing investment, retail shelf space and 
ultimately sales, as well as negatively impacting 
the health of consumers.

Creating a food system that ensures ade-
quate nutrition for all within natural limits is cen-
tral to SDG 2: Zero Hunger, and in particular 
target 2.1, which aims to ensure access by all 
people to safe, nutritious and sufficient food all 
year round. Given that millions of consumers 
choose our products to feed their families each 
day, inspiring healthier diets, crafting healthi-
er foods and enabling consumers to make in-
formed decisions about what they eat is central 
to our nutrition and sustainability agendas and 
our purpose. 

Our approach
We are committed to growing the healthier meal 
choices in our portfolio every year. Our Nutrition 
Manifesto sets out our eight key commitments to 
empower positive choices, while our Nutrition 
Policy specifically sets out our approach to la-
belling and product optimisation. Our Manifes-
to and Policy apply to all Nomad Foods brands, 
and our Nutrition Policy has been reviewed by 

our Nutrition Advisory Board: a group of lead-
ing independent nutrition experts from around 
Europe.

Nomad Foods is directly responsible for the 
nutritional profile of our food, from recipe crea-
tion and ingredient selection to communicating 
product information to our consumers. We apply 
stringent and objective nutritional assessment 
to all our recipes, based on an internationally 
recognised and independently verified method, 

and regularly assess our products for opportuni-
ties to nutritionally optimise.

Our Nutrient Profiling Tool (NPT) uses an exter-
nally verified scoring system to assess the over-
all nutritional profile of products and determine 
whether they constitute a healthier meal choice. 
It assesses positive ingredients and nutrients, in-
cluding fruit, vegetables, fibre and protein, as 
well as nutrients of public health concern such 
as sugar, salt and saturated fat. This provides an 

Our Nutritious Food

1. Inspiring healthier diets – promoting a more 
plant-based diet for our growing population, 
and always making nutritious foods delicious  

2. Creating responsible choices – applying 
external nutrition & sustainability initiatives 
and policies to develop a nutritious portfolio 
and impactful category ambitions

3. Crafting healthier products – working to-
wards nutritional optimisation of our products 
while maintaining the consumer experience

4. Nudging healthier choices – applying be-
haviour change theory and models to drive 
healthier choices and increased consump-
tion of healthy foods

5- Making the healthier sustainable choice 

the convenient choice – democratising foods 
that are good for planet and good for our 
consumers, making them accessible for all

6. Embracing the joy of social eating – em-
powering positive choices by promoting family 
eating and the pleasure from eating together  

7. Enabling informed choices – providing rel-
evant nutrition information, including %RI & 
portion advice, and adopting local labelling 
schemes which are evidenced to positively 
impact health

8. Educating our people – keeping up to date 
on nutrition science, emerging nutrition re-
search & external best practice, to ensure 
our colleagues, customers and consumers 
are well informed

Our Nutrition Manifesto:  
‘Empowering Positive Choices’

#3. We will grow 
the healthier 
meal choices 
in our portfolio 
every year



24 | 2019 Sustainability Report  � Introduction |  Business for good |  Better sourcing |  Better nutrition |  Better operations |  Solid foundations |  Data    

overall score for each product, and those prod-
ucts scoring <4 are classified as healthier meal 
choices. All of our research and development 
experts, including all of our chefs, are trained in 
applying the NPT.

When developing new products, we operate 
a strict gate-keeping process whereby any prod-
uct not classified as a healthier meal choice is 
automatically challenged and can be rejected 
and redeveloped before we allow it to launch. 

Credible, easy to understand and relevant la-
belling is a powerful enabler for our consumers 
to make informed choices and choose healthier 
products. We use on-pack nutritional labelling 
across every market we operate in and adopt 
labelling schemes which are evidenced to pos-
itively impact health in relevant local markets. 
This currently includes traffic light labelling in the 
UK, the Keyhole symbol in Sweden and Norway, 
the Heart Mark symbol in Finland and Nutri-score 
labelling in France, Belgium and now Germany.

Our progress
In 2019, 90% of our total net sales came from 
healthier meal choices5. Excluding our new ac-
quisitions, we have increased the total net sales 
from healthier meal choices within our retail 
business by €20 million compared to 2018. This 
achievement is the result of sustained efforts, 
both in renovating existing products and ensur-
ing that new recipes lead the way. Our recent-
ly acquired Goodfella’s Pizza business currently 
comprises a lower proportion of healthier meal 
choice products, so we are concentrating our 
efforts on optimising the portfolio to ensure that 
we meet our nutrition commitments. 

We delivered on our commitment to better 
ourselves year-on-year through a range of strat-
egies. We created the research and develop-
ment mantra ‘Go for Green’ to promote con-
tinual striving for a green score, equivalent to 
a healthier meal choice, on our NPT; whether 
through innovations, renovations or product roll-
outs. This mantra was embedded through ongo-
ing internal engagement with our R&D team. We 
also worked with developers to ensure that they 
understand the score boundaries of the NPT and 
are constantly on the lookout for opportunities to 
optimise products from a nutritional perspective.

This process highlighted the need for in-
creased salt reduction efforts, which led to the 
creation of our Salt Reduction Working Group. 
This group is dedicated to driving and cham-
pioning salt awareness and reduction, and to 
collaborating to provide the tools and support 
needed to enable R&D to successfully deliver 
the Nomad Foods Salt Strategy. We are focus-
sing on salt reduction in our biggest selling prod-
ucts by volume, as this strategy will enable us to 
maximise our positive impact on public health.

We are extremely proud that in 2019, we 
achieved a perfect score of 100 on the Dow 
Jones Sustainability Index (DJSI) for Health and 
Nutrition: a first for Nomad Foods. This score is a 
testament to the healthiness of our portfolio, our 
ongoing commitment to nutrition optimisation, 
and the rigour of our policies and commitments.

Future plans
In 2020, we will strengthen our governance pro-
cesses, intensify our focus on specific nutrients 
and continue renovating existing recipes to 

drive continued delivery of our nutrition com-
mitments. We will implement strong new gov-
ernance procedures to make it easier to flag 
and reject recipes of concern, and continue 
to promote consumers increasing their fish and 
vegetable consumption. We will also continue to 
disproportionally invest in advertising and media 
for our healthier meal choice products and cat-
egories, to nudge healthier choices by driving 
consumer awareness.

With the aim of contributing to public health 
across Europe, we will launch a Nomad Foods 
Salt Reduction Toolkit, and will focus on increas-
ing the fibre in our products. 

Improving the healthiness of our overall port-
folio requires focussing attention on areas of the 
business that are currently less high performing. 
From 2020 onwards, we will place renewed fo-
cus on our Foodservice portfolio, nutritional-
ly optimising our biggest selling products and 
ideally making less healthy products healthier 
meal choices through product renovation. We 
are also working hard to onboard our new ac-
quisitions through innovation, renovation and 
portfolio management. In our Goodfella’s Piz-
za business, we are committed to implement-
ing a nutritional optimisation programme across 
the portfolio throughout 2020 and beyond. This 
includes our ambitious pledge to launch only 
healthier meal choice vegan pizzas, to expand 
the range from our current two healthier meal 
choice vegan pizzas. We will also implement salt 
reduction in our gluten-free pizzas.

Finally, we will continue working to ensure that 
100% of R&D employees are trained on apply-
ing the NPT.

Net sales from 
healthier meal 
choices6. 

90%

5, 6. Excluding Spain (owing  
to data reliability)

We believe in 
the power of  
better food 
and nutrition 
to enable our 
planet and its  
people to 
thrive.
Lauren Woodley, 
Senior Nutrition 
Manager



Raising the bar on nutrition
To ensure we achieve our ambition of empow-
ering our consumers to make positive choices, 
we apply our Nutrient Profiling Tool (NPT) to all 
of our products. Back in 2014, after a compre-
hensive selection process, we decided to adopt 
and minimally adapt the official UK government 
nutrient profiling model as our internal corporate 
nutrition metric7.  This model was selected for a 
number of reasons: it was designed and validat-
ed by nutrient profiling experts from across Eu-
rope, it allows for an objective determination of 
the ‘healthiness’ of all our products, and it has 
been internationally adopted. Most recently, it 
has been used as the basis of the Nutri-score la-
belling. While some of our markets do have lo-
cal nutrition targets, our NPT provides a standard 
internal corporate nutrition metric for the entire 
Nomad Foods business. With this tool, we believe 
we can serve our consumers with better food; 
innovating and optimising products to continu-
ally improve our portfolio nutritionally. 

Our NPT has been verified by our Nutrition Ad-
visory Board; a panel of leading independent 
nutrition experts selected from each of our key 
markets in Europe, set up in 2013 to peer review 
our strategies and policies, as well as providing 
a platform for insight sharing and expert collab-
oration. The Board were instrumental in our se-
lection of an internal corporate nutrition metric, 
and commended the adoption of our finalised 
NPT as “raising the bar” for the food industry.

Our Nutrient Profiling Tool
Our NPT comprises of a simple scoring system 
that allocates points on the basis of the nutrient 
content of 100g of the food. Points are award-
ed for:

The total ‘C’ points score is subtracted from the 
‘A’ points score, to give a final nutrient profile 
score. Importantly, if ‘A’ points total 11 or more, 
protein ‘C’ points cannot be subtracted, unless 
the food or drink contains >80% fruits, vegeta-
bles and/or nuts. This ‘protein cap’ is to avoid 
high protein contents masking high levels of nu-
trients of concern, ensuring we always develop 
products with integrity.

