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Offering delicious, great quality food at competitive prices has been at the heart 
of what we do since John James and Mary Ann Sainsbury opened our first store 
in 1869. Today, inspiring and delighting our customers with tasty food remains 
our priority.

Our purpose is that driven by our passion for food, together we serve and help 
every customer. 
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We know our customers care about wide-ranging, complex issues that impact them and our wider world. They trust us to be a responsible 
business, whether that’s by supporting the communities we serve and source from, managing our environmental impacts or contributing to a 
healthier, more inclusive society.

This is an update on progress against our Plan for Better in the first half of the 2022/23 financial year.
 
Find out more at: www.about.sainsburys.co.uk/sustainability
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The environmental and social challenges that are 
facing the world have never been greater. As a 
UK retailer with a food, general merchandise and 
clothing business, we source from countries all 
over the world, therefore the production, sourcing, 
packaging and disposal of these products can have 
major consequences for people and the planet. 
Our commitment to Helping everyone eat better 
means we are playing a leading role in offering 
delicious, affordable food that supports healthy and 
sustainable diets, helping customers reduce their 
impact on the planet, one plate at a time.

Our Plan 
for Better 
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Our commitments
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7.3% 
reduction in 

operational food 
waste

65.5 tonnes 
of unsellable clothing 

donated to Newlife 
charity for disabled 

children since partnership 
began in 2019

£5 million
commitment to the 

Sainsbury’s Innovation 
Investments programme

Removing 
best before 

dates 
from over 100 
product lines

44.5% 
reduction in greenhouse 

gas emissions within own 
operations year-on-year

6.2 million
meals donated through our 

Neighbourly partnership 
since it began in 2021 and 

completion of Neighbourly 
roll out across the entire 

estate 

945 suppliers 
attended our Plan for 
Better conference to 

understand how we can 
work together on our 
sustainability agenda

85% reduction
in plastic used with the 

launch of own-brand  
1 litre refillable handwash 

pouches

30% reduction
in plastic packaging 
with the launch of 

double length toilet rolls, 
equating to 84  
tonnes saving

£9 million 
investment to the Responsible 

Commodities Facility (RCF) Cerrado 
Programme together with other 

retailers, to support  
zero-deforestation soy 

‘Sainsfreeze’
We launched our frozen 
groceries pop-up to give 

customers innovative ways to 
reduce food waste, keep items 

fresh for longer and save money

Half year highlights
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Half year highlights

6th 
Modern Slavery 

Statement published

5  
Human Rights 

commitments set out 
and our first Human 

Rights Saliency report 
published 

£1 million 
commitment 
for Thrive at Sainsbury’s, 
a UK retail first incubator 

programme for Black 
founder-led businesses

43.4% 
female representation 

in senior leadership 
positions, an increase  

of 9% year on year  
(2023/24 target = 50%)

ASC UK 
Retailer of 

the Year 2022 
and the highest number 
of ASC labelled products 

on shelf

100% ASC certified 
in our fresh Scottish salmon range, 

the first UK supermarket to have our 
range independently certified by the 

Aquaculture Stewardship Council 
(ASC)

20% more space 
than the UK industry standard, 

committed for all by Sainsbury’s 
fresh chicken by March 2023 

2.8% 
Black representation 
in senior leadership 

positions, an increase 
of 99.3% year on year 
(2023/24 target = 3%)

Feed your family 
for a fiver

campaign relaunched to inspire 
customers to eat well on a budget, as 
well as sharing Healthy and Better for 

you recipes online

£2 coupon 
reintroduced - provided weekly to 

use on fruit and veg, via the 
NHS Healthy Start scheme

75% 
of products in our Aldi 

price-matched promotion 
are a Healthy or Better For 

you choice
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This year in partnership with Williams 
Advanced Engineering (WAE) we launched 
our new sustainability investment 
programme, with the aim of supporting 
new sustainable start-up businesses. The 
‘Sainsbury’s Innovation Investment’ is a 
pledge to invest a minimum of £5 million 
over the next four years to help support 
small businesses pioneering sustainable 
technologies, from refrigeration to 
ventilation. We are looking to invest in 
start-up companies with ‘proof of concept’ 
technologies and to create solutions that 
reduce carbon emissions and water usage 
across our operations, as well as support 
the wider food retail sector to progress and 
support our net zero goals.

