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Our sustainability work encompasses social, environmental and
financial responsibility throughout our entire value chain, with a
focus on climate and compliance with human rights in everything
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We report our climate work voluntarily to CDP.
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This is Arvid Nordquist
Arvid Nordquist has been supplying the market with good food
and drink from well-known brands for more than 136 years. We
now have a presence across the Nordic region, with a focus on
establishing new brands and continuing to refine strong brands
in our market.
We are a third-generation family business with active owners. We
have around 40 different brands that we represent, with producers
from all over the world. Our range includes brands that we own,
develop and produce ourselves, such as our own coffee (roasted
in-house) and international brands that we represent in the Nordic
region. Some of these are iconic classics, and many are also
family businesses – just like us.
We take care of the whole value chain, with logistics from the
producers’ warehouses to our warehouses in the Nordic region
and to customers, sales and marketing, product administration,
customer and consumer service, and ordering and invoicing.

294

Number of
employees

Solna, Sweden, Head office
Helsinki, Sales & Marketing
Oslo, Sales & Marketing
Copenhagen, Sales & Marketing

Office

3 350 M

Net sales

M SEK

ARVID NORDQUIST NET SALES GROWTH

3500
3000
2500
2000
1500
1000
500
0
2013

2014

2015

2016

2017

2018

2019

2020

2021

5

have a

Reflections
from our CEO
For us, sustainability is all about assuming responsibility for the products
and services we offer our customers. It is a responsibility that includes being
reliable and credible, and always doing our utmost to be a good citizen.
The company’s values are a summary of our employees’ values, which are
generated by the corporate culture we nurture and are ultimately a result of
the desire that the owners, board of directors and management team strive
to implement.
For us at Arvid Nordquist, sustainability is not a concept to gain short-term
advantages in the market. It is a lifestyle that defines the way we relate to
the world around us and to each other, so as to contribute to a better world.
We must constantly reflect on whether what we are doing today can be
done in a better way tomorrow. The world around us is changing constantly,
and this puts demands on dynamic sustainability work that is able to adapt
to new conditions.
Our customers and suppliers make tough demands of us when it comes to
corporate social responsibility, and we as a company must understand our
customers, consumers and suppliers so we can meet their expectations of us.
A company is never better than its employees, so it is extremely important
that we always focus on the ability and desire of our employees to develop
sustainability work and to live up to the company’s values.
Kind regards,

Anders Nordquist
CEO
Arvid Nordquist HAB
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For us at Arvid Nordquist,
sustainability is not a concept to
gain short-term advantages in the
market. It is a lifestyle.
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66.4 %

of our net sales come from
sustainability-certified products

98.3 %

90 %

Plant-based packaging for Arvid Nordquist Coffee

100 %

of coffee beans are certified by Fairtrade or
Rainforest Alliance, with 17% grown organically

Employee attendance

73
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Barometer index
(employee satisfaction)

Bee

No 1

among coffee brands

Ranked best among coffee brands in the
Sustainable Brand Index survey of brands
perceived to be best when it comes to
sustainability.

Use of plastic for coffee reduced by 3.5 tonnes a year
Compensated for

94,577 tonnes CO2e
including in CommuniTree in Nicaragua

Fairtrade launch:

KWV Cathedral Cellar
Sauvignon Blanc
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new eco launches in the
Beer & Wine product area, including:

Chateau Brande,
Artesano de Argento,
Cassagens de la Nerthe
and Susurro
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launches in climate-smart packaging in the
Beer & Wine product area, including:

Susurro Souvignon Blanc,
Oddbird wine and Oddbird ale

With the purchase of just over 3,200 tonnes of Fairtradecertified and organic coffee, we have contributed with just over

SEK 35 million
to protect forests and provide extra support
for sustainable coffee farming

Collaboration with Farm Trace and Rainforest alliance in order
for coffee farmers to receive payment for initiatives to reduce
carbon emissions in their farming activities
Arvid Nordquist Tea is a
new product range that is both organic and climate-compensated
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Palm oil-free

Skippy peanut butter is now palm oil-free.

RSPO
All the palm oil in our products
is RSPO-certified.
HiPP baby food containers
are climate-positive.

47%

Highlights
of 2021

of our net sales in our Food portfolio
meet science-based targets.

53%

To achieve good results, it takes collaboration throughout the
entire business. This is true in most respects, but especially when
it comes to sustainability. If we are to achieve our sustainability
goals and act in accordance with our values, it is crucial that we
integrate sustainability work into all processes and all aspects of
the business. This year, we held a series of workshops during the
pandemic and drew up new, ambitious, long-term goals.
Conditions were not ideal, but arranging digital meetings enabled
everyone to take part on the same terms. I am particularly proud
of our goal to continue work to achieve an even higher proportion
of sustainability-certified products. This goal delivers on many of
the sustainability challenges that exist in our industry. Most of the
business is already fossil-free, but the goal of 100% fossil-free
within our own business will also be a milestone to celebrate in
2025, because we will definitely achieve it!

of net sales in our Food portfolio are from
producers that have goals to reduce their
carbon emissions.
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99%

All containers for A+
liquid detergent have been replaced
by 99% recycled material.

35%

SC Johnson’s products have 35%
recyclable plastic in their packaging.

87.2%
of our packaging material is
recyclable (based on weight).

Erica Bertilsson,
Director Sustainability and Communications, Arvid Nordquist
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Sustainability in the Nordic region
The Nordic region is leading the way in sustainability work. In the
Global Sustainability Index compiled by the organization Earth.
org, Sweden is ranked first, Denmark second and Norway and
Finland seventh and ninth, respectively. Sweden, Norway and
Finland have declared that they will achieve climate neutrality
before 2050.
In the UN’s Human Development Index, which is used to compare
welfare in different countries, Norway is ranked in first place,
Sweden in seventh place, and Denmark and Finland in tenth and
eleventh place respectively. The Nordic region is a clear leader in
many areas of sustainability. This also reflects the public debate
and the interest that exists in sustainability-related issues among the
Nordic public, particularly with regard to the issues of climate and
plastics, as well as the animal rights perspective. An increase in
engagement is now also evident concerning biodiversity and soil
health.

