
Our 20 commitments  
to help us all  
Live Well For Less 
Our progress so far… 



Welcome to our tenth corporate responsibility  
and sustainability review

This year, we’ve changed how we report  
to make it easier for you to access the most 
relevant and up-to-date information. 

Our website has lots more information  
about the subjects covered in this booklet, 
including blogs and comments.

So please consider this just a taster of our 
activities – and to find out more by visiting  
www.j-sainsbury.co.uk/responsibility. 

Cover picture: The Richardson family in Cheshire are  
a fourth generation farming family and have supplied  
fresh milk to Sainsbury’s since 2007 as a member of our 
Dairy Development Group. They are part of a group of  
over 300+ dairy farmers who voted for our unique cost  
of production model, which pays a premium for animal 
welfare and environmental standards. This year they 
worked with us to promote the fair price we pay our 
farmers as part of our Live Well For Less campaign. 

Welcome
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Our five values are underpinned by our  
20 commitments and 100 delivery goals

Our 20x20  
Sustainability Plan

How we’re rated

Leader
Sector leader

Leader
Global sector leader  
for 6th year running 

To be achieved by the 
year 2020 – far enough 
ahead to be genuinely 
visionary and stretching, 
close enough for us to 
need to act now.

Twenty commitments, 
each linked to one  
of our five values, 
providing a clear  
focus to formalise  
our actions. 

Platinum Plus
BITC Corporate 
Responsibility Index, 2012



Sainsbury’s was founded in 1869 by John 
James Sainsbury and his wife Mary Ann.  
It began as a dairy shop, with the promise 
of higher quality milk and butter, at 
affordable prices. At this time product 
adulteration and contamination were 
commonplace, so by taking a different 
approach the Sainsbury’s family built  
a business which has grown to become  
one of the UK’s largest retailers. 

Today we operate over 1,000 stores 
and employ around 150,000 colleagues, 
selling up to 30,000 products, produced 
by over 17,000 farmers and growers,  
2,000 suppliers, and reaching over  
22 million customers a week.

Our values remain integral to our 
business; we aim to help our customers 
Live Well For Less – in many ways 
echoing John and Mary’s original promise 
of ‘Quality Perfect, Prices Lower’ and 
their aim to be an asset to the community.

143 years of corporate  
social opportunity

1869
First store 
opened on 
London’s  
Drury Lane

1914
Began 
recruiting 
women to  
work in stores 
during the  
1st World War

1944
Labels  
on canned 
produce  
were halved  
in size to save 
resources  
and help the 
war effort

1974
Colleagues  
first offered  
a stake in  
the company 
through a 
Savings 
Related  
Share  
Options 
Scheme

Began our 
Active Kids 
programme 
– we have now  
donated over 
£120 million 
worth of 
equipment and 
experiences  
to 49,000 
schools, groups 
and clubs

2004
Began our  
work with the 
Woodland  
Trust – since  
we have 
planted  
1.77 million  
trees 

2005
First retailer  
to introduce 
traffic light 
nutritional 
labelling and 
campaign for 
transparency  
on front  
of pack

Introduced 
customer 
plastic bag 
recycling 
across our 
stores – now 
also available 
with online 
deliveries

Now nearly 26,000 
colleagues participate in 
our Sharesave scheme.

2011
Our Switch The 
Fish campaign 
encouraged 
consumers to 
try new fish 
varieties 
beyond the  
‘big five’ 

Our 1 Million 
Meal Appeal 
became the 
UK’s largest 
charity food 
collection with 
Sainsbury’s 
matching 
customer 
donations  
– totalling  
3.2 million 
meals in 2011 
and 2012

Our 1 Million 
Kids Challenge 
set out to 
encourage 
children to try 
a Paralympic 
sport – with 
over 2.4 million 
participating 
ahead of the 
Paralympics

2012
Achieved  
our zero food 
waste to  
landfill target 
as part of our 
positive waste 
programme 



Introduced  
a range of 
environmentally 
friendly cleaning 
products under 
our own 
Greencare 
brand 

1989
First ever 
carrier bags 
made from 
recycled 
material

1996
Began our 
recycling 
partnership with 
Oxfam – from 
November 2011  
to October 2012 
collected over  
9 million items 
of clothing

One of the  
first retailers  
to sell Fairtrade 
products –  
16 years later  
we are now the 
world’s biggest 
retailer of 
Fairtrade 
products

1986
First 
supermarket  
to offer organic 
– today our  
SO Organic 
brand offers 
over 250 
products

1994
Founding 
partner of 
FareShare 
community 
food donation 
programme

1999
Began our 
partnership  
with Comic 
Relief – 
engaging 
customers  
in one of the  
UK’s most 
successful 
campaigns 

2000
Introduced  
our first  
MSC (Marine 
Stewardship 
Council) 
certified fish 
– the Thames 
Herring 

Introduced  
our Be Good To 
Yourself range 
– now over  
175 products 
adhering  
to strict 
nutritional 
standards

2002
First major 
retailer to 
develop a 
freefrom 
category 
– today offering 
customers with 
allergies and 
intolerances the 
biggest range  
of products 

Our Love  
Your Leftovers 
campaign 
helped 
consumers 
minimise food 
waste and  
save money

First retailer  
to use RSPO 
certified  
palm oil 

2010
First – and still 
the only – food 
retailer to be 
awarded Gold 
accreditation 
by Investors  
in People

2006
Established first 
of our Farmer 
and Grower 
Development 
Groups investing 
in British 
agriculture 
– now in place 
across ten 
product 
categories with 
a membership  
of over 2,500 
farmers 

2007
First major 
supermarket  
to switch  
to selling  
100 per cent 
Fairtrade 
bananas

Established  
our You Can 
employment 
programme  
in partnership 
with Remploy, 
Mencap and 
Job Centre 
Plus – 13,000 
people since 
employed as  
a result 

2008
First UK 
retailer to 
introduce  
1 per cent  
fat milk in our 
own brand

2009
First major 
retailer to stop 
selling eggs  
from caged  
hens – today  
the only major 
retailer to use 
cage-free eggs 
as ingredients  
in all own brand 
products

We are now the largest 
retailer of MSC fish in 
the UK.

Our Carbon Disclosure 
Project score went from 
43 in 2011 to 82 in 2012. 
We were awarded a ‘B’ 
performance rating.

Opened the 
first of our six 
food colleges 
– these have 
now trained 
18,000 
colleagues  
in traditional 
skills, with 
12,200 City  
& Guilds 
certificates 
awarded 

World first  
use of  
geo-exchange 
technology  
to provide 
energy 
efficient 
heating and  
hot water

First retailer  
to change 
labelling 
guidance to 
encourage 
consumers  
to freeze 
products up to 
‘use-by’ dates 
– preventing 
food waste

Our Active Kids 
Get Cooking 
scheme 
promotes 
nutritional 
education and 
skills to help 
establish 
life-long healthy 
habits among 
children aged  
3-11 years 

6 per cent 
absolute 
reduction in 
energy related 
carbon despite 
an increase  
in space of  
25 per cent 
since 2007/08

World’s biggest 
retail user of 
Anaerobic 
Digestion  
(AD) – and 
announced our 
investment in 
Tamar Energy,  
a joint venture 
in AD

Became  
the host of 
Europe’s 
largest 
multi-roof  
solar array

First ever 
Paralympics 
only sponsor, 
and first to 
announce  
our legacy 
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Our 20x20 plan
We have a clear vision: to be the most trusted retailer, 
where people love to work and shop. 

Our goal is to make all our customers’ lives easier every day by offering great  
quality and service at fair prices. Our values are critical to achieving this. Our 
customers trust Sainsbury’s to do the right thing, and expect us to maintain  
high social, ethical and environmental standards. 