 
Such a large investment and commitment 
to tackle issues of this scale requires 
collaboration, which is why this venture 
is an evolution on our already ongoing 
partnership with WAE, a world-leading 
technology and engineering services 
business, which combines cutting-edge 
technological advances and the industry’s 
best engineers; accelerating the drive for 
zero emissions. WAE will scout and invest in 
early-stage companies, not limited to ones 
already in our supply chain. 

We understand the importance of investing 
in pioneering technologies and hope these 
innovative investments we invest in can 
be adopted by all retailers to create a 
more carbon neutral retail sector. The first 
investment is expected to be announced 
before the end of 2022. 

We are committed to reducing our own-
brand plastic packaging by 50 per cent by 
2025, and to increase recycled content and 
recyclability. We take this commitment 
seriously and continue to introduce 
innovative strategies and changes to our 
products, packaging and business to help us 
achieve our ambitious target. 

This year we were the first retailer to 
launch our own 1 litre refillable handwash 
pouches allowing customers to recycle their 
packaging at our front-of-store flexible 
plastics recycling points, which we’ve rolled 
out to all our large supermarkets. Refillable 
pouches use 85 per cent less plastic, saving 
26 tonnes of plastic each year. 

In addition to this, we have switched 
our double strength squash bottles to 
quadruple strength, saving 185 tonnes of 
plastic each year while also removing lids 
from our salads and coleslaw saving 154 
tonnes of plastic each year.

We have also launched new double-length 
toilet rolls. By fitting more paper onto each 

roll, the toilet rolls take up less space and 
last longer.  
This reduces plastic packaging by 30 per 
cent, the equivalent of 84 tonnes of plastic. 

Sustainability 
Innovation 
Investment 

Shining a 
spotlight on 
our progress to 
reduce plastic
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Sainsbury’s has come together with Tesco 
and Waitrose to invest over £9 million in the 
Responsible Commodities Facility (RCF), 
a new system of financial incentives for 
farmers in Brazil who commit to producing 
soy without clearing land or forests.  This 
fund is seen as one of the most promising 
solutions to deliver a scalable and 
financially sustainable means to prevent 
further destruction of the Cerrado region.

• The investment will provide low-
interest loans to farmers that follow 
the RCF criteria for environmental 
protection – an approach which is the 
first-of-its-kind. 

• In the initial 12-month trial phase, the 
RCF will provide finance to 36 farms in 
the Cerrado, helping to protect 11,000 
hectares of native vegetation. 

• This initial trial will provide valuable 
insight into how incentives can 
encourage more sustainable farming 
and will hopefully inspire other 
organisations and businesses to lend 
their support. 

• After the trial, it is expected that 
the RCF will be scaled up to include 
hundreds of farmers across Brazil, 

helping to conserve biodiversity, water 
quality and carbon stocks. 

• WWF UK have endorsed the RCF as a 
key delivery mechanism to achieving 
deforestation and conversion free soy 
and praised its current supporters. 

We are proud to be part of the leading 
investors in phase 1 of the RCF alongside our 
industry peers as we look to act beyond our 
supply chains and to deliver the objectives 
of Plan for Better. You can find out more 
about the programme

To help our customers reduce food waste 
in their homes, this year we announced 
major changes to date labels on 276 of our 
own brand products in a bid to help reduce 
food waste in homes. In August we started 
removing ‘best before’ date labels from 
over 100 of our fresh produce product lines 
including pears, onions, tomatoes, and 
citrus fruits. We have planned for the rest of 
this year to remove ‘best before’ dates from 
a further 130 products, including potatoes.

According to the Food Standards Agency 
(FSA), ‘best before’ dates relate to food 
quality and is still safe to eat while ‘use 
by’ dates are linked to the safety of our 
food safety. A recent report from WRAP 
reveals that removing date labels from the 
most wasted fresh produce items such as, 
broccoli, apples, potatoes and cucumbers, 
has the potential to cut annual household 
food waste by 50,000 tonnes. 