“56–69% of consumers are discussing
sustainability with friends and family on a
regular basis.” (Sustainable Brand Index 2021)
During the year, the Norwegian parliament adopted a new law,
known as the Transparency Act, which sets out demands for the
open reporting of risks and measures regarding human rights in
the value chains of products. The Act comes into force in 2022.
There are no similar proposals on the table as yet before the other
Nordic governments. During the year, Systembolaget in Sweden
conducted a human rights assessment in the area of Italian wine
production. Systembolaget is looking for other tools to expose risks
and take action to ensure that people do not come to harm in the
production of products in their range.
Coop Sweden, Kesko Finland, Apotea and ICA Sweden have all
either committed themselves to the Science Based Targets initiative
or already approved the SBTi goals. Many other customers also
have clear and ambitious goals to reduce carbon emissions relating to, for example, reporting to CDP. The ambitions of customers
to reduce carbon emissions in line with the Paris Agreement are
also affecting the product range. During the year, Coop Sweden
launched a declaration of sustainability linked to products in their
range. The declaration is displayed digitally on the company’s
online shop, but also via a QR code on shelf labels. Consumers
can scan this code to view information about different sustainability
aspects of the specific product.
Systembolaget in Sweden has moved from focusing on organic
and ethical certifications to adopting a holistic approach to
sustainability. In 2022 they will be launching “Sustainable Choices”,
which includes products that are sustainability-certified and
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Sweden, Norway and Finland have
declared that they will achieve climate
neutrality before 2050.

available in climate-smart packaging, and with traceability all the
way back to the farmers. There will be important parameters for
all suppliers on the Nordic alcohol market to deal with in future,
particularly in Sweden. Food industry associations in Sweden
launched a joint initiative in 2021 to agree on how sustainability
information about products should be presented and managed in
order to make it easier for suppliers and consumers. At this point,
the industry has made progress in agreeing on how climate calculations should be performed for products.
During the year, our industry association for hygiene products
conducted a review of sustainability certifications in the chem-tech
area in order to encourage the retail sector to accept certifications
other than the Nordic Ecolabel and Good Environmental Choice.
In 2020, no less than 28.3% of the Axfood Group’s sales consisted
of sustainability-marked goods, and all launches in Norway that
year also had a link to sustainability. The retail sector’s ambitions
are reflected in the expectations and demands placed on us as
suppliers.

”All launches in Norway in 2020 had
a link to sustainability.”
More and more consumers are concerned about what their food
contains and how it is produced. According to the Sustainable
Brand Index, the consumer group Smart Sustainable is the fastest-growing group in all the Nordic countries. This group is curious
and interested, but always with a “what’s in it for me” perspective.
The climate issue is high on the agenda, but quality, service and
well-being are also important priorities. About 25% of consumers
in the Nordic market belong to the Smart Sustainable consumer
group, and around 9% belong to the Dedicated Sustainable
group of consumers. All in all, this shows that around 35% of all
consumers look for sustainable choices.

”About 25% of consumers in the Nordic
market belong to the Smart Sustainable
consumer group”
The food industry has also assumed a major responsibility for
guiding the consumer towards more sustainable choices – choices
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that are better for both health and the environment. The Nordic
keyhole label, which requires producers to follow shared Nordic nutritional recommendations and restrictions on salt, sugar
and fat, is currently carried by more than 4,000 products. Meat
consumption is falling and the proportion of plant-based food is on
the increase. One third of Nordic consumers express a growing
interest in plant-based proteins, and one in five persons would consider removing animal protein completely from their diet. Nordic
government agencies have introduced a national goal to increase
the proportion of vegetables and fish to 20% by 2030. The Danish
Ministry of Environment and Food has introduced new dietary
recommendations that entail a reduction in meat consumption from
500 grams to 350 grams per person per week. Furthermore, it
is becoming increasingly common for food in restaurants to have
clear designations of sustainability and origin. The retail sector in
all Nordic countries is also encouraging an increased proportion
of locally produced food – this, too, with political pressure.

”It is becoming increasingly common for food
in restaurants to have clear designations of
sustainability and origin.”
Last but not least, efforts to establish more circular industries have
gained ground among the Nordic countries, with a particular
focus on designs of recyclable packaging solutions. All of the
Nordic countries already have a high level of recycling packaging
materials made of glass, metal and paper. The countries have
effective collection systems, and materials that cannot be recycled are sent to incineration and used to supply district heating
networks. Unfortunately, the level of recycling for plastic is lagging
behind. This is due to less desire among consumers to sort and also
the fact that not all plastic can be recycled. All Nordic countries
are working to improve their recycling systems, by such means as
information to producers about recyclable plastics and enhanced
reporting requirements. The producer is responsible for financing
the processing of packaging waste, informing consumers and
reducing litter. This entails both higher packaging charges and
increased administration, but it also contributes to increased circularity, an improved social environment and reduced greenhouse
gas emissions. The Packaging Directive is the same throughout the
EU, but each country has its own systems for compliance with the
EU Directive. In response to the EU’s Plastics Strategy, the Swedish
trade association for suppliers to the food industry, DLF, launched
the Plastics Initiative. The goal is that by 2025, all plastic packaging items released in the market by DLF’s members shall be fully
recyclable. The industry in Norway, Finland and Denmark has the
same expectations.

“All Nordic countries are working to
improve their recycling systems.”
There is thus pressure being exerted in the Nordic market on all
players to both become and be perceived as more sustainable. At
the same time, there is also a broad debate in society about how
companies are presenting their sustainability profile. There is an
increase in the number of complaints about misleading sustainability-related communication and advertising, and many of these
are also being heard before the courts. Many are awaiting new
EU rules about green statements and how they will affect national
guidelines.
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Examples of sustainability
work in our portfolio

13

Oddbird - liberated from alcohol
Oddbird is a Swedish premium beverage maker that develops
and produces quality wines entirely free from alcohol and other
additives such as E numbers and grape must. The wine is crafted
traditionally, then liberated from alcohol using a patented method
that preserves the wine’s natural character. Arvid Nordquist has
been managing Oddbird sales in the Swedish market since 2013.
The winemaker’s vision is to make wines liberated from alcohol
more accessible and, by means of high quality, to completely
overturn old notions and expectations about alcohol-free wine. The
vision of former family therapist and founder Moa Gürbüzer is for
the question of whether you take your wine with or without alcohol
to become as natural as asking whether you take your coffee black
or white. Oddbird works with design, craftsmanship and nudging
to make it easy and attractive to make a sustainable choice. The
company has won several accolades for its work, including an
award from IQ for its collaboration with Porsche, one from IOGT
as Alcohol Norm Breaker of the Year, and one from EY as Entrepreneur of the Year.
In addition to its work on health and well-being, Oddbird is also focused on switching to more climate-smart solutions and reducing its
climate footprint. The company has conducted a life cycle analysis
to calculate the carbon footprint of the company and its products
– all the way from seed to glass. This analysis has now formed the
basis for Oddbird’s social and environmental annual report.

Oddbird’s
goals:
A world liberated
from alcohol by
2097

Climate-neutral
production and
life cycle

Climate change, water resources and degraded soil are the
big challenges for the whole wine industry. Switching to more
sustainable growing, wine production, packaging and transport is
therefore essential. Oddbird will soon be moving over to 100 percent organic wines that are subject to tough pesticide, fertiliser and
irrigation requirements. One challenge in the transition work is that
wine usually comes in a glass bottle, which requires a great deal
of energy to manufacture and is heavy and bulky to distribute. This
applies in particular to the sparkling segment, which is Oddbird’s
largest by volume.

