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Our purpose is that driven by 
our passion for food, together 
we serve and help every 
customer. 

Our colleagues are integral to 
our success, now and in the 
future. Our colleagues who 
work hard every day to make 
our customers’ lives easier 
and provide them with great 
products, quality and service.

Our customers care about 
wide-ranging, complex issues 
that impact them and our 
wider world. They trust us to 
be a responsible business, 
whether that’s by supporting 
the communities we serve 
and source from, managing 
our environmental impacts 

or contributing to a healthier, 
more inclusive society.

This is an update on progress 
against our Plan for Better in 
the first half of the 2021/22 
financial year. 

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

Net Zero 
by 2035 
accelerated our Scope 1 
and 2 net zero target by 
5 years 

£1 million 
committed to donating 
across several charities, 
businesses and social 
enterprises that 
are driving lasting 
change within Black 
communities.

157% 
increase in food 
redistribution for 
human consumption 

94% 
of colleagues on an 
apprenticeship scheme 
successfully completed 
their programme over 
the past half year

Find out more at 
www.about.sainsburys.co.uk.

http://www.about.sainsburys.co.uk
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This year we are delighted 
to have been chosen as the 
Principal Supermarket Partner 
of COP26, the UN Climate 
Change Conference, taking 
place in Glasgow. We hope to 
demonstrate strong industry 
leadership and inspire our 
colleagues, customers and 
other businesses to rally 
together to protect and restore 
our planet for the future. We 
believe that everyone wants to 
play their part and reduce their 
impact on the planet – and we 
can help customers find simple 
ways to make delicious, great 

value food healthier and 
more environmentally 

friendly, one plate 
at a time.

We have long recognised our 
responsibility to protect the 
environment and over the 
past year we have cut our 
operational greenhouse gas 
emissions by 4 per cent. The 
progress that we have made 
to date has enabled us to 
accelerate our own targets 
and move faster. I’m really 
proud that we have recently 
announced our commitment 
to become Net Zero in our 
own operations by 2035. This 
is five years earlier than our 
original ambition and aligned 
to the UN’s goal to limit global 
warming to 1.5 degrees, the 
highest ambition of the Paris 
Climate Change Agreement.

We have a strong heritage in 
reducing our own emissions 
and are collaborating closely 
with our suppliers to ensure 
we’re driving positive change 
across our value chain too. 
Tackling the climate emergency 
requires collaborative and 
transformational thinking 
across industry and 
government, and a willingness 
to work together and share 
learnings globally, so that 

we can all take meaningful, 
immediate action. I’m really 
proud that Sainsbury’s 
continues to lead the charge 
and encourage others to 
change and evolve with us for 
the benefit of all.

This year we launched our 
Plan for Better, our new 
sustainability plan which 
encompasses both our 
social and environmental 
commitments, integrated into 
our business strategy. In June 
we held our inaugural ESG Day, 
sharing with investors our Plan 
for Better, our progress against 
our commitments and how 
this aligns with our new brand 
commitment helping everyone 
eat better.

We continue to make progress 
in reducing food waste as we 
work towards our target to 
reduce food waste by 50 per 
cent by 2030. This year we 
were delighted to launch our 
partnership with Neighbourly 
who will manage our back of 
store food donation programme 
and connect our supermarkets 
with local partners who will 

redistribute food to those 
in need. As a result of our 
partnerships, we have seen our 
food redistribution for human 
consumption increase by 157 
per cent over the past year, 
and are looking forward to 
Neighbourly being fully rolled 
out to all supermarkets by the 
end of the year. 

We have also made further 
commitments to support 
our Black colleagues and 
customers. I’m really proud 
to have announced our 
commitment to donating 
over £1 million across several 
charities, businesses and social 
enterprises that support the 
Black community. As one of the 
UK’s biggest retailers, we know 
we can use our size and scale to 
make a real difference to Black 
communities, driving education 
and long-term change in our 
society. We’re delighted that we 
can play our part and support 
through donations which have 
real impact.