Our recent changes to our labels and 
removal of ‘best before’ dates could help UK 
households save 11,000 tonnes of food each 
year, the equivalent of 17 million products. 
An on-pack message ‘no date helps reduce 

waste’ will instead be present across the 
fresh produce where the label changes 
come into play. 

So far we have already removed best before 
dates from over 1,500 products including 
bananas, apples and indoor plants.

Responsible 
Commodities 
Facility 

Waste not, 
want not
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This year we have set out five human 
rights commitments. These commitments 
build on our recent human rights saliency 
assessment, where we identified our most 
salient human rights risks and emerging 
issues that affect the people within our 
supply chain. 

Our five commitment areas will focus on:

 
1 . Forced labour

• We are committed to seeking out and 
addressing forced labour by:

• Scaling action to detect current and 
emerging indicators of forced labour,

• Supporting access to remedy for those 
abused

• Supporting suppliers with inadequate 
practices to improve and provide 
incentives for suppliers with effective, 
proactive approaches

2 . Sustainable livelihoods   
 
By 2030 we commit to having closed the 

gap and achieved living wages or income 
for workers in priority supply chains 
(equivalent to the volumes that we source).

 
3 . Safe and healthy working 
environments 
 
We commit to undertake a deeper dive in 
priority supply chains to tackle the most 
salient health and safety risks, including 
those beyond tier 1 – this will include action 
to identify and prevent evolving health and 
safety risks, including those associated with 
climate change.

 
4 . Discrimination

• We will require all tier 1 suppliers to 
have an approach to tackle all forms 
for discrimination, reward suppliers 
that have an effective approach and 
share best practice

• We will take action to improve the 
position of the most vulnerable in 
priority supply chains

• Address how vulnerable groups are 
disproportionately impacted across 
our salient issues 

5 . Grievance mechanisms

• We are committed to ensuring access 
to effective and trusted grievance 
mechanisms across all tier 1 suppliers, 
measuring effectiveness through 
worker voice mechanisms

• We will do deeper dives in high priority 
supply chains to better enable the 
earlier identification of concerns of 
workers beyond tier 1 and commit to 
supporting remedy/address issues 
raised by workers and use these 
findings to prevent future violations

By building our human rights commitments 
based on our most salient risks, we are 
able to build towards our refreshed vision 
on human rights. We are committed to 
respecting human rights across our value 
chain to ensure the people who make or 
grow our products are not being exploited or 
exposed to unsafe working conditions - and 
ensure our businesses’ transition to Net Zero 
is just and equitable for the communities it 
sources from.

Key to the achievement of our 
commitments is collaboration with relevant 
external organisations, establishing long-
term, open, and fair relationships with our 
suppliers and making our business more 
proactive against our greatest and emerging 
risks. We plan to report on these new targets 
fully with new key performance indicators 
in our year-end report. 

Human rights 
commitments
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In partnership with Foundervine and 
Mission Ventures, we have launched Thrive 
with Sainsbury’s. The first of its kind in 
the retail sector, Thrive with Sainsbury’s is 
a free comprehensive 16-week incubator 
programme that will help Black founder-
led start-up businesses with a £1 million 
commitment to supporting their products 
transition to supermarket shelves. 

The successful nine founders are receiving 
more than 150 hours of one on one support 
and group learning opportunities with 
practical support from a variety of subject 
matter experts. Each participant’s journey 
will be tailored to their specific needs with 
funding of up to the value of £105,000 
per brand available at various stages 
throughout the process.   

Thrive with Sainsbury’s was open to all 
entrepreneurial food and drink businesses 
seeking to grow but are facing one of many 
barriers that might be holding them back. 
It forms an essential part of our mission 
to become a truly inclusive retailer where 
people love to work and shop, with a focus 
on increasing diversity within the supplier 

base and ensuring customers can easily 
access products that better suit their needs. 

This programme will result in up to five 
breakthrough Black founded brands hitting 
shelves in 2023 with the hope that it will 
drive both meaningful change within the 
retail sector, while also enabling us to bring 
more innovation and a broader range of 
product to our customers.

Thrive with 
Sainsbury’s
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Performance 
Scorecard

Our performance scorecard provides an overview 
of our key commitments, KPIs and performance* 
across our Plan for Better pillars. 

