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C O N T E N T S The UK Food & Drink industry is a sector we have 
thrived on helping during our 12 years in business. 
From conversations with clients in this sector we 
know that ESG topics were making their way up the 
agenda. 

We wanted to know if these views were echoed by the wider 
industry, so a series of virtual round table events were held 
during the summer of 2021 with the aim of understanding 
how companies in the Food & Drink Manufacturing Industry 
were experiencing and approaching ESG challenges within 
their businesses and as a sector in general. 

Participants were selected and recruited to represent a 
variety of industries, business sizes, role functions, and 
seniority. During each of the round tables, participants 
were encouraged to share their own experiences and 
views of ESG challenges within the industry and debate 
the importance of demonstrating credentials within each 
particular area. 
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FRAZER DURRIS 
Chief Executive Officer, 
Businesswise Solutions

Frazer Durris is founder 
and CEO of Businesswise 
Solutions. 

Businesswise Solutions 
provide energy management   
services to medium and 
large organisations and are 
passionate about supporting 
businesses with their 
transition towards a more 
sustainable future.
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C O M P A N I E S  R E P R E S E N T E D

I N S I G H T  P A R T I C I P A N T S

J O B  F U N C T I O N S

OWNERSHIP

FINANCE

OPERATIONS

COMMUNICATIONS

Food & Drink 
Federation

The FDF is the membership 
body for the food and drink 
manufacturing sector. We 
represent and support food 
and drink companies, from 
ambitious sole traders and 
SMEs to the largest global 
brands. 

We equipping our members 
with the opportunities and 
expertise to develop, grow 
and sustain their businesses.
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Brian Smith, 
Senior Procurement 

Manager, Quorn

Peter Nelson, 
Operations Director, 

The Glenmorangie 
Distillery Co

At Quorn we are on a 
mission. A mission to get 
more people into delicious 
meat free meals. A mission 
to provide healthy food for 
people and the planet.

A mission to bring people 
together and kickstart 
a movement because 
together, our food choices 
can create a healthier planet.

We’ve been crafting our 
single malt since 1843, when 
farmer William Matheson 
and his wife Anne followed 
their dreams and founded 
the Glenmorangie Distillery. 

Our whisky makers have 
been dreaming up wondrous 
whiskies in the very same 
spot, ever since.

8%

28%
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SUSTAINABILITY
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I N S I G H T  P A R T I C I P A N T S

Tarryn Brownlee, 
Finance Director, 

Abergavenny Fine Foods

Pippa Mullins, 
Sustainability & Ethical 

Trade, Apetito

Nicholas Bevan, 
European Communications 

Manager, 
Baker and Baker

Sarah Webster, 
Director of Sustainable 

Affairs, Britvic

Mark Lumsdon Taylor, 
CFO, Fourayes Farm Ltd

Gary Stephenson, 
Global Quality and 
Regulatory Affairs 

Director, Devro

Liz Waugh, 
Finance Director 

Kettle Produce ltd

Nicola Robinson, 
Head of Sustainability, 

KP Snacks

Ewan Reid, 
Managing Director, 

Matthew Algie 

Devro is one of the world’s 
leading suppliers of collagen 
casings for food, used by 
customers in the production 
of a wide variety of sausages 
and other meat products. 

Devro has manufacturing 
sites in the US, Netherlands, 
UK, China, Czech Republic 
and Australia.

Fourayes is the UK’s number 
1 grower and processor of 
English Bramley apples, as 
well as a wide range of other 
fruit for bakery, desserts, 
dairy and smoothie and 
similar markets.

Fourayes products can be 
found in high quality foods 
in the major high street food 
retailers, cafes, and fast-food 
outlets to name a few.

Our business was founded 
in 1864, and we’re proud 
to roast exceptional coffee 
for thousands of cafés 
and hospitality businesses 
across the UK & Ireland.

Our workforce has grown 
to over 250 to support our 
expanding customer base, 
product range and service 
offering. 

Baker & Baker is one of 
Europe’s leading suppliers 
of bakery products with 
market leading capability in 
the donut, muffin, brownie, 
cookie, cake, specialty bread, 
and viennoiserie categories.

Baker & Baker is dedicated 
to delight customers and 
consumers with outstanding 
competence, innovative 
products and high-quality.

Kettle Produce is a market 
leader for the provision 
of fresh and prepared 
vegetables. We are 
passionate about our food, 
work closely with our farmers.

