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Welcome to this report about our corporate

responsibility in 2004/05 — the second time we

have reported in this way. It is our way of showing

how we have tried to meet the needs and

expectations of all those who have a stake in the

business — our 14 million customers every week,

150,000 colleagues, communities all over the UK

and thousands of suppliers, as well as our many

investors. Their diverse interests cover a wide

range of social and environmental issues which

are covered in this report.

I am delighted that Sainsbury’s continues to be 

a leader in these areas — for example, we are the

only UK food retailer to be included in the new

Global 100 index of the world’s most sustainable

companies.

We aim to maintain that leadership position by

continually improving our service to customers,

playing a responsible role in our local

communities, valuing colleagues and dealing fairly

with suppliers. These aims reflect Sainsbury’s

tradition of responsibility.

Corporate Responsibility is central to our business

and to our recovery programme. It supports the

Sainsbury’s goal — great products at fair prices…

healthy, safe, fresh and tasty food — and addresses

issues which matter to our customers, colleagues

and communities.

We know that customers want good value but

they also tell us that they want to eat healthily.

We are absolutely committed to helping

customers choose healthy food and have

launched our Wheel of Health label to help

customers who want to choose healthier products.

In 2004 we also achieved our initial targets for

reducing salt in products such as pizzas and 

soup and are continuing with further reductions.

Chief Executive’s introduction
Justin King
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We are determined to respond to the need for 

a better balance between activity and diet among

children, so we have launched programmes such

as Active Kids to inspire children to eat healthily

and keep fit.  This is a way for our customers 

to help their local schools and schoolchildren 

get sports equipment and activities — over

25,000 schools have registered under 

the scheme.

Each of our stores plays an important role in its

local community — that is where our customers

and our colleagues live and where our reputation

is made or lost. Our presence supports

communities, through employment and the

economic activity that our stores stimulate. But 

we also provide support in other ways — through

local charitable work by colleagues, inspired by

our Local Heroes scheme, and through our food

donation programme. Nationally we continue 

to be Comic Relief’s national retail partner, 

and we helped to raise a fantastic £7 million 

on Red Nose Day in 2005. 

None of this would be possible without the

commitment and skills of our 150,000 colleagues.

We continue to invest in training and development

to improve their skills and potential, and I am

pleased to report that in 2004 our Investors in

People recognition was renewed for a second

three-year term. This is independent confirmation

of our commitment to developing our people.

In 2004 we also introduced a scheme called 

‘Tell Justin’, which encourages colleagues to let

me know directly how we can continue to improve

the business. So far I have received more than

7,000 suggestions. I would like to extend that

invitation to you — please tell me what you think 

of this report and how we could improve the 

way we address our corporate responsibilities.

Please email your suggestions to

cr.info@sainsburys.co.uk

Justin King Chief Executive
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At Sainsbury’s we recognise that we need

to act responsibly in managing our impact

on a range of stakeholders – customers,

colleagues, communities, investors, suppliers

and the environment.

Corporate responsibility goes beyond our

commercial performance but is not separate 

from it. It is integral to our business and to what

we stand for, as set out in our Goal and Values.

We published our first corporate responsibility

report online last year. Reaction was positive 

and we came joint 4th in an annual survey of

online reporting by FTSE100 companies, carried

out by the communications company CTN.

This is our Corporate Responsibility report for

Sainsbury’s Supermarkets and Sainsbury’s Bank

for the year ended 26th March 2005. All data

refers to that period unless otherwise indicated.

There are many CR issues which supermarkets

have to deal with. We believe it is important

to focus our main effort on a number of priorities.  

In setting these priorities we have identified

the issues which are of most relevance to

our customers, colleagues and the communities

where we operate. See ‘How we manage CR’

for an explanation of how we have decided

on our priorities.

CR in our annual report

From 2006 all UK quoted companies will be

required to report on material non-financial risks

in the Operating and Financial Review of their

Annual Report. We are assessing the appropriate

reporting of environmental and social issues 

in our next Annual Report in the light of the 

new regulations.

Contact us

We would be delighted to know what you think 

of the report and our performance. You can

contact us by email, to cr.info@sainsburys.co.uk 

or write to: Corporate Responsibility, 

J Sainsbury plc, 33 Holborn, London EC1N 2HT

About this report



Corporate responsibility 
Our goal: “At Sainsbury’s we will deliver 
an ever improving quality shopping
experience for our customers with great
products at fair prices. We will exceed
customer expectations for healthy, safe,
fresh and tasty food making their lives
easier every day.”