Our colleagues and customers 
care about wide-ranging, 
complex issues and we 

understand the scale of our 
business means we can make 
an important contribution to 
both society and the planet. 
We have another exciting year 
ahead as we drive forward 
with our Plan for Better, and 
continue to help everyone eat 
better. We remain committed 
to accelerating progress across 
our ESG agenda so that we can 
drive lasting, positive change.

Helping everyone eat better, one 
plate at a time 
 At Sainsbury’s, we are driven by our passion for food and believe everyone should have access to 
food that’s really tasty and great value, while being good for you and for the planet. We recognise 
that we have a responsibility to drive lasting change, which is why we’re helping everyone eat better, 
one plate at a time.

Simon Roberts 
Chief Executive Officer
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The environmental and social challenges that are facing the 
world have never been greater. The food we eat, and how that 
food is produced, sourced, packaged and disposed of has major 
consequences. By helping everyone eat better we are committing to 
play a leading role in offering delicious, affordable food that supports 
healthy and sustainable diets and helps customers reduce their 
impact on the planet, one plate at a time.

Our Plan 
for Better 
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In June we launched our 
Plan for Better, our new 
sustainability plan covering 
our environmental and social 
commitments, which is 
integrated into our business 
strategy. Our Plan For Better 
sets out our sustainability goals 
across our whole business, 
outlining our priority areas of 
focus, our key commitments 
and our progress. We have 
identified areas which matter 
most to our stakeholders 
and are aligned to the UN 
Sustainable Development 
Goals, so that we can make the 
biggest difference. 

Our Plan for Better has three 
interlocking pillars; Better 
for you, Better for the planet 
and Better for everyone. We 
have committed to reporting 
on our plan twice a year 
to transparently share our 
progress. See page 14 for our 
results from the first half of 
2021/22.

Healthy & 
sustainable diets

Reduce 
carbon 

emissions

Reduce food 
waste

Reduce use of 
plastic 

packaging

Increase 
recycling

Minimise use 
of water

Sustainable 
sourcing and 
biodiversity

Championing 
human rights

Skills and 
opportunities 

for all

An inclusive 
place to work 

and shop

Community & 
partnerships
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Half year highlights 

We are proud to be the 
Principal Supermarket 
Partner of COP26, the 
United Nations Climate 
Change Conference   
 
 

4% reduction 
in greenhouse gas emissions 
within our own operations

Signatory of Business 
Ambition for 1.5ºC 
 
 
 
 

Carbon Trust Standard 
awarded again this year, 
recognising organisations 
that demonstrate leadership 
in measuring, managing 
and reducing their 
environmental impact

Introduced electric 
refrigerated trailers 
into our fleet

Global Farm website 
launched in partnership 
with LEAF, an online resource 
connecting customers 
with different suppliers 
around the world. Visit 
sainsburysglobalfarm.com 

Transitioned to ASC 
certification for sea bream, 
tilapia, sea bass and basa 
 
 

Working with Prevented  
Ocean Plastic to turn 
plastic collected from 
the coast into packaging 
for our strawberry and 
fresh fish range 

We wrote to 400 of our 
key suppliers requesting 
that they disclose their 
carbon emissions through 
the CDP or Higg platform

4.3 million 
native trees planted and 
£11.1 million raised - since 
our partnership began with 
the Woodland Trust in 2004 
 
 

Rolled out our flexible 
plastics recycling 
scheme, now in all 
supermarkets

Signatory of Race to Zero 
 
 

157% increase
in our food redistribution for 
human consumption.  
We partnered with 
Neighbourly to donate 
surplus food to communities  
 
 

 

http://sainsburysglobalfarm.com 
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Launched our new 
commitment - helping 
everyone eat better

Target developed for 
healthy and sustainable 
diets - we aim to achieve 
at least 83 per cent of 
Healthy and Better 
for You sales by 2025

1.2 million 
additional portions of fruit 
and veg taken home by over 
17,000 of our customers via 
Healthy Start vouchers

10% 
of protein sales are entirely 
plant based

We want to treat people 
fairly throughout our 
business and supply 
chains and we remain 
committed to championing 
human rights. This 
year we published 
our fifth Modern 
Slavery Statement

94 per cent 
of colleagues on an 
apprenticeship scheme 
successfully completed their 
programme over the past 
half year, ahead of national 
rates

