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Summary

The food industry sectors of food manufacturing, food retail and food service have
a key role to play in helping address the challenges that face the global food system.
These sectors have the ability to influence both the supply and demand for food,
owing to their close interactions with primary food producers and consumers.

In recent years, many food businesses have accepted the challenge and identified
their role in ensuring a sustainable global food supply for future generations. Many
of these businesses have outlined their priorities for action in this area in corporate
responsibility plans, many of which are publicly available, and have put substantial
resources into research and development. Many have also instigated food- and
nutrition-related initiatives to make their products more ‘sustainable’.

This article includes a selection of case studies from companies across the food
industry sectors. These case studies, written by company personnel, illustrate the
breadth of food and nutrition-related initiatives that are currently being undertaken
by food businesses to help secure a sustainable global food supply for the future.
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Food retail

Waitrose — The Waitrose way

J. Lunn & M. Howie
Waitrose Ltd, Berkshire, UK
Correspondence: Dr. Joanne

rose Ltd., Southern Industrial Area, Doncastle Road,
Bracknell, Berkshire, RG12 8YA, UK
Email: joanne_lunn@waitrose.co.uk

ests of all our stakeholders: Partners, customers, sup-
pliers and the wider community. We actively look for
opportunities to improve the environment and to con-
tribute to the wellbeing of the communities in which
we trade.

Social and environmental responsibility involves
everyone. We need to ensure that everything we buy and
sell not only looks and tastes delicious but is also
sourced responsibly, with care for the environment and
the suppliers. It is what our customers expect from us

Lunn, Nutritionist, Wait-

As a responsible retailer, owned beneficially by our
employees, we believe that the long-term future of
the Partnership is best served by respecting the inter-
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and what we expect of ourselves. We want to reassure
our customers that just by shopping with us they are
doing the right thing.
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In March 2011 we launched The Waitrose Way. Here
we have been able to group together a wealth of differ-
ent activities and initiatives under four key pillars,
Championing British, Living Well, Treading Lightly
and Trading Fairly, to provide our customers with a
simple signpost to identify the choices that are impor-
tant for them. Below we have given more detail on two
particular elements of The Waitrose Way, Living Well
and Treading Lightly, and give some examples of activi-
ties that support the overarching promises we have
made to help our customers select a healthy, sustainable
diet. More detail on all of the pillars can be found in our
most recent Corporate Social Responsibility Report or
on our website, www.waitrose.com (John Lewis Part-
nership 2011).

Living Well

We provide a wide range of imaginative and nutritious
choices to inspire people to eat more healthily. In line
with our ongoing nutrition strategy, we have extended
our reach by introducing our cookery school and
improving the nutritional profile of our own-brand
products. For example:

e we have made it easier for customers and partners to
eat more healthily through the introduction of LOVE
Life — a delicious and nutritionally balanced way of
eating;

e our nutrition team continues to provide practical help
and advice consistent with adopting a healthier lifestyle,
through our publications and online;

e we actively consider the nutritional profile of prod-
ucts during development and throughout the product
life cycle.

LOVE Life

In June 2011 we launched Waitrose LOVE Life, a
new range of delicious and nutritionally balanced
foods. It was our largest sub-brand launch since
essential Waitrose, with over 270 products, and
answered a demand from over half of our customers
to help them include a wider range of wholefood
ingredients in their diets and avoid saturated fats. In
addition, the Waitrose LOVE Life logo is now start-
ing to be used on products and ingredients across our
entire offer, highlighting nutritional benefits to cus-
tomers. The launch was supported with a free quar-
terly magazine, recipe cards and a dedicated section
on our website encouraging customers to share
recipes and tips.
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Treading Lightly

We believe in making the appropriate choices for the
environment by reducing packaging, waste and CO,
emissions, and responsibly sourcing our food. As farmers
ourselves, we understand both the challenges and the
importance of maintaining high standards of agricultural
management. We work with our farmers, growers and
suppliers to achieve the highest standards of quality,
safety and environmental and animal welfare across our
supply chain.