In Fife, Scotland, we employ 
over 1,100 permanent staff 
across both our sites and 
are one of the largest private 
sector employers in the 
region.

KP is home to some of the 
most iconic British snack 
brands and we also produce 
all kinds of delicious snacks 
for the UK’s retailers.

We aim to listen carefully to 
what our customers want 
– then respond by creating 
exciting snack ideas to 
meet changing tastes and 
expectations.

From our state-of-the-art 
factory in the beautiful 
South Wales Valleys, we 
produce over 4 million kilos 
of premium product each 
year.  

We create and supply the 
highest quality product to 
retail, wholesale, QSR, B2B 
and club stores. 

We currently operate in 
and export to more than 50 
countries and we are the 
number one provider of 
branded still soft drinks in 
Great Britain and the number 
two supplier of branded 
carbonated soft drinks. 

At Britvic we ensure 
sustainable practices are 
embedded in every element of 
our business strategy.

apetito is an award winning 
food producer, providing 
delicious, nutritious and 
sustainable meals to all, 
from the young to the 
elderly. 

All of our meals are expertly 
crafted by our in-house 
chefs and dietitians and 
then frozen to lock in the 
goodness.

David Jeffries, 
Technical Director,

New England Seafoods

New England Seafood is a 
major supplier of fresh and 
frozen premium sustainable 
fish and seafood in the UK.

Our customers are the 
UK’s leading supermarkets, 
as well as smaller retail 
outlets, restaurant chains, 
food service markets 
and wholesale sectors 
nationwide.
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Michael Mcbrien, 
Finance Director, Typhoo 

Tea Limited

Typhoo Tea Limited has 
a long and rich heritage, 
stretching back to 1903.

Over the years, the Typhoo 
business has developed 
from being the first brand to 
sell ready packaged tea, to 
being a leading tea business 
that now offers products 
in every sector of the tea 
market. 

Jon Calland, 
Head of Sustainability & 

External Affairs, 
Tilda

At Tilda, we pour our love 
and energy into producing 
the perfect rice. We don’t do 
anything else and we don’t 
produce for anyone else – 
for us, it’s all about rice. 

We’re deeply committed 
to minimising our impact 
on the environment and 
maximising the social and 
economic benefits or all the 
communities we work with. 



ENVIRONMENT, 
SOCIAL & 
CORPORATE 
GOVERNANCE 
(ESG)

ESG stands for Environmental, Social, and Corporate Governance. It has 
altered the way businesses are measured and judged. Going beyond financial 
performance, businesses must now measure, report, and improve their 
environmental footprint, their social impact, and how they govern themselves.

I N T R O D U C T I O N
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Source: ESG Search Term Trend for the UK, 2004-Present, Google Trends
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Through ESG, investors are seeing 
success from new investment 
approaches which favour companies 
that either solve the biggest global 
challenges, or at the very least, don’t 
contribute to the existing problems. 
But the benefits don’t stop at investors 
alone, many businesses are gaining 
access to capital, taking advantage of 
cost savings and experiencing better 
customer loyalty.

A company that improves its ESG 
performance often has a reduced 
compliance burden, has higher levels of 
employee satisfaction and finds talent 
more easily, in addition to being a less 
likely target for shareholder activism.

As a discussion topic, ESG is ramping up, particularly gathering speed over the last 3 years. Data from Google 
Trends clearly shows this acceleration in the interest over time chart below. 



ESG PRESSURES 
ON THE FOOD 
& DRINK 
INDUSTRY
During the discussions it became clear that 
companies in the Food & Drink industry 
shared the same ESG pressures from three 
main stakeholders:
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INVESTORS

Investors are, unsurprisingly, one of the three stakeholders putting the most pressure on businesses to address 
ESG issues. 

85% of investors considered ESG factors in their investments in 
2020.
*Gartner Research presented at Gartner CFO and Finance Executive Conference

What did come to light in the discussions is that for many, it has only been within the last two years that businesses 
are feeling the pressure more from investors around actioning ESG. This insight reflects Gartner’s research that 
85% of investors considered ESG factors in their investments in 2020.

SUPPLY CHAIN

Supply chain pressures differ greatly depending on where a manufacturer sits within the supply chain.

There’s a split between small manufacturers knowing they must act on ESG matters within their supply chain 
and feeling the pressure from larger partners to prove their ESG and carbon reduction commitments in order to 
maintain their contracts. 