* Please note at the half year we only report on 9 metrics but will report on 
all of our Plan for Better metrics at year-end (to be published in June 2023). 

Key

H1: Half one - captures data for the first half of the financial year
FY: Financial year – captures data for the full financial year
CY: Calendar year - captures data from January-December
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Commitment

Reduce absolute greenhouse gas (GHG) emissions from 
our own operations to Net Zero by no later than 2035
Metric Methodology Baseline Results Target

2018/19 FY 2021/22 H1 2021/22 FY 2022/23 H1 2035/36 FY

Absolute GHG emissions 
within our own operations 
(tCO2e)

Absolute, market based, Scope 1 and 2 GHG emissions 
in the financial half year for Sainsbury’s Group and 
supported by third party CBRE. Follows the GHG protocol.

949,744 
tCO2e

451,018 762,119 250,147 Net Zero 

2019/20 FY 2021/22 H1 2021/22 FY 2022/23 H1

Electricity which comes 
from renewable sources (%)

The amount of renewable energy used by Sainsbury’s 
Group as a proportion of the total electricity consumption 
in the financial half year, supported by third party CBRE. 
Combination of energy sourced directly from UK wind 
farms as well as certificate-backed renewable electricity 
from the UK.

17% 13% 41% 100% N/A

Commentary
Absolute GHG emissions within our own operations

Year-on-year greenhouse gas emissions within our own operations have reduced by 44.5 per cent - mainly driven by our transition to 100% renewable electricity as well as installing LED 
lights, removing HFC refrigerant gas and installing Refrigerated Integrated Heating and Cooling - supporting our accelerated commitment to be Net Zero by 2035. 
*Carbon absolute greenhouse gas emissions within our own operations in half one of 2021/22 restated from 422,283 tCO2e to 451,018 tCO2e” 

Electricity which comes from renewable sources

100 per cent of electricity is now sourced from renewable sources (combination of energy sourced directly from UK wind farms as well as certificate-backed renewable electricity 
from the UK).

Carbon
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Commitment

Reduce our own-brand plastic packaging by 50 
per cent by 2025, increase recycled content and 
recyclability
Metric Methodology Baseline Results Target

Food - 2018 CY
GM - 2020 CY

2021 H1 2021 CY 2022 H1 2025 CY

Own-brand plastic 
packaging (tonnes)

Sainsbury’s and Argos Plastic tonnage for the calendar half 
year is the sum of Food and GM which are calculated as 
follows: (i) For Sainsbury’s Food and GM, the primary plastic 
packaging weight of each Own Brand SKU is multiplied 
by the sales volumes of that SKU. SKU data is collated and 
updated by third party Valpak. Some of this data uses 
industry averages where specific SKU data is not available. 
(ii) Argos GM tonnage is calculated by multiplying primary 
plastic packaging weight of each Own Brand GM SKU by 
the purchase volumes (for imported products) and sales 
volumes (for domestic products) of that SKU. 85% of the 
data is collated from suppliers using our own systems, 
whilst 15% is based on category averages where the data is 
not available. 

The total Plastic tonnage is the sum of  Sainsburys Food & 
GM plus Argos GM tonnage.

69,839
tonnes

N/A 64,021 
tonnes

28,746 
tonnes

34,920 
tonnes

Commentary

This is a new combined metric for Food and General Merchandise. Food own-brand plastic packaging has decreased 11.8% per cent year-on-year. We did not report on General 
Merchandise at half-year last year so do not have a year-on-year comparison.

Plastic
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Commitment

85% ‘Healthy’ or ‘Better for You’ sales tonnage sold by 2025
Metric Methodology Baseline Results Target

2021/22 FY 2021/22 H1 2021/22 FY 2022/23 H1 2025/26 FY

Healthy and better for 
you sales tonnage as a 
proportion of total sales 
tonnage (%)

Food sales tonnage of healthy and better for you products 
as a percentage of total food sales tonnage in the financial 
half year (exclusive of beers, wines, spirits and baby food). 

Tonnes of food products sold contains some judgements in 
the data around weights of SKUs that are reported or sold in 
units. Healthy and better for you options are defined using 
a nutrition criteria tool, more detail of which can be found 
https://www.about.sainsburys.co.uk/sustainability/plan-
for-better/our-stories/2021/health-categorisation.