Waitrose is introducing supplier targets in the areas of
carbon, waste and water. We are working on initiatives
to reduce food waste and packaging, and increase recy-
cling, to further minimise our environmental impact. We
are also striving to improve the sustainability of our
products more widely, and one example of this is our
work on palm oil. Waitrose policy on clear labelling
means that where palm oil is used it is evident in the
ingredients list. Our intentions are twofold, one to
remove palm oil wherever possible driving down satu-
rated fat with the concomitant nutritional benefits asso-
ciated with reductions in the UK diet and, where
removal is not possible, to move to sustainable sources
as indicated in the example below.

Palm oil

The palm oil industry has a significant impact on
forests around the world. As an active member of the
Roundtable on Sustainable Palm Oil (RSPO) and
the Retailer Palm Oil Working Group hosted by the
British Retail Consortium, we work with our suppli-
ers to develop robust and auditable traceability
systems for palm oil. Our target is to have 100%
Certified Sustainable Palm Oil in our own-brand
products by December 2012. By the end of 2010,
25% of the palm oil in our products was from RSPO-
certified sustainable sources, and we plan to increase
this to 75% by December 2011 and 100% by the end
of 2012. In the interim, all palm oil sourced for our
own-brand products is covered by the Greenpalm
certificate trading programme, endorsed by the
RSPO. We remain committed to clearly labelling our
own-brand products so that those containing palm
oil can be identified by customers. Once the RSPO
Executive Board sanctions the use of a trademark
logo for sustainable sources, Waitrose will consider
adding it to product packaging.

But we know that this is just the start. Over the
coming months and years we are committed to work to
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improve our performance. We will take into account
technical developments, changing scientific evidence,
costs and customer concerns and expectations in the
development and implementation of all new social and
environmental policies and procedures. We will monitor
our performance, set objectives for improvements and
report our progress.
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Marks and Spencer — Health and Wellbeing
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Marks and Spencer (M&S) launched Plan A in 2007, a
100-point plan, to address the key environmental and
social challenges facing M&S today and in the future.
There are five pillars of Plan A (from fair partner
through to waste) and, under each, specific commit-
ments outlining our priorities within that area. Health
and wellbeing is one of the pillars in Plan A, as we are
increasingly challenged in the developed world with
growing rates of obesity, but at the same time there is an
unbalanced food distribution with malnourishment and
starvation still affecting many parts of the world. At the
heart of any environmental and sustainability plan for
the future needs to be the welfare of people to ensure
that we have a healthy population.

The main objective of our health and wellbeing
commitments is to help employees and customers to
live a healthier lifestyle through our product offer,
labelling and the information that we provide. While
we have driven salt, fat and additive reduction across
our food to improve the nutrient profile, we have also
extended our healthy ranges to include Simply Fuller
Longer (satiety and weight management), Simply More
(enriched with nutrients such as vitamin D and sele-
nium) and a portion-controlled range of snacks. We
have front of pack colour-coded guideline daily
amounts on prepared products to help customers make
decisions about the healthiness of the product for their
diet. We also positively signpost our healthier products
with the EatWell sunflower logo to help our customers

easily identify across our range of food what they
should be eating more of. We want to ensure that our
customers have access to credible information about
our products and healthy eating advice. Our health
website provides a wealth of advice, menu planners
and tools to help customers manage their diet and
alcohol intake. We also offer direct access to a M&S
nutritionist via email to provide personalised support
to our customers. We continue to look for opportuni-
ties to offer a wider choice of healthier products and
keep our web content up to date with advice, tips and
menu plans.