Our values
— Getting better every day 
— Great service drives sales
— Individual responsibility — 
— team delivery
— Keep it simple 
— Respect for the individual
— Treat every £ as your own
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� We were 1st in our sector again, and 5th 
overall out of 144 companies (up from 8th 
in 2004) in Business in the Community’s
2005 Corporate Responsibility Index.

� We were named leaders of the food retail 
sector for the third successive year in the 
Dow Jones Sustainability Indices.

� We were the only UK food retailer to be 
included in the new Global 100 Index of the 
world’s most sustainable corporations.

� We have been listed in FTSE4Good Index 
since it started in 2001.

� In March 2005 we launched Active Kids to 
inspire schoolchildren to be more active and 
to eat more healthily, by giving customers 
vouchers which schools redeem for sports 
equipment and activities.

� We were named Organic Supermarket of the 
Year by the Soil Association for the third year 
running.

� As the only supermarket partner for Red 
Nose Day we helped to raise more than
£7 million for Comic Relief in 2005. 

� We donated £6.8 million (£6 million 
in 2003/04) to charitable and community
projects, including almost £4 million 
through food donations to charities
helping the homeless.

� Colleagues (Sainsbury’s employees) 
and customers raised £1.7 million 
for the tsunami appeal.

� We supported “Taste of Success” which 
promotes food education and cooking 
in UK schools. More than 250,000 children 
have participated so far.

� Our ‘Investors in People’ accreditation 
was subject to a wide-ranging review, which 
resulted in the company being accredited 
for a second three-year term.

� We introduced new methods of 
communication with colleagues, including 
regular letters from our Chief Executive, 
Justin King, and a new programme called 
‘Tell Justin’ under which colleagues have 
so far made over 7,000 suggestions 
for improving the business.

� We introduced our Wheel of Health 
on the front of food product packs to 
help customers wishing to make healthier 
eating choices.

� We achieved our initial targets for reducing 
salt in own-label products.

� We substantially beat our target for reducing 
carbon dioxide emissions.

� We continued to divert growing volumes 
of waste from landfill.

Highlights of 2004/05
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Responsibilities

The Operating Board is responsible for CR policy

and has committed to discuss CR at least twice 

a year. Some members have specific

responsibilities for CR. In addition the main 

Board is updated at least once a year on 

CR performance. 

The Chief Executive, Justin King, is our overall

CR champion. There is also a champion

at Board level in relation to each of our six

stakeholder groups:

• Customers — Stephen Nelson, the Marketing Director, 
resigned in May 2005. Gwyn Burr was appointed
Customer Director with effect from 6 June 2005

• Colleagues — Imelda Walsh, Human Resources Director

• Community — Ken McMeikan, Retail Director

• Investors — Roger Matthews, Finance Director
(Darren Shapland from August 2005)

• Environment — Lawrence Christensen,
Supply Chain Director

• Suppliers — Mike Coupe, Trading Director.

A CR Steering Group supports the Board in

developing CR policy and in getting CR embedded

in our business processes and practices. It meets

at least quarterly. The members are senior

managers and the group is chaired by the

Customer Director, Gwyn Burr.

We have also set up two groups to help integrate

CR in day-to-day operations. Our Brand

Governance Group, chaired by the Customer

Director, is responsible for product-specific issues

such as pesticides and our policy on organics.  

The Environmental Management Group is chaired

by Lawrence Christensen and is responsible for

environmental issues such as energy and waste.

We also have a Community Affairs Group, chaired

by the Head of Public Affairs, which co-ordinates

our charitable affairs activities.

Stakeholder engagement

We recognise that our engagement with

stakeholders goes beyond our 14 million

customers, 150,000 colleagues, our many

suppliers and investors. We engage with many

organisations, either because they have an impact

on our business, eg government, politicians

and regulators in the UK and Brussels, or because

they have views that are relevant to the 

way we run our business, eg non-government

organisations (NGOs). 

Developing and building relationships with

stakeholders such as NGOs helps us to understand

issues, develop our strategy and manage risks

better. We may not always agree with the views

expressed, nor will we change our policies unless

we believe that would help us to achieve our 

goals. But we will always listen. 