Our values are part of what make us different from other supermarkets, so we see  
this as a strength, as well as a responsibility. In recent years we’ve transformed  
our business, and our five values have been integral to our success, drawing from  
our 143 year heritage. 

They are:
1. Best for food and health
2. Sourcing with integrity
3. Respect for our environment
4. Making a positive difference to our community
5. A great place to work

In October last year, we published our 20x20 Sustainability Plan. Our 20x20 
commitments were deliberately stretching, but already, one year on we’re making  
good progress in many areas. In others we have more to do, often working with  
others on issues we cannot tackle alone or where collaboration can allow us to  
achieve more, faster.

We believe our values give us real competitive advantage, and look to differentiate 
on this basis for customers, colleagues, suppliers and stakeholders. 

We know that people want products and services from companies that they can  
trust, and believe that doing the right thing can deliver both value and values  
for all. 

It’s all part of our aim to help people Live Well For Less. 

Justin King
Chief Executive
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Just good business

Our Vision

Our Priorities

Our Promise

Our Goal

To be the most trusted retailer  
where people love to work and shop

Areas of business focus  
(to drive growth) 
1. Great Food
2. Compelling general 

merchandise and clothing
3. Complementary channels 

and services
4. Developing new business
5. Growing space and 

creating property value

Our 5 values 
1. Best for food and health
2. Sourcing with integrity
3. Respect for our 

environment
4. Making a positive 

difference to our 
community

5. A great place to work

Live Well For Less

Justin King
CEO and Chair of the Corporate Responsibility  
and Sustainability (CR&S) Steering Group  
Our CEO chairs the Steering Group which 
manages the corporate responsibility and 
sustainability programme. Each Value is  
also led by a member of our Operating Board, 
with the 20x20 commitments reflected in  
their personal objectives. 

Anna Ford
Non-Executive Director and Chair  
of Board Corporate Responsibility  
and Sustainability (CR&S) Committee
Our Board CR&S Committee, chaired  
by Non-Executive Director Anna Ford,  
provides challenge and oversight  
across the agenda.

Our business 
strategy for growth 
recognises that  
our values make  
us different – they 
are part of our 
identity and integral 
to our success.

Our five values, and the 
20 commitments within 
them, underpin our 
business strategy with 
clear governance in place 
to ensure their delivery. 

Materiality 
In developing our 20x20 plan we 
undertook a detailed auditing and 
materiality process. This encompassed 
listening to our customers, suppliers 
and opinion formers including over 
60 experts in their field. Our aim is to 
make sure we are focused on the most 
relevant issues, and to leverage and 
share knowledge and experience. 

We constantly review our priorities 
and material issues through our CR 
Governance and our Risk Management 
processes. We use benchmarking to  
give us an external perspective on  
our performance, with a focus on the  
Dow Jones Sustainability Index and  
the FTSE4Good Index. 

This year, we were the first company 
to undertake a ‘crowd-sourcing’ review 
of our sustainability strategy working 
with the independent organisation, 
Green Mondays, to solicit the opinions 
and advice of over 200 sustainability 
professionals. As well as an online 
appraisal, the participants engaged 

Justin King, Anna Ford and around  
30 members of Sainsbury’s 20x20 
delivery team in a detailed discussion. 
The event was broadcast live on YouTube 
with results published in The Wisdom 
of the Crowd as well as online. We have 
also established an open forum online 
to support our ongoing approach to 
materiality where stakeholders can 
participate and comment. Please visit 
www.j-sainsbury.co.uk/blog.

Find out more about our CR&S reporting 
and management approach visit  
www.j-sainsbury.co.uk/responsibility/ 
our-approach.

To make all our customers’ lives easier every day  
by offering great quality and service at fair prices
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New fashioned values
In recent times we have seen a deep and sustained 
change in customer needs and expectations, with 
new patterns of consumption and an accompanying 
shift in values. We characterise this change as a 
rediscovery of ‘new fashioned values’ where the 
principles of previous generations are being  
re-purposed for today’s world and becoming 
engrained in everyday life and across all 
demographics. It’s an environment where our 
promise to help customers Live Well For Less  
has ever greater resonance. 

New fashioned values: five trends
Savvy sustainability: Consumers are re-calibrating 
how they spend their household budget to ensure 
they can still feel good about their purchasing 
decisions. They want to be confident about the 
quality, value and integrity of products across all 
price brackets and for this to be part of everyday life.

Values re-evaluated: The credit crunch has not led 
to a values crunch. Those who have less, don’t care 
less. Instead, the downturn has led to a strengthening 
of values, irrespective of income. In straightened 
times, there is higher appreciation of, and higher 
empathy for, those in need.

Act for me: People have greater, more exacting 
expectations of companies. They have more 
questions than ever, and expect companies to  
deal with the difficult questions on their behalf, 
tackling the issues they care about to make their 
lives simpler and easier. They will choose brands  
and organisations who are on their side and that 
they can influence. 

Healthwise: We all aspire to lead healthier, fuller 
lives. People want a lifestyle that is easy, simple  
and rewarding. 

Close to me: As the world and its issues have  
got bigger and more complex, consumers have 
retreated to what is local to them and they feel they 
can control and trust. There is a premium on things 
that directly touch them and the lives of their family, 
friends and community. 

We put customers at the heart of 
everything we do and see a huge 
opportunity in helping them make  
better, more sustainable choices. 

Consumers want  
values to be part of  
their everyday lives.  
Our commitment to MSC 
certified fish extends  
right across our range 
from basics fish fingers  
to Taste the Difference 
Wild Alaskan salmon.

Helping our customers 
live sustainable lives 
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Promoting and rewarding sustainable choices 
Our Nectar loyalty scheme enables us to incentivise 
and reward sustainable choices. So, for example, 
we award points to customers for every carrier bag 
reused, with an 18 per cent increase in the number 
of points earned in this way in 2011. We also have 
an innovative partnership with PruHealth with 
members rewarded for making healthier product 
selections on over 1,500 products. 

Educating and changing attitudes 
In June 2011 we ran our Switch the Fish campaign 
to encourage consumers to try new fish varieties 
beyond the ‘big five’ species – cod, haddock, tuna, 
salmon and prawns. We offered an alternative in 
species to try for free, resulting in an additional 
46 tonnes of alternative fish species being sold 
following the campaign.

We are building on our past success in engaging 
customers on the issues of waste, following up  
our Love Your Leftovers campaign with a practical 
change to freezing guidance – encouraging them to 
freeze up until the use-by date – and a suggestion  
to Love Our Uglies, in response to the negative 
impact on product appearance caused by this  
year’s unseasonal weather.

Through our Sainsbury’s Energy business we are 
working to promote sustainable energy choices  
to both customers and colleagues as ways to  
save energy and money. 

“I love the responsibly sourced 
products – even on basics  
salmon and fish fingers it  
has your responsibly sourced 
label. Whereas in a lot of places 
you have to compromise on  
your morals to afford sustainable 
products, in Sainsbury’s you don’t.”
Customer, Merton store

In 2011/12 our customers 
voted us joint first among 
supermarkets for taking 
social and environmental 
responsibilities seriously.

Find out more about how we help our customers  
to live sustainable and healthier lives at  
www.j-sainsbury.co.uk/responsibility
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1   We’ll continue to reduce salt, 
saturated fat, fat and sugar  
in our own brand products  
and we will lead on providing  
clear nutritional information, 
enabling our customers to  
make informed choices.

2  We’ll double the sales of lighter 
alcohol wine and reduce the 
average alcohol content (ABV)  
of own brand wine and beer.

Last year we outlined 
20 commitments to  
be achieved by 2020. 
They provide a clear 
focus and formalise  
our activities under 
each of our five values.