Nutrient profile scores are then allocated to 
categories:
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Championing  
Healthier Products 

‘A’ nutrients of  
concern: 

Positive ‘C’ nutrients/ 
ingredients: 

•	Energy (kJ) 
•	Saturated fat 
•	Total sugar 
•	Sodium

•	Fruit, vegetable and nut 
content 

•	Fibre 
•	Protein

7. UK Department of Health (Jan 2011), Nutrient Profiling  
Technical Guidance

4 – 10 Score 11+ <4 

Healthier meal 
choices
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Behaviour change is necessary 
if we are to improve the life of 
our planet and the health of 
consumers.

At the heart of our purpose, serving the world 
with better food, is using our influence to em-
power consumers to adopt a more sustainable, 
nutritious diet. Research suggests that adopting 
a flexitarian diet, partly replacing red meat and 
dairy with plant-based foods, can significantly 
reduce food-related emissions8.  Businesses have 
the ability and responsibility to increase aware-
ness of the issues affecting food production and 
consumption, and deliver practical solutions for 
consumers. 

Consumer behaviour change is also a critical 
part of reducing global food waste in line with 
SDG 12.3. In the European Union, households 
generate more than half of total food waste9.  
This wasted food exacerbates malnutrition and 
food insecurity whilst using vast quantities of wa-
ter, land and energy to produce food that is nev-
er consumed.

Our products reach a wide consumer base 
across Europe, and we are determined to har-
ness the power of our brands in helping more 
people to enjoy a balanced diet.

Our approach
Supporting a shift towards a more flexitarian diet 
is one of the central goals within our corporate 
purpose, and in particular our principle of ‘Eat-
ing for the Planet’. We know we have a strong 
role to play in catering for demand for plant-
based options, as we can build on our knowl-
edge, expertise and consumer trust to create 
plant-based versions of family favourites with a 
lower carbon footprint than red meat. We are 

working actively to introduce more plant-based 
options to our portfolio, focussing on pea protein 
which has among the lowest carbon footprints 
of the common plant proteins. 

As well as promoting flexitarian diets, we use 
the influence of our brands to help protect the 
health of our oceans. Through on-pack and in-
store activations, online resources and promo-
tion of the Nomad Foods Fish Provenance Tool, 
we work to increase public knowledge about 
sustainable fishing and champion greater trans-
parency around the origin of fish products.

As a frozen food business, we are in a strong 
position to empower consumers to reduce food 
waste. Freezing food enables food to stay fresh 
for longer and facilitates portion control, thereby 
minimising food wastage at a consumer level. 
Through our brands, we raise awareness about 
the scale and impacts of food waste and in-
spire consumers to change their behaviour. 
One example is the ‘Findus Food Waste Promise’ 
launched by Findus Norway, whereby consum-
ers can pledge to reduce their own food waste 
through better planning of meals and increased 
use of the freezer.

We use our extensive digital reach to edu-
cate and inspire consumers in making health-
ier choices. Nomad Foods brands deliver cam-
paigns to promote uptake of vegetables and we 
share creative recipe ideas through our brand 
websites to encourage consumers to incorpo-
rate more nutritious food in their diet.  

Our progress
In 2019, we began the pan-European roll-out of 
our new Green Cuisine range of meat-free prod-

Empowering Positive Choices

8. World Economic Forum
9. European Commission



ucts, following a successful pilot in Sweden in 
2018. We launched the Birds Eye Green Cuisine 
Powered by Plants range in the UK in March 2019, 
with the aim of providing consumers with nutri-
tious plant-based products that are not made 
from soy. The range includes burgers, sausages 
and meatballs, and is designed to offer popular 
meat-free choices for consumers and empow-
er both meat-eaters and vegetarians to make 
culinary choices that support planetary health. 

We also launched our ‘Follow the Fish’ cam-
paign in the UK, Belgium and the Netherlands to 
inspire the public to learn more about the origins 
of their fish. Through a multi-channel approach, 
including on-pack competitions, advertising on 
television and social media and an Ocean Ex-
plorer Passport for children, we built awareness 
of sustainable fishing practices, encouraging 
consumers to choose MSC and ASC-certified 
fish products. We offered a host of competition 
prizes, including freezer bags made from upcy-
cled fish nets. Where we have results from the 
campaign, we can see that the number of peo-
ple engaging with the campaign increased by 
85% compared to previous competitions and 
the unique page views on our Fish Provenance 
Tool increased by 445%. 

In addition, we continue to use our significant 
influence to promote healthier consumption. In 
the UK, Birds Eye participated in an advertising 
campaign to increase vegetable uptake among 
UK children. The campaign, “Eat Them to De-
feat Them”, was delivered in partnership with the 
Food Foundation’s Veg Power alliance, national 
television channels, and a range of UK super-
markets. 38 million people saw the campaign, 
with 46% of children who saw it reporting that 

it had made them try new vegetables. At the 
same time, we worked with children’s newspa-
per First News to engage 80,000 children about 
the power of vegetables for their family’s health. 
This is a testament to the power of positive ad-
vertising to drive healthy behaviour. 

Findus Norway continued our national PR cam-
paign to raise awareness of food waste, in part-
nership with food waste reduction charity Mat-
vett. The 10-week digital campaign was shown 
over 7 million times. This led to over 4,000 con-
sumers signing the Findus Food Waste Promise to 
better manage their own food waste, including 
the Norwegian Minister of Climate and Environ-
ment. This is a great achievement within our work 
to drive stakeholder collaboration on food waste. 

Future plans
In 2020, we will continue to lead a range of 
new campaigns to nudge consumers towards 
healthier and more sustainable diets. Follow-
ing a successful launch at the end of 2019, we 
will expand our cross-market ‘Eat in Full Colour’ 
campaign to encourage people to add more 
vegetables to their diets, increasing uptake of 
vitamins and other essential nutrients. 

We will build on the success of our existing cam-
paigns, maximising their reach through wider roll-
out. Our ‘Follow the Fish’ campaign will launch 
in Italy and Austria, as we continue to work to 
increase awareness of the importance of fish for 
maintaining a healthy diet. In the UK, we will con-
tinue our partnership with Veg Power to launch a 
second consecutive advertising campaign.
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people saw Eat Them 
to Defeat Them

38m



Enabling informed choices 
Providing transparent nutritional information 
that is easy to understand is a key element of 
our Nutrition Policy and Manifesto. To deliver our 
commitment to enable our consumers to make 
informed choices, we adopt widely recognised 
local labelling schemes with demonstrated pos-
itive impact on health, including traffic light la-
belling in the UK and the Keyhole symbol in Swe-
den and Norway. 

Promoting the Nutri-score  
labelling system
Nutri-score is a voluntary front-of-pack labelling 
system that gives food and beverages an overall 
nutritional rating on a scale from A-E (from more 
healthy to less healthy), with corresponding col-
ours ranging from dark green to dark orange. 

By being among the earliest adopters of new 
labelling systems, we can harness our size and 
drive wider uptake of these systems within our 
markets. This is true of Nutri-score, which we first 
adopted in our French Findus business in 2018. We 
then built on this success, introducing Nutri-score 
in our Belgian iglo business, and engaging the 
German government to champion Nutri-score 
as Germany’s voluntary front-of-pack labelling 
system. 

Driving public opinion to  
influence regulation
Using our influence across the food sector to 
empower consumers is central to our strategy. 

Throughout 2019, we engaged with the German 
government, political organisations and the me-
dia to champion Nutri-score as the nationally 
accepted nutritional labelling system in Germa-
ny, partly based on the evidence for its positive 
impact on consumer food purchase.

We faced challenges along the way, but re-
mained firm in our belief that transparent nutri-
tional information is critical for enabling better 
decision-making by consumers. Thanks to our 
public affairs activities, our stakeholder engage-
ment and the enormous media attention we 
generated around this issue, we were success-
ful. In October 2019 the German government 
announced that it will take formal steps to make 
Nutri-score Germany’s voluntary front-of-pack 
labelling system.

We have now begun to apply Nutri-score on 
pack across our German iglo products, and al-
ready provide the Nutri-score for our products 
on the iglo website. Many other German brands 
are following our lead in introducing Nutri-score 
for their products.

We will continue to champion nutritional la-
belling across our markets, driving progress to-
wards better and clearer on-pack information 
and challenging other food businesses to do 
the same.  We are proud to have played an im-
portant role in helping German consumers, and 
those across Europe, to make informed, health-
ier choices. 
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Empowering Consumers  
through Nutritional Labelling 

Our commitment to empowering our consumers 
to make positive choices is central to promoting 
better nutrition. We are championing nutritional 
labelling that is evidenced to positively impact 
health.   
Stella Peace, Group R&D Director
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Our consumers expect us to 
produce delicious meals 
without using artificial 
additives.

There are widespread concerns amongst poli-
cymakers, governments, civil society groups and 
the media about the use of certain additives 
and less familiar ingredients such as phosphates, 
e-numbers, MSG, artificial colours and flavour-
ings. These concerns are particularly prevalent 
in the majority of markets where our brands op-
erate. 

Consumers expect food brands to lead the 
way in creating products from simple, familiar 
ingredients. Our ambition is to produce great 
tasting food from ingredients that consumers 
could find in their own store cupboard.