We also work with others in cross-industry and

multi-stakeholder organisations. For example

we are members of Business in the Community,

the London Benchmarking Group, Forum 

for the Future, and the Green Alliance, 

and work with the Marine Stewardship Council 

on sustainable fishing practices and the Forest

Stewardship Council on sustainable timber. 

How we manage CR
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Sainsbury’s Supermarkets: Operating Board 

The Operating Board is responsible for the day–to–day running of the company. 

The Chief Executive and the Finance Director are also part of this team. 

1 Ken McMeikan
Community Champion
Retail Director appointed to the Operating
Board in February 2005. Ken joined
Sainsbury’s from Tesco plc where he worked
for 14 years. He was appointed Chief
Executive for Tesco Japan having previously
been appointed Chief Executive of Admin
Stores following its acquisition by Tesco. 
Before joining Tesco he worked for Sears plc
for four years.

2 Mike Coupe
Suppliers Champion
Trading Director appointed to the Operating
Board in October 2004. Joined Sainsbury’s
from Big Food Group where he was a Board
Director of Big Food Group plc and Managing
Director of Iceland Food Stores. Previously
worked for both Asda and Tesco plc.

3 Gwyn Burr
Customers Champion
Customer Services Director. Joined the
Operating Board in 2004. Gwyn has over 
20 years business experience, including five
with Nestle Rowntree and over 13 with
Asda/Wal-Mart. At Asda, she held various
Board level positions across Own Brand,
Marketing, Customer Service and Retail. 

4 Tim Pile
5 Hamish Elvidge
6 Jim McCarthy 

7 Justin King
Overall CR Champion
Appointed 29 March 2004. Chairman of the
Operating Board and Director of Sainsbury’s
Bank plc. Formerly Director of Food, Marks
& Spencer. From 1994-2001 held senior
positions at ASDA/Wal-Mart in Trading,
Human Resources and Retail. Previously
Managing Director of Häagen Dazs UK. Early
career with Mars Confectionery and Pepsi
International.

8 Roger Matthews
Investors Champion
Appointed 15 November 1999. Member 
of the Operating Board and Chairman 
of Sainsbury’s Bank plc. Formerly Group 
Managing Director and Finance Director 
of Compass Group plc (1991-99). 
Retired as Finance Director in June
2005, but remains as Chairman
of Sainsbury’s Bank. 

Darren Shapland joins as Chief 
Financial Officer in August 2005.

9 Imelda Walsh
Colleagues Champion
HR Director since October 2001 and
appointed to the Operating Board when it
was formed in May 2004. Before this was 
a member of the Board of Sainsbury
Supermarkets Ltd from March 2003. Prior
to joining Sainsbury’s, worked as the HR
Director for Barclays Retail Financial
Services. Previous roles within the Barclays
Group include Group Employee Policy and
Planning Director, HR Director, Corporate
Banking and Group HR Development
Director. Previously worked for Coca Cola
and Schweppes Beverages.

10 Tim Fallowfield

11 Lawrence Christensen CBE
Environment Champion
Supply Chain Director. Appointed to the
Operating Board in September 2004.
Lawrence was previously Group Operations
Director for Safeway having been appointed
to its Board in 1987 as Logistics Director.
Lawrence joined Safeway (then Cavenham
Foods) in 1974 as Distribution Controller;
Cavenham was acquired by Argyll the
founding company of Safeway.
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Food & healthRecycling

Reducing pesticides

Colleague 
engagement Food safety

Responding 
to our customers
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Recruitment & retention
Supporting your 
community

Animal welfare

Supporting farmersServing our customers

Energy efficiency 
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Priorities in 2005

In early 2005 we started work to clarify our priorities from among the many

corporate responsibility (CR) issues we face. We aimed to identify the critical

issues which are important to our customers and other stakeholders. And we

looked for areas which fit well with our business recovery plans so that CR activity

supports our brand, our goal and values, and is therefore integrated into our

everyday activities.

The table below sets down the CR issues which we plan to focus on in the year

2005/06. We have either identified KPIs and targets in these areas or are in 

the process of doing so.

Priority Objectives

Food and health We aim to be industry leaders in healthy, safe, fresh

and tasty products.  We will extend the Wheel of Health

to further own-brand products to improve customer

information.  We will set rigorous targets for reducing

salt, fat and sugar levels in all own-brand products.