82.0% 82.1% 82.0% 81.9% 85%

Commentary

Small reduction versus 2021/22 year-end, with slower progress due to an unwind of customer pandemic cooking behaviour i.e. less scratch cooking using healthier ingredients.

Healthy Diets

Commitment

Reduce food waste by 50 per cent by 2030 
Metric Methodology Baseline Results Target

2019/20 FY 2021/22 H1 2021/22 FY 2022/23 H1 2030/31 FY

Food waste to anaerobic 
digestion (tonnes)

Total food waste tonnage sent to anaerobic digestion in 
the financial half year calculated as total operational food 
surplus i.e. food that is not sold to customers, less any 
food surplus redistributed to both humans and animals. 
Third party data for tonnes redistributed to humans 
through Food Donation Partnerships (FDP) uses sampling.

31,615  
tonnes

13,881 
tonnes

25,483  
tonnes

13,114  
tonnes

15,808 
tonnes

Food waste sent to 
anaerobic digestion as a 
percentage of total tonnes 
handled (%)

Tonnes of food waste sent to anaerobic digestion (AD) 
divided by total tonnes of food product handled (i.e. 
tonnes of food product sold + tonnes of surplus sent to 
other destinations i.e. humans and animals + tonnes of 
food waste sent to AD). Tonnes of food products sold 
contains some judgements in the data around weights of 
SKUs that are reported in units. 

0.666% 0.533% 0.512% 0.532% N/A

Commentary
Food waste to anaerobic digestion 
Food waste sent to anaerobic digestion has reduced by 5.5% year-on-year, mainly driven by a reduction in operational food tonnage, slightly offset by food waste redistributed for humans 
and animal feed. 

Food waste sent to anaerobic digestion as a percentage of total tonnes handled 
Food waste is flat year-on-year when removing the impact of sales volume.

Food Waste
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Commitment

75 per cent of colleagues will tell us they are able to be 
themselves at work through our colleague engagement 
survey
Metric Methodology Baseline Results Target

2021/22 FY 2021/22 H1 2021/22 FY 2022/23 H1 2023/24 FY

Colleagues who say they can be 
themselves at work (%)

The percentage of colleagues who 
feel comfortable being themselves 
at work per the pulse colleague 
survey “We’re Listening Mini”. The 
Survey ran between 24th June and 
2nd July 2022 and was open to all 
colleagues throughout the group.

78% N/A 78% 74% 75%

Commentary

 Reduction is mainly driven by Sainsbury’s retail colleagues.

We are committed to achieving diverse representation 
in leadership positions by 2024
Metric Methodology Baseline Results Target

2020/21 FY 2021/22 H1 2021/22 FY 2022/23 H1 2023/24 FY

Senior leadership positions (top 
230 leaders) held by females/
ethnically diverse/black 
colleagues (%).

The number of senior leaders who 
are Female / Ethnically diverse / 
Black (excluding leavers or any 
contracted agency staff) from the 
top 230 overall number of senior 
leaders, at financial half year end.

Females 37.67% 39.81% 40.1% 43.4% 50%

Ethnically diverse 8.07% 7.58% 8.21% 8.02% 12%

Black 1.35% 1.42% 2.42% 2.83% 3%

Senior management positions 
(top 1200 leaders beneath 
the top 230 senior leadership 
positions) held by females/
ethnically diverse/black 
colleagues (%).

The number of senior managers 
who are female / ethnically diverse 
/ black (excluding leavers or any 
contracted agency staff) from the 
top 1200 leaders beneath the top 
230 senior leadership positions, at 
financial half year end.

Females 35.45% 35.11% 35.7% 38.05% 43%

Ethnically diverse 7.17% 8.58% 8.73% 9.32% 12%

Black 0.73% 1.03% 1.03% 1.02% 3%

Commentary

Strong improvements in our female representation in our senior leadership and management positions. Our ethnically diverse and Black colleague targets are challenging, to help push us 
towards delivery we are applying further improvements to our inclusive recruitment practices and our education and talent acceleration programmes.

Diversity &  
Inclusion