”Oddbird will soon be moving to
100 percent organic.”
“Consumers traditionally expect a certain feeling from the bottle
and the serving. Attitudes to, and definitions of, luxury have
to change so that the industry can introduce more climate-smart
options than glass bottles,” explains Ylva Nestmark, Sustainability
and brand manager at Oddbird.
In the short term, Oddbird is switching its sparkling range to bottles
made of glass created using renewable energy. The company has

On average, a recyclable slim can has a third of the carbon
emissions per litre compared with a traditional glass bottle. This is
an important step for Oddbird in its drive to create products that
are both socially and environmentally sustainable.

also launched wine in recyclable aluminium cans and will soon
release wine in bottles made of paper.
Oddbird is now expanding in new categories such as alcohol
liberated spirits, where they will be launching a product in 2022
with a new system that disrupts the way of packaging spirits.
“We are constantly working on finding innovative and sustainable
solutions. And yet the biggest difference we have made came
from going back to basics – to a time before artificial sprays,
fertilisers and irrigation systems. The result is our low-intervention
wine, our most climate-smart product ever, with the footprint of
the growing and winemaking process coming in at a sixth of the
climate footprint for a regular wine. The vineyard only uses natural
rainwater and natural water sources, the surplus crop is used as
fertiliser and the grape remains are recycled in a separate process.
The vineyard and grapes are certified as 100 percent organic,
the harvesting is done by hand, and the wine uses spontaneous
fermentation with no additives.” Ylva Nestmark, Sustainability and
brand manager, Oddbird.

A R V I D N O R D Q U I S T H A B SUSTAINABILITY REPORT 2021

Fresh Del Monte
Fresh Del Monte is one of the world’s leading vertically integrated
producers, distributors, and marketers of fresh and fresh-cut fruits
and vegetables. Our products include prepared fruit and vegetables, juices, beverages, snacks, and desserts, and are sold in more
than 90 countries around the world.
Fresh Del Monte has 37,600 team members, 25 factories, and
41,620 hectares of farmland for primary production, almost
60 percent of which is owned by the company. Around 6,600
small-scale farmers account for the rest. Arvid Nordquist has been
managing Fresh Del Monte’s sales and marketing in the Nordics
since 1994.
The entire business depends on the health of the planet, the
existence of pollinators, access to clean water, and people in the
value chain and local community having a good life. Sustainability
is therefore closely integrated into the company’s business strategy,
with four pillars guiding the company’s work.

”Sustainability is therefore closely integrated
into the company’s business strategy.”
Pillars:
Protecting our planet
Protect and promote the health of our
planet, its wildlife, and its natural
resources

Living our values
Drive integrity, fairness, equity, and wellbeing across our operations and our supply
chain to deliver on our mission

Providing healthy choices
Encourage healthy lifestyles by providing
fresh and wholesome food to our customers

Growing with our communities
Ensure the well-being of our communities
and foster growth within each of them

Some of Fresh Del Monte’s targets for delivering
on the company’s sustainability ambitions
TARGET

YEAR STATUS
(2020)

Achieve 100% of global product volume certified as
sustainably grown by a third party.

2025

77%

Support 300 local sustainability programmes that create
measurable and lasting change.

2025

366
programmes

2030

New goal
2021

Plant and/or donate 2,500,000 trees.

2025

1,025,000

Achieve at least 10% improvement in Water Use Efficiency
(kg of product/hectare grown/mm of water) in our
owned farming operations compared to 2020 baseline.

2030

New goal
2021

Achieve at least 80% of associate growers implementing
water use efficiency practices in their operations.

2030

New goal
2021

20252027

New goal
2021

2030

New goal
2021

Reduce our Greenhouse Gas Emissions in alignment with
the Science Based Targets initiative:
• Reduce our Scope 1 + 2 emissions by 27.5%
compared to 2019 levels.
• Reduce our Scope 3 emissions by 12.3%
compared to 2020 levels.

Reduce the environmental impact of our packaging
materials by increasing the use of recycled content,
increasing the use of reusable containers, and continued
optimisation of design to eliminate or replace
unnecessary and problematic packaging materials:
• Double the amount of recycled content in
secondary packaging
• Reduce virgin plastic usage by 25%. And so on.
Reduce our food loss by 50% compared
to our 2020 baseline

Fresh Del Monte committed to the Science Based Targets initiative
(SBTi) in 2020. The company’s emissions reduction targets
were approved by SBTi in Fall 2021 as consistent with the levels
required to meet the goals of the Paris Agreement. Around 14
percent of the company’s global energy needs are met by renewable
energy sources. Fresh Del Monte is investing in a whole range
of renewables in its drive to switch to wind and solar power and
biofuels.

”Around 14 percent of the company’s global
energy needs are met by renewable energy
sources.”
Fresh Del Monte strives to operate a holistic programme that
creates resilient and multifunctional landscapes, with regenerative
farming methods that include improved soil health, carbon storage,
biodiversity, ecosystem health, water resources and quality.
Twenty-eight percent of the farmland owned by Fresh Del Monte
is currently set aside to improve biodiversity. Setting aside land
for conservation and nature-based solutions is part of Fresh Del
Monte’s agricultural policy. In its work on establishing regenerative
farming, Fresh Del Monte works with third-party organisations
such as GLOBAL G.A.P., SCS Global Services, and the Rainforest
Alliance, who bring knowledge and experience to the table. The
collaboration covers both its own farming business and third-party
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growers, and it is worth noting in this context that 95 percent of
Fresh Del Monte’s pineapple growers have been with the company
for over 25 years. As a minimum, all associate growers must meet
the Global Good Agricultural Practices (GLOBAL G.A.P.) standard.
The company also encourages associate growers to conduct a
risk assessment on social practice (GRASP) to evaluate workers’
health, safety and welfare, and to certify themselves in accordance
with the Rainforest Alliance or SCS Global Services. Almost 100
percent of Fresh Del Monte’s total volume sold in North America
and Europe is sustainabilitycertified by one of the above third-party
schemes. In 2021, Fresh Del Monte also launched a three-year
programme in partnership with the German organisation GIZ
(Deutsche Gesellschaft fur Internationale Zusammenarbeit GmbH)
in Costa Rica and Guatemala that promotes ecosystem services,
improves resilience to climate change and supports local communities, not least in their recovery following the COVID-19 crisis.
“Our vision for the well-being of all our employees focuses on
three core elements: we respect and protect human rights for all
employees and for the communities in which we operate; we ensure
that our work environment has a positive impact on the health and
well-being of our employees; and we are fully committed to creating
an inclusive, sustainable and supportive workplace where all
employees can be themselves every day and achieve their full potential.” Tarek Betti, Chief Human Resources Officer, Fresh Del Monte
To verify compliance, Fresh Del Monde conducts human rights
impact analyses (HRIA) within its own operations and random
checks of third-party suppliers each quarter. In 2020 Fresh Del
Monte complete 65 HRIAs, none of which revealed any breaches
of human rights during this period. Fresh Del Monte also runs its
own health centres in regions where access to healthcare is limited.
In 2020, there was an initiative to promote women’s health and
well-being in Kenya, and to provide education in a drive to prevent
sexual harassment and gender-related violence. In coming years,
the company will also encourage male employees to take a stand
on changing social norms, behaviours, and gender stereotypes that
perpetuate discrimination and inequality.