Our approach
Our target is for 100% of our portfolio to be free 
from flavour enhancers, artificial flavours and ar-
tificial colorants by the end of 2022.

We have been active in this area for over 15 
years, and we keep spurring progress. We are 
directly responsible for the composition of our 
foods, and our responsibility stretches across our 
supply chain, from our choice of ingredients and 
recipes to the marketing and labelling of our 
products. 

Our Clean Labelling Policy has been in place 
since 2003. As specified in this Policy, we cate-
gorise all ingredients into four categories, based 
on consumer research, to assess whether they 

meet consumer demand for familiar, natural in-
gredients. These range from ‘Optimum’ ingredi-
ents such as eggs, pasta and milk, to ingredients 
that we do not accept in any products, such 
as MSG and hydrogenated fats. We use these 
standards to determine our ingredient selection 
when developing new products or reformulating 
existing ones. 

In 2018 we established a central Clean Label 
Steering Committee to monitor our progress and 
drive ongoing improvement. We have also in-
stated a strong governance process to ensure 
that 100% of our new products are free from fla-
vour enhancers, artificial flavours and artificial 
colorants. 

Freezing is nature’s way of preserving food as 
well as locking in nutrients and flavour without 
the need for preservatives. Therefore, we do not 
add preservatives when creating new products, 
except where these are necessary for food safe-
ty or where the traditional method of creating 
a product involves adding preservatives (for ex-
ample, ham).

Our progress
At the end of 2019, 95% of our portfolio (includ-
ing our new acquisitions, Goodfella’s Pizza and 
Aunt Bessie’s) was free from flavour enhancers, 
artificial flavours and artificial colorants. Through 
dedicated work towards our challenging target, 
we attained an increase from 2018 – despite ac-
quiring new businesses that had not historically 
been subject to our rigorous clean label govern-
ance procedures. The proportion of our legacy 
brands that are free from flavour enhancers, arti-
ficial flavours and artificial colorants is even high-

er, at 96%. We are really proud of this achieve-
ment, which shows our determination to deliver 
products in line with consumer expectations. 

Future plans
Due to the acquisition of two new businesses in 
2018, we inherited recipes that do not yet meet 
our Clean Labelling Policy. Despite the pro-
gress we have made, we have therefore found 
it necessary to extend the deadline for our ad-
ditives commitments. We are actively working 
to improve our portfolio, especially that of our 
new acquisitions, renovate existing recipes and 
maintaining a strict governance process for new 
ones. Through this work, we aim for 100% of our 
portfolio to be free from flavour enhancers, arti-
ficial flavours and artificial colorants by the end 
of 2022. 

Our Approach to Additives

2019
2018

93%

95%

2019
2018

93%

95%

Products without 
flavour enhancers, 
artificial flavours 
and articial  
colorants

#4. 100% of our 
portfolio to be 
without flavour 
enhancers,  
artificial flavours 
and artificial 
colourants by 
the end of 2022



Better operations
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Climate change is one of the 
defining issues of our time – in 
need of urgent and immediate 
action from all sectors of 
society. 

Global heating is already having significant im-
pacts, and these are likely to dramatically in-
crease over the coming decades. Examples 
include changing weather patterns, extreme 
weather such as drought and flooding and the 
warming of our oceans – and these will have 
implications on how we operate as a business.

Emissions from food systems are one of the 
major contributors to climate change, estimat-
ed to contribute to between 20-40% of global 
greenhouse gases each year. Our global food 
supply is also at risk from the effects of climate 
change through decreased land availability, lo-
cal water scarcity, soil health deterioration and 
ocean acidification.  

Tackling climate change means changing 
the way businesses operate today. We know 
the solution requires action to protect the en-
vironment, end deforestation, safeguard biodi-
versity and ensure resources are used in an ef-
ficient way with a long-term focus. To achieve 
the transformational change needed, collab-
oration between business, governments and 
NGOs across the full supply chain will be key.

As a food business we have an important role 
to play in addressing these issues, and we are 
determined to play our part.

Our approach
We are committed to reduce our greenhouse 
gas emissions every year in line with recent cli-
mate science, as set out in our Safety, Health 
and Environment Policy. 

We measure and calculate our carbon foot-
print annually, by mapping all sources of emis-
sions and converting them into equivalent tons 
of carbon dioxide. Our footprint covers our own 
operations (i.e. all factories operated by No-
mad Foods excluding co-packers), all owned 
and third-party warehousing and our inbound 
logistics. This is then used to set annual reduc-
tion targets and identify key initiatives to deliver 
against those.  Since a significant portion of our 
emissions are related to waste and energy us-
age, this is where our focus is.

We calculate and report our total Scope 1, 
Scope 2 and Scope 3 emissions (see table for 
more detail) in line with the GHG Protocol and 
have it externally audited. Key metrics for our 
business is carbon intensity, or CO2e per ton of 
finished goods, and absolute equivalents of car-
bon emissions. 

We are applying a standardised operating 
model to drive improved performance within 
our supply chain alongside developing a perfor-
mance management culture. We have imple-
mented a network wide continuous improvement 
programme to drive resource efficiency of raw 
materials, packaging materials, water usage and 
operating lines to create more value with less im-
pact on the environment. 

We believe collaboration is key to drive soci-
etal change which is why we engage in initiatives 
such as UK WRAP C2025 and the UK Plastics Pact.  

Our Emissions
GREENHOUSE GAS EMISSIONS

Scope 1

Direct emissions 
from owned 
and controlled 
sources

•	Natural and biogas
•	Diesel/Petrol
•	 Lubricating Oils
•	 Liquid CO2 & Dry Ice
•	Propane
•	Air Conditioning

Scope 2

Indirect emissions 
from the genera-
tion of purchased 
energy

•	Purchased electricity
•	District heating*
•	Purchased steam

Scope 3

Indirect emissions 
that occur in our 
value chain 

•	Reused materials and waste
•	Diesel/petrol from leased vehi-

cles
•	Liquid nitrogen
•	Propane
•	Fertiliser
•	Fresh and effluent water
•	Electricity in external warehouses
•	 Inbound logistics

*Added to scope as of 2019

*per ton of finished goods

The reported total CO2eq 
emissions were confirmed with 
reasonable assurance by GUT-
cert, an accredited verification 
body and member of the 
AFNOR Group. The scope of 
GUTcert’s verification includes 
scope 1, scope 2 and scope 3 
of the Greenhouse Gas Proto-
col “A Corporate Accounting 
and Reporting Standard” and 
GUTcert’s procedure is based 
on ISO 14064-3, taking into 
account ISO 14064-1 and ISO 
TR 14069.

#5. We will  
reduce our  
greenhouse gas 
emission (GHG) 
year after year*

https://www.nomadfoods.com/our-sustainable-path/our-policies/
https://www.nomadfoods.com/our-sustainable-path/our-policies/
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Our progress
Recognising that more needs to be done, we 
signed a commitment letter to the Science 
Based Targets initiative (SBTi) in 2019, stating our 
intention to set new carbon reduction targets 
in line with limiting global temperature rise to 
1.5°C. We were among the first 750 organisations 
globally to do this and will submit our first pro-
posal late 2020. This will set out our plan for how 
we will achieve carbon reductions over the next 
5-15 years with a long-term ambition to achieve 
net-zero carbon emissions by no later than 2050. 

In 2019, our carbon emissions intensity in-
creased to 614.5 kgCO2e per ton of finished 
goods, due to the addition of two newly ac-
quired brands, Aunt Bessie’s and Goodfellas. The 
increase is mainly due to higher carbon intensity 
derived from animal product related waste. As 
the business grew, absolute emissions increased 
to almost 340 kilotons CO2e. 

Excluding the two new businesses, emissions 
intensity per ton of finished goods decreased 
by 9% due to our sustained efforts to drive effi-
ciencies within those operations.  To ensure con-
tinuous decrease in line with our commitment, 
we will extend our dedicated effort across all 
operations to reduce our emissions intensity for 
2020 and beyond.

The largest proportion of our emissions occur 
as a result of waste and materials for re-use, of 
which the majority are sent for animal feed. As 
the business grew, the total waste volume in-
creased to 51,521 tons. Excluding the two new 
businesses, waste and materials for re-use re-
duced by 8% compared to 2018. We expect to 

continue to drive overall reductions as part of 
our improvement programme.

We know that partnerships and collabora-
tions are essential to reducing food waste, which 
makes up two thirds of all waste generated. 
In 2019, we held a pilot workshop called “Op-
portunity walk” at our factory in Hull (UK) with 
waste reduction specialists from UK WRAP and 
FareShare, a UK based national network of char-
itable food redistributors. The aim of the session 
was to identify areas in which we can reduce 
or divert waste for repurposing. The workshop 
generated tangible ideas that are now being 
reviewed and shared with other factories.

Although we are taking steps to minimise food 
waste across our business, we do still have sur-
plus edible food. We have long lasting relation-
ships with local food banks across Europe, to en-
sure surplus food is redistributed to those who 
need it most. In 2019, we donated the equivalent 
of almost 490,000 meals across nine markets. 

We are also working to optimise our logistics 
where possible. Following a successful pilot in 
2018, we expanded our initiative to transport fin-
ished products from our existing production sites 
using rail freight instead of diesel road transport 
to further reduce transport-related emissions, 
saving 259 kg CO2e per container.