Launched our new 
Helping Everyone Eat 
Better Community 
Grant Scheme, whereby 
colleagues can nominate 
partner organisations who 
are tackling food insecurity 
for grants of £500

£1 million
committed to donating 
across several charities, 
businesses and social 
enterprises that are driving 
lasting change within Black 
communities
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Our Plan for Better 
starts with what’s 
on our customers’ 
plates. Sainsbury’s 
has a rich 150 year 

heritage in delivering 
great value, quality 

food in communities 
across the country and 

as a leading British 
supermarket, we 

believe that healthy 
and delicious food 
should be available 

to everyone. We 
are striving to help 

everyone eat better, 
by making it easier 
and more accessible 

for customers to make 
food choices that are 

good for them and the 
planet.

Develop and deliver healthy 
and sustainable diets for all 

This year we announced our 
new brand commitment, 
helping everyone eat better. We 
want to encourage customers 
to make food choices that 
are both better for them and 
better for the planet, therefore 
with this commitment we aim 
to raise awareness and drive 
behaviour change. We want to 
encourage people to eat more 
in line with the principles of the 
government’s Eatwell Guide 
and to help make healthy 
eating choices more affordable, 
easy and tasty. To support 
customers to incrementally 
improve their diets, we have 
developed recipes which 

change up well-loved recipes 
such as curries, lasagnes and 
casseroles, and offer hints such 
as encouraging customers to 
mix half pulses with half meat.

As part of the Better for you 
pillar, we want to develop and 
deliver healthy and sustainable 
diets for all, and this year we 
announced our new target 
to measure this. We aim to 
achieve at least 83 per cent 
of ‘healthy’ and ‘better for 
you’ sales by 2025, currently 
sitting at 80 per cent.  We 
undertook an extensive piece 

of work to review the nutrition 
criteria used to define healthy 
and better for you sales. 
This approach will help us 
identify better choices within 
categories for both branded and 
own-brand products, along a 
spectrum from less healthy to 
most healthy. 

This year we have also 
disclosed our protein sales; 
currently 73 per cent protein 
sales are meat-free (including 
products containing milk, and/
or eggs), and 10 per cent of 
protein sales which are entirely 
plant based.

This year also saw the return 
of ‘The Great Big Fruit and Veg 
Challenge’, which incentivises 
shoppers to increase the 
amount of fruit and vegetables 
they eat. Following the 
success of last year whereby 
450,000 customers signed 
up, customers earn bonus 
Nectar points, via the app, for 
buying fruit and vegetables at 
Sainsbury’s over four weeks. 
Customers are rewarded 
for reaching personalised 
targets, based on the average 

number of portions of fruit 
and vegetables in their typical 
weekly shop. This comes as 
part of our new commitment 
to help everyone eat better, 
helping to make it easier and 
more accessible for customers 
to incrementally improve 
their diets while helping to 
reduce their impact on the 
environment. 

We continued to support 
customers by topping up 
the Healthy Start vouchers, 
provided by the Government to 
low-income pregnant women 
and families with children 
under the age of four. The 
vouchers consisted of a £2 fruit 
and vegetable coupon, more 
than any other retailer, to help 
families in need have access 
to nutritious produce through 
the half-term and summer 
holidays. In the 6 months the 
programme ran, we supported 
over 17,000 customers to take 
home an additional 1.2 million 
portions of fruit and vegetables.

Our priority pillars

Healthy & 
sustainable diets
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With the impact 
of climate change 
being felt around 

the world, and 
increasing awareness 

of biodiversity loss 
and environmental 
degradation, we are 

committed to playing 
our part in helping 
improve the food 

system so that it works 
better for the planet. 

Our customers expect 
us to be taking action 
and finding ways to 

help them reduce their 
environmental impact 

too.

We are proud to be the 
Principal Supermarket 
Partner of COP26, the 

United Nations Climate 
Change Conference.

Reduce absolute greenhouse 
gas (GHG) emissions from 
our own operations to Net 
Zero by no later than 2035 .