”Fresh Del Monte also runs its own health
centres in regions where access to healthcare
is limited.”
With all that Fresh Del Monte is doing to promote
a sustainable business, what is the greatest
sustainability challenge?
“All the stakeholders involved have to work together to achieve
sustainability in the food industry, and particularly in our categories. To transform the industry, it is vital that customers, resellers
and consumers reward the initiatives that growers and manufacturers introduce. This can be done by publicising the benefits of
the programmes and integrating the cost impact that it has on the
products. Unfortunately, sustainability work is not always encouraged and promoted all the way along the value chain. That is the
biggest challenge. We’ll continue to step up our efforts to highlight
what we are doing in a more understandable and visible way.”
Hans Sauter, Chief Sustainability Officer and SVP of Research &
Development at Fresh Del Monte.
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SC Johnson
SC Johnson is a fifth-generation family company with many wellknown brands in its portfolio, including Duck, Mr Muscle, Glade
and Raid. Arvid Nordquist was entrusted with looking after SC
Johnson’s products in the Nordic market year 2018.
There are many sustainability challenges in the cleaning and pest
control sectors. SC Johnson is focused on cutting the company’s
carbon emissions, energy consumption and waste, accelerating the
transition to a circular economy and helping to deliver sustainability initiatives that bring about lasting change. The company has
defined seven strategic areas for its sustainability work:

Plastics and Chemicals
Priority areas where there is a substantial
need for global development, and areas
where SC Johnson can set the tone beyond
its own industry due to the impact of its
leadership in the area.

Carbon Emissions
SC Johnson wishes to continue leading
by example as it works to deliver above
the industry standard in these vital areas
of sustainable development.

Transparency
Back in 2009, SC Johnson launched
“What’s inside SC Johnson”, an online service listing every ingredient in each of SC
Johnson’s products. The company wishes to
continue pushing the industry forward and
setting the tone when it comes to the transparency and safety of ingredient choices.

Waste and Deforestation
SC Johnson wishes to continue leading
by example as it works to deliver above
the industry standard in these vital areas
of sustainable development.

Responsible Sourcing
SC Johnson’s global supply chain comprises 33 of its own production facilities and over 300 third-party
facilities. Input goods come from more than 2,000 suppliers around the world. SC Johnson’s Code of Conduct
for suppliers sets out requirements in four key areas: Human rights and workers’ rights; Health, safety and the
environment; Sustainability; and Business ethics. SC Johnson is a member of the Supplier Ethical Data Exchange
(SEDEX) and conducts third-party audits of both its own manufacturing plants and third-party suppliers.

Social
Since 1937 SC Johnson has donated 5% of
pretax profits to charities every year. In fiscal
year 2020, that resulted in donations to over
650 non-profit organizations. One of these
were Stockholms Stadsmission.

The core areas for donations are:
•
Social initiatives that support the prevention and
eradication of vector-borne diseases
•
Programs that ensure quality and inclusive education
through literacy initiatives, or programs that focus on
science, technology, engineering and math
•
Programs that help reduce or eliminate poverty
•
Programs that reduce or eliminate plastic waste, advance
and promote recycling and improve the environment
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Luciana Abreu, Group General Manager
Northern Europe SC Johnson:
“We have made major advances in all our target areas.
We have cut greenhouse gas emissions in manufacturing
by 68 percent since the base year 2000, and globally 35
percent of SC Johnson’s energy comes from renewable
sources. By 2025, we aim to have reduced our greenhouse gas emissions in manufacturing by 90 percent. To
achieve this target, back in 2009 we installed our first
company-owned wind turbine at our Europlant production facility in the Netherlands. The turbine generates 55
percent of the facility’s energy – the rest comes from purchased wind power. Our production facility in Poland has
been purchasing wind power since 2016, and was our
second plant to run entirely on wind power. In addition
to reducing our climate footprint, we are also working on
using recycled plastic in our packaging and on making
recycling easier and more convenient within communities
around the globe. 65 percent of our packaging is currently
recyclable or reusable. The aim is to reach 100 percent
by 2025. SC Johnson funds research into microplastics
and is driving advances in plastic film recycling. We are
trying to lead by example. At our own facilities around
the world, we are on target to achieve zero waste to
landfill by 2025, in Europe we have already achieved this
target in 2019.”
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Sustainability is
integrated into our work
Our vision and values provide the foundation for how we
do business. Arvid Nordquist strives to integrate sustainability
work throughout the company, incorporating it into all relevant
decisions and processes. Sustainability shall be an element of
work all over the company, and we believe that all employees
can make a contribution, whatever their function.

Governance
Arvid Nordquist is a family company with an external board of
directors, in which four of the six members do not belong to the
Nordquist family, including the Chairman of the Board.

CEO
MANAGEMENT TEAM
The Director of Sustainability

SUSTAINABILITY GROUP

POLICY &
COMPLIANCE

ORGANISATION

"

The Director of Sustainability at Arvid Nordquist is a member of
the company’s management team. We have a sustainability group
containing representatives from every department in the company
and every country in which we operate. The group’s task is to
secure and develop sustainability work and to draw up goals and
strategies for sustainability work that are then adopted by the
company’s management team.

Support is provided in the form of: clear goals and functions with
responsibility for them; our Code of Conduct, which is based on
Amfori (the Business Social Compliance Initiative), which guides us
in our conduct; and in the expectations and requirements we have
of our supply chain. There are also several additional policies
pertaining to sustainability. We have a business system containing
sustainability data that is being further expanded during 20212022. Arvid Nordquist is environmentally certified in accordance
with ISO 14001, which means that our sustainability work is
examined by an external auditor. The fact that we have been
environmentally certified for eighteen years means that we have
made substantial progress in work on continuous improvements
and internal audits, and we have an effective environmental
management system. The company’s coffee production is also
certified in accordance with FSSC 22 000 and our business
activities for food and alcoholic beverages are IP Food-certified.

VISION
We are the best partner
– our customers feel inspired with us.
We deliver strong brands with
outstanding quality, service and
value, with people and the
environment in mind.

"

Arvid Nordquist is environmentally
certified in accordance with ISO 14001.
The company’s coffee production is
also certified in accordance with
FSSC 22 000.
Arvid Nordquist’s business activities
for food and alcoholic beverages are
IP Food-certified.
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Stakeholder analysis
Our business is based on satisfying our customers’ needs for
high-quality food and household products, while at the same time
striving to ensure that this does not have a negative impact on
future generations. We therefore have a number of stakeholders
to listen to and take into account: our growers and their employees, our customers and consumers, our brand owners and
other suppliers, NGOs associated with our business, government
agencies, and our owners and employees. We have an open
dialogue with our stakeholders and stay informed through close
customer and supplier contact, and through active participation in
trade associations. Our international partners in the coffee world
are also vital in keeping us updated. Arvid Nordquist is a member
of the sustainability groups at the industry bodies DLF Sweden
(an association for food suppliers), the Swedish Food Federation,
SVL (Swedish Spirits & Wine Suppliers) and the ICC (International
Chamber of Commerce). The company is also represented on DLF
Sweden’s Logistics Committee, whose activities included Fossil-free
Sweden’s transport challenge with a sharpened goal by 2025.
Our stakeholders have a number of expectations and demands of
us to strive for a more sustainable society and to assume responsibility in our value chain. Based on the contacts we have with our
stakeholders, we have identified which areas are most important to
the different groups. In the figure on the right, we have illustrated
this by describing which of the global goals can be linked to the
priorities of the different groups.