3  We’ll source all of our key raw 
materials and commodities 
sustainably to an independent 
standard.

4 Our own brand products won’t 
contribute to global deforestation.

5 All the fish we sell will be 
independently certified as 
sustainable and we’ll strengthen  
our position as the leading retailer 
for sustainable seafood.

6  Our sales of fairly traded products 
will hit £1 billion.

7  We’ll double the amount of  
British food we sell. 

8  All our meat, poultry, eggs, game and 
dairy products will be sourced from 
suppliers who adhere to independent 
higher welfare standards.

9   Our suppliers will also be leaders  
in meeting or exceeding our social  
and environmental standards.

By 2020 we will
have achieved the following

Sourcing  
with  
integrity

Best  
for food  
and health
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17  We’ll create 50,000 new job 
opportunities in the UK and  
at least half of our colleagues  
will have received externally 
accredited training.

18  20,000 of our colleagues  
will have reached 20 years  
of service at Sainsbury’s.

19  We’ll increase the number of  
colleagues with shares in our 
business by 25 per cent.

20  We’ll have provided 30,000  
people from disadvantaged  
groups with work opportunities.

10   We’ll put all waste to  
positive use.

11   We’ll make sure that our own  
packaging has been reduced  
by a half compared to 2005.

12   We’ll have reduced our   
operational carbon emissions  
by 30 per cent absolute and  
65 per cent relative, compared 
with 2005.

13   Through robust water  
stewardship, we’ll ensure  
that our supply chain approach 
is sustainable in areas of water 
vulnerability.

14   We’ll have worked with our  
own brand suppliers to reduce 
carbon emissions across all  
of our own brand products by  
50 per cent relative.

15   We’ll have encouraged over  
20 million children to enjoy  
physical activity in the decade.

16   We’ll have donated over  
£400 million to charitable  
causes in the decade.

Respect  
for our  
environment

Making a positive 
difference to  
our community

A great  
place  
to work
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Achieving our 20x20 Sustainability Plan 
Sourcing  
with 
integrity
Sourcing is our area of greatest 
challenge – and greatest opportunity. 
The strain on global resources 
requires new business models to build 
resilient, sustainable supply chains. 
Consumers are more engaged than 
ever in the integrity of the products 
they buy. We are expanding our work 
with British and international farmers 
and growers, making significant 
investments to increase technical 
skills and capacity both internally  
and within our supplier base. 

Progress so far

Raw materials
—Top30rawmaterialsidentifiedandsourcingplans

beingreviewed
—>50ownbrandproductsnowmadewithphysically

certifiedpalmoil

No deforestation
—93%ofwoodusedforSainsbury’sproductsmade

fromFSCorrecycledsourcesin2011
—100%ownbrandtissueandbakingpaperconverted

to100%FSCpaper
—1.77mtreesplantedwiththeWoodlandTrustsince

2004

Sustainable fish
—LargestretailerofMSCcertifiedseafoodfor3rdyear

runningwithsalesof£81m
—120+fishproductsnowMarineStewardshipCouncil

(MSC)certified
—Allownbrandcannedtunaispoleandlinecaught

Fairly traded
—22%ofallUKFairtradesalesandworld’slargest

Fairtraderetailer
—£288minFairtradesales,up5%onlastyear

British
—>2,500Britishfarmersin10dedicated

DevelopmentGroups
—£1magriculturalresearchanddevelopment

grantintroduced
—UniqueCostofProductionpricemodelvotedfor

by300+farmersinourDairyDevelopmentGroup;
—PremiumpaidtoourPorkDevelopmentGroup,

toreflectrisingfeedcosts
—LargestretailerofBritishapplesandpearsfor

the4thconsecutiveyear
—DoubledthesizeofourBritishasparagusmarket

since2007

Animal welfare
—Leadingretailerofcage-freefresheggsandfirst

majorretailertousecage-freeeggsasingredients
inallownbrandproducts

—LeadingretailerofFreedomFoodproductswith
salesof£380m

—IntroducedNorfolkBlackChicken–freerangeand
slowgrown

—PigConceptfarmfree-farrowingsystemthefirst
commercialtrialofitskindonthisscaleinEurope
–recognisedbyCompassioninWorldFarming


Supplier standards
—10FarmerDevelopmentGroupsacrosskey

agriculturalcategories
—>£40minvestedinDevelopmentGroupssince2006

withfarmersalsobenefittingfrom>£21msavings
—>50suppliersinKenyaandSouthAfricaengaged

viaround-tablesessions

Awards
—‘RetaileroftheYear’–RSPCAGoodBusinessAwards
—‘EngagementAward’–RSPCAGoodBusinessAwards
—‘Leadership&InnovationinRetail’Award–

CompassioninWorldFarming
—‘PoultryFarmeroftheYear’–FarmersWeekly
—‘PigFarmeroftheYear’–FarmersWeekly

Best  
for food  
and health
 Health is now a mainstream 
consumer issue, although people are 
often seeking ‘healthier’ rather than 
‘healthiest’ options. Part of our Live 
Well For Less consumer promise is 
to make healthier living cheaper and 
easier. We are investing in providing 
simple, cost and time-effective 
solutions that are still rewarding  
and satisfying.
 
Progress so far
Healthier baskets
—c40%oftotalfruitandvegsalesthroughpromotion
—Continueproductre-formulationtoreducesalt,

fatsandsugarinownbrandproducts
—175productsinBe Good To Yourselfrangewith

strictnutritionalstandards,includingnewand
improved<400caloriemeals

—Largestrangeoffreefromproductshelping
customerswithallergiesandintolerances

—MultipleTrafficLightnutritionallabellingacross
over9,000productshelpingcustomersmake
informedchoices

—31mrecipecardsgivingconsumerstipsforeasy,
nutritiousfamilymeals

—SignedallPublicHealthResponsibilityDealfood
pledges,includingsaltandcaloriereduction

—ImplementedtheResponsibilityDealhealthier
staffrestaurantspledgeacrossallfacilities

Alcohol
—Newresponsibledrinkingpointofsalefocused

ontheunitsinalcoholicdrinks
—14%increaseinsalesoflighteralcoholwines
—SignedallPublicHealthResponsibilityDealalcohol

pledgesaimedatretailers

Awards
—WellnessAward–IGDFoodIndustryAwards
—‘OwnLabelRangeoftheYear’–GrocerGold
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Respect  
for our  
environment

A great  
place  
to work

Shopping habits and our business 
practices need to change. It’s 
not enough to simply reduce our 
environmental impact; we must 
actively restore biodiversity, natural 
resources and the habitats on which 
we depend. We are using technology 
to ensure the environmental 
credentials of our stores and investing 
in ‘green’ engineering skills. We 
engage customers and colleagues in 
sustainable living, food waste and 
recycling under Live Well For Less.  
 
Progress so far 
Positive waste
  —  Zero food waste to landfill achieved throughout  

our operations
  —  Largest retail user of anaerobic digestion  

technology (AD) 
  —  Investing in comprehensive customer  

recycling facilities

Packaging
  —  6.4% packaging removed from own brand products 

in 2011/12
  —  Helping customers reduce food waste via amended 

‘display until’ and ‘freeze by’ labelling 
  —  >2m Nectar points awarded to reward reuse  

of shopping bags

Operational carbon
  —  6% reduction in absolute energy related carbon 

since 2007/08 (despite 25% increase in space)
  —  82 in Carbon Disclosure Project (up from 43) with  

‘B’ rating
  —  Host of largest multi-roof solar array in Europe; 

16MW of solar panels 
  —  First company to use geo-exchange technology  

as an alternative energy source

Supplier carbon
  —  New supplier sustainability scorecard encouraging 

sustainable growth 
  —  £2m investment in Tamar Energy JV; 100MW  

of green power capacity over five years

Water
  —  10% relative reduction in water consumption  

(45% relative reduction vs 2005/06)
  —  Part of UK Water Stewardship Group and partner  

in IMARISHA project, Naivasha, Kenya

Awards
  —  ‘Carbon’ and ‘Energy’ Awards – Guardian  

Sustainable Business
  —  ‘National Retailer of the Year’ – Retail Cooling 

Industry Awards 
  —  ‘Sustainable Business of the Year’ – Environment  

& Energy Awards

How we treat our employees is the 
number one priority for consumers in 
judging our corporate responsibility. 
We also know that being a great place 
to work drives service and sales. As 
well as creating jobs and skills for 
people, we’re committed to providing 
a workplace where all kinds of people 
have the opportunity to thrive.  
 