Food safety We will ensure consistently high standards of food

safety.  We will continue to provide information that

highlights risks to vulnerable groups.  We will ensure

that in the event of a serious product incident our

customers have the best information available.

Animal welfare We will ensure all animals reared for food sold in our

stores are well treated.  For example, 70% of eggs sold

will be from non-caged birds.  All globally sourced

products will be measured against an equivalent UK

standard. 

Reducing pesticides We will reduce the use of pesticides in our own-brand

food and use natural alternatives wherever possible.

Serving our customers Our Customers’ shopping trips should be easy,

enjoyable and inspiring.  We will train colleagues

on meat, fish, and other counters in traditional

food skills to enable them to be ambassadors

for the food they are selling.

Responding to our customers The success of our business depends on our

understanding of our customers’ needs, interests

and concerns.  We will respond to customers swiftly

and effectively. 
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Priorities in 2005

Priority Objectives

Supporting farmers We will offer the freshest products at fair prices,

delivered to the highest technical standards.  To support

British farmers, in particular, all eggs sold will be from

the UK.  We will ensure that 70% of organic produce

will be from the UK by end 2006.

Energy efficiency We will build on the progress already made to improve

our energy efficiency.  By March 2008 we will reduce

carbon emissions per square metre by 5%.

Recycling Through our food donation scheme, recycling facilities

and the efficient management of store waste we

aim to reduce by 5% (against the 2004/05 baseline) 

the amount of waste sent to landfill and increase 

the amount of recycling relative to turnover by 2010.

Recruitment & retention We want to attract and retain great people. We value

older colleagues and the diverse skills they offer that

our customers appreciate.  Therefore in 2005/ 06 we

will recruit 10,000 colleagues over the age of 50.

Colleague engagement We will ensure colleagues grow and develop with the

company. All our store colleagues will be trained to

foundation level for food handling.

Supporting your community We want to be at the heart of the communities in which

we are present.  We will focus our support in the areas

of food, family, health and kids.  We will put £7 million

into the Active Kids campaign.  We will support

the communities in which we operate by giving grants

reflecting local needs.  We will reward at least 5,000

colleagues for their voluntary activities under 

our Local Heroes scheme.
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Customers

We have achieved our year 1 targets for reducing salt in five key product categories of own-brand food.

We have set challenging new targets for year 2 (2005)

Targets for maximum salt content
All products are Own Label

All targets are for Salt (not Sodium)

Product Category Year 1 Targets (2004) Year 2 Targets (2005) Comments For Year 2 Targets

Ready Meals

Chilled & Frozen

60% max 3g (0.75g per

100g)

Remaining max 5g (1.25g

per 100g)

75% max 0.75g per 100g (max 3g per serve) 

Remaining max 1g per 100g (max 4.5g 

per serve)

Raised ratchet of products at lower salt level

from 60% to 75%, and Max upper target for

majority range decreased (FSA target 0.63g

salt / 100g) 

Soups

Chilled & Ambient

(Dried & Canned)

All Chilled/Ambient

100% max 2.5g (0.8g /

100g) 

Chilled 100% max 0.8g / 100g (max 2.5g per

serve)  70% max 0.6g / 100g  (2g per serve)

(Targets for chilled soups exclude those with

accompaniments eg French Onion With

Camembert portion)

Ambient 100% max 1g /100g (max 2g per

serve)

Now separate targets for Chilled & Ambient.

Chilled: Upper max targets remain at 0.8g /

100g  Ratchet of products sitting at lower salt

levels (0.6g / 100g) increased to 70%.

Ambient: Upper max targets dropped 

to 1g / 100g

( FSA target 0.5g salt / 100g, difficult 

to achieve in ambient soups)

Pizza

Chilled & Frozen

100% max 3g (1.6g /

100g) (3.9g if cured

meat)

100% max 1.4g / 100g (max 2.5g per serve) 

Max 1.6g / 100g  if with cured meat (max 3g

per serve)

Max upper target reduced to 1.4g / 100g

Max level of 1.6g / 100g for cured meat

reflective of salt reduction work within meat

industry

(FSA salt  target 0.75g / 100g , difficult 

to achieve due to ingredients used ie cheese

and cured meats used as toppings, thick and

thin bases )

Breakfast Cereals 100% max 0.9g (per dry

serve) (1.8g / 100g)

95% max 1g / 100g (max 0.5g per serve)

Remaining max 1.6g / 100g (0.8g per serve)

(industry issue around cornflakes)

Lower ratchet of 1g / 100g (0.5g per serve)

introduced to target 95% of category.