Customers

Consumers

Brand owners

Producers/Growers
RENT VATTEN OCH
SANITET FÖR ALLA

Employees

Sustainability risks in our value chain
We operate in a global market. We trade with actors from many
countries in the world and are dependent on raw materials from
even more. We have a responsibility to work to minimise the negative impact of our business throughout our value chain – work that
also reduces our business risks. This work starts by identifying the
impact and the risks that exist throughout the value chain, setting
goals and identifying activities for the most significant impact and
risks, and then implementing this throughout the organisation.

AGRICULTURE
& RAW
MATERIALS

PRODUCTION
& MANUFACTURING

CO2 emissions

Food safety
Product quality
Transparency
CO2 emissions
Chemicals
Water use
Labour
Waste & pollution
Energy consumption
Production methods
Controls in the supply
chain
Environmental
accidents
Wastage
Bribery & corruption

Quality
Use of chemicals
Water management
Biodiversity
Deforestation
Waste & pollution
Working conditions/
forced labour
/child labour
Bribery & corruption

INBOUND
DELIVERIES

CO2 and NOX
emissions
Working conditions
Traffic safety
Wastage
Controls in the
supply chain
Bribery & corruption

Owners

PACKING

DISTRIBUTION

SALES &
MARKETING

CO2 emissions
Circularity
Space- and
transport-efficient
packaging
Shrinkage &
wastage
Working conditions
Controls in the
supply chain

CO2 and NOX
emissions
Working conditions
Traffic safety
Wastage
Controls in the supply
chain

Food safety

Marking

CO2 emissions

Product quality

Storage

Littering

Transparency

Quality control

Chemicals

CO2 emissions

Resource efficiency

Pollution

Bribery & gifts

Chemicals

Resource utilization

Occupational safety

Littering

Health & working

Marking

conditions

Material selection

Traffic safety

Collection

Marketing

USAGES

WASTE
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Our work to contribute to the global goals
Our business is dependent on effective ecosystems, while we also
have a major impact on them. Our greatest sustainability challenges relate to the production of our product range, and farming
in particular. Almost 80% of our net sales comprise products
from farming, which is also a labour-intensive industry. We are
dependent on a vibrant agricultural sector and production with
safe, secure work environments, where the rights of employees are
protected and people actually want to work. 70% of the world’s
coffee is grown on small family farms, where women perform a
large part of the work, but seldom have access to the resources
needed to develop the business. This is the case for much of the
agriculture in developing countries.

IMPORTANCE FOR STAKEHOLDERS

Our materiality analysis helps us to navigate among the expectations of different stakeholders and our own risks and opportunities.
It provides an insight into which issues are relevant and what are
significant sustainability aspects for Arvid Nordquist. The analysis
forms the basis of our strategic sustainability work. The risks in the
top right-hand corner of the chart are significant both for stakeholders and from a sustainability perspective. Climate risks in the
value chain are the aspect that is highest up in our analysis, closely
followed by working conditions and the environmental impact in
primary production. We do of course also deal with other aspects
and risks, but in different ways than those identified as being the
most significant.

High

1
2

8

4

5

6

11
10

7
9

3

Small

High

SIGNIFICANT SUSTAINABILITY ASPECT

1
2
3
4
5

Product quality & safety
Healthy food & drink
Anti-corruption work
Transparent work
Reduced waste

6 Recyclable packaging
7 Chemical handling in
primary production
8 Working conditions
in primary production
9 Water management
in cultivation & production
10 Environmental impact
in primary production
11 Climate emissions
in the value chain

High

IMPORTANCE FOR STAKEHOLDERS

Materiality analysis

8

3

5

13

2
15

12
6

6 Clean water and sanitation

16
Small

3 Good health & well-being
16 Peace, justice and
strong institutions
12 Responsible consumption
and production
8 Decent work and
economic growth
5 Gender equality
2 Zero hunger
15 Life on land

High

13 Climate action

SIGNIFICANT SUSTAINABILITY ASPECT

When we strive to achieve business deals that are healthy in the long term, we contribute to economic growth, levelling up and
better environmental conditions. We do this by following up and securing compliance with the UN’s Declaration of Human Rights
and the ILO’s Core Conventions in our value chain, demanding sustainably produced goods and climate-friendly services. We also
contribute to the food supply and access to good, healthy products. Our business activities therefore embrace a large part of what
the global sustainable development goals address.

The materiality analysis
does, however, help us
to define which of the
17 global sustainable
development goals
are most relevant to
Arvid Nordquist:

We view sustainable development goal 2 (Zero hunger) as part of decent working conditions and economic growth. The issue
of water is, of course, vital for food companies, and we view the sustainable use of water and chemicals as part of goal 12
(Sustainable consumption and production).
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Our sustainability strategy
Arvid Nordquist is working for a transition to more sustainable and
circular food systems that take into account all aspects of sustainability: the environment, climate, human rights and good working
conditions, health and competitiveness. We are fully behind the
Swedish Food Federation’s sustainability manifesto, with its five
commitments to a fossil-free industry, reduced food waste, more
sustainable packaging, reduced water consumption and a code
of conduct for suppliers in which all elements contribute to a
sustainable transition. Our sustainability strategy and associated
sustainability goals encompass three fundamental areas which are
shown at the bottom of this page.

The risks that may be found internally or closer to our own organisation are covered by our Anti-Corruption Policy, which we have
published in accordance with the guidelines set out in the Code
to Prevent Corruption in Business, published by the Swedish Anti-Corruption Institute (IMM) on 10 June 2020. We have performed
a risk analysis and training.

Anti-corruption
Corruption and unethical business methods are a direct obstacle to
fair and sustainable business transactions. We are aware that there
is a risk of corruption in our industry, in purchasing and sales, and
also further down the value chain. We deal with these risks in the
same way as other risks at the supplier level: Amfori BSCI’s code
of conduct and numerous sustainability certifications contain clear
wording about corruption and bribery, and we perform extensive
checks on suppliers and monitor all product purchases. We believe
that this enables us to achieve a significant reduction in, if not the
elimination of, the risk of corruption.

LINK TO GLOBAL GOALS

OUR GOALS
-

100% fossil-free operation 2025
Reduced energy use
100% fossil-free transport
All products in the portfolio are covered
by climate targets
- Reduced food waste
- Increase the proportion of organically grown coffee

Take climate action
and reduce
CO2e emissions

- CO2e reduction
- Renewable energy

Provide sustainable
products and
transparency
around content

- Sustainable water
management
- Sustainable agriculture
and land use
- Preservation of biological
diversity and nature
- Sustainable materials
& waste

- 100% sustainable certified coffee
- 78% of sales are third-party verified
sustainably produced
- 100% traceable palm oil
- 100% recyclable packaging
- Increase the proportion of organically grown coffee

- Good working conditions
- Equal opportunity for all
- Healthy lifestyle

- Work for healthy and wholesome employees
- Increased employee satisfaction
- Zero vision for workplace accidents
- All suppliers must comply with Amfori / BSCs
code of conduct and have third-party follow-up
whether production takes place in an unequivocally
risky country
- Even gender distribution and equal opportunities
to senior positions
- Support female coffee growers