Progress so far

Jobs and skills
  —  >2,500 new jobs created this year 
  —  >21,000 colleagues trained in our food (& bakery) 

colleges, with 15,400 City & Guilds certificates 
awarded since 2009

  —  >47,000 colleagues between the age of 16-24 
currently employed 

  —  Doubled our Trainee Manager scheme to  
150 places vs 2011

Commitment and engagement
  —  4 percentage points increase in colleague 

engagement year-on-year as measured in  
Talkback, our annual colleague survey

  —  Well established colleague council system with  
new National Youth Forum created for colleagues 
under 25 

Long service
  —  >13,000 colleagues with >20 years employment 

including >90 with 40 years or more
  —  Turnover rate is at a record low

Sharing success
  —  Basic rate of pay ahead of the National Minimum 

Wage, and also provide a wide range of additional 
benefits such as bonus and colleague discount 

  —  126,000 colleagues shared a bonus of >£60m this year 
– with >£300m paid in bonuses over the last five years

  —  >11,000 colleagues shared £26.5m pay-out in savings 
and profit through our two Sharesave schemes

  —  19,500 colleagues participated in this year’s  
Save as You Earn offer, over 28,000 in total

Disadvantaged groups
  —  13,000 people employed via our You Can work trial 

scheme partnership with Remploy, Mencap and Job 
Centre Plus since 2008

  —  New Diversity Champion programme trained all 
our store managers in needs of customers and 
colleagues with disabilities 

  —  One of few companies to adopt a Carers Policy,  
as part of our partnership with Carers UK

  —  Youth Can programme established promoting 
employment

Awards
  —  Gold accreditation – Investors in People
  —  Best All-Employee Share Plan Comms  

– Employee Ownership Centre

Making a positive  
difference to  
our community
We’ve a strong local focus, within a 
clear national framework. We aim to 
engage our 150,000 colleagues and 
22m customers across our 1,000+ 
stores. Customers and colleagues 
are more interested than ever in 
community issues with record levels 
donated through both Sport Relief  
and our Million Meals Appeal.  

Progress so far 

Community investment
  —  £25.4m contribution via Local Community Partner 

programme to >1,000 local and national groups 
  —  £21.2m raised by colleagues, customers and 

suppliers
  —  >7,000 days volunteered by colleagues
  —  >3.2m meals donated in our FareShare Million Meal 

Appeal (customer donations matched by Sainsbury’s) 
– the UK’s biggest single-charity food drive

  —  Further six years support to Comic Relief announced 
– will see >£100m raised by Sainsbury’s colleagues 
and customers 

  —  £3.7m raised for the Royal British Legion by 
Sainsbury’s customers and colleagues in 2011  
– one of biggest supporters for over 18 years

Active youth
  —  £10m pledged to School Games over next 3 years
  —  £123m worth of Active Kids equipment donated  

since 2005
  —  >2.4m children participated in our 1 Million Kids 

challenge
  —  First ever Paralympics-only sponsor 
  —  £1m Paralympic legacy plan – Active Kids for All 

– to include 500,000 children with disabilities in 
mainstream school sports

  —  British Paralympic Association sponsorship extended 
to 2016

Awards
  —  ‘Community Mark’ status – Business in the Community 
  —  ‘Business of the Year’ – Business Charity Awards
  —  ‘Enhancing Livelihoods’ Award’ – IGD Food  

Industry Awards 
 



Our Active Kids Get 
Cooking was started 
in 2012 and promotes 
nutritional education  
and skills to help 
establish life-long healthy 
habits among children 
aged 3-11 years old.

Best  
for food  
and health

We are first and foremost  
a grocer, helping to feed 
the nation. By ensuring  
we are the Best for food 
and health we can play  
our part in helping our 
customers live healthier 
lives. It’s a key part of  
our Live Well For Less 
promise. This means 
inspiring them to make 
healthier choices, 
providing cheap and  
easy options and clear 
information and education 
across the many complex 
public health challenges.

Our strategic approach
We have made it our mission to make 
healthy choices easy for our customers. 
Our multi-strand health strategy involves 
providing services, as well as products 
and promotions, to help our customers 
and colleagues live healthier lives, often 
in conjunction with health and nutrition 
organisations and other partners.

Healthier choices
We actively promote fruit and vegetables  
in store – using special offers, new formats 
and recipe ideas to inspire and encourage 
all our customers to incorporate them into 
their diet. We use clear and straightforward 
labelling to help them make informed 
choices and were the first UK retailer to 
apply front of pack Multiple Traffic Light 
(MTL) labelling in 2005. We now have MTLs 
on over 9,000 of our own label products 
and also give this information on each of 
the thousands of recipes distributed via  
Tip Cards and our best selling Sainsbury’s 
magazine. We are reformulating our own 
label products to make them healthier  
with over 100 product developers and 
technologists working towards this goal. 
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Action on allergies 
We were the first major retailer to 
introduce freefrom products and  
offer more freefrom products than  
any of our competitors. In October 2011, 
we introduced six new products, including 
family favourites fish fingers, developed to 
strict standards. In 2011 we launched our 
Allergen Technical Management Academy 
to help suppliers and Sainsbury’s product 
technologists assess manufacturing 
environments for allergy control. We 
sponsor the London Allergy Academy at 
King’s College, which provides high-quality 
education for health care professionals 
who look after allergy patients. 

Alcohol awareness  
In 2012, we partnered in a campaign  
to help customers understand the 
importance of responsible drinking 
alongside Diageo, Heineken and 
Drinkaware. This included in store 
sampling of lighter alcohol wines, as  
well as help to better judge the units  
and associated calories. We were the  
first retailer to display in store point  
of sale notices approved by the 
Department of Health and Drinkaware.  

“The well-recognised  
gap in allergy education 
for health professionals 
has a direct impact on 
patients. The support 
Sainsbury’s offers the 
Allergy Academy is hugely 
important in supplying 
high-quality education 
to medics dealing with 
allergic patients.” 
Dr Adam T Fox MA (Hons), MSc, 
MB, BS, DCH, FRCPCH, FHEA, 
Dip., Allergy Consultant & Hon 
Senior Lecturer in Paediatric 
Allergy, Guy’s & St Thomas’ 
Hospitals NHS Foundation Trust

Customer and 
colleague health 
Health services 
We aim to be a leading provider  
of health services and have trained 
nearly 300 of our in store pharmacists 
as Healthy Eating Advisors. This 
unique programme enables them  
to advise customers on the best  
diets to manage weight, pregnancy, 
weaning and the benefits of following 
a healthy diet.

Between April and September 2012, 
Sainsbury’s pharmacists offered  
106,977 consultants compared to  
69,951 in the same period last year,  
a fantastic improvement driven mainly 
by cholesterol tests, wellness checks 
and MURs (medicine use reviews).

Colleague health and wellbeing 
In February 2012, we launched a website 
for colleagues – Mysainsburys.co.uk  
– including a section specifically  
about health and wellbeing including  
a calendar of events delivered by our 
occupational health and wellbeing 
partners. So far, 26,500 colleagues 
have registered. All our colleague 
restaurants implemented the 
Government’s Public Health 
Responsibility Deal healthier  
staff restaurants pledge. 