Reduce Scope 3 greenhouse 
gas emissions by 30 per cent 
by 2030, with a long-term 
commitment to be Net Zero 
by 2050 .

We have reduced our absolute 
greenhouse gas emissions 
from our own operations by 4 
per cent year-on-year (versus 
the first half of 2020/21). We 
continue to make significant 
progress in reducing our GHG 
emissions and are now taking 
our ambitious net zero target 
further, accelerating it by five 
years to becoming net zero by 
no later than 2035. This is in 
line with the highest ambition 
of the Paris Climate Change 
Agreement, to limit global 
warming to 1.5 degrees Celsius.

We continue to roll out our LED 
lighting across our supermarket 
estate, and will reach 100 per 
cent by the end of the year, 
reducing lighting energy 
consumption by 70 per cent.  
By the end of the year we 
are also transitioning to 100 

per cent renewable electricity 
across the entire estate, and 
have committed to the long-
term purchasing of renewable 
energy from new wind farms 
and solar projects to be built 
over the next two years, 
significantly reducing reliance 
on fossil fuels.

This year we were also the first 
UK retailer to introduce fully 
electric refrigerated trailers to 
our delivery fleet, offering a 
more sustainable solution for 
the transport of groceries. The 
innovative new technology 
adds charge back into the 
battery by converting kinetic 
energy into electricity, keeping 
the onboard fridges cool and 
reducing energy consumption 
and the overall environmental 
impact of the vehicle. 

As signatories to the SBTi 
Business Ambition for 1.5 
degrees and Race to Zero, we 
have committed to reaching net 

zero value chain emissions by 
no later than 2050. This includes 
the emissions associated with 
the products we sell to our 
customers and is in line with 
the highest ambition of the 
Paris Agreement. This builds 
on our existing science-based 
targets to reduce our Scope 3 
emissions by 30 per cent by 
2030. 

We recognise that we cannot 
achieve this target alone and 
are working with our suppliers 
to deliver against their own 
Scope 1, 2  and 3 targets. This 
year we’ve written to 400 of our 
key suppliers, who constitute 
a high proportion of our value 
chain emissions, requesting 
that they disclose their carbon 
emission through the CDP or 
Higg platform. We have also 
set an expectation that our 
suppliers should commit to 
their own net zero science-
based targets, aligned to the 

highest 1.5°C climate trajectory. 

Reduce food waste by 50 per 
cent by 2030 .

We have seen a 157 per cent 
increase year-on-year in the 
amount of food redistributed 
for human consumption. This 
is mostly driven by our food 
donation partnerships and this 
year we have proudly partnered 
with Neighbourly to manage 
our back of store food donation 
programme, helping to connect 
our stores with local partners 
who will redistribute food to 
those in need. Neighbourly 
is home to a network of over 
17,000 charities, schools and 
community groups across the 
UK and Ireland. By matching 
one of our stores with a 
donation partner, Neighbourly 
ensures that any surplus food 
gets directed to the people 
who need it most. Following a 
successful trial, we are currently 
rolling the programme out 
across our supermarket estate 
by the end of the year.

The total amount of food waste 
generated in the first half of 
this year was 19,611 tonnes. This 
is an increase year-on-year due 

to the reopening of food service 
departments in stores, which 
were previously impacted by 
COVID-19, but overall we’ve 
seen a reduction of nine per 
cent from two years ago. 

Where we can’t donate surplus 
food to charity, we send surplus 
food to UK farms, via our 
partners, to form an ingredient 
in animal feed. We’ve been 
sending surplus bread for use 
in animal feed since 2013 and 
this year we trialled diverting 
unsold fruit, vegetables and 
salad as well. 

Overall in the first half of this 
year we saw a decrease in the 
amount of food waste diverted 
to animals at 3,383 tonnes, 
which led to an increase in food 
waste to anaerobic digestion 
(AD), at 13,881 tonnes. Over the 
past two years we have seen 

Reduce carbon 
emissions

Reduce food 
waste
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a 17 per cent decrease in food 
sent to AD.