“For us it’s about how we exert the most positive influence we can, 
as a smaller business on our supply chain.”

This view is backed by the actions of the larger manufacturers, who are currently examining their entire supply 
chain with the intention of only doing business with companies that have clear ESG and carbon reduction goals. 
This decision has stemmed from UK mandatory reporting as well as stakeholder expectations, particularly investors 
and consumers. 

CONSUMERS

Research from PwC highlights that ESG commitments are driving consumer purchases. Eighty percent of customers 
are more likely to buy from companies that are taking action on their environmental impacts. This was echoed in 
the conversations, as many leaders recognised the shift in customer perceptions as one of the primary motivators 
for taking ESG action.

80% of consumers are more likely to buy from companies who are 
taking action on their Environmental impacts.
Source: PwC Consumer Intelligence Series June 2, 2021

One manufacturer included in the discussions went on to state that as a business, they had taken immediate action 
and set out ambitious targets based on customers and their ideals.

INVESTORS SUPPLY 
CHAIN

CONSUMERS

Food for thought: A recurring problem raised was finding the balance between increasing investment 
in ESG goals without the adverse effects of increasing the price of goods to compensate. Risking 

creating negative customer attitudes.

Food for thought: There are added challenges that come from large, diverse and 
international supply chains within the food and drink industry.
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Emissions & Science Based Targets

During the discussions, the importance of reducing a 
business’s contribution to climate change was very clear. 
For many the first stage is to focus inwards, identifying 
and developing a plan to reduce and/or eliminate their 
direct emissions, also known as Scope 1 and 2. 

Although these Scope 1 and 2 emissions only make 
up around 6% of the total emissions footprint of food 
consumed in the UK, they are amongst the easiest to 
identify, measure and reduce. 

The greatest obstacles can be knowing where to begin 
or what will create the biggest improvements. In order 
to provide clear direction, participants agreed that 
sustainability efforts need to be target driven. By having 
a target the whole business can work towards driving 
the most positive change.

With many of the business leaders confirming they have, 
or are in the process of implementing science based 
targets for this reason. For those yet to have targets in 
place, they are still noticing a shift in priorities for their 
business. 

“In the last year and a half we’ve 
been working on our carbon 
footprint, and have committed to 
becoming carbon net zero 2040, 
which will be achieved through 
science based targets.”

With one participant noting that sustainability is now 
being reported directly to the CEO, demonstrating its 
importance, another stated that they are at the early 
phases of their sustainability journey, but since investing 
in a sustainability team are already seeing the benefits. 

Net Zero Roadmaps

Working towards a Net Zero roadmap sets steps for 
manufacturers to not only reduce their scope 1 and 2 
emissions - by improving energy efficiency, decarbonising 
heat processes, source 100% renewable electricity, and 
switch to sustainable refrigerants - but also their scope 
3 emissions. Which is where the greatest challenge lies, 
within the supply chain. 

The Food & Drink Federation emphasised the 
significance of a clear Net Zero roadmap for the food 
and drink industry and in March 2021 announced 
their plans to reach Net Zero by 2040. This covers all 
the embodied carbon from food and drink products, 
covering all Scope 1, 2 and 3 emissions from across the 
food and drink supply chain, from farm to fork, 

The FDF have also issued its 2021 Progress Report for 
Ambition 25  stating how food and drink manufacturers 
have already made significant progress on carbon 
reduction, reaching a 58 percent reduction in onsite 
carbon emissions five years ahead of the anticipated 
2025 deadline. 

Finally, the FDF have launched their Net Zero Handbook  
at COP26, a document which provides practical guidance 
for all food and drink manufacturers in implementing 
their own decarbonisation roadmaps.

This emphasises the pressures food and drink 
manufacturers are experiencing and the realisation that 
their own Scope 1 and 2 emissions are another partner’s 
Scope 3 emissions. Reporting on these emissions and 
demonstrating progress toward a net-zero goal is 
quickly becoming the norm.

The global challenge

For those with manufacturing sites across the globe 
there is a common challenge of aligning climate change 
priorities within countries where sustainability isn’t 
at the forefront. This was exemplified during COP26, 
where commitments to phase out coal as a power 
source globally were watered down in the closing hours. 

Another shared challenge for global food and drink 
manufacturers is the mammoth task of reporting on 
emissions across a supply chain. According to one 
business leader, gathering the data needed to report 
on the thousands of farmers they work with around the 
world is a near-impossible undertaking.