Find out more about our work  
on Best for food and health at  
www.j-sainsbury.co.uk/health

We have redesigned 
our labelling to 
significantly increase 
the visibility of the 
alcohol content.
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100%
of our fresh British pork is 
sourced from Sainsbury’s 
Pork Development Group.

In September 2012 we 
introduced a new breed  
of free range, slow 
growing Norfolk Black 
Chicken. The birds are 
free to roam outdoors 
amongst trees and 
hedges. In development 
for over three years,  
it’s one of the most 
exciting innovations  
in recent years.

Sourcing  
with  
integrity

We are our customers’ 
agent in the purchasing 
process. There was a time, 
long ago, when customers 
would have bought direct 
from the producer. Today 
they rely on us to fulfil 
that role. By Sourcing with 
integrity, we act on their 
behalf providing great 
products at fair prices,  
in a way that’s also  
better for animals, farmers, 
growers and our suppliers.

Our strategic approach 
In a world where resources are scarce, 
and with over 30,000 products to source 
for our stores, our challenge is to ensure 
we address the social and environmental 
impacts in the supply chain, so everything 
we sell is sustainable. This means reducing 
our impact but also working towards 
restoring biodiversity, natural resources 
and the habitats we all depend on, and 
raising social standards. 

Our global sourcing strategy is built on our 
strong heritage of developing long-term 
relationships with our suppliers, farmers 
and growers. We form partnerships with 
our suppliers, going beyond compliance, 
to help them consider the economic, 
environmental and social impacts of their 
activities. It’s about co-creating solutions, 
and encouraging and incentivising 
innovation throughout our supply chain. 
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In 2012 we published Our future  
with fish report, produced by  
the Future Foundation, which  
was a major new study into fish  
consumption and attitudes in the UK. 
www.j-sainsbury.co.uk/ourfuturewithfish

Mark Gorton (pictured) 
and David Garner of 
Traditional Norfolk 
Poultry farm were 
named Poultry Farmer 
of the Year 2012 at the 
Farmers Weekly awards. 
The farmers behind 
the exclusive Taste the 
Difference free-range 
Norfolk Black Turkey 
and most recently the 
Norfolk Black Chicken.

Partnership 
with the 
Woodland 
Trust
In 2012, we sponsored the 
Woodland Trust’s Jubilee 
Woods Project aiming to 
raise £1.5 million and planting 
one million trees with a 
dedicated Sainsbury’s Wood 
in Leicestershire. This adds to 
our partnership that started 
in 2004 with the introduction 
of our Woodland Eggs. 
Sainsbury’s sells 280 million 
Woodland Eggs each year  
and since 2004. We have 
planted 1.77 million trees 
within the Woodland Trust.

2012
We are the largest 
retailer of Marine 
Stewardship Council 
(MSC) certified 
sustainable fish in  
the UK for the third 
year running with 
sales of £81 million.

Our investment 
During 2012 we have been working with 
a range of partners to develop effective 
tools to help us measure and manage 
our performance and progress towards 
meeting our commitments. This includes 
new technology to help us track and refer 
back historically, to changes in land use 
biodiversity and investment in IT systems 
and processes. 

Free farrowing
On our Pig Concept farm, the free 
farrowing system is the first commercial 
trial of its kind on this scale in Europe 
and has been awarded the Leadership 
and Innovation in Retail Award from 
Compassion in World Farming. Since 
2009, we have been working to create a 
farm that has a totally new, revolutionary 
way of working to trial new ideas that 
combine sustainability and improved 
animal welfare.  

We plan to roll out the 
free-farrowing system 
across our British fresh 
pork producers if the 
results of the trial are 
successful.

Find out more about our work  
on Sourcing with integrity at 
www.j-sainsbury.co.uk/sourcing

“ In taking on this project, 
Sainsbury’s is leading the industry 
by acknowledging welfare of 
farrowing sows in current indoor 
systems could be improved. This 
is a true example of leadership’’ 
David Mann, Bristol University  
and panel judge, Retail Award,  
Compassion in World Farming
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We sell over 1,900 British products in our 
own brand range and aim to double the 
amount of British food we sell by 2020. 
This is a mammoth task, requiring us to 
promote British products to customers, 
extend our ranges and the seasons of 
British products, as well as identify new 
British products to grow and sell. 

Developing British farming
Our ten dedicated Development Groups 
involve over 2,500 British farmers and 
growers, and currently covers beef, lamb, 
pork, veal, eggs, chicken, milk, cheese, 
wheat and produce. The key areas of 
focus are animal health and welfare, 
business improvement, environment and 
energy as well as collaborative working. 

This has enabled farmers and growers  
to share best practice and improve  
their practices. In September 2012,  
we announced a £1 million agricultural 
research and development grant  
to encourage farmers, and other 
organisations associated with our 
Development Groups, to identify 
projects to help double the amount  
of British food we sell by 2020. 

Dairy goodness
Our pioneering Dairy Development  
Group (SDDG) was set up in 2006 to  
help Sainsbury’s dairy farmers to  
improve efficiency and animal health and 
welfare, and reduce their impact on the 
environment. Since the start of SDDG, our 
dairy farmers have saved over £10 million, 
whilst we have invested over £30 million  
in developing these relationships. 

On 1 May 2012, following a vote by  
the farmers, we introduced a unique  
Cost of Production (COP) model to  
reward SDDG farmers for animal  
welfare and environmental standards. 
This was developed by independent 
consultants to suit all farm types and 
sizes, and ensure their sustainability  
and profitability in the long-term. 

One of the unique elements of the COP 
is the quarterly review of the key input 
costs for our farmers – feed, fuel and 
fertiliser. It means the price we pay to 
our farmers changes to reflect these 
variable costs, ensuring a fair deal for 
all the farmers involved. This is the most 
robust milk price model in the industry 
and has protected our farmers from the 
increasing volatility of market prices. 

All the milk we sell in Scotland, Wales, 
Northern Ireland and the West Country  
is sourced locally from those regions. 

Developing strong, long-term 
partnerships with British farmers  
and growers is key to sustainable  
and secure supply chains. 

Sourcing with integrity

Best of British
Hugh Darbishire  
is a lamb farmer in 
Warwickshire and  
is part of our Lamb 
Development  
Group.
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4th
consecutive year  
as largest retailer 
of British apples 

and pears in  
the UK.

Loving ugly fruit & veg
Due to unseasonal weather in 2012, many 
of Britain’s farmers and growers were 
left with bumper crops of blemished and 
smaller ‘ugly’ fruit and vegetables. We 
decided to radically change our approach 
to buying British fruit and vegetables 
by using all fruit and veg that meet 
regulations and standards. We’ve also 
encouraged customers to appreciate 
that sometimes beauty is only skin deep, 
pointing out that by taking a little longer 
preparing food we can all minimise waste, 
support British farmers and champion 
British fruit and vegetables. 

£1m
agricultural research  
and development grant  
for our Development 
Group farmers and 
growers. 

CAGE
FREE
In 2012 we became the 
first major retailer to  
use only cage-free eggs  
in our ingredients. 64

varieties of  
British apples  

and pears.

Our Concept 
Apple Orchards 
have helped us 

to increase yields 
from 20 tonnes  
per hectare to  
60 tonnes per 

hectare.

 

“ Sainsbury’s ‘cost of production’  
payment model provides sustainability 
for our farm and allows us to plan  
ahead and invest for the future.”

 James Richardson, dairy farmer

Find out more about our work  
on Sourcing with integrity at 
www.j-sainsbury.co.uk/sourcing



16

We have installed  
69,500 solar panels  
on 169 stores (16 MW)  
– generating enough  
power for 4,100 homes.  
This significant 
investment means 
Sainsbury’s now hosts  
the largest multi-roof 
solar array in the UK  
and Europe.