Healthy work
environment and good
working conditions
throughout the
value chain
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Our sustainability work goes all the way back to when the company
was founded, and its direction over time reflects the way society has
developed. This began with a focus on the employee at the turn of the
previous century and moved further away from the company to
embrace the whole value chain, and now also our planet.
During the 21st century, sustainability work at Arvid Nordquist has
developed to become one of the foundations of our business strategy:

2014
2011
2003
ISO 14001
certification

2009
Renewable
electricity & energy

2010
ISO 22 000
certification

Strategy to reduce
carbon emissions for
Arvid Nordquist’s
coffee

All coffee
certified as
100% sustainable

Strategy to increase
the proportion of
sustainability-certified
volume in the whole
Arvid Nordquist
portfolio
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2022-2025
2021
2017
Fossil-free roastery

2019
50% fossil-free
transport
to customers

FSSC 22000
certification
IP Food
certification

Roadmap plotted
to 100% fossil-free
in-house operations
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Follow-up on results
During the year, Arvid Nordquist has confirmed new, long-term sustainability goals for its business.
These are based on previous long-term goals, but have been further enhanced so that in future we can
achieve our vision for sustainability work – that we shall have a business with no negative impact on
people and the environment.

PRODUCT

PLANET

Looking back

Looking ahead

Looking back

Looking ahead

We have reduced CO2e
emissions linked to electricity/
energy and own transports by
90% since 2014. At the same
time, we have increased our sold
volume by just over 80%.

We want to further address
farming and reduce emissions
there. We will work in a focused
way with our partners, and the
time is now ripe to be able to
achieve measurable results.

66% of our net sales are
sustainability-certified

In 2014, we made the transition
to 100% sustainably certified
coffee.

We will soon have a solution for
totally recyclable packaging.

The goal is that by 2025,
84% of our net sales shall
be based on products with
sustainable production verified
by a third party. This is another
step towards the goal that all
our products shall be able to
present external verification
that consideration has been
given to people and the
environment, and to the
planet’s ability to recover.

Fossil-free roastery in 2017.
80% fossil-free transport
activities.
90% renewable laminate and
halving of CO2e emissions associated with the laminate.
17% of our coffee volume is
grown organically, and we are
market leader in this segment in
the groceries sector in Sweden.
Our coffee business has been
climate-neutral from farm to
shop for ten years, thanks to our
carbon offsetting initiative for
those emissions we have not yet
reduced.

We also need to work to make
the consumer understand the
benefit of sustainably
grown coffee.

72% of our net sales are from
manufacturers that have climate
goals and even science-based
targets.
84% of the material in our
product packaging is recyclable,
and there is a major transition
under way to the more
resource-efficient use
of plastics.
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PARTNERS

PEOPLE

Looking back

Looking ahead

Looking back

Looking ahead

Our brand owners and suppliers
are focused, just like us, on
reducing their footprint on the
environment and people. Many
of our brand owners are international actors that are showing the
way for a changed global
food system.

Together with our partners,
we want to clarify sustainability
work throughout our value chain.

Arvid Nordquist’s employee
satisfaction index is at 73, a very
high level of employee satisfaction compared with the research
company’s index. Employee
attendance is 98.3%.

We want to achieve 99%
employee attendance and
an index of 75 for employee
satisfaction, which is a
top-class result.

60% of our net sales are from
producers that are members of
SEDEX and perform wide-ranging third-party checks in their
value chain.
84% of our net sales of alcoholic
beverages have been mapped
down to the farmer level, with
good results when it comes to
consideration for people and the
environment.
81.5% of our transport activities are fossil-free. 91% of our
inbound deliveries come by
ship or rail.

We want to find more
commercially feasible and
sustainability-certified products
that contribute to a healthier
planet and lifestyle.
We want to achieve 100%
fossil-free transport activities and
reduce CO2e emissions from
inbound deliveries with
at least 10%.

We have had no serious workplace accidents, even though the
zero vision for accidents has not
been achieved.
We have started to develop an
AN Academy for skills development. We encourage exercise
and health through a keep-fit
subsidy and activities organised
by our sports association, as
well as regular health and safety
inspections.
98% of our net sales are in line
with Amfori-BSCI’s or SEDEX’s
Code of Conduct, and 1.7% of
production in definite risk countries has third-party follow-up.
Work to identify risks in relation
to violations of human rights has
been stepped up.

We strive to have the most
competent employees in the
industry, with everyone
contributing to achieving our
goals and being encouraged
to take the initiative and
pursue development.
Our vision is that there shall be
no risk of violations of human
rights in our value chain, and
that everyone has safe, secure
working conditions and a
living wage.
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Table of results
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Sustainable environment and working conditions
GOAL
Attendance

Employees

Barometer index
Workplace accidents
Gender equality

Human
rights

All production in unequivocally
risky countries must have third-party
follow-up of the ILO’s core
conventions and MR

Awareness

Arvid Nordquist should be
associated with good sustainability
performance by our customers

GLOBAL
GOAL

GOAL

FOLLOW-UP 2021

99%

98.3%

75

73

COMMENT

0

7

No serious accidents

50%/50%

47%/33%

Company and managers

100%

1.7% of our
turnover consists of
production in risk
countries without
third party control

Production in the USA,
Jordan, China, Turkey,
India, Argentina, Chile
and Lebanon.

DVH SE No1
OOH SE No 6
DVH FI Top15

DVH SE No1
OOH SE 6
DVH FI No 23

Measured in
NKI surveys

98% of our net sales have signed the Code of Conduct or are members of SEDEX, BSCI