Another major source of emissions is linked to 
electricity usage, and in order to reduce them, 

we are transitioning our factories to 100% elec-
tricity generated from renewable resources. Dur-
ing 2019, one additional factory moved to elec-
tricity from renewable sources and we expect 
another six to move during 2020. As a result, our 
proportion of electricity from renewables has in-
creased to over 25% and we anticipate it to be 
around 50% by the end of 2020.  

Reducing water usage is part of our contin-
uous improvement programme. Last year, we 
reduced our total fresh water consumption to 
4,741,312 m3 across the business, with ten of our 
sites reducing their water usage.

2018 1

2019 excl M
&A

2019 M
&A only

2019 tot

592.5

-52.2

74.2 614.5

kgCO2e per ton of 
finished goods

1 Aunt Bessie’s and Goodfella’s Pizza were excluded from our 
2018 corporate carbon footprint as acquisitions were made 
midway through 2018 
2 Across our Scope 1, 2 and 3 corporate carbon footprint
3 Includes natural gas, propane and biogas

Our  
emissions  
drivers2

76
5

3

4

2

1

1. 47.1% Waste & 
Materials for Re-use

2. 18.8% Gaseous Fuels3

3. 10.8% Logistics & 
Warehousing

4. 10.2% Purchased 
Electricity

5. 6.5% Fresh & Waste 
Water

6. 3.2% Purchased  
Steam

7. 3.3% Other

Total  
Scope 2  
energy 

consumption 

13
(4)

2
1

1. 60% grid-supplied 
electricity 

2. 20.8% renewable 
sources

3. 19.1% purchased 
steam

4. 0.1% district heating
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Future plans
While we continue our efforts to decrease an-
nual reductions in line with our current com-
mitment, we will submit our first SBTi proposal 
late 2020 with a long-term ambition to achieve 
net-zero carbon emissions by no later than 2050. 

Following the acquisition of Aunt Bessie’s and 

Goodfellas, our 2019 emissions data will serve as 
our new baseline going forwards. We have set 
an annual reduction target of 2% for 2020 across 
our full operations and, as part of our perfor-
mance management programme, we will im-
plement quarterly in year tracking which will 
allow us to review progress and take corrective 

actions, if needed.  
Food waste remains a focus area as does re-

duction of the impact from energy. We are look-
ing at replicating the “Opportunity walk” across 
more sites and will continue our effort to reduce 
energy usage whilst moving another six sites to 
“green” electricity.

We are delighted that Nomad 
Foods was amongst the first 750 
companies to commit to set 
Science Based Targets in line 
with 1.5 degrees. We will need 
to make efficiencies across our 
value chain and embrace new 
technology to make sure we 
achieve this.  
Oliver Spring,  
Group Sustainability Manager



The problem of food waste
Approximately 1.3 billion tonnes of food pro-
duced for human consumption is lost or wasted 
every year10.  This is an enormous waste of the 
natural resources used to produce, process and 
transport food, contributing to global heating 
and exacerbating food insecurity and biodiver-
sity loss.

Halving global food waste as specified in 
SDG 12.3 requires stakeholders from across the 
food industry and beyond to work together. We 
are championing progress towards this target: 
streamlining our supply chain, redistributing sur-
plus food, driving cross-sector collaboration and 
promoting consumer behaviour change to en-
sure that less food goes to waste.

Minimising food waste in production
We are working to minimise food waste across 
all our markets and operating sites, using cer-
tain markets to lead the way and pilot new 
solutions. In Sweden, Norway and the UK, we 
have pledged to halve food waste by 2030. To 
achieve this ambitious target, we are harness-
ing new technology including an optical sorting 
machine that uses precise photographic sensors 
to sort edible food from waste, maximising our 
yield and reducing waste. We are improving our 
factory operations to streamline production and 
prevent spoilage, as well as partnering with re-
tailers to sell vegetable offcuts at an affordable 
price rather than use them as animal feed. 

Working together to  
generate solutions
Nomad Foods has a strong history of pushing 
for progress on food waste beyond our supply 

chain. One example of our pioneering work is 
Findus Norway’s partnership with food waste 
charity Matvett on a national campaign to 
showcase the volume of edible food wasted 
in Norway. To date, 4,000 people have signed 
our ‘Findus Food Waste Promise’ to reduce food 
waste through better planning and greater use 
of the freezer, including the Norwegian Minister 
of Climate and the Environment. 

Using our influence to  
lead the discussion
Having laid the foundations for change through 
broad awareness raising, we are now driving un-
derstanding of potential solutions and promot-
ing consumer behaviour change. 

Across three lunches prepared using surplus 
food, Findus Norway and Matvett convened in-
dustry representatives, charities, campaigning 
organisations, schoolchildren and politicians 
to explore solutions to food waste. As a direct 
response, the Minister for Agriculture and Food 
announced that she will host a new meeting 
with food industry players and governmental 
agencies to further explore food waste reduc-
tion strategies at a national level.

We believe that our influence within the food 
industry, our wide consumer reach and our 
unique capacity to promote freezing as a solu-
tion to food wastage make us perfectly posi-
tioned to lead the way towards a less wasteful 
food industry. We are determined to continue 
harnessing our strong position to reduce global 
food waste for good. 

Collaborating to Reduce Waste

10. UN FAO

Cross-border cooperation is crucial if we are 
to succeed in halving food waste in Norway 
by 2030. Matvett is pleased to collaborate 
with Findus to raise awareness about food 
waste, with consumers, in the food industry, 
with the authorities and in the media. 
Anne Marie Schrøder,

Matvett Communications Manager
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Packaging protects the safety 
and quality of our products, 
but we need to minimise its 
impact on the planet.

Our packaging protects the product against 
contamination, it is designed to optimise logis-
tics, it helps with portion sizes, carries information 
for customers, and, by maintaining the quality 
of products for the duration of their shelf life, it 
also helps to reduce food waste. 

However, packaging, in particular plastic 
packaging, has been in the spotlight because 
of its environmental impacts. Poor management 
of recycling or waste disposal of plastic packag-
ing can result in plastic leaking from the waste 
management cycle into oceans, threatening 
the lives of sea birds and marine animals, and 
disrupting ecosystems.

We are determined to minimise negative im-
pacts of our packaging on the environment – 
and this forms an important element of our sus-
tainability strategy.

Our approach
We primarily design our packaging around food 
safety needs and environmental impact con-
cerns, ensuring that the packaging protects the 
product but does not waste natural resources. 
Our sustainable design principles encapsulate 
our approach to packaging innovation: minimis-
ing packaging material use; driving circularity; 
minimising plastic waste and harnessing the fu-
ture of sustainable packaging. 

Our Policy on Packaging covers all our pack-
aging elements, from the box or bag protect-
ing our food to the packaging that transports 
our products. When virgin paper is used, it must 
be from sources that are certified in responsible 
forest management. We use recycled materials 
where possible (and where legally approved). 
All new packaging development is assessed for 
sustainability and not approved unless it meets 
our recyclability criteria or, rarely, by exception 
to ensure food safety.

The policy also stipulates how we can help 
our consumers to tackle packaging waste. This 
includes using labelling systems to raise consum-
er awareness of recycling and recovery systems 
across Europe (e.g. the On-Pack Recycling Label 
Scheme in the UK). 

In some places, we do need to use flexible 
materials such as plastic. In these cases, innova-
tion in material composition is required to mini-
mise their environmental impact. We are active-
ly working with suppliers as part of our Technical 

Innovation Pipeline to develop new materials 
with full recyclability that will be suitable for our 
frozen food portfolio. In the UK, Birds Eye is also 
a founding signatory of the UK Plastics Pact. The 
Plastics Pact is a collaboration between busi-
nesses, NGOs and the UK government to elim-
inate unnecessary plastics and deliver against 
ambitious targets for increasing recycling and 
reducing single-use packaging.

Our progress
As of the end of 2019, almost 73% of our pack-
aging portfolio was recyclable. This is a slight 
increase from last year, yet lower than initially 
expected. This reflects the complexity of intro-
ducing new recyclable flexible materials into our 
supply chain processes. In order to drive pro-
gress faster in this area, we need to focus re-
sources and promote collaboration with other 
stakeholders across the full value chain. 

In 2019, we updated our Policy for Packag-
ing, as well as our Responsible Packaging Design 

Our Packaging

#6. 100% of our
consumer  
packaging will 
be recyclable 
by the end of 
2022

Packaging used 
that is recyclable

2019
2018

71%

73%

2019
2018

71%

73%
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Code of Practice, which led to a series of pilot 
initiatives across our portfolio. One of these initi-
atives was a focus on reducing the size of pack-
aging, which conserves raw materials and op-
timises transport logistics. We also investigated 
changes in materials, with an intensified focus 
on recyclability. As a result, we have switched 
all bowl packaging in the UK to non-black plas-
tic to ensure they are detectable for recycling 
processes. Where packaging is not in direct con-
tact with food, such as outer paper based pack-
aging, we are switching to recycled materials 
where possible.  

Reducing the amount of packaging used for 
our products is an important part of minimising 
our impact on the environment. In 2019, we reno-
vated the packaging for our iconic Schemmerfi-
let fishbake range, which result in the removal of 
90 tonnes of plastic on an annual basis. 

Reducing packaging weight can result in 
reduced carbon emissions when transporting 
products. In 2019, we focused on our pizza port-
folio, reducing the weight of plastic wrapping 
by 17%. 