Respect  
for our 
environment

The scale of our business 
means we can make a 
massive difference by 
ensuring we act with 
Respect for our 
environment. We aim  
to be the UK’s greenest 
grocer, appreciating the 
role we can play in helping 
to address climate change 
and conserve resources, by 
reducing our impact – both 
directly and by engaging 
others throughout our 
supply chain. 

Our strategic approach 
We’ve made some good progress over 
a number of years in reducing the 
environmental impact of our operations, 
improving our products and engaging 
our customers. Given our ambitious plans 
for growth we also recognise the need to 
‘decouple’ wherever possible, measuring 
our progress against absolute rather 
than relative targets, and to look beyond 
impact reduction. Our climate change 
strategy aims to manage the issues  
‘end-to-end’, considering not only our 
own environmental performance, but also 
that of our supply chain, and considering 
how we can help our customers make 
more sustainable choices. 

Our new energy efficient store  
in King’s Lynn 
Opened in November 2012, it uses a number 
of new technologies and brings together 
many of our environmental innovations. 
Each new store changes the way we design, 
build, operate and maintain our buildings 
across our 1,000+ store estate.
–  40 per cent energy comes from 

renewable generated on-site, with 
ground source heat pumps providing  
all the heat.

–  30 per cent less heat because of 
natural wood insulation.

–  1,000 solar panels generating 5 per cent 
of electricity.

–  Water consumption reduced by  
50 per cent because of rainwater 
harvesting and water saving measures.
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30%
of our Crayford store’s 
energy comes from 
an on-site renewable 
source.

6% 
absolute energy 
related carbon 
reduction since 
2007/08, whilst 
increasing space 
by 25 per cent.

45%
relative reduction 
in our water use 
compared to 2005/06.

140
existing stores 
switched over 
to natural CO2 
refrigerant.

Investing in green skills  
and technologies
Through our energy and carbon reduction 
programme we have achieved a 3.7 per cent 
absolute reduction in emissions from 
direct and indirect sources (scopes 1 and 
2) from 2010/11 to 2011/12, as stated in the 
Carbon Disclosure Project. We exceeded 
our previous target by delivering a 31 per 
cent relative reduction in energy related 
carbon in our main supermarkets (target 
of 25 per cent) by 2012 versus a 05/06 
baseline and we are on track to achieve 
our 20x20 target of 65 per cent relative 
reduction in our carbon, compared with 
2005. This has been achieved through 
the delivery of our energy efficiency and 
carbon reduction programmes, investment 
in new technologies and training nearly 
200 engineers in green skills.

Cool move 
We were the first UK retailer to commit 
to voluntarily phasing out harmful HFC 
refrigerants and are on track to switch 
250 stores to natural CO2 refrigerant by 
2014. 140 existing stores have already 
been switched over as part of our 
conversion programme.

Sun trap 
We have installed 69,500 new solar 
panels on 169 stores (16 MW) – generating 
enough power for 4,100 homes. This 
significant investment means Sainsbury’s 
now hosts the largest multi-roof solar 
array in the UK and Europe. 

Grounded approach 
We were the world’s-first user of  
geo-exchange technology, developed  
by Greenfield Energy tapping renewable 
energy from deep underground to 
provide energy efficient heating and  
hot water. Our Crayford store generates 
30 per cent of its energy from an  
on-site renewable source, and we have 
installed ground source heat pumps at 
eight stores. We are continuing to pursue 
opportunities to install a further 100,  
by the end of 2020.

Supplier carbon emissions 
Our carbon footprinting tool, developed 
in partnership with AB Sustain, has 
the potential to reduce a farm’s annual 
energy costs and carbon emissions by  
10 per cent. It is the only tool to achieve 
the exacting PA2020 standard, the 
highest tier of accreditation given by the 
Carbon Trust. We have saved 48,000 
tonnes of carbon since 2007 through  
our Farmer Development Groups. 

Water
We have been implementing a number  
of measures to reduce water consumption 
in our new and refurbished stores including 
rainwater harvesting. We are currently 
running at a 45 per cent relative reduction 
in our water use compared to 2005/06 
and we aim to achieve a very challenging 
target of 50 per cent by the end of the 
financial year 2012/13. We are also 
working with HRH Prince Charles’s 
International Sustainability unit on the 
Lake Navaisha Imarisha project in Kenya.
 

Find more about our work on  
Respect for our environment at 
www.j-sainsbury.co.uk/environment

We currently have  
over 150 bee hotels in 
suitable stores across our 
estate. The ‘bee hotels’ 
are made from sustainably 
sourced timber and 
recycled materials.
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Through the use of the ISO 14001 
Environmental management system  
we’re reducing and reusing operational 
waste in our distribution centres and 
continue to try to help our customers  
to reduce their household food waste  
and recycle non-food materials.

Reducing and redesigning 
In 2011/12 we have further reduced our 
own brand packaging by 6.4 per cent. 
This brings our progress to 23.4 per cent 
reduction versus 2005. Our 2010 Love 
Your Leftovers campaign engaged 
customers in reducing food waste 
through tips and recipe ideas. This year 
we have been working with WRAP to 
simplify date codes and improve freezing 
guidance across hundreds of products 
helping customers and our stores to 
waste less. 

Reusing waste for power 
We are the UK’s largest retail user 
of anaerobic digestion (AD), creating 
enough energy to power 2,500 homes. 
In 2012 we announced our investment in 
Tamar Energy, a new company which aims 
to build a UK network of 44 anaerobic 
digestion plants, capable of producing 
100 MW of energy. Tamar will also help  
us engage our suppliers, reducing waste 
in our wider supply chain. 

Food redistribution
Through our partnerships with charities 
like FareShare and FoodCycle we donate 
surplus food to local community groups. 
We’ve been working with FareShare for 
18 years and last year created the Million 
Meal Appeal to engage customers in 
donating food essentials to charities  
with every item matched by Sainsbury’s. 
The Appeal is now the UK’s largest single 
charity food collection. So far over  
3.2 Million Meals have been donated  
to FareShare over 3 days of campaigning 
in 2011 and 2012.

We donate surplus food to 
charity where appropriate 
through our partnership 
with FareShare. The 
remainder is recycled into 
animal feed or used to 
create renewable energy 
as part of our zero waste 
to landfill approach.

7.2m
According to WRAP 
Britons throw away 
7.2 million tonnes  
of household waste 
each year. Around  
4.4 million tonnes of 
this is food that could 
have been eaten.

21m
Over 21 million 
batteries were 
recycled in 2011/12, 
equating to 53 per cent  
of all the batteries  
we sold in that time.

Closing the loop
We aim to put all waste to positive use, 
reducing it as much as possible as well  
as finding opportunities to re-use it. 

Respect for our environment
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23.4% 
reduction in own 
brand packaging since 
2005. We reduced  
6.4 per cent in 2011/12.

Zero
waste to landfill 
across our 
convenience  
‘Local’ stores.

One stop recycling shop 
As part of our commitment to help 
customers reduce their household  
waste and recycle more, we aim to offer  
a convenient, one stop recycling shop.  
We have partnered with Oxfam for  
16 years and from November 2011 to 
October 2012, we’ve collected over nine 
million items of clothing and almost  
1.8 million books and other media items 
including CDs and DVDs. We were the 
UK’s first retailer to offer battery  
recycling facilities to customers’ in  
every store and over 21 million batteries 
were recycled in 2011/12, equating to  
53 per cent of all the batteries we sold  
in that time. 

In September 2012 we introduce a new 
recycling system that aims to enhance 
recycling rates, offer a more aesthetically 
pleasing and customer friendly facility, 
and reduce local authority costs. It is 
being delivered through our partnership 
with Palm Recycling, Oxfam and Valpak.