Reduce our use of plastic 
packaging by 50 per cent by 
2025 and then go further

Increase recycling and make 
it easier for our customers 
to recycle 

We have seen an absolute 
reduction in plastic packaging 
of 1.1 per cent year-on-year 
and relative reduction (per 

million units sold) of 2.1 per 
cent year-on-year. We continue 
to implement a number of 
strategies aiming to remove, 
reduce, replace and recycle the 
amount of plastic packaging. 

To support our commitment 
to make it easier for our 
customers to recycle, this year 
we rolled out a flexible plastic 
recycling scheme to facilitate 
recycling plastic packaging 
which is not commonly 
accepted for kerbside collection. 
The front of store recycling 
points offer customers the 
opportunity to bring back any 
flexible plastic packaging such 
as salad bags, crisp packets 
and food pouches, as part 
of the Flexible Plastic Fund 
initiative rolled out across all 
our supermarkets.

We continue to look at 
opportunities to reduce plastic 
from our packaging and this 

year we have removed own-
brand plastic straws from our 
own-brand range of lunchbox 
juice cartons. This is facilitating 
the removal of 18.5 million 
plastic straws from circulation 
each year, equating to 6.6 
tonnes of plastic reduction. 

Together with Prevented Ocean 
Plastic, we are also turning 
plastic collected from the 
coast into packaging for our 
strawberry and fresh fish range, 
removing 297 tonnes of plastic 
from entering the ocean each 
year. We have also replaced 
plastic with pulp trays for all 
our own-brand eggs, removing 
237 tonnes, removed plastic 
wrap from tea boxes, removing 
17 tonnes, and continue to 
reduce the weight of our own-
brand water packaging.

Reduce use of 
plastic packaging
& increase recycling
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We have over 189,000 
colleagues who are 

critical to the long-term 
success of our business. 

We’re committed to 
being an inclusive 
employer where 

everybody is treated 
fairly and with respect 
and are encouraged to 
develop their skills and 

fulfil their potential. 

We are passionate 
about playing an 
active role in our 

communities, and 
are committed to 

championing human 
rights and have high 

ethical standards that 
we and our suppliers 

adhere to.

We understand how 
intertwined environmental and 
social sustainability are, and 
how the challenges in both 
areas are interconnected. This 
year we launched four Better 
for everyone pillars as part of 
our Plan for Better. These pillars 
span our social sustainability 
agenda; championing human 
rights, community and 
partnerships, an inclusive place 
to work and shop and skills and 
opportunities for all. 

We are committed 
to achieving diverse 
representation in leadership 
positions by 2024

To support our commitments 
on diverse representation, 
we continue to focus on 
programmes such as senior 
sponsorship, inclusive 
recruitment, education and 
talent acceleration fast track 
development programmes for 
diverse talent. The full results 
from this half year can be 
found on page 20.

Last year we made public 
commitments to improve the 
experience of our Black and 
ethnically diverse colleagues.  

We’re continuing to build 
on these commitments this 
year by donating to selected 
partners who each focus on a 
key area that needs addressing 
in Black communities. To kick 
off the donations, we partnered 
with Show Racism the Red 
Card, the UK’s biggest anti-
racism educational charity. 
We’re proud that our support 
will allow the charity to provide 
new educational resources 
to every school in England, 
Scotland, and Wales for the first 
time in its 25-year history, a 
total of 30,892 schools. 

This will be the first of over £1 
million in donations that we 
will make over the next year to 
organisations tackling racism, 
social mobility, food insecurity 
and supporting Black education 
and businesses. Any remaining 
funding is to be invested 

through local partners tackling 
food poverty within Black 
communities.

This year we also announced 
our enhanced Family Leave 
policy to support those 
taking maternity, paternity 
or adoption leave. Supporting 
our colleagues at all stages 
of their career is a big part of 
our commitment to be truly 
inclusive, and this includes time 
away from work to have a baby. 

We also want to normalise 
the conversation and help 
all our colleagues to better 
understand the potential 
effects of Menopause and the 
resources available to help.  
On World Menopause Day we 
launched a Colleague Guide to 
Menopause and Line Manager 
Guide to raise awareness and 
promote conversations.  We’re 

also delighted that we signed 
the Wellbeing of Women 
Menopause Pledge, which 
encourages businesses to 
better support colleagues going 
through the Menopause.  