We are also developing and trialling new ma-
terials and alternative technologies. This year, 
we have also switched all paper-plastic laminat-
ed bags, which is a non-recyclable material, to 
a recyclable mono-plastic alternative.

Future plans
We aim to complete the transition to recyclable 
plastics across our leading product ranges. This 
will allow us to apply the learnings more broadly 
across both materials and packaging machin-
ery. Our key objectives are switching to single 

material plastics and ensuring our paperboard 
packaging is 95% paper-based as a minimum 
to ensure recyclability. 

Helping consumers dispose of packaging cor-
rectly is fundamental to ensure more packaging 
can be collected and recycled, which is why we 
are continuing our work in developing front-of-
pack guidelines for all markets.

We will further engage in partnerships and fo-
rums at a local level, to share learnings, influence 
policy making and push for structural changes 
to enable better sorting and collection of plastic 
packaging. As we continue to strive for a circu-
lar economy for packaging, we invited suppliers 
and experts to a Future of Packaging forum, pre-
paring us for a more sustainable future.

Recyclability 
is just our first 
step. Our goal 
is to move to a 
circular econ-
omy for pack-
aging across 
all parts of the 
Nomad Foods 
business, op-
timising our 
packaging for-
mats wherever 
we can.   
Tim Matthews, 
Head of R&D 
Implementation
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We know that great people 
make the difference, so we 
protect and promote the 
health and wellbeing of our 
employees. 

Our people are integral to everything we do at 
Nomad Foods – it’s embodied in one of our core 
values, ‘Great People make the Difference’. We 
currently have over 4766 colleagues in 15 coun-
tries and if they’re not a healthy, engaged and 
productive workforce, there is a risk to our ability 
to function as a business. 

Our approach
One of our primary responsibilities to our em-
ployees is to ensure they are safe in their place 
of work. This is true for all our employees, but 
especially so for those in roles in our factories 
where workers may be exposed to risks from ma-
chinery, on-site transport vehicles and coolant 
chemicals. 

This year we launched our Safety, Health & En-
vironment Policy, which covers all Nomad Foods 
manufacturing facilities, offices, operational lo-
cations and all employees. It also encompasses 
contractors, visitors, local communities, potential 
mergers and acquisitions, and any other third 
parties that may be affected by our business 
operations. Our Policy outlines our aspirations to 
use the best available technology, training and 
leadership to ensure safety is our priority, and we 
benchmark internally and externally to continu-

reporting and escalating incidents and injuries.    
The wellbeing of our employees is of huge im-

portance to us. We offer employees a health and 
wellness programme under the framework of ‘our 
well way’. This programme is designed to support 
all our colleagues’ physical, mental and financial 
wellbeing. The programme consists of a global 
toolkit which is delivered across our markets by 
local champions. In addition, we provide a wide 
range of employee benefits, which vary according 
to the needs of specific markets and exceed stat-
utory minimums, such as an employee assistance 
programme, life assurance and private healthcare 
to eligible employees in specific markets.

Employee Health, Safety and Wellbeing
ously challenge ourselves to improve, learning 
from other industries. 

We believe all accidents and incidents are 
preventable, and we track the number and rate 
of incidents per million hours worked each year 
in our factories. Our company leadership teams 
are accountable for the health & safety prac-
tices within our business, and we encourage our 
employees and contractors to take responsibil-
ity for the safety of those around them too. Our 
Group Health and Safety Manager is responsible 
for ensuring health and safety processes are in 
place throughout all of our systems and for con-
tinuing to raise awareness of clear processes for 

employees partici-
pating in ‘our voice’ 
culture survey

88% 

https://www.nomadfoods.com/our-sustainable-path/our-policies/
https://www.nomadfoods.com/our-sustainable-path/our-policies/
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We measure the satisfaction and sustainable 
engagement through our annual culture sur-
vey, ‘our voice’, which is open to all employees. 
It covers multiple topics across eight areas in-
cluding Communication, Leadership, Learning 
& Development, My Job and Health, Safety & 
Wellbeing. Scores from 9 key questions are com-
bined to an aggregated “sustainable engage-
ment score” measuring our employees’ overall 
connectivity with Nomad Foods. 

Recognition is an important aspect of our 
culture at Nomad Foods, including our well es-
tablished Nomad Foods People Awards. This 
scheme includes our ‘People Award for Sustaina-
bility’ which formally recognises colleagues that 
embed sustainability into their role and cham-
pion our sustainability agenda in their teams 
and departments. A person or team is awarded 
for an achievement related to our sustainabili-
ty agenda each quarter, and every spring we 
celebrate the winners, as well as Sustainability 
Champion of the Year, at a gala event. We also 
have a group-wide learning and development 
programme for leaders and managers, as well 
as extensive online and face-to-face learning 
and development opportunities. 

Our progress
In 2019, our Lost Time Injury Frequency Rate (LTI-
FR) was 18.33 per million hours worked. We also 
saw 105 total recordable cases (TRCs), a 48% in-
crease compared to 2018. This was in part due 
to the acquisition of new sites. Of these incidents, 
the majority were due to slips and trips, cuts, 

moving or falling objects and workplace trans-
port. Reversing this trend and accelerating com-
pany safety performance is a key priority for us. 
We have created a roadmap for 2020 that in-
cludes further training for line managers, estab-
lishing risk reduction standards and implement-
ing behavioural-based safety programmes. 
These will ensure that our new Health and Safe-
ty policy is implemented so that all of our em-
ployees can enjoy safe working environments.  

To support the wellbeing of our employees, 
we have continued to develop our wellbeing 
programme ‘our well way’. In 2019, we raised vis-
ibility of the programme through our employee 
engagement portal, Nomad&Me, and through 
a network of employee ambassadors across 
the business. ‘our well way’ activities included 
sponsored exercise events across sites, healthy 
eating campaigns, financial education pro-
grammes, raising awareness of mental health 
and support services, and an employee assis-
tance programme. 

Results from our employee survey, ‘our voice’, 
demonstrated improvements across our major 
wellness indicators and high employee partic-
ipation. Our sustainable engagement score of 
85 is 6 points above the FMCG norm and 1 point 
higher than 2018, and we will continue to en-
hance our employees’ experience further in 
2020. We attribute this increase from 2018 to cen-
trally led initiatives with local activities, and an 
intensified focus on leadership, learning & devel-
opment, and communication with employees. 

Future plans
Our focus for 2020 is to set foundations for re-
ducing risk and accidents, and establish pro-
active safety activities across our supply chain. 
We aim to build a culture in which health and 
safety reporting is a natural part of every em-
ployees’ working day, especially for near misses, 
and standardise incident investigations so that 
we can better understand where risks occur and 
why incidents happen.

We will also continue to develop our col-
leagues personal and professional develop-
ment through ‘our well way’ with key activities 
across 2020. The Nomad&Me intranet portal will 
hold new training resources, including function 
specific resources for those looking to broaden 
their skills. 

Sustainable  
Engagement 
score

2019
2018

84%

85%

2019
2018

84%

85%

Lost Time Injury 
Frequency Rate per 
million hours worked 
(all employees)

18.33
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We believe a diverse and 
inclusive business makes us, 
and society, stronger. 

Inclusion is at the heart of the sustainable devel-
opment agenda and is central to many of the 
Sustainable Development Goals. Ensuring that 
employment practices reach out to a diverse 
range of people and creating a culture where 
colleagues feel involved, respected, and con-
nected, regardless of their sex, gender, sexual 
orientation, age, race, ability, religion or ethnic-
ity is of fundamental importance to all business, 
very much including our own. 

A diverse workforce and inclusive employ-
ment practices is a central part of our strate-
gy, and one where we are determined to keep 
moving forwards. It helps us retain and attract 
the best people, and better understand and en-
gage the people who buy our products. Failure 
to act in this space carries risks to employee mo-
tivation and our ability to attract the best can-
didates. 

Our approach
Our ambition is to create an environment where 
colleagues feel involved, respected and con-
nected – where the richness of ideas, back-
grounds and perspectives are leveraged to cre-
ate business value. 

Our approach is detailed in our Nomad Di-
versity and Inclusion (D&I) Policy. This is comple-
mented by our D&I Framework, which outlines 
our approach to embedding D&I within Nomad 

Foods and focuses on three areas that are key 
to a successful business model: talent, leader-
ship and competitiveness. It includes guidelines 
around our recruitment processes, such as in-
cluding female candidates in all professional, 
managerial and director roles and that all exter-
nal recruitment processes should reflect a 50/50 
gender split.

We have a Diversity and Inclusion Steering 

Group, sponsored by members of our Executive 
Committee and made up of colleagues from 
various functions across the business. This com-
mittee supports and promotes the D&I agenda 
in the business, working with local champions at 
our locations across Europe. 

One area of specific focus is gender balance. 
We want our Enterprise Leadership Team (made 
up of our top leaders across the business) to pro-

Diversity and Inclusion

“Management sup-
ports diversity in the 
workplace” score

83 
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gress towards an equal balance of men and 
women, whilst never compromising on ensuring 
that we have the best talent in these roles. 