One of our most recent achievements was launched in
October 2011 and is a good example of the synergies
between doing the right thing for the customer and
considering the environment. We have relaunched our
milk after working on a milk project for 18 months.
This has delivered a product that is better for the cus-
tomer, better for the farmer and better for the environ-
ment. By working with our farmers on their cows’ diets,
we have been able to reduce the level of saturated fat in
milk by >6%, removing over 84 tonnes of saturated fat
from our customers’ diets, to improve cow health and
welfare and to remove 1000 tonnes of palm oil from
feed, all of which builds on our milk pledge of paying
farmers a fair price for milk.

We have completed some of our health and wellbeing
Plan A commitments but there are many challenges
ahead for food security (GO-Science 2011), for which
we can only reduce impact by working collaboratively.
This will result in a need for us to revisit topics that we
have taken for granted, but if we really want people to
eat and live a healthier lifestyle that will in turn be more
sustainable, we have to really find out what drives and
motivates behaviour change and cuts through where
some public health campaigns have failed to make a
difference (House of Lords Science and Technology
Select Committee 2011). Should we revisit the Govern-
ment’s Eatwell plate to find a model which helps indi-
viduals apply dietary guidelines for themselves? More
importantly, academia and industry need to work
together to fund research that will help us find solutions
to solve the issues ahead.

More information on Plan A and progress
against our commitments can be found at: plana.
marksandspencer.com/.
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Food manufacturing

Unilever — Sustainable Living Plan
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Springfield Drive, Leatherhead, KT22 7GR, UK
Email: helen.fenwick@unilever.com

Business growth is crucial to economic development and
social progress, but growth at any cost is not viable — we
need to grow differently.

According to the World Wildlife Fund (WWEF), we are
already consuming natural resources at a faster rate than
the planet’s capacity to replenish them. WWEF calculates
that if we all consumed at the rate of the UK we would
need three planets (WWF 2006). We only have one.

Unilever’s brands are chosen by billions of people
worldwide each and every week to feed their families
and keep themselves and their homes clean. In the UK,
9 out of 10 households have a Unilever product in their
kitchen or bathroom — whether it is a morning cup of
PG tips, a laundry load with Persil or a sandwich with
Flora or Hellman’s.

At Unilever, we need to make the most of the oppor-
tunity our size gives us to address the critical issues
facing our planet, and we take this responsibility very
seriously. That is why we recently introduced the Uni-
lever Sustainable Living Plan — our strategy to grow our
business, while reducing our environmental impact and
increasing our social impacts.

The Unilever Sustainable Living Plan sets out a more
sustainable business model that has three overarching
goals. By 2020 it aims to:

® halve the environmental footprint of our products;

e source 100% of our agricultural raw materials
sustainably;

® help a billion people take action to improve their
health and wellbeing.

Supporting these three big targets are 50 separate
commitments — each quantified, each time bound. They
cover everything from salt reduction in stock cubes, to
reducing the impact of washing our clothes and show-
ering, to the use of renewable energy in our factories.

We have developed our plan to be broad and
ambitious:
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e It spans our entire portfolio of brands and all 170
countries in which we sell our products.

e It covers not just the direct impacts of our factories,
offices, lorries and laboratories, but accepts that Uni-
lever has a responsibility across the life cycle — from the
sourcing of raw materials all the way through to the
energy and water needed by people to cook, clean and
wash with our products.

e [t is not just about the environment — there is a social
and economic dimension. Our products make a differ-
ence to people’s health and wellbeing, and our supply
chain supports the livelihoods of millions.

Of course, sustainability begins at home. Since 1995
we have reduced greenhouse gases by 40%, water by
two-thirds and waste by nearly three quarters in our
global network of 250 factories, and we will continue to
do more in this area.

But when we look at our overall footprint, the
impacts of our manufacturing and distribution are
small. It is in sourcing our raw materials and when our
products are used in the home that they have the
biggest impact. Over two-thirds of greenhouse gas
emissions in the life cycle of Unilever’s products come
from product use — when we wash our clothes with
Persil or ourselves with Dove — so we want to inspire
people that small everyday actions to ensure they use
our products in the most efficient way can add up to
make a big difference.