The new facilities comprise standardised 
recycling containers for mixed paper and 
card, mixed glass, mixed plastics, mixed 
cans, textiles and small waste electrical 
and electronic equipment (WEEE). The 
containers will also carry the familiar 
Recycle Now logo and colour coding to help 
customers select the correct container. 
Currently the new facilities are in over  
20 supermarkets in Greater London.

“ This initiative will 
improve the recycling 
experience for many of 
Sainsbury’s customers, 
enabling them to  
recycle a wider range  
of materials at many  
of its stores. We are 
encouraged by the 
approach Sainsbury’s  
is taking in seeking to 
work in co-operation  
with local authorities in 
making these changes.”

 Marcus Gover, WRAP Director

As part of our recycling 
partnership with Oxfam – 
from Nov 2011 to Oct 2012 
we’ve collected over  
9 million items of clothing 
and around 1.8 million 
books and other media 
items (CDs,DVDs).

Find out more about our work on  
Respect for our environment at 
www.j-sainsbury.co.uk/environment
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Ellie Simmonds, MBE 
and David Beckham, 
OBE are our Active Kids 
Ambassadors, helping 
us promote sport and 
activity to young people 
across the UK.

Making a 
positive 
difference  
to our 
community

Sainsbury’s is both a 
national and a very local 
business. Each of our 
1,000+ stores is part of a 
local community. Making  
a positive difference to our 
community is fundamental 
to how we are perceived 
by our 22 million customers, 
our 150,000 colleagues 
and the communities that 
we serve. 

This is about much more 
than cash donations. It’s 
also about getting involved 
and being a good neighbour, 
both locally and nationally.

Our strategic approach
We have a strong local focus, within  
a clear national framework. We aim to 
engage our customers, colleagues and 
stores in everything we do. We believe 
that by tapping into the energies and 
interests of our people, across the UK,  
we can deliver big benefits without  
losing the human touch. 

Our Local Charity of the Year and 
Local Heroes schemes help our stores, 
colleagues and customers support  
causes relevant to them and the 
areas they live and work in. This is 
supplemented by a series of national, 
long-standing, strategic partnerships 
and programmes, which also aim to 
leverage both customer and colleague 
engagement including Comic Relief, 
Active Kids and our FareShare Million 
Meal Appeal. 
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Building momentum for change
From day one we wanted to be an active 
not passive sponsor of the Paralympics, 
and embed it into everything we did. Our 
Paralympic plan fell into three phases – 
engaging our colleagues; engaging the 
communities we serve (through Active 
Kids and the Million Kids Challenge) 
as well as our customers, particularly 
families with younger children. 

Ahead of the Games we built on our 
long-standing Active Kids programme 
(which has promoted activity in schools 
and clubs since 2005). Our Million Kids 
Challenge encouraged children to try a 
Paralympic sport, with around 2.4 million 
kids from over 8,000 schools, clubs 
and organisations across the country 
eventually taking part. In store we raised 
awareness of the Games with colleagues 
and customers, offering 18,000 people 
the chance to attend the Games as well 
as arranging hundreds of events and 
activities to build and sustain excitement 
about the Paralympics.

Now we’re focused on continuing that 
momentum. In the weeks immediately 
following the event we announced the 
creation of Active Kids for All – our 
Paralympic Games legacy plan. Launched 
by Ellie Simmonds MBE, Sainsbury’s 
Active Kids Ambassador, this £1 million 
commitment will help ensure that the  
half a million children with disabilities 
being educated in mainstream schools 
are included in sports classes. 

Connecting in communities
We firmly believe that our stores can  
be a hub of the community, with active  
and connected colleagues. Every year, 
every store elects a Local Charity Partner  
to work with and fundraise for, raising  
£1.7 million for around 1,000 charities last 
year. We also encourage our colleagues  
to follow their community interests –  
our Local Heroes funds provide matched 
funding to recognise and incentivise  
their efforts. Additionally every store  
has a local donations budget and is able  
to apply for Community Grants allowing 
them to make a positive difference to the 
charities and causes in their surrounding 
area. In 2012 Sainsbury’s supported  
The Scouts Association’s re-launch of 
‘bob-a-job’ week – Scout Community Week. 

In 2011 we seconded four senior managers 
to operate as ‘Business Connectors’ as 
part of the Business in the Community 

programme. They operate as ‘local 
brokers’, using their skills from 
Sainsbury’s to bring together business 
and the voluntary sector – for example 
Kay Horne, our connector in Tottenham, 
who has made significant contributions 
during her secondment to the area. She 
has led the High Street Fund, helping 
distribute £600,000 in grants to local 
shops to support the regeneration of  
the area and helped set up a Boxing 
Academy, an alternative education 
pathway for young students, by securing 
support from local businesses. This 
included £8,000 from Sainsbury’s  
riots damage fund to sponsor school 
lunches for a year.

£5.5m
raised for  
Sport Relief 2012. 

£25.4m
contribution to over 
1,000 local and 
national charities and 
community groups 
in 2011/12.

 

£21.1m
raised by colleagues, 
customers and suppliers 
in 2011/12.

2.4m
children inspired 
to have a go at 
Paralympic sports  
in 2011/12. 

We’ve been working  
with Comic Relief  
since 1999, so far  
raising £63.5 million  
for the charity.

Note: We are members of the London 
Benchmarking Group and use the LBG  
model to provide a measurement of our 
community investment.

Find out more about our work on Making 
a positive difference to our community at 
www.j-sainsbury.co.uk/community
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Our success rests on  
the 150,000 colleagues 
working in our stores, 
depots and offices.  
They are the face of 
Sainsbury’s, so being  
A great place to work is  
an essential part of our 
business plan. We know 
that great service drives 
sales, and see high levels 
of colleague engagement 
and commitment as key  
to our success.

Our strategic approach
We are a growing business that is focused 
on higher levels of service. We aim to 
be the retailer where people love to 
work and shop. We know this is not just 
important to us as a business but also 
to our customers – they consistently tell 
us that how we treat our employees is 
their number one priority for corporate 
responsibility. As well as creating jobs, we 
are committed to providing a workplace 
where all kinds of people are given the 
right opportunities for them to thrive, 
setting ambitious goals for training, long 
service, colleague share ownership and 
helping those from disadvantaged groups 
into work. 

Opportunities for all
Diversity and inclusion are an important 
part of Sainsbury’s heritage. As one of 
the UK’s largest employers, with a wide 
choice of jobs available, we recognise that 
employing a diverse range of people is 
beneficial to us and the communities we 
serve, creating real social and economic 
value for our business. 

We are open to everyone. Whether  
it’s at the start of a career through  
our trainee manager scheme, a flexible 
job for working parents or carers, or a 
second or third career for someone later 
in life, there are different entry points  
for people to be the best they can be. 

We have worked for many years 
with organisations such as Remploy 
and Mencap to ensure that jobs with 
Sainsbury’s are accessible to people  
with disabilities. In the past five years  

Over 21,000 of our 
colleagues have been  
trained in hands-on craft 
skills, such as butchery, 
bakery and fishmonger, 
accredited by City & Guilds. 
Our six Food Colleges opened 
last year, following the 
success of the initial Bakery 
College, which opened in  
May 2010. The skills are a  
big part of the success of  
our in store Food Counters. 

A great  
place 
to work
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we have recruited nearly 1,700 colleagues 
with disabilities who are playing an 
important role in our business.
 
We have worked to do more for 
customers with disabilities, too. We 
have been using our sponsorship of 
the Paralympics to raise awareness of 
disability issues, and running a series of 
internal disability awareness workshops, 
helping us serve our colleagues and 
customers more effectively.

We are working closely with Race for 
Opportunity and launched a Diversity 
Champion Programme in 2011, training 
all our store managers to understand 
how to best serve customers and work 
with colleagues with disabilities. We know 
that one in seven people in the UK has 
some sort of caring responsibility – this 
equates to over 20,000 of our colleagues. 
In December we announced a new 
partnership with Carers UK and are one 
of just a few companies in the FTSE 100 
with a policy for carers.