Sustainable product range
Food

Wine

Non
Food

Coffee

Material recyclable
packaging material

100%

92%

Based on kg
packaging material

Traceable palm oil

100%

39%

Based on sales of products
containing palm oil

Climate targets or targets for reduced
CO2e emissions and report on them

100%

53%

Proportion of total number
brand owners

Certified sales

65%

53%

Based on turnover

Material recyclable
packaging material

100%

91%

Based on kg
packaging material

Climate targets or targets for reduced
CO2e emissions and report on them

100%

under
inquiry

Proportion of number
brand owners

Certified sales

80%

53%

Based on turnover

Material recyclable
packaging material

100%

83%

Based on kg
packaging material

Recycled plastic in the packaging

75%

41%

Recycled plastic of total used
plastic measured in kg

Traceable palm oil

100%

5%

Proportion of recycled
plastic of total used plastic
measured in kg

Climate targets or targets for reduced
CO2e emissions and report on them

100%

50%

Proportion of total number
brand owners

Certified sales

65%

48.4%

Based on turnover

Sustainability certified volume

100%

100%

Bio-based packaging

100%

90%

Based on kg packaging
material, mass balance

Proportion of organic OOH volume

50%

37%

Based on volume

Higher growth
than the
category

+ 6.8%

Based on
volume sales

100%

42%

The eco-segment DVH SE
Material recyclable
packaging material

Based on kg
packaging material
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The results shown above for Food are based on the entirely organic HiPP baby food brand and organic items in the Kikkoman, Dr
Schär, SunMaid and Dream ranges. There are also Del Monte’s
items with third-party-verified sustainable farming systems, such as
Sustainably Grown certification and SMETA 4-pillar certification.
Also included is Kikkoman’s production of raw materials in Brazil,
which is Proterra-certified. Kellogg’s is also included, with extensive
sustainability work in the area of farming, including requirements
for soil conservation, ground coverings, sustainable water management, reduced use of chemicals and protection around forests
of high conservation value. Their programme is verified by a third
party.
When it comes to wine, follow-up on results is based on a number
of different sustainability certifications in the portfolio, all of which
have different strengths in relation to each other, including EU
organic, WIETA, Integrity & Sustainability, Haute Valleur Environmentalle, Fairtrade and Sustainable Winegrowers.
The results in the table for Non Food show the proportion of net
sales that have Nordic Ecolabel or Good Environmental Choice
certification. All of the brand owners in our product range,
Bluesun, SC Johnson and Unilever, have a strong focus on both
the plastics issue and green chemicals, and extensive sustainability
work that also includes products that do not have sustainability
certification. This is not, however, included in the follow-up on
results shown above.
For Arvid Nordquist coffee, since 2014 we have only bought sustainably certified coffee beans. To further reduce our environmental
footprint, we are working on the transition to an increased proportion of our sales that are grown organically. During the year, we
went over to a packaging solution that is 90% plant-based through
a mass balance solution based on Finnish tall oil. This reduced
carbon emissions from the packaging items by an additional six
percentage points. During the year, we also launched a joint project with our trading partners Ecom, the Rainforest Alliance and the
Farm Trace company, which has developed a tool to facilitate data
gathering from the farms, measure carbon capture and contribute
to business development for the farmer and increased opportunities to earn money. The goal of the project is to make it easier for
farmers to be paid for initiatives to reduce carbon emissions in their
farming activities, while coffee buyers receive a verified reduction

Sustainable operation
GOAL

GLOBAL
GOAL

in carbon emissions. Many similar projects are being launched in
the area of coffee farming, increasing the prospects for the transition to climate-smart coffee production.

Sustainable operation
For us, sustainable operation is about reducing carbon emissions
throughout the value chain, with a focus on our roastery and own
business, on inbound deliveries and our own distribution, as well
as consumption of resources and energy.

Reporting of carbon emissions
in the value chain
We report our carbon emissions divided into Scope 1, 2 and 3,
based on the Greenhouse Gas Protocol’s reporting principles. We
have divided Scope 3 into two groups: group a), which we have
real data for and some influence over, and group b), which is based
primarily on templates and is therefore not open to management
by objectives. Carbon emissions are also reported in an external
digital tool that is adapted to the GRI’s reporting principles. Arvid
Nordquist also reports to CDP.

53% of net sales in our Food portfolio are from producers who
have goals to reduce carbon emissions. Kellogg’s, Nissin and
Asahi, which own our portfolio brands Fullers and Peroni, have climate goals approved by the Science Based Targets Initiative (SBTi).
Kikkoman, Del Monte and Hormel Food (Skippy) are aligned to
SBTi and are waiting to have their climate goals approved. Arvid
Nordquist’s trading partner for coffee, Ecom, is also affiliated to
SBTi. All the brand owners in the Non Food product area have
climate goals.
All remaining emissions from Arvid Nordquist Coffee and Tea are
balanced through carbon offsetting projects in coffee-growing
countries. During the year, we offset 94,577 tonnes of CO2e in the
projects described on page 31.

GOAL

FOLLOW-UP 2021

COMMENTS

Reduced energy use per roasted kg
of coffee

-20%

No loss

Base year 2020

Own transport flow without fossil fuel

100%

81.5%

Reduced CO2e emissions from
inbound transport

-10%

No loss

Reduced food waste

-50%

-7.5%

Base year 2020

Service & Benefit cars with
electricity or renewable fuel

100%

45%

Base year 2020

-15%

Relevant to start measuring
after pandemic

Base year 2019

Reduced CO2e emissions from
business Travel

HÅLLBAR ENERGI
FÖR ALLA
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Broken down by Scope
TOTAL TONNES
CO 2 e

KPI CO 2 e

228,783

2.98 kg / kg
sold goods

Roastery:

2.01

0.1 g / kg coffee

100% bio-gas

Company cars:

392

117 g / 1000 SEK
net sales

45% electric hybrides,
+13% units from previous
year.

Total

Scope 1

Refrigerants:

0

No losses

Bio-gas truck:

2.2

0.12 g / kg coffee

Electricity:

0.551

0.01 g / kg coffee

District heating:

2.32

Business travel:

51

15.2 g / 1000 SEK
net sales

Few due to Covid-19.

Inbound
deliveries:

18,760

190 g / freight kg

91% moved by
sea and rail.

Packing:

23,196

302 g / kg product

87.2% of packaging by
weight is recyclable.
+2,2%-units from
previous year.

Distribution:

912

11.9 g / freight kg

81.5% of our own
transport use
renewable fuel.

Up stream emissions
energy and electricity
in Scope 1 and 2:

256

Scope 2

Scope 3A

Scope 3B

COMMENT

Processing/
production. Raw
material/growing:

185,211

100% bio-gas
own distribution

Bra miljöval ecolabelled:
The production of electricity,
district heating and cooling
complies with the criteria of
the Swedish Society for
Nature Conservation.

Calculation based
predominantly on standard
values. We are pushing for
sustainability certified farming
and production.
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Our carbon offsetting projects
CommuniTree, Nicaragua – Plan Vivo
Nicaragua is one of the poorest countries in Latin America and
also one of the countries from which Arvid Nordquist has long
sourced much of its coffee. The tree-planting project is called
CommuniTree. It is run by the Canadian non-profit-making organisation Taking Root and has been developed in accordance with
the Plan Vivo standard and verified by the Rainforest Alliance. We
have been a partner of the project since it began more than ten
years ago. There are currently more than 800 small-scale farmers
taking part in the tree-planting project.

Ethiotree, Etiopien, Plan Vivo
Our carbon offsetting project in Ethiopia is based in the Tigray
region, where there is currently an ongoing conflict. It has been
difficult to gain an insight into the project since the war began, but
as recently as October 2021 we received information that the forest conservation project is still being run according to plan by the
participating communities. Only one area, Afedena, was not able
to issue new certificates during 2021, as it is right in the middle of
the area for the warring factions. The population is suffering from
this situation, as roads are blocked to transport activities and are
under the control of the Ethiopian army. Famine is spreading in the
region. Some members of the project team behind Ethiotree are in
Belgium, and they have been able to make sure that revenues from
the sale of Plan Vivo-certified certificates belonging to the project,
one year of forest management that generated approximately
EUR 50,000, could be used by the participating communities to
buy food. The team has also collected additional funds to support
Afedena and the local hospital. Ethiotree’s project coordinators on
site, through their networks and many negotiations, have been key
players in the execution of this operation. Plan Vivo was not created to provide support in connection with conflicts, but is designed
to support communities in their social and environmental development. According to Ethiotree, Arvid Nordquist and other buyers of
certificates in Ethiotree have made it possible to ease the situation,
and the continued sale of forest conservation certificates should be
able to contribute to the rebuilding process when a peace agreement is reached, even though the situation looks difficult now.