The Unilever Sustainable Living Plan is an ambitious
plan and we will need to work in partnership with the
Government, charities, non-government organisations,
other businesses, our retail customers and our consum-
ers to achieve it.
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Nestlé — Coffee, Health and Responsibility
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Coffee is one of the most widely consumed beverages
in the world. NESCAFE coffee is enjoyed by over half
of UK households with Britons drinking 13 900 cups
of this brand of coffee a minute. In total, 17.9 billion
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cups of coffee were drunk in the UK last year, 88% of
which was instant and 12% roast and ground (IRI
2009).

Coffee beans are the seeds of the fruit (also called
cherry) of the coffee plant that belongs to the Rubiaceae
family and genus Coffea. Two species of Coffea are
commonly utilised for coffee production:

(1) Coffea. Arabica L. (also known as Arabica coffee);
(2) Coffea. Canephora (also known as Robusta coffee).

Dried green coffee beans are roasted to develop the
coffee aroma and flavour. Roasted coffee beans can be
sold as such or ground, or used to manufacture instant
coffee, a soluble coffee powder.

Coffee is a complex product containing over a thou-
sand different compounds, including macronutrients
(carbohydrates, fibres, proteins, lipids), phytonutrients
(polyphenols), alkaloids (caffeine) and micronutrients
(minerals, vitamins).

In the last decade, there has been increasing scien-
tific evidence showing that moderate coffee consump-
tion (i.e. 4-5 cups/day) positively impacts human
health (Dorea & da Costa 2005; Higdon & Frei 2006;
George etal. 2008). Epidemiological and clinical
studies have shown that coffee consumption may be
associated with a reduced risk of chronic diseases (e.g.
cancer, cardiovascular disease, inflammatory disease,
type 2 diabetes, Parkinson’s disease). Coffee phenolics
(i.e. polyphenol chlorogenic acids) and related sub-
stances (e.g. Maillard reaction products-melanoidins)
have been proposed as being key players in these pro-
tective effects of coffee.

The NESCAFE Plan

Nestlé is the world’s largest purchaser of coffee and is
working to reduce the environmental impact of its coffee.
In August 2010, the company launched the NESCAFE
Plan, a global 10-year £213 million investment that
brings together, under one umbrella, its commitments on
coffee farming, production and consumption. The new
investment builds on the £127 million that it has invested
in coffee projects over the last 15 years.
Through the NESCAFE Plan Nestlé will:

e double the amount of coffee purchased directly from
farmers by 2015;

e by 2015, ensure all directly purchased coffee meets
the sustainability standards of the Common Code for
the Coffee Community (4C) Association, a voluntary
code of conduct to improve efficiency, profitability,
transparency and sustainability in the production,

processing and trading of coffee through training and
verification (for more information see www.4c-
coffeeassociation.org);

® by 2020, procure 90 000 tonnes of coffee grown
according to Rainforest Alliance and Sustainable Agri-
culture Network (SAN) principles;

e expand technical assistance for farmers, providing
advice on farming and post-harvest practices to over
10 000 coffee farmers per year;

e distribute 220 million high-yielding coffee plantlets to
coffee farmers by 2020.

Through our direct buying system, our long-term
commitment allows tens of thousands of farmers and
small-scale intermediaries to deliver coffee directly to
our buying stations. This means that they can secure a
higher price and gain access to free technical assis-
tance. Through our partnerships we can help farmers
improve the quality of their yields and diversify their
activities, giving them higher incomes and improved
living standards. At the same time we are able to
secure a reliable supply of high-quality raw materials
for Nestlé and bring sustained growth to local econo-
mies. Importantly, we are also helping to educate the
next generation of coffee growers to ensure that coffee
remains a commercially attractive crop to grow.

The NESCAFE Plan is further strengthened by exter-
nal partnerships and other organisations that we are
working closely with, including Rainforest Alliance and
SAN.