This his year we proudly 
recognised Carers Week, the 
theme being ‘Make Caring 
Visible and Valued’. We used the 
day to signpost colleagues to 
our newly launched Little 
Book of Carers, which 
shares colleague 
stories and gives 
guidance and 
advice.

An inclusive place to 
work and shop
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Our Corporate Responsibility and Sustainability Committee 
oversee our Plan for Better and this year the Committee 
worked with the Remuneration Committee to approve 
remuneration targets linked to plastic reduction and 
greenhouse gas emissions across Scopes 1, 2 and 3, further 
embedding these sustainability objectives into the business. 
For more information on remuneration and our governance 
structures, please see our Annual Report and Financial 
Statements 2021. 

Governance 
& Reporting 
Frameworks
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Sustainability 
Accounting 
Standards Board 
The Sustainability Accounting 
Standards Board (SASB) is 
an independent nonprofit 
organization that sets 
standards to guide the 
disclosure of financially 
material sustainability 
information by companies 
to their investors. SASB 
Standards identify the subset 
of environmental, social, 
and governance (ESG) issues 
most relevant to financial 
performance in each of 77 
industries.

We disclosed against SASB 
for the first time in June. You 
can find this at www.about.
sainsburys.com/plan-for-better

Taskforce on 
Climate-related 
Financial 
Disclosures 
The TCFD developed a 
framework to help public 
companies and other 
organizations more effectively 
disclose climate-related risks 
and opportunities through their 
existing reporting processes.

Sainsbury’s became a 
signatory of TCFD in January 
2020 as part of our Net 
Zero by 2040 launch. We 
committed to implementing 
the recommendations of Task 
Force for Climate Related 
Financial Disclosure (TCFD) 
and have been making 
progress towards embedding 
climate considerations into 
our reporting and decision 
making, as well as targets in 
place to measure progress and 
incentivise performance. 

For our TCFD disclosure, please 
see our Annual Report and 
Financial Statements 2021. 

www.about.sainsburys.com/
investors

UN Sustainable 
Development 
Goals 
In 2015 the United Nations 
published the UN Sustainable 
Development Goals (SDGs); 17 
ambitious goals which aim to 
end poverty, protect our planet 
and increase prosperity and 
peace for all. 

We continue to fully support 
and contribute to these goals. 
Whether it’s investment into our 
local communities, reducing 
emissions to tackle climate 

CDP 
CDP is a not-for-profit 
charity that runs the global 
disclosure system for investors, 
companies, cities, states 
and regions to manage their 
environmental impacts.

Sainsbury’s participate in the 
CDP surveys relating to climate 
change, water scarcity and 
forests annually. We have 
been award an A rating for our 
climate change disclosure for 
seven consecutive years, the 
only UK retailer to have done 
so. We have achieved an A 
rating for our water disclosure 
for two consecutive years, 
whilst our forests disclosures 
are rated B.

Our CDP disclosures can 
be found at www.about.
sainsburys.com/plan-for-better

http://www.about.sainsburys.com/plan-for-better
http://www.about.sainsburys.com/plan-for-better
http://www.about.sainsburys.com/investors 
http://www.about.sainsburys.com/investors 
http://www.about.sainsburys.com/plan-for-better
http://www.about.sainsburys.com/plan-for-better
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Performance 
Scorecard
Our performance scorecard provides an overview 
of our key commitments, KPIs and performance 
across our Plan for Better pillars. 

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

Commitment

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

2018/19 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2035/36

Absolute GHG emissions within 
our own operations

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

949,744 
tCO2e 

440,548 
tCO2e

818,161 
tCO2e

422,283

tCO2e 

Net Zero

2019/20 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2035/36

% of our energy which comes 
from renewable sources

The amount of renewable energy used by Sainsbury’s 
Group as a proportion of the total electricity consumption 
in the financial half year, supported by third party CBRE.