We recognise that D&I needs to be integrated 
in all areas of the business, so we use multiple 
touchpoints to create a more inclusive environ-
ment. Examples of this include our learning and 
development offerings, highlighting success sto-
ries and sharing best practice, recruitment and 
retention focused on reaching top talent across 
diverse groups, and developing staff through 
mentoring across all geographies in our busi-
ness. Our Women in Nomad Network runs sev-
eral events throughout the year on various top-
ics including role models, mentoring, emotional 
resilience and establishing your own personal 
brand. Our Early Career Network forum is an ac-
cessible and friendly network for colleagues to 
connect with their peers and more senior col-
leagues on key topics affecting those early in 
their careers.

We monitor our progress using several meth-
ods, such as measuring gender split at each 
work level within the business and employee 
perceptions through our annual culture survey, 
‘our voice’. The survey contains two questions 
relating to D&I, from which we can generate a 
score that demonstrates favourable answers to 
these statements.

Our progress
In 2019, the proportion of female employees in-
creased by 1 percentage point at a total com-
pany level. At a senior leadership level, 26% of 
our Enterprise Leadership Team and Executive 
Committee was female, which is lower than last 

year. We are committed to doing more on this, 
and we are working with our recruitment part-
ners to develop more gender-balanced can-
didate lists for senior positions and across the 
business. Internally, we have rolled out a series 
of initiatives across the business to put our D&I 
strategy into action, such as unconscious bias 
training and expanding our Women in Nomad 
network across UK sites and beyond. We estab-
lished our Value Ambassador network, which is 
made up of local colleagues working with busi-
ness leaders and teams to deliver engaging ac-
tivities using the ‘our way’ values and tools to 
support business objectives. This community also 
have a role to play in supporting D&I through en-
suring that it is reflected in their wellbeing activi-
ties. We also continued to celebrate Internation-
al Women’s Day, as well as International Men’s 
Day with a focus on mental wellbeing in 2019.

Results from our annual culture survey, ‘our 
voice’, increased across both questions relat-
ing to diversity and inclusion in the workplace. 
We are proud that we are improving the work-
ing environment for all Nomad employees and 
will continue to drive progress throughout 2020.

Future plans
2019 was an important year for Nomad Foods in 
establishing its company purpose. In 2020, we 
will ensure that employees feel engaged with 
our purpose in everything they do, and our an-
nual Culture Summit will focus on bringing the 
company purpose to life in our focus on sustain-
ability, D&I and ‘our well way’ activities. 

Our culture 
survey measure 
for diversity is 
up eight per-
centage points 
from 2018 – 
which we are  
delighted with. 
Rachel Young, 
Nomad Foods 
D&I lead and 
ambassador

Gender  
split across all 
employees

1

2

1. 64% male
2. 36% female
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Strong governance is essential 
in driving progress towards our 
sustainability targets.

To translate strategy into action, we need clear 
structures and procedures as well as strong gov-
ernance in place across the business. 

Our Executive Committee is ultimately respon-
sible for Nomad Foods’ sustainability strategy as 
well as its execution. The Executive Committee is 
informed by the Sustainability Steering Commit-
tee, made up of several executive members as 
well as representatives from different functions, 
markets and areas of expertise. The Steering 
Committee meets three times a year to moni-
tor current progress, discuss gaps and agree fur-
ther activity. Through this process, the Commit-
tee develops our sustainability strategy, targets 
and resource allocation, and works to continu-
ally influence our sustainability agenda.

Day-to-day, our group sustainability strategy 
is led and implemented by the Group Sustain-
ability Director. The Director reports directly to 
the Chief Commercial Officer, who sits both on 
the Executive Committee and the Sustainability 
Steering Committee.

To ensure compliance with our sustainability 
strategy and communicate expectations across 
the business, we have a set of public and inter-
nal policies which lay out our approach. All ma-
terial areas are covered in one or more business 
policies. Internal Subject Matter Experts (SMEs) 
are responsible for drafting policies, which are 
then approved by our Policy Review Group 
made up of senior representatives from Legal 

and HR before being signed-off by our Execu-
tive Committee. Policies are supported by inter-
nal documents, such as a code of practice or 
procedure. We ensure compliance to policies 
through annual supplier questionnaires as well 
as risk-based audits. Compliance to topics that 
are material to our sustainability agenda are re-
ported annually in our Sustainability Report.

Nomad Foods operates a Risk Heat Map which 
lists current and emerging sustainability risks. This 
covers areas such as environmental and ethical 
matters, as well as animal welfare. The Ethical 
Compliance Manager is responsible for main-
taining the Risk Heat Map. The risks are scored 
according to their potential impact and prob-
ability of happening. These two scores are then 
multiplied together to give an overall risk expo-
sure score, which indicates if a risk is red, amber 
or green. Red and Amber risks are assigned an 
owner, responsible for ensuring the required ac-
tions are completed within the agreed times-
cales. The Risk Heat Map is updated monthly 
and aligned with the Quality Standards Forum as 
a minimum 3 times a year, before being signed 

off by the Sustainability Steering Committee.
As part of living our values, we operate a Eu-

ropean network of Sustainability Ambassadors. 
These Ambassadors are Nomad Foods employ-
ees who champion sustainability throughout the 
business by initiating, coordinating and execut-
ing activities in their markets. The activities cen-
tre around three main focus areas: tackling food 
waste and plastic pollution, promoting healthy 
eating and championing ocean sustainability. 
Initiatives are shared across the business with 
an emphasis on inspiring others and building 
on each others’ learnings. 

We believe our new products should lead 
the way in achieving our sustainability targets. 
Therefore, we have put in place a strict govern-
ance model for assessing all new products in 
all markets according to our high nutritional, 
environmental and ethical standards. Products 
that do not comply are automatically flagged 
by the system and brought to the central deci-
sion forum to be discussed. Approval to launch 
might still be given provided certain criteria are 
fulfilled. 

Governance

We embed 
sustainability 
throughout our 
business – from 
our core purpose 
as a company 
and our govern-
ance procedures 
to our network of 
employees. 
Annelie Selander, Group 
Sustainability Director
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The safety and quality of our 
food is our top priority. 

As a global food company, food safety lays the 
foundation for everything we do. Our customers 
deserve nothing less than the highest standards 
of food safety, and our business depends on up-
holding these.

We have implemented processes across our 
entire supply chain to ensure the safety and 
quality of our food. All products supplied by 
Nomad Foods are compliant with regulatory 
requirements in the EU and the country of sale 
as well as being safe for use with consumers and 
consistent in quality. Our Quality and Consumer 
Safety Policy outlines the steps required to iden-

tify, control and monitor points of potential safe-
ty risk. It covers every stage of the supply chain 
and applies to all operating sites and product 
categories, including anything manufactured 
by third parties. 

When selecting new suppliers, we set high 
standards for food safety and quality. We con-
duct formal risk assessments on all our food 
and packaging suppliers, using an assurance 
scheme which complies with the Global Food 
Safety Initiative (GFSI). Following an agreed trial 
period, we reassess suppliers to make sure they 
are tackling any non-conformances we iden-
tified, and use this information to determine 
whether we continue to use the supplier. We 
expect all new suppliers to be accredited to 
the BRC Global Food Standard at A grade or a 

GFSI-equivalent standard, and we review their 
certification status every year.

As well as setting a high bar for new suppli-
ers, we regularly scrutinise our supply chain to 
protect against possible risks. These include 
chemical, microbiological and physical con-
tamination of materials, and could result in le-
gal action, recall of products and damage to 
consumer trust. We demand that all raw materi-
al ingredients are provided with signed supplier 
specifications. We have an extensive Food Fraud 
and Adulteration Prevention programme that 
includes horizon scanning, intelligence sharing 
with other food business and laboratory testing 
of our raw materials. We also audit extensively 
within our supply chain, and carry out hundreds 
of traceability challenges every year. These re-
sults are used to work with suppliers on improv-
ing the quality of the products they deliver to us. 

Making sure our ingredients are fully tracea-
ble is a critical part of food safety, as well as 
a legal requirement. It also enables us to re-
spond to questions from customers about the 
provenance of food, ensure high-quality ingre-
dients and promote sustainability in our supply 
chain. With certain key ingredients, we set an 
even stricter standard on traceability. Products 
such as our MSC- and ASC- certified fish, and 
our RSPO-certified sustainable palm oil are sup-
plied through a chain of custody scheme, which 
guarantees that they have been sourced in a 
fully sustainable way.

Once food is placed on the market, we op-
erate a Consumer Care Line to ensure we reg-
ularly receive and respond to feedback from 
our consumers. 

Food Safety, Quality and Traceability

contacts to con
sumer care line

66,000
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Corruption, bribery and anti-
competitive behaviour are 
unethical, illegal and go 
against our ethics and values.

At Nomad Foods, we are committed to con-
ducting ourselves fairly, honestly and lawfully in 
all our business dealings and relationships, and 
to preventing corruption and anti-competitive 
behaviour amongst our employees and sup-
pliers at all operating sites. Corruption, bribery 
and anti-competitive behaviour run contrary 
to our belief that a level playing field provides 
more protection as well as choice to consum-
ers. Non-compliance with laws and regulations 
would also carry significant risks for our business 
including long-term reputational damage; loss 
of shareholder and consumer trust; fines; legal 
action against Nomad Foods by private parties 
as well as public bodies and regulators; and 
negative impacts on our supply chain and on 
our access to third party financing.    