UK specific support for the NESCAFE Plan

As a first step to bring the global Plan to life for UK
consumers, NESCAFE UK has partnered with the
National Federation of Coffee Growers of Colombia
(FNC) to support farmers in the Valle del Cauca region
of Colombia.

Through this relationship, NESCAFE UK is purchas-
ing over 18 000 tonnes of green coffee beans that are 4C
compliant. It will also make additional investment for
the 4C coffee, the majority of which will go back
directly to the farmer. The remainder of the additional
investment will go into a fund managed by NESCAFE
and the FNC to set up about 50 nurseries and provide 4
million coffee trees to Valle del Cauca coffee farmers,
supported by five additional agronomists to provide free
training to 1200 farmers in the region during 2011.

Grown from specially selected seeds, these trees have
been chosen for their excellent pedigree, which means
they can produce even more coffee beans and have a
greater resistance to disease. More coffee beans and
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higher quality coffee beans equate to more income for
the farmer while still providing great quality coffee for
consumers.

NESCAFE’s flagship UK products, Gold Blend, Origi-
nal and Black Gold, will use the 4C beans from this
partnership and plans focused on other coffee origins
will also develop over the coming years.

Further information is available at www.nescafe.
co.uk/nescafeplan
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Volac — Dairy 2020
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Volac is a leader in dairy nutrition that manufactures
and supplies performance nutrition products around the
world.

At the heart of Volac is our belief that the dairy
industry provides products that promote health and
wellbeing, helps sustain rural communities and plays a
vital role in land stewardship. We believe a successful
dairy industry is fundamental to our future success as a
business.

The dairy industry faces some enormous challenges,
such as the environmental impacts of climate change,
climate policy, economic difficulties and changing
demands from civil society and from retailers. Recently,
there has been an increased recognition of these chal-
lenges and the desire is now there to act collaboratively
on them.

There is a huge range of work that identifies the current
level of impact of the dairy industry, and how this might
be improved. For example, the Global Dairy Agenda for
Action on Climate Change was launched in September
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2009 (IDF 2009) and the Dairy Supply Chain Forum
launched a Milk Roadmap in 2008 (DSCF 2008).

However, what is noticeable about the majority of
industry-led initiatives to date is that they tend to focus
on single issues — particularly environmental ones —
rather than the broader sustainability agenda. In
general, the work focuses on compliance and incremen-
tal improvement, rather than being a forward-looking
assessment of the industry as a whole.

So, how is Volac working with the industry to answer
the question ‘what does a sustainable dairy industry
look like, and what contribution can it make to a sus-
tainable world?’ and, in doing so, secure the important
role of dairy in the future.

Volac is collaborating with over 40 organisations
from across the dairy sector on an innovative project
called Dairy 2020. The collaboration includes retailers,
processors, farmers, food manufacturers, industry
organisations and non-government organisations.

The project is taking a holistic approach to sustain-
ability because, currently, despite the plethora of excel-
lent initiatives, there is no sense of a coherent future
vision for the industry, and it is often forced into a
reactive position on critical issues. There is a real need
for the dairy industry to articulate why it is such an
important industry in the UK, and what positive impacts
a thriving, sustainable industry could have on the coun-
try’s economy, health and landscape.

Forum for the Future (the leading sustainable devel-
opment charity; www.forumforthefuture.org) is
co-coordinating the project and using a futures process
to develop a common understanding of what has to
happen for the dairy industry to succeed and thrive in
the future. This process can be a powerful tool to help
organisations and industries navigate the future, explore
what might happen and tackle uncertainty head-on, and
be better prepared to mitigate the risks and seize the
opportunities presented by a changing world.

This understanding can then be used to formulate a
plan of action and communicate to others the vital role
that dairy can play in a sustainable world. The project
aims to create a strong sense of momentum within the
industry.