Max upper limit improved to 1.6g / 100g

instead of 1.8g

(FSA salt target 0.75g/ 100g, may not be

achievable in some areas eg  industry issue

around reducing salt in cornflakes)

Sandwiches 50% max 2.4g (1.2g /

100g) 

Remaining max 4g (2g /

100g)

60% of which max 1.2g / 100g (max 2.4g per

serve)

Remaining max 1.75g / 100g  (3.5g salt)

Max upper limit improved to 1.75g / 100g

instead of 2g / 100g  with 60% category

targeted to sit at 1.2g / 100g 

(FSA salt target 0.87g / 100g, unrealistic 

for sandwiches containing cheese, and 

cured meats)

Performance data
All of our CR performance for 2004/05 has been bought together in this section.

You can view performance for each of our stakeholders.

Targets proposed despite broadening Taste The Difference & Basics lines within category portfolios
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Sainsbury’s was named Organic Supermarket of the Year for the third 

year running.

Organic food

• Our organic range has over 700 lines.

• Over 65% of organic food is UK sourced.
% Sourced from the UK

Chicken 100%

Beef 100%

Pork 100%

Eggs 100%

Mushrooms 100%

Milk 100%

Lamb 70%

We use independent laboratories to carry out comprehensive analyses for a wide

range of pesticides to ensure the integrity of our own-brand products.

Results of our tests
Sainsbury’s pesticide monitoring results 2004/5 (fresh produce only)

1. No residues 53%

2. Residues detected below MRL 42.5%

3. Residues detected above MRL 4.5%

4. Residues found on organic crops 0%

Maximum Residue Levels (MRL)

1

2

3

%

1999/00 2000/01 2001/02 2002/03 2003/04 2004/05

49.0 54.8 56.9 58.5 47.0 53.0

39.9 40.5 38.3

48.5

42.5

4.0

1.2 0.6 0.3 1.5

48.3

2.7

Pesticide residue levels

49

48

2.0 2.9 3.0 4.5

No residues

detected

Residues detected

below MRL

Residues

detected

above MRL

Residues detected

on organic produce

P
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Supermarket tours

Almost 5,000 healthy eating tours for customers took place during 2004/05.

Some focused on special diets, others were specifically for children including

‘Fruitastic’ and ‘Eat 2 b Fit’.

Coinstar machines in stores

Customers convert small change into larger coins; the machine takes 7%

commission which raised the following sums:

Charity Amount raised

Children in Need £15,233

British Heart Foundation £9,627

British Red Cross £17,881

Cancer Research £18,015

Children’s Society £11,339

Unicef £9,631

WWF £5,533

Red Nose Day £3,300

Eggs

All but our Basic range eggs are now from uncaged birds’ by May 2005 the

proportion had risen to 70%.

Our Taste of Success programme aims to help children learn about food and

nutrition. It is an educational initiative run in partnership with the British Nutrition

Foundation and the Design and Technology Association.

Taste of Success

Commitment £78,000

Schools registered during the year 2,722

Food Awards certificates presented 47,000

Students participated in the Design & Technology Challenge 2,900

Students took part in Get Active — Get Cooking Challenge 1,200

Teachers take part in our free nationwide training sessions 800
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Colleagues
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Health and safety awards

Four supply chain sites maintained their OHSAS 18001 registration.
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Active Kids

Commitment £7 million

UK schools participating 80%

Comic Relief

Funds raised £7 million

Food & equipment donation
Amount

Number of Sainsbury's stores (including three depots) 248

Stores that donated to homeless centres 150

Stores that donated to zoos and sanctuaries 95

Value of food donated £3.9 million

Food donated, reducing waste to landfill sites 7,250 tonnes

Equipment and non-food products donated £40,000

The causes we support

1. Food donations £4 million

2. Healthy eating £939,000

3. Local causes £518,000

4. Other £885,000

1

2

3

4

Community

The ways we contribute

1. Cash £2.3 million

2. Gifts in kind £4.1 million

3. Management costs £300,000

1

2

3
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Local heroes

We donated over £100,000, through more than 350 awards, to groups of

colleagues supporting a broad range of good causes outside work.