Conclusion

Despite the ongoing challenges and pressures, there 
has been a transition from compliance to commitment 
in the food and drink industry. This is something that is 
being driven internally, rather than external pressures.

ENVIRONMENT
During the round table discussions, it was evident 
that the majority of stakeholder pressures were 
centred on the environmental aspect of ESG. 
Most of the conversations focused on climate 
change, the expectation for manufacturers to 
become Carbon Net Zero, and the pressures 
of conserving ecological resources across the 
supply chain.

CLIMATE CHANGE

https://www.fdf.org.uk/fdf/news-media/press-releases/2021-press-releases/food-and-drink-federation-launches-ambition-to-reach-net-zero-by-2040/
https://www.fdf.org.uk/fdf/resources/publications/reports/ambition-2025-progress-report-2021/
https://www.fdf.org.uk/fdf/resources/publications/reports/ambition-2025-progress-report-2021/
https://www.fdf.org.uk/fdf/resources/publications/guidance/net-zero-roadmap/


When an estimated 66% of emissions from food consumed in the UK coming 
from ingredients – both domestic and imported, the ecological resources are 
crucial for food and drink manufacturers to operate and survive. All participants 
agreed that the best use and protection of land and sea should be a critical focus. 

Ecological Footprint tracks the utilisation of productive 
surface areas such as: 

• Cropland, 
• Grazing land, 
• Fishing grounds, 
• Built-up land, 
• Forest space, 
• Carbon demand on land, are examples of these areas.

For some manufacturers, ecological footprint is a 
straightforward issue. Focused on establishing good 
environmental stewardship and ensuring that what a 
company gets from the environment is at a minimum 
replaced. One industry leader stated that they have a 
regenerative agriculture programme in place to assist their 
supply chain while reducing their own environmental impact. 
A win-win situation.

Others at the round table find managing and reporting 
on ecological footprint a huge challenge, despite having 
support groups in place for their supply chain to encourage 
best practices.

Insight from the roundtables revealed two ways in which food 
and drink manufacturers were concentrating on improving 
their Ecological Footprint; Certification and Zero Waste.

Certification

A third of participants agreed that certification supported 
and helped manage ecological footprint in their supply 
chains. Helping to drive positive outcomes not only for the 
manufacturers but their suppliers and the environment.

“For us the rainforest alliance certification 
is a significant part of our ecological 
footprint efforts, but also RSPO in relation 
to palm oil. There are obviously some 
bigger challenges that we as a business are 
unable to solve on our own, discussions 
about whether palm oil can be genuinely 
sustainable is a big one.”

Certifications became even more important for the 
manufacturers with diverse and even heavily criticised 
resource needs.

Zero Waste

In order to minimise Ecological Footprint, many 
manufacturers have implemented zero waste 
strategies.

The use and disposal of raw materials has become 
a focus. One manufacturer, a brewer, explained how 
by recycling spent grains and reusing it as compost, 
they not only get better crops, but eliminate a huge 
amount of waste. Spent grain is a by-product of 
the brewery sector and accounts for up to 85% of 
brewing waste.

“We tend to go with zero waste 
when talking about our ecological 
footprint, but also circularity. Our 
packaging is a large part of that, we’re 
currently underway with a scheme 
that will maximise the recycling of 
our packaging so we’re not taking up 
more resources.”

The war on plastic remains a huge issue in regards 
to waste. 

All manufacturers present, have implemented 
programmes to review options to reuse and recycle 
plastics within product packaging. Others have made 
significant improvements to packaging and continue 
to make adjustments, such as reducing the thickness 
of plastics used and removing the need for packaging 
from some materials.

Conclusion

There is an open awareness of the impacts food and 
drink manufacturers and their supply chains have 
on the environment. The strides taken demonstrate 
each manufacturer’s commitment to future proofing 
the ecosystem but there is more to be done.

Packaging, for instance, is one of the most difficult 
barriers to overcome, but it also has the greatest 
potential for positive change.

ECOLOGICAL FOOTPRINT
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On the topic of social responsibility, the manufacturers we spoke with have 
all implemented a broad range of initiatives with many taking a two pronged 
approach. 

The first is direct impacts, such as employees and social issues within their 
supply chain. Manufacturers have built a safe and fair working environment by 
investing in facilities, increasing minimum contractual hours, and advocating 
for a living wage. 