Outputs from the project will include:

e a short vision statement — this will be very top-line,
but serves as a clear statement of ambition;

e a set of scenarios, exploring the different possible
worlds in which the dairy industry may have to operate
in 2020;

e risks and opportunities for the dairy industry for
achieving that vision in different possible futures;



474 J. Lunn etal.

e recommendations for action that will enable a sus-
tainable dairy industry to thrive in 2020. These recom-
mendations will specify the collective and individual
actions needed from farmers, processors, retailers,
policy makers and beyond.

It is important to articulate clearly the answer to the
question ‘what does a sustainable dairy industry look
like, and what contribution can it make to a sustainable
world?’ The project aims to facilitate the dairy industry
collaborating around common goals, and proactively
address the sustainability issues that we know it will be
publicly challenged on in the coming years.

More information on Dairy 2020 can be found on the
website www.dairy2020.com.
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Brakes is the leading foodservice supplier in UK and
Ireland for pubs, restaurants, schools, care homes and
many other catering outlets. Brakes delivers a range of
fresh, chilled, frozen, ambient and non-food products all
designed specifically for foodservice. Brakes has thou-
sands of own label products including our core, value,
Healthier Choices and Premiere ranges. Research shows
that consumers are increasingly looking for healthier
choices when they eat outside of the home. Consumer
awareness of locally sourced, seasonal and sustainable
food is also increasing. Brakes’ customer needs are of
the highest priority and being able to offer suitable
products is key.

Brakes’ experts have advised the 2012 Olympic
Committee on sourcing British produce for the Games.
In particular, Brakes is part of a seafood working
group issuing the guidelines on sourcing fish and
seafood.

School food is regulated and there are a number of
standards in place to teach children about eating a
healthy, balanced diet by encouraging them to enjoy a
wide variety of foods. The food-based standards for
school lunches, which all local authority run schools in
England and Scotland have to adhere to, state that oily
fish needs to be available at least once every 3 weeks.
Many schools serve fish more frequently than this and
often have fish and chips on a Friday. Schools are
encouraged to buy fish that comes from sustainable
sources to prevent overfishing of certain species. In
March 2003, Brakes and its specialty seafood supplier
M&J Seafood became the first foodservice suppliers to
carry a product certified to the Marine Stewardship
Council (MSC) environmental standard. The MSC is
the world’s leading certification and eco-labelling
program for sustainable seafood and meets the highest
benchmarks such as the United Nations Food and
Agriculture Organization’s guidelines. Brakes is proud
to have been the first foodservice company in the UK
to offer MSC certified products, and now has the
largest range (80 products) of MSC certified products
of any foodservice company globally, and we are com-
mitted to double the current product offering by the
end of 2012.

Fish ¢& Kids is a MSC initiative (www.fishandkid-
s.org), designed to bring sustainable seafood sourcing to
schools in the UK. It helps and encourages schools to
teach children about the marine environment, the prob-
lems of over fishing and the importance of sustainability.
Brakes supports this initiative by supplying and devel-
oping MSC accredited products specifically for schools.
Brakes currently supplies this fish to many schools, and
over 750 000 schoolchildren have the opportunity to
benefit from the scheme. Brakes are committed to
increasing the number of children reached with this
initiative to 1 000 000 by the end of 2012.

Sourcing locally grown, seasonal produce from the
UK not only supports British farmers and producers, but
it also helps reduce food miles and the associated carbon
emissions. Brakes was the first foodservice company to
introduce meat which carries the Red Tractor logo from
Assured Food Standards — a guarantee that produce
comes from British farms that meet high standards of
food safety, environmental protection and animal
welfare. Brakes is also closely involved in the National
Farmers Union ‘Why Farming Matters’ campaign
(www.whyfarmingmatters.co.uk) and works with
various partners on the ‘Eat Seasonably’ programme
(www.eatseasonably.co.uk).

Brakes now sells almost 300 Red Tractor
(www.redtractor.org.uk) products, including potatoes
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and other produce, meat, poultry and dairy. Prime
Meats, Brakes’ speciality butcher, now offers 65% of
its range from British farmers. This includes the best of
British from noted farmers such as John Thomas who
rears award winning beef cattle at Woodmore Farm
near Chirbury, and Neil and Lynda Perkins whose
Welsh lamb is reared on Dinas Island Farm in Pem-
brokeshire.