We comply with all international and local 
legislation on corruption and bribery, and have 
strict policies in place to make sure we act fairly, 
ethically and in line with the law. These include 
our Anti-Bribery and Corruption Policy, Code of 
Business Principles, Gifts and Hospitality Policy, 
Conflicts of Interest Policy and Supplier Code of 
Conduct. Our Anti-Bribery and Corruption Policy 
applies to all Nomad Foods colleagues across 
all countries, including any contractors working 
on our premises or on behalf of Nomad Foods. It 
sets out our zero-tolerance approach to bribery 

and corruption and our key principles for enforc-
ing this, which include never giving or accept-
ing valuable items that might confer an improp-
er business advantage, avoiding situations that 
could create the impression of bribery and re-
porting any suspicions of bribery and corruption 
through our reporting process. Anti-competitive 
behaviour is covered in our Competition and 
Anti-Trust Policy and our Code of Business Princi-
ples, which sets out our commitment to protect 
consumers by following all applicable compe-
tition laws and regulations. 

We have a range of control procedures to en-
sure that these policies are being followed. We 
aim to train all Nomad Foods employees regu-
larly on corruption and bribery, to ensure that all 
employees, especially those involved in Sales, 
Marketing, Procurement or other commercial 
functions, are made familiar with applicable 
competition laws. With regard to corruption, we 
have enhanced controls in place around cer-
tain higher-risk functions. These include operat-
ing transparent and clearly documented hiring 
processes and prohibiting any payments to pol-
iticians or political parties. In our supply chain, 
we demand that all suppliers confirm compli-
ance with our Supplier Code of Conduct and 
actively follow-up on any identified gaps. We 
also operate a helpline – SafeCall – for employ-
ees to share any concerns about misconduct. 
This is run by an independent third party and 
gives employees the option to speak out anon-
ymously.

Corruption and Anti-Competitive Behaviour

As a result of our dedicated 
approach to compliance, in 
2019, we are not aware of any 
breaches of any of our poli-
cies dealing with corruption or 
anti-competitive behaviour. 
Stephan Weber, Compliance Officer
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Transparent marketing and 
labelling help consumers make 
informed food choices.

Consumers deserve and expect to be provided 
with clear information about the products they 
enjoy. Transparent marketing communications 
allow our customers to understand the nutrition-
al content and ingredient profile of our products, 
empowering them to select the right product for 
themselves and their families. Certain labelling 
requirements, such as ingredient information, 
are also a legal obligation. Failure to clearly la-
bel our products risks negatively impacting the 

health of our consumers, as well as exposing our 
business to criticism from NGOs and the media.

Our Nutrition Policy sets out our internal stand-
ards on the use of nutritional on-pack claims, 
which go above and beyond the law. We be-
lieve in helping consumers make informed food 
choices and use clear labelling on pack, includ-
ing of all key nutrients. We use front-of-pack nu-
tritional labelling where possible, to help ad-
vise consumers how much our food contributes 
to their daily reference intakes, and voluntari-
ly label fibre to assist consumers in making sure 
they consume a balance of nutrients across the 
day. Where appropriate, we also adopt nation-
ally recognised schemes to flag healthier meal 

choices, making it easier for consumers to iden-
tify such products. 

As well as providing clear information at the 
point of sale, we apply high ethical standards to 
all our marketing, PR and communications. We 
operate a strict policy for marketing to children 
to help parents and guardians make informed 
choices and discourage excessive food con-
sumption. This policy specifies our intention to 
promote positive values and social behaviour 
through our product promotion. Before release, 
all advertisements and promotions that may 
appeal to children are reviewed by the project 
leader against our marketing policy.

Responsible Marketing and Labelling

Given our wide 
reach and influ-
ence, we know 
it is essential to  
apply high 
ethical stand-
ards to all our 
marketing and 
communica-
tions.  
Steve Axe, Chief 
Marketing Officer

https://www.nomadfoods.com/our-sustainable-path/our-policies/
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SCALE OF THE  
ORGANISATION Unit 2018 2019

Total employees in workforce* People 4380 4,766

Employees working in facto-
ries* People 2,500 >3,300

Total employees by region

Austria People - 74

Belgium People - 35

Denmark People - 7

Finland People - 29

France People - 344

Germany People - 1401

Ireland People - 420

Italy People - 478

Netherlands People - 30

Norway People - 238

Portugal People - 27

Spain People - 276

Sweden People - 184

United Kingdom People - 1222

United States People - 1

* Includes full time and part time employees

Data in this report includes all trading subsidi-
aries of Nomad Foods, including Aunt Bessie’s 
and Goodfella’s Pizza. As both acquisitions were 
made part-way through 2018, Aunt Bessie’s and 
Goodfella’s Pizza were excluded from all data 
(except palm oil) published in our 2018 sustain-
ability report and listed here.

BUSINESS FOR GOOD Unit 2018 2019

Markets where Nomad Foods 
is engaged in reducing food 
waste eg through donations 
to food banks or charities

Number 9 8

BETTER SOURCING
Our Oceans

MSC or ASC certified products 
across our global portfolio Number 703 812

Nomad Foods sales volume 
that is MSC or ASC labelled % 80 89

Purchased fish and seafood 
volume that is MSC or ASC 
certified

% >90 95

MSC % - 96

ASC % - 75

Markets where Fish Prove-
nance Tool has been imple-
mented

Number 8 8

Our Fields

Vegetables produced using 
sustainable farming practices % - -*

*As we transition to FSA, we are unable to report data until 
external audits have been completed on assessments. We 
plan to report a new baseline in 2020 once we have mapped 
all suppliers and completed audited assessments for bulk and 
co-pack volumes

Our Approach to Specific Ingredients

Purchased volume of palm oil 
which is verified by standard: % 98.5 99.3

RSPO-Certified segregated % 87.5 88.1

RSPO-Massbalance % 11.0 11.2

Purchased volume of palm oil 
that is uncertified % 1.5 0.7

Our Animal Welfare Unit 2018 2019

Purchased volume of animals 
by breed type Tons - 131,592

Fish and seafood % 76 73.4

Poultry % 16 16.4

Red meat % 8 10.2

Purchased volume of poultry 
from non-cage reared ani-
mals

% >95 100.0

Our Supply Chain Ethics Unit 2018 2019

Tier 1 suppliers registered with 
Sedex % 60 76

New suppliers (including 
indirect suppliers) that were 
screened using social criteria

% - 100

BETTER NUTRITION
Our Nutritious Profile

Percentage of total net sales 
from products assessed and 
classified as healthier meal 
choices (Excluding Spain 
owing to data reliability)

% - 89.8

Our Approach to Additives

Products without flavour en-
hancers, artificial flavours and 
artificial colorants

% 92.5 94.8

BETTER OPERATIONS
Our Emissions

Scope 1 GHG emissions kilotons 
CO2e 57.8 67.3

Scope 2 GHG emissions kilotons 
CO2e 56.1 47.5

Scope 3 GHG emissions kilotons 
CO2e 170.5 223.0

GHG emissions 
intensity

kgCO2e per ton of 
finished goods 592.5 614.5
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Waste Unit 2018 2019

Volume of waste materials by 
waste type Tons 48,689 51,521

Edible food waste % 41.2 38.8

Inedible food waste % 29.9 28.6

Packaging waste % 24.4 22.8

Rest of non-hazardous waste % 4.3 9.5

Hazardous waste % 0.2 0.3

Weight of hazardous waste Tons - 132.7

Weight of non-harzardous 
waste, by disposal method Tons - 51,388

Closed loop % - 42.0

Open loop % - 46.8

Incineration for energy 
recovery % - 8.5

Incineration without energy 
recovery % - 0.0

Landfill % - 2.7

Sewers % - 0.0

Meal equivalents of food 
given to food banks

Meal 
equiva-
lents

337,420 489,579

Energy

Total fuel consumption from 
non-renewable sources, bro-
ken down by fuel type

kWh 267,621,332 314,386,613

Natural gas % 98.7 95.7

Diesel % 1.3 1.8

Petrol 0.0

Propane (owned or con-
trolled by Nomad) 2.4

Total energy consumption 
from renewable sources, bro-
ken down by source*

kWh 51,742,829

Wind % - 77.9

Hydro % - 16.7

Solar % - 1.7

Biomass % - 2.9

Unspecified % - 0.9

Total electricity and steam 
consumption, by energy source kWh 227,675,048 249,102,252

(Energy) Unit 2018 2019

Grid-supplied electricity 
generated from a variety of 
fuel mixes

% 69 60.0

Renewable energy self-gen-
erated or purchased % 8 20.8

Purchased steam % 23 19.1

District heating % - 0.1

* Excludes biogas	

Water

Volume of fresh water con-
sumption, by source m3 4,811,729 4,741,312

Well % 71 63.5

Municipality % 29 36.5

Volume of effluent water 
discharged m3 4,045,593 4,058,960

Our Packaging

Packaging material that is 
recyclable % 71 73

Packaging material that is 
renewable % - 35

Employee Health, Safety & Wellbeing*

Lost time injury 
frequency rate

Number of injuries per 
million hours worked - 18.3

* Our 2018 Sustainability Report published lost time injury frequen-
cy rate as 5.59 per million hours worked. This was published in error 
and should have been attributed to the high consequence injury 
frequency rate.

Total employees participating 
in engagement survey % 79 88

Scores in engagement survey

Sustainable engagement 
score Number 84 85

Wellbeing, health & safety 
score Number 82* 80

* Wellbeing, health & safety score in 2018 was based on a ques-
tion set of 4 questions. In 2019, our Wellbeing, Health & Safety 
score has been updated to a question set of 5 questions, of which 
3 were used in 2018. 