17% 17% 20% 13% N/A

Commentary

Absolute GHG emissions within our own operations

Absolute greenhouse gas emissions reduced four per cent year-on-year (six per cent reduction compared to two years ago). This is due to efficiency measures to reduce electricity 
consumption.
*Carbon absolute greenhouse gas emissions within our own operations in half one of 2020/21 restated from 385,431 tCO2e (periods 1-6) to 440,548 tCO2e (periods 1-7).

% of our energy which comes from  renewable sources

Energy from renewable sources has reduced 22 per cent year-on-year due to a fall in wind power generation and loss of one Power Purchase Agreement.



J Sainsbury plc
Sainsbury’s Plan for Better Report 2021/22 H1 16

Water

Commitment

Minimise the use of water in our own operations, 
driving towards water neutral by 2040 
Metric Methodology Baseline Results Target

2018/19 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2040/41

Absolute water usage within our 
own operations

Absolute water usage in the financial half year for 
both Sainsbury’s and Argos as reported by third party 
WaterScan.

3,224,000 m3 1,553,192 m3 2,776,288 m3 1,517,488 m3 Water 
Neutral

Commentary

Absolute water usage has decreased two per cent year-on-year, helped by stores closures, in particular Argos. Water measurement has been more accurate and frequent since switching 
to a self-supply license.
*Absolute water usage within our own operations in half one of 2020/21 restated from 1,311,546 (m3) (periods 1-6) to 1,553,192 (m3) (periods 1-7).
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Healthy Diets

Commitment

Develop and deliver healthy and sustainable diets for all
Metric Methodology Baseline Results Target

2019/20 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2025/26

% healthy and better for you 
sales tonnage as a proportion of 
total sales tonnage

Food sales tonnage of healthy, healthier choice and 
better for you products as a percentage of total food 
sales tonnage in the financial half year (exclusive of 
beers, wines, spirits and baby food). Healthy, healthier 
choice and better for you defined using a nutrition 
criteria tool.

80.3% N/A 79.7% 80.0% 83.1%

Commentary

Small improvement seen, not driven by any category in particular.

Food Waste

Commitment

Reduce food waste by 50% by 2030 
Metric Methodology Baseline Results Target

2019/20 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2030/31

Food waste to anaerobic 
digestion

Total food waste tonnage sent to anaerobic digestion 
in the financial half year calculated as total operational 
food surplus i.e. food that is not sold to customers, less 
any food surplus redistributed to both humans and 
animals.

31,615 
tonnes

12,829 
tonnes

26,545 
tonnes

13,881 
tonnes

15,808 
tonnes

Commentary

Food waste to anaerobic digestion has increased by eight per cent year-on-year due to a reduction in food sent to animal feed. There was an increase in total operational food waste 
due to reopening of propositions closed during Covid, but this was offset by an increase in food sent to humans. During H1 we distributed 3,383 tonnes to animal feed and 2,347 tonnes 
to humans. Compared to two years ago, food waste to anaerobic digestion has decreased 17 per cent.
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Plastic

Commitment

Reduce our use of plastic packaging by 50% by 2025  
and then go further
Metric Methodology Baseline Results Target

2018       
CY

2020  
H1

2020 
FY

2021 
H1

2025 

Food: % reduction in plastic 
packaging vs baseline / tonnes 
of plastic packaging 

Plastic tonnage during January to June 2021 calculated 
by multiplying the primary plastic packaging weight of 
each Sainsbury’s food SKU by the sales volumes of that 
SKU. SKU data is collated and updated by third party, 
Valpak.

120,000 
tonnes

59,963 
tonnes

117,959 
tonnes

59,282 
tonnes

60,000 
tonnes

Commentary

Absolute reduction in plastic packaging of 1.1 per cent year-on-year, and a relative reduction (removing volume impact) of 2.1 per cent year-on-year. We sold 10.6 tonnes of plastic 
packaging per every million units sold (versus 10.83 tonnes last year). 

Recycling

Commitment

Increase recycling and make it easier for our 
customers to recycle
Metric Methodology Baseline Results Target

2019/20 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2040/41

Number of Sainsbury’s managed 
recycling facilities in all 
available sites

Number of open Sainsbury’s sites, excluding store 
support centres, with public recycling facilities as at the 
end of the financial half year.