Palm oil is a vegetable oil which is used in a variety of
food products. Brakes is putting in place strategies to
reduce unsustainable palm oil in its products. Brakes is
committed to sourcing sustainable palm oil for key
product lines by 2013.

Brakes is passionate about fruits and vegetables, and
its fresh produce specialist, Pauleys, is a corporate
member of Linking Environment and Farming
(www.leafuk.org). The fresh produce range carries over
130 Red Tractor farm assured products with 51% of all
fruits and vegetables, supplied by Pauleys, sourced from
Britain. This is well above the Department for Environ-
ment, Food and Rural Affairs average of 31% and
means that, in certain seasons, some products are avail-
able only from British farms. Pauleys has a free season-
ality calendar that shows what is in season all year
round, which helps with menu planning.

‘5-A-DAY’ information is provided in Brakes’
product list and this was introduced onto fresh produce
delivery boxes in 2008 to promote the consumption of
fruit and vegetables. ‘5-A-DAY” information is also pro-
vided on front of house packaging. Brakes is committed
to extend the ‘5-A-DAY’ labelling onto all appropriate
own label packaging.

Brakes sources much of its dairy ingredients from
the UK and most of their milk and cream is Red
Tractor certified. Brakes was the first foodservice sup-
plier to introduce 1% fat milk to help reduce saturated
fat consumption and has also recently launched a
100% British ice cream range. The British Lion Mark
(www.lioneggs.co.uk) guarantees all shell eggs are
from British farms and have been produced to strictly
controlled standards of food safety and animal
welfare. A registration and ‘passport’ system also
ensures complete traceability of all eggs, hens and feed.
Brakes is a key supporter of this initiative and all shell
eggs, scrambled egg mix, whole liquid egg and liquid
egg yolk are from British farms and meet the Lion
Quality Standard.

The Department of Health’s Eatwell plate is a tool
designed to show the proportions and types of food
needed for a healthy balanced diet. Healthy eating is
about variety and no single food needs to be avoided.
Brakes has a wide selection of food from each of the five
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food groups to not only help caterers provide healthy
balanced meals and menus, but to also offer food that is
grown seasonally and is ethically, British or sustainably
sourced.

Eden Foodservice

E. O’Kennedy

Initial Catering Services Ltd, Berkshire, UK
Correspondence: Eretia O’Kennedy, Company Nutri-
tionist, Initial Catering Services Ltd, Columbia Centre,
Station Road, Bracknell, Berkshire, RG12 1LP, UK
Email: eretia.okennedy@rentokil-initial.com

Eden Foodservice currently manages the catering opera-
tions for approximately 800 schools, through Local
Authority and consortium contracts, for a range of
nursery, primary, lower, middle, secondary and special
schools. Eden knows that the strength of our business
lies in the menus we develop. We serve our pupils with
a variety of tasty, interesting, nutritious dishes cooked
from scratch using fresh, high-quality, seasonal produce
sourced locally wherever possible. Eden is committed to
minimising our impact upon the environment and has
adopted clear environmental and social policies that are
implemented and measured through our 1SO14001
accreditation.

Eden has developed a robust and innovative supply
chain solution as, what we buy, how we buy, when we
buy, packaging, distribution and how we manage our
waste is very important to us. From a practical point of
view, Eden’s ongoing actions to reduce impact upon the
environment are driven by our recognition that best
practice, efficiency and sustainability can be pursued in
tandem to achieve best value for our customers.

Some of our initiatives are detailed below:

(1) Eden identified a key food distributor in order to
reduce the number of vehicles in the supply chain by
combining deliveries of chilled, frozen and ambient
products. This strategy demonstrates our philosophy to
reduce our environmental and social impact, in this case
by lowering CO, emissions, traffic congestion and
potential traffic accidents; and reduce the number of
vehicles entering schools.