Investing in our colleagues 
First-rate training can have a huge impact 
for an individual, and for our business, 
irrespective of age. When it leads to 
externally-recognised qualifications, it’s 
even better. One of the ways we provide 
this is through our six Food Colleges and 
Bakery College. Over 21,000 of our 
colleagues working on meat, fish, bakery 
and hot food counters, as well as in our 
cafes, have attended training at the 
colleges, and are a key part of our 
success in store. 

Sharing in success
We began offering share ownership to 
colleagues in 1974 and there are now 
currently nearly 26,000 colleagues 
saving between £5 and £250 per month 
into Sharesave contracts. In 2011 we 
saw the highest take up of Sharesave in 
the last ten years. We’ve also invested 
significantly in our pay rates and benefits 
in recent years, including increasing our 
base rate by 2.7 per cent in 2011 and 2012, 
ahead of rises in the industry average and 
the National Minimum Wage. We provide 
a range of additional benefits including 
awarding over £300 million in bonuses  
to colleagues over the last five years –  
£60 million to 126,000 colleagues  
in the last year alone. Also, in November 
2012 our Sharesave scheme won an 
industry award from the Employee 
Ownership Centre for ‘Best All Employee 
Share Plan Communications’. 

Youth Can 
47,000 of our colleagues are aged 25 
and under with 12,580 young people 
employed in the past six months. In 
March 2012, we launched our Youth Can 
initiative, a campaign to promote careers 
in retail to young people across the UK, 
highlighting the true rewards of a career 
in one of Britain’s biggest employment 
sectors. Younger Sainsbury’s colleagues 
across the UK are taking their stories 
into their local communities, using their 
personal experiences to inspire young 
people about the benefits of work  
and the wide range of opportunities 
available at Sainsbury’s.

 “ I’d never considered  
a career in retail while  
I was studying. My 
perception of the job 
was that it was all about 
stacking shelves and  
being on a checkout but 
there is a so much more  
to it than that. My  
manager saw that I was 
motivated and keen to 
learn so helped me apply 
for the trainee manager 
scheme. I now look after  
a team of over 25 people 
and my ambition is to 
become a store manager 
before I’m 27.”

   Chris Bell, 24, Team leader in 
Sainsbury’s Northumberland  
Park store

33%
of senior management 
in our stores are women. 

6,000+
new jobs created  
in the last year.

13,000
of our colleagues  
have worked for us  
for 20+ years. 

11,000
colleagues shared in an 
additional £26.5 million 
payout in savings and 
profit via two of our 
Sharesave schemes  
in 2012.

5,500
colleagues received job 
related qualifications  
in the last year.

GOLD
Accreditation 
in Investors 

in people
Find out more about our work  
on A great place to work at 
www.j-sainsbury.co.uk/workplace
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Stuart Lendrum
Packaging

Paul Crewe
Environment

Beth Hart
Agriculture

Helen Buck
Health

You can find 
out more about 
the work being 
done by our 
experts...

An embedded team, 
focused on delivery

We’ve worked hard to 
integrate and embed 
sustainability and our 
five values within our 
business structures.  
We do not believe that 
sustainability should be  
a specialist silo, rather  
it is the responsibility  
of the whole business. 

Find more about the work being done at 
www.j-sainsbury.co.uk/blog

Neil Sachdev
Climate Change

Judith Batchelar
Own Brand

Mary Salmon
Water

Ally Dingwall
Sustainable Fish

Andy White
Community

Annie Denny
Nutrition

Deborah Dorman
Great Place 
to Work

Stuart Wright
Corporate 
Responsibility



What happens next? 
It’s only a year since we published 
our plan. Since then we’ve 
been working on the long-term 
strategy for each commitment. 

Some are close to current practices and well on track – 
sustainable seafood, sustainable palm oil, and colleague 
and community engagement. 

Many require a more radical re-examination of our ways 
of doing business and may not be issues we can tackle 
alone. These include our commitments to:

x2
Double the amount of British food we sell.

£1 billion
Increase sales of fairly traded products  
to £1 billion.

Sourcing
Source all key raw materials and commodities 
sustainably to an independent standard.

Welfare
Source all meat and poultry to independent  
higher welfare standards.

30%
Reduce absolute operational carbon by  
30 per cent – and reduce own brand supplier 
emissions by 50 per cent relative.

Water
Ensure our supply chain approach is  
sustainable in areas of water vulnerability.

Waste
Put all waste to positive use – including  
engaging consumers and suppliers.

Health
Significant public health challenges are areas 
where we can play a positive role in helping all  
our customers find healthier ways to live.

An external view
This CR Report marks a watershed moment for 
Sainsbury’s, marking the beginnings of a new chapter in 
how the business approaches its responsibilities to the 
world around it. Sainsbury’s has always taken CR issues 
seriously, using the compass of its 5 values to deliver a 
sound and robust approach to environmental and social 
issues. As the world’s largest retailer of MSC fish, and  
the retailer responsible for 22 per cent of all UK Fairtrade 
sales, Sainsbury’s can point to many areas on the CR 
agenda where it has been willing to lead. And for the third 
year running absolute carbon emissions have been cut at 
the same time as the business has grown.

The new chapter which emerges through the pages of  
this report is characterised by a greater willingness to 
collaborate and communicate. The first page in this new 
chapter began when Sainsbury’s opened up its 20x20 
Sustainability Plan to a crowd of sustainability experts  
in October 2012, warts and all. The themes of this new 
chapter include two areas of renewed focus, consumer 
engagement and new business models. Building on their 
heritage, Sainsbury’s has continued to help customers  
shift habits, from the Switch the Fish campaign to printing 
over 31 million recipe cards. Sainsbury’s has also begun  
to recognise that more fundamental systemic change will 
only come through the creation of different business 
models. Its investment in Tamar Energy (which aims to 
build a UK network of 44 anaerobic digestion plants),  
and the work with their Farmer & Grower Development 
Groups, are good starts along this journey.

Sainsbury’s still has a lot to do. I hope this new chapter  
will have more numbers in it than the old one, numbers for 
both hard, stretching targets, and numbers that show the 
links between sustainability and the financial performance 
of the business. And I hope the storyline of sustainability 
will be stronger, knitting together the brilliant activities 
that sit under the five values that define the business’ 
approach to CR. Critically, I would like to see both 
consumer and staff engagement on sustainability  
taken to a new level.

In this report Sainsbury’s describes itself as ‘first and 
foremost a grocer’. In order to continue to be a successful 
grocer, helping feed the nation, Sainsbury’s has to play  
its role in creating a sustainable food system. It just isn’t 
possible to be successful and sustainable into the future  
if the system around the business is broken. This is why,  
for me, the next chapter in Sainsbury’s CR journey should 
also be about scaling up its ground breaking work in 
sustainable agriculture, such that, in time, all of the food 
value chains in the UK and beyond, upon which rely, 
become sustainable.

Sally Uren 
Deputy Chief Executive
Forum for the Future
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This corporate responsibility and 
sustainability review acts as the companion 
to our website www.j-sainsbury.co.uk/
responsibility where you can find more 
including blogs and comments.

Email 
20x20@sainsburys.co.uk 

Twitter 
@SainsburysPR #20x20

Global Sector Leader 2012  
6th year running

Sector Leader 2012 

Most Sustainable Retailer  
of the Year 2012

Winner of both the 
Carbon and Energy 
Awards 2012

Leadership & Innovation  
in Retail Award 2012 

Platinum Plus 2012

Gold accreditation 2012 
only food retailer to receive this

Score 82/100 Awarded  
‘B’ performance rating

Retailer of the Year 2012
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