For a number of manufacturers involved in the discussions, ethical trading 
inside their international supply chain plays a huge role in their social 
responsibilities, and this is taken very seriously, with third party ethical auditors 
brought in to assess their ethical performance and transparency. Labour 
Standards, Health & Safety, The Environment and Business Ethics are all 
covered in these audits. 

“In terms of our impact in the UK we focus on our 
local community. We recruit locally and work with 
local schools in the area.”

The other approach identified in the round tables is supporting schools 
and charities, be that local or international. For the smaller manufacturers, 
supporting local is vital in fulfilling social duties, not just in terms of giving back 
to communities, but also in terms of attracting local talent.

CORPORATE GOVERNANCE

The general consensus on corporate governance is that it is easier to monitor 
and implement than the environmental aspect of ESG.

“Governance is probably the easy part of ESG, 
it’s clear to see what you need to do and doesn’t 
cost a lot. It’s all about having the right controls 
in place. On investor relations scores we get 
governance is always the highest scoring.”

For a few of the manufacturers, corporate governance remains a top priority, 
for some to the extent of going beyond expected governance standards and 
achieving accreditation through certification schemes.

For the public companies, corporate governance has long been important 
in terms of investment, with investors being mentioned the most within this 
segment. One manufacturer mentioned that they are now undergoing an IPO, 
which means the company’s governance and transparency are critical to its 
success. Another shared that corporate governance was very important to the 
business, and prided the owners for having good investor relations.

SOCIAL & 
CORPORATE 
GOVERNANCE

“Social 
responsibility 
is absolutely 
embedded 
in ESG for us. 
It’s cascaded 
throughout 
the entire 
business. 

The firm 
donates to 
causes and 
charities, but 
it’s not a fully 
joined up 
approach yet.”

SOCIAL RESPONSIBILITY

“We are a 
very large 
manufacturer, 
with 1500 
employees, 
and Corporate 
Governance 
touches different 
people in many 
ways, and in 
varying degrees. 
This is where the 
challenge lies.”

Although deemed easier, 
Corporate Governance is 
not without its challenges. 
One leader stated, 
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SOCIAL CORPORATE 
GOVERNANCE



SENTIMENT
SUMMARY
Following the discussions, we recorded each 
participant’s general feelings about their 
company’s ESG performance.

We do a lot of good things, but we can definitely do 
better. Our social and corporate governance is great, 
but in terms of climate change we have a long way to 
go.

We have a long way to go, but we do have a roadmap. By 
2030 we will have sorted out our Scope 1 + 2 emissions, 
by 2040 we will be there in entirety.

Social and Governance we’ve made big efforts. 
Environmentally, we’ve got a long way to go, 
but we will get there.

We have a good story to tell but we’re not very good at telling 
it, getting data on our farmers will be a big challenge for us.

We’re in compliance mode at the moment. We 
need to get to a place where we’re a sustainable 
business, as well as being ESG sustainable. We 
have a lot of challenges on top of ESG so it’s not 
our sole focus.

The issue for us is how do we pull all the different elements 
together into everyday business.

We can definitely do more, but we’re on that journey.

It’s a big part of what we do, the biggest challenge 
we have is achieving net zero.

We’ve made huge strides in recent years, and it’s a big focus 
for us now.

We can certainly benchmark ourselves against competitors, 
but there’s still lots to do.

Final Thoughts...

Food and Drink businesses have a huge role to play in both tackling the 
climate crisis and in meeting the needs of the population. As we seek 
to build a sustainable and resilient food system, companies are making 
great progress, but this needs to be accelerated both domestically and 
internationally. COP26 provided the perfect springboard for us across 
the farm to fork supply chain to elevate the collaboration needed across 
all stakeholders and Government to address the challenges business are 
facing whilst fully integrating the ESG agenda.

The rise in importance of ESG topics creates both challenges and 
opportunities for the UK Food & Drink Manufacturing Sector. What we 
are seeing is businesses who focus on the opportunities created by 
improving their environmental credentials create significant competitive 
advantage by doing so. 

By treating projects which positively impact ESG ratings as investments 
rather than additional overheads, the organisational mindset can 
become all about growth, rather than simply defending existing positions. 
Furthermore, when organisations tap into existing resources and support 
this with outsourced expertise where it adds the most value, they make 
the most progress and unlock the maximum amount of opportunity. 
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