Madre De Dios – Peru
Our Madre de Dios project combines the opportunity for us to
work in an important coffee country and to be able to contribute to
the indigenous population and forest conservation in the Amazon
region. Based in northern Peru, the Madre de Dios project is an
environmental programme aimed at supporting the indigenous
population and rural communities, while also reducing deforestation. The project involves various activities aimed at providing
different income streams that do not increase deforestation in the
Amazon. The project is certified in accordance with the Verified
Carbon Standard (VCS) and Climate Community and Biodiversity
(CCB).
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Certification guide Non Food

Svanen

EU-Ecolabel

Bra Miljöval

UL

Blue Angel

AISE Charter
for Sustainable
Cleaning

Cradle-tocradle

Purpose of certification

Environmental
certification

Environmental
certification

Environmental
certification

Environmental
certification

Environmental
certification

Environmental
certification

Environmental
certification

Control system

Audits made by
Svanen

Audits made
by the national
offices

Audits made by
Naturskyddsföreningen

Audits made
by UL

Audits made by
Blue Angel

3d-party audit

3d-party audit

Requirements for
sustainable raw material

75

50

100

0

100

50

50

Product and
content requirements:
Health

67

67

67

58

67

0

33

Product and
content requirements:
Environment

67

67

100

33

100

33

33

Content requirements:
Prohibitions and
restrictions

100

100

100

100

100

50

100

Packaging requirements

94

75

75

38

75

75

50

Requirements at company
level: Environmental and
social responsibility

0

0

0

0

0

75

63

Each certification rating is a combination of the four different product certifications (detergent, all-purpose cleaner,
hand dishwashing detergent, dishwasher detergent), and thus a kind of average value. For most product groups,
the points/criteria are the same, although there may be some differences in the packaging requirements.

Requirements: 0-10 Low
10-59 Middle
60-89 High
90-100 Full requirements
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Certification guide Food, Coffee & Wine

KRAV

Fairtrade

Rainforest Alliance

4C

Purpose of certification

Organic certification

Ethical certification

Sustainable
certification

Sustainable
certification

Food

yes

yes

yes

no

Coffee

yes

yes

yes

yes

Wine

yes

yes

no

no

Control system

3d-party certification.
Audit each year,
Unannounced visits.

3d-party certification. Audit
2 times per 3 years. Check
each year in-between.
Unannounced visits.

3d-party certification.
Audit each year,
Unannounced visits.

2nd-party verification
every 3 years, self
assessment each year.

Human rights

75

70

75

50

ILO Core Conventions

100

100

100

85

Gender equality

0

90

100

25

Health & safety

50

100

90

35

Wage (minimum or living wage)

50

100

100

20

Contributes to increased income

No

Yes

Yes

No

Land/soil

100

60

100

20

Biodiversity

100

60

100

15

Waste

100

53

70

30

Water

100

50

70

30

Energy

100

60

80

40

Climate

80

80

100

0

Fertilizer restrictions

100

60

70

25

Chemical restrictions in cultivation

100

55

70

50

Chemical restrictions in the product

90

0

0

NA

35

Requirements: None

Wages/Payments: No requirements

1-34 Low

Requirements on minimum wages

35-60 Medium

Encourage living wage

61-99 High

Requirements on living wage

100 Full requirements

SCS Sustainably
Grown

Global GAP

Ekologiskt
(EU-ekologiskt,
USDA,
Bio Siegel, Debio)

Soil Association

Demeter

Carbon offset
through Plan Vivo

Sustainable Wine
South Africa
growing

Sustainable Wine
South Africa
wine production

Sustainable
Winegrowing NZ
growing

Sustainable Winegrowing NZ wine
production

High
Environmental
Value

Sustainable
Viticulture
Champagne

Fair for Life

MSC

ASC
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Organic certification
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Climate

Sustainable
certification
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3d-party certification.
Audit each year,
Unannounced visits.

3d-party certification.
Audit each year,
Unannounced visits.

3d-party certification.
Audit each year.

3d-party certification.
Audit each year,
Unannounced visits.

3d-party certification.
Audit each year,
Unannounced visits.

Self-audit each year.

Self-audit each year.
Random checks.

Self-audit each year.
Random checks.

2nd-party verification
every 3 years, self
assessment each year.

2nd-party verification
every 3 years, self
assessment each year.

3d-party certification.
Audit each every
3d year.

3d-party certification.
No requirement
on how controls are
made.

3d-party certification.
Audit each year.

3d-party certification.

3d-party certification.
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Indicators
FOOD, WINE &
COFFEE

INDICATOR

NON FOOD

INDICATOR

Human rights

Requirements regarding housing standard.
Requirements for access to care. School for
children of employees. Training for employees.

Requirements for sustainable raw material

Content policy and requirements
of renewable raw materials. Including requirements for certified palm
oil or palm oil derivatives.

ILO Core Conventions

Requirements for all eight core conventions.

Product and content
requirements: Health

Requirements regarding the product
classification.

Gender equality

Requirements for work against discrimination. Women
in leading positions. Requirement to strive for a
gender-neutral workplace. Requirements regarding
women’s health / reproductive health Women have
the same right to resources as men.

Product and
content requirements:
Environment

Degradability, toxicity and
bioaccumulation of the ingredients.

Health & safety

Requirements for a safe working environment.
Requirements for labelling and safety information on
pesticides. Access to clean drinking water. Access
to clean toilets. Access to occupational health care.
Education in health and safety.

Content requirements:
Prohibitions and
restrictions

Prohibited substances.

Wage (minimum or
living wage)

Minimum wage requirements.
Demands for striving for a living wage.

Packaging requirements

Design for recycling and increased
circularity, requirements for durable
and renewable materials, dosage
and degree of filling.

Contributes to
increased income

Price premium. Programs / training / support for
better productivity.

Requirements at company
level: Environmental and
social responsibility

Requirements for environmental
management systems, environmental policy, substitution work and
supplier assessment. Requirements
regarding social responsibility and
work environment management.

Land/soil

Requirements to counteract erosion.
Requirement to maintain the quality of the soil.

Biodiversity

Requirement to set aside land for the conservation of
biological diversity Requirement to use methods that
do not endanger biological diversity. Prohibition on
converting areas with high biodiversity for production.

Waste

Demands to reduce the production of hazardous
waste. Requirements for an efficient and safe waste
system. Requirements to minimize pollution to air,
water and soil.

Water

Requirement to have water-saving measures in
water-scarce areas. Requirements for efficient water
use. Requirements for wastewater treatment.

Energy

Calculate and map energy use. Energy efficiency
requirements. Requirement to phase out the use of
fossil fuels. Transition to renewable electricity.

Climate

The climate issue is addressed in a separate section
as a critical factor. Requirements for measuring CO2e
emissions. Requirements for measures to reduce
emissions and to document this.

Fertilizer restrictions

Prohibition on the use of mineral fertilizers. Requirements for strategy for reduced use / optimization of
mineral fattening. Requirements for documentation
of use.

Chemical restrictions in
cultivation

Total ban on the use of pesticides. Integrated Pest
Management. Use of restriction list.

Chemical restrictions in
the product

Requirements for additives that may not be included
in the product.
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