(2) Eden supports local sourcing to back local busi-
nesses and British agriculture. For example, in our
Anglesey schools contract we have sourced Welsh Red
Tractor accredited meat via an existing distribution
network, and indeed over a third of the produce used
is regionally sourced in Wales. In our Kent schools our
local fruit and vegetable supplier also delivers milk to
our schools via a joint distribution agreement.
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(3) Because each delivery represents a cost to the service
and impacts upon the environment, Eden invests a great
deal of time in good menu planning by aligning menus
with seasonal production cycles and demand forecasting
to reduce transaction costs, reduce off list purchases and
optimise the frequency and number of deliveries made.
This is monitored to demonstrate how efficiently each
site is performing.

(4) Our core distributor has a robust packaging/waste
reduction policy and uses bio-diesel to power its vehicles
where possible and holds the title of Green Wholesaler
of the Year.

(5) Purchases can only be made through our approved
supplier list.

Monitoring of adherence to our policies and guidance
is carried out by our Business Support Managers and
Operations Managers. As part of our ISO 9001 accred-
ited Quality Management System, each unit is formally
audited every 6 months against a wide range of key
performance indicators including food safety, health
and safety, environmental and contract specific items.

Improving standards

Our approach to Corporate Social Responsibility led
Eden to establish strong strategic partnerships with key
suppliers to develop stringent ethical trading policies,
full traceability and product integrity. We have access to
many certified, assured and accredited products within
our supply chain which are used in contract, dependant
upon client needs and menu requirements:

e Fish from sustainable, well-managed sources;

e Eden supports British agriculture and has spent
approximately £1.7 million on Red Tractor certified
products in 2011;

e British Pig Executive Farm Assured;

e Royal Society for the Prevention of Cruelty to
Animals (RSPCA) Freedom Foods — our key fresh
pork lines are sourced from Bowes of Norfolk, a
family-owned business established in 1957, breeding
Landrace Cross welfare pigs with RSPCA Freedom
Foods accreditation;

e Farm assured British beef and lamb standards;

¢ Farm Animal Welfare Council;

e UK Lion Branded eggs;

® Organic;

e Fair-trade.

Minimising food waste

There are a number of strategies that we use at Eden
Foodservice to minimise food waste. First, our Pur-

chasing Director and Operations Director have regular
meetings to review the pack sizes and range of com-
modities that are made available to our kitchens. This
is to ensure that we have the most cost-effective and
operationally efficient range as possible that keeps
waste to a minimum, particularly in smaller units with
a small ratio of meals produced per day.

Each contract has a contract specific Authorised
Buying List that meets the requirements of their own
individual menu; this means that cooks cannot buy
items for the sake of buying that would then end up on
their shelves, or go out of date and, as a consequence,
have to be disposed of unnecessarily.

Every menu is supported by a detailed recipe pack
that includes ingredients, quantities, detailed production
methods, cooking methods and portion control stan-
dards, which assists cooks in producing meals in a cost-
effective manner, ensures quality standards and reduces
waste potential.

Where the pack size of products unavoidably creates a
potential waste situation, Eden has stringent procedures
for the safe storage and labelling of food for future use.

Finally, our cooks are trained how to prepare and
cook to the number of meals required, this includes
accurate recipe calculation and weighing up and how
to produce a menu mix that meets the needs of the
customers at their individual schools, taking account
of local likes and dislikes, which then determines the
number of portions needed of each choice. To support
this menu mix process, we also have a local ‘Menu
Variation Procedure’ whereby the main, traditional
menu dishes can be altered to meet local tastes, for
example a chicken curry may be changed to a chicken
casserole. Our only request in terms of menu variation
is that changes do not compromise the meeting of the
Nutritional Standards and Requirements for School
Food (Statutory Instrument 2007); therefore this
process is strictly controlled and documented.
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