274 274 273 273 N/A

Commentary

No movement from year-end.
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Biodiversity

Commitment

Ensure that the impact of our operations is net positive 
for biodiversity
Metric Methodology Baseline Results Target

2019  
CY

2020 
H1

2020 
CY

2021 
H1

N/A

% timber sourced to an 
independent sustainability 
standard

Cubic metre volume of assessed sustainably sourced 
timber products sold as a percentage of total cubic metre 
volume of all assessed timber products sold during 
January to June 2021. Sustainability assessments were 
carried out by third party Track Record Global Ltd.

JS: 90%
Argos & 
Habitat: 42%
Group: 60%

JS: 91%
Argos & 
Habitat: 45%
Group: 62%

JS: 92%
Argos & 
Habitat: 33%
Group: 65%

JS: 90%
Argos & 
Habitat: 76%
Group: 82%

JS: 100%
Argos & 
Habitat: 100%
Group: 100%

% cotton sourced to an 
independent sustainability 
standard

Cotton tonnage sustainably sourced and certified by 
third party Better Cotton Initiative (BCI) as a percentage 
of total cotton tonnage sourced during January to June 
2021.

76% N/A 89% 84% 100%

2019/20 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

N/A

% wild caught seafood sales 
which is independently certified 
as sustainable

Sales volume of wild seafood which is independently 
certified as sustainable as a percentage of total sales 
volume of wild seafood for the financial half year.

82.3% 82.3% 76.1% 72.7% N/A

% farmed seafood sales which 
is independently certified as 
sustainable

Sales volume of farmed seafood which is independently 
certified as sustainable as a percentage of total sales 
volume of farmed seafood for the financial half year.

100% 100% 100% 100% 100%

Commentary

% timber sourced to an independent sustainability standard

Sourcing of timber to an independent sustainability standard has increased by 17 per cent versus 2020, driven by progress in Argos and Habitat.

% cotton sourced to an independent sustainability standard

The half-year reduction from 2020 is attributed to seasonality.

% wild caught seafood sales which is independently certified as sustainable

The half-year reduction from 2020/21 year-end is driven by the removal of the Mackerel MSC status during 2020/21 financial year. There have been no material movement in other Fish 
species.

% farmed seafood sales which is independently certified as sustainable

All farmed SKUs are 100 per cent sustainably sourced.
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Diversity &  
Inclusion

Commitment

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

2020/21 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2023/24

% of senior leadership positions 
(top 230 leaders) 

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

Females 37.67% N/A 37.67% 39.81% 50%

Ethnically diverse 8.07% N/A 8.07% 7.58% 12%

Black 1.35% N/A 1.35% 1.42% 3%

% of senior management 
positions (the top 1200 leaders 
beneath the top 230 senior 
leadership positions) 

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

Females 35.45% N/A 35.45% 35.53% 43%

Ethnically diverse 7.17% N/A 7.17% 8.10% 12%

Black 0.73% N/A 0.73% 0.89% 3%

Commentary

To support our commitments on diverse representation, we continue to focus on programmes such as senior sponsorship, inclusive recruitment, education and talent acceleration 
including fast track development programmes for diverse talent.  We’ve also set a three-year targets for 2024, which are linked to the long-term incentives of our leadership population to 
increase accountability.  Furthermore, we’ve also extended our inclusion goals to make these mandatory for all line managers.
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Skills & 
Opportunities

Commitment

At least 75 per cent of our colleagues on an apprenticeship will successfully complete 
their programme, ahead of nationally reported apprenticeship completion rates
Metric Methodology Baseline Results Target

2019/20 
FY

2020/21 
H1

2020/21 
FY

2021/22 
H1

2023/24

% of our colleagues on an 
apprenticeship, that will 
successfully complete their 
programme

Number of colleagues who passed the end point 
assessment first time, per notification from the third 
party contracted awarding body, as a percentage 
of the total number of colleagues who completed 
the apprenticeship programme between March and 
September 2021.

70% N/A N/A 94% 75%

Commentary

High completion rate during the half-year driven by colleagues returning to formal learning, after the programme was paused due to COVID-19, supporting a spike in progress and 
achievement in a condensed timeframe.
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