Diversity & Inclusion

Gender distribution amongst employees

 Female % 35.1 36.0

 Male % 64.9 64.0

(Diversity & Inclusion) Unit 2018 2019

Gender distribution amongst employees by work level* - Female

1 % 34.0 34.9

2 % 43.7 45.3

3 % 27.4 25.0

4-7* % 28.6 25.7

Gender distribution amongst employees by work level* - Male

1 % 66.0 65.2

2 % 56.3 54.7

3 % 72.6 75.0

4-7* % 71.4 74.3

* Examples of roles at each work level (WL): WL1 & WL2 = eg. 
administration, factory worker, professional junior manager; 
WL3 = eg. Manager, Head of; WL4-7 = Executive Committee 
and Extended Leadership Team.

SOLID FOUNDATIONS
Food Safety, Quality & Traceability

Supplying sites within Nomad 
Foods supply chain operating 
to an international food safety 
system

% - 97

Incidents concerning food 
safety and quality Number - 12

Corruption & Anti-Competitive Behaviour

Confirmed incidents of cor-
ruption Number - 0

Confirmed incidents in which 
employees were dismissed or 
disciplines for corruption

Number - 0

Confirmed incidents when 
contracts with business 
partners were terminated or 
not renewed due to violations 
related to corruption

Number - 0

Public legal cases regarding 
corruption brought against 
Nomad or its employees 

Number - 0

Legal actions pending 
or completed during the 
reporting period regarding 
anti-competitive behaviour 
and violations of anti-trust and 
monopoly legislation

Number - 0
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GRI  
Standard

GRI req. 
referenced Description Page nr. SDG

GENERAL DISCLOSURES			 
GRI 102: GENERAL DISCLOSURES 2016

102-1 All Name of the organization Nomad Foods 
Europe Limited n/a

102-2 a Activities, brands, products, and services 5 n/a

102-3 All Location of headquarters 5 n/a

102-4 All Location of operations 5 n/a

102-5 All Ownership and legal form Annual Report (p. 45) n/a

102-6 All Markets served 5 n/a

102-7 All Scale of the organization 5, Annual Report (p. 5, 36) n/a

102-9 All Supply chain 5 n/a

102-10 Significant changes to  
supply chain

Relocation of offices in Spain,  
France and Republic of 

Ireland
n/a

102-11 All Precautionary Principle or approach 7, 42 n/a

102-12 All External initiatives 5 n/a

102-13 All Membership of associations 5 n/a

102-14 All Statement from senior decision-maker 4 n/a

102-18 a Governance structure 42 n/a

102-19 All Delegating authority 42 n/a

102-20 All Executive-level responsibility for economic,  
environmental, and social topics 42 n/a

102-22 a. v Composition of the highest governance body  
and its committees 40 n/a

102-31 All Review of economic, environmental, and  
social topics 42 n/a

102-40 All List of stakeholder groups 6 n/a

102-47 All List of material topics 6 n/a

102-48 Restatements of information
Health & Safety data was incor-

rectly reported in 2018, for further 
details see Data Tables p. 48

n/a

102-50 All Reporting period 2 n/a

102-51 All Date of most recent report 2 n/a

102-52 All Reporting cycle 2 n/a

102-53 All Contact point for questions regarding the 
report 51 n/a

GRI  
Standard

GRI req. 
referenced Description Page nr. SDG

102-54 All Claims of reporting in accordance with the GRI 
Standards 2

102-55 a GRI content index 49, 50

SECTOR-SPECIFIC DISCLOSURES Page nr.

Related UN 
Sustainable 

Development 
Goal/Target 

(SDG)

GRI 205: ANTI-CORRUPTION 2016

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 42, 44, 48 16.5

205-3 All Confirmed incidents of corruption  
and actions taken 48 16.5

GRI 206: ANTI-COMPETITIVE BEHAVIOUR 2016

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 42, 44, 48 16.5

206-1 All Legal actions for anti-competitive behavior,  
anti-trust, and monopoly practices 48 16.5

GRI 301: MATERIALS 2016

103-1 
103-2 
 
103-3

a, c 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 35, 36, 42 12

GRI 302: ENERGY 2016

302-1 a, b, e Energy consumption within the organization 32, 48 7, 9, 12, 13, 17

GRI 303: WATER 2018

303-5 a Water Consumption 32, 48 6, 9, 12, 13, 17

GRI 305: EMISSIONS 2016

103-1 
103-2 
 
103-3

a, c 
a, b, c.i, ii, 
iii, vii 
a

Management approach 31 6, 7, 9, 12, 
13, 17

305-1 a, f, g Direct (Scope 1) GHG emissions 47 6, 7, 9, 12, 
13, 17

305-2 a, f, g Energy indirect (Scope 2) GHG emissions 47 6, 7, 9, 12, 
13, 17

GRI re-
quirements 
referenced

https://www.nomadfoods.com/wp-content/uploads/2020/05/nomadar19.pdf
https://www.nomadfoods.com/wp-content/uploads/2020/05/nomadar19.pdf
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GRI  
Standard

GRI req. 
referenced Description Page nr. SDG

305-3 a, d, g Other indirect (Scope 3) GHG emissions 47 6, 7, 9, 12, 
13, 17

305-4 a, b, c GHG emissions intensity 32 6, 7, 9, 12, 
13, 17

GRI 306: WASTE AND EFFLUENTS 2016

306-1 a.i Water discharge by quality and destination 48 6, 12, 14, 17

306-2 b Waste by type and disposal method 32, 48 6, 12, 14, 17

GRI 403: OCCUPATIONAL HEALTH AND SAFETY 2016

103-1 
103-2 
 
103-3

a 
a, b, c.i, 
iii, vii 
a

Management approach 37, 38 8.8

GRI 405: DIVERSITY AND EQUAL OPPORTUNITY 2016

103-1 
103-2 
103-3

a 
a, c.i, iii, vii 
a

Management approach 39, 40, 42 5, 10

405-1 a.i, b.i Diversity of governance bodies and employees 48 5, 10

GRI 414: SUPPLIER SOCIAL ASSESSMENT 2016

103-1 
103-2 
 
103-3

a, b.i 
a, c.i, iii, iv, 
v, vi, vii 
a

Management approach 21, 42 8

414-1 All New suppliers that were screened using  
social criteria 47 8

GRI 416: CUSTOMER HEALTH AND SAFETY 2016

103-1 
103-2 
 
103-3

a 
a, c.i, iii, iv, 
v, vi, vii 
a

Management approach 42, 43, 48 2.1

G4 SECTOR DISCLOSURES 2013: FOOD PROCESSING

FP2 n/a

Percentage of purchased volume which is 
verified as being in accordance with credible, 
internationally recognized responsible produc-
tion standards, broken down by standard

19, 47 2, 12, 13,  
14, 15, 17

FP9 n/a Percentage and total of animals raised and/or 
processed, by species and breed type 20 2, 17

GRI  
Standard

GRI req. 
referenced Description Page nr. SDG

OTHER MATERIAL TOPICS
Our Oceans

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 13, 14, 42 2, 6, 9, 12,  
13, 14, 17

Our Fields

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 16, 17, 42 2, 6, 8, 9, 12, 
13, 15, 17

Our Approach to Specific Ingredients

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 19, 42 2, 6, 8, 9, 12, 
13, 15, 17

Our Animal Welfare Standards

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 20, 42 2, 17

Our Nutritious Food

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 23, 24, 42 2, 17

Empowering Positive Choices

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 26, 27, 42 2, 12, 13,  
14, 15, 17

Our Approach to Additives

103-1 
103-2
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 29, 42 2, 17

Responsible Marketing and Labelling

103-1 
103-2 
 
103-3

a 
a, b, c.i, ii, 
iii, iv, vii 
a

Management approach 42, 45 2.1



To find out more about Nomad 
Foods, visit nomadfoods.com

This Sustainability Report is provided for infor-
mation purposes only and does not constitute 
an invitation to invest. Any investment decision 
should only be made on the totality of informa-
tion, including full details of risk factors, in our 
Annual Report. Nomad Foods accepts no re-
sponsibility or liability for any loss or damage, 
whether or not arising from any error or omis-
sion in compiling the information in this report 
or as a result of any reliance on or use of any 
such information. The targets stated in this re-
port are targets only. Any estimates, expecta-
tions and other forward-looking statements are 
based on Nomad Foods’ views and assumptions 
at the time of publication and the actual results, 
performance or events could differ materially. 

Nomad Foods Europe Limited 
Registered in England & Wales | Company No 5879466
Registered Office: No. 1 New Square | Bedfont Lakes Business
Park | Feltham | Middlesex | TW14 8HA | UK
© 2020  Nomad Foods. All Rights Reserved.

It is our ambition to report accurate and truth-
ful data and where feasible, we use actual data 
but in some cases we have to make assump-
tions and estimations. As data availability and 
quality improve, we might review and change 
the way we collect, calculate or report data in 
which case we will do our outmost to clarify this, 
should it be significant.

If there are any questions about the report, 
please contact Annelie Selander, Group Sus-
tainability Director at annelie.selander@nomad-
foods.com. We plan to publish our next report 
covering our 2020 activity in 2021.
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