Other charity partnerships
Donations

The Children’s Society £50,000

Mind, Exercise, Nutrition and Diet (MEND) programme £20,000

Gift vouchers for raffle prizes £200,000

Give As You Earn £25,000

Tsunami appeal £1.7 million

Total community investment of £6.8 million represented 2.7% of pre-tax profit

in 2004/05.

Environment

Heavy Goods 

Vehicles (HGV)

deliveries

Refrigeration
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vehicles
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108,822118,500
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Note: Data for 2004/05 is not yet available



J Sainsbury plc Corporate Responsibility Report 2005 19

Ozone & 

global warming
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HFC

HCFC CFC
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Recycling banks

There are 3,000 recycling banks at 346 sites. In 2004/05 we estimate these

facilities have enabled recycling of: 

Tonnes

Glass 43,000

Paper 65,000

Cans 4,300

Plastic packaging 2,000

CO2 saved as 

a result of 

renewable 

energy 

purchases

Actual CO2 

emissions

100,000

200,000

300,000

400,000
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97/98 98/99 99/00 00/01 01/02 02/03 03/04 04/05

580,500
557,800

573,200

663,007
668,414 685,060 647,438 617,996

682,496

Total carbon dioxide from energy use
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n
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O
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679,689

Energy efficiency

C02/m2 achieved 20% reduction in C02 emissions including the impact of

renewable energy purchases — 11% excluding renewable energy. This performance

represents a saving of over £8 million per annum

Refrigeration

Energy monitoring systems delivered a 12% reduction in energy, a saving of over

£3.8 million per annum.

Waste sent to landfill

2004/05 5.73 tonnes waste for every £1 million sales.

2003/04 6 tonnes waste for every £1 million sales.

New target set for 2010; to reduce waste sent to landfill by 10% against 

the 2004/05 baseline.
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Recycling
In 2004/05 Tonnes

Cardboard 118,000

Plastic 5,000

Waste sent for composting 2,300

Donated to charities 7,300

Investors

Dow Jones Sustainability Index: ranked best in sector for last three years.

FTSE4Good Index: Included in the FTSE4Good Index since it began in 2001.

Global 100: we were named one of the world’s top 100 sustainable corporations.

Sainsbury’s is the only UK food retailer listed.

Business in the Community: Sainsbury’s was ranked first in the food retailing

sector for the second successive year. We were ranked joint 5th overall out of 144

companies — up from 8th in 2004.

Investors in People : Awarded IIP recognition for a second three-year term.

Suppliers

Farm Biodiversity

We initially provided funding for Farm Biodiversity Action Plans (FarmBAPS)

on seven suitable farms. This initiative has progressively expanded and there

are now 868 farms supplying Sainsbury’s that have BAPS (see table).

This represents about 0.5% of the total agricultural land in the UK.

April 2003 April 2004 April 2005

Number of FarmBAPs 672 694 868

Hectares covered 90,904 92,819 102,895

Number of wild species counted 2,695 2,783 3,482
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Partnership in livestock

Since 1991 more than 4,000 farmers have taken part in over 120 meetings with our

buyers and technical staff.

Site assessments

During 2004 there were 233 assessments of supplier sites.

• 211 conducted by independent auditors

• 188 full-scale audits, 18 short/partial audits, 5 issue-specific audits

• 22 assessments of supplier performance based on their responses 
to our questionnaire.

Location of external audits
Location % of external edits

China 69%

Taiwan 16%

India 10%

Other developing countries 5%
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� We reduced prices on 7,000 products, so that
a typical week’s shopping costs 1.6% less than
a year ago.

� We launched the Just Cook range of fresh,
healthy foods which need no preparation
before cooking.

� We relaunched our Basics low-price range
and extended it to 400 products.

� We reduced prices on about half of our
Be Good To Yourself range.

� We were named Organic Supermarket
of the Year for the third time in succession.

� We achieved our salt reduction targets
in 2004 as part of a three-year commitment
to further reduce the amount of salt in five
important categories of own-brand foods.

� We launched Active Kids to help inspire
school children to take more exercise
and to encourage healthier eating.

� We supported Taste of Success, which
promotes food education  and cooking
in schools – more than 250,000 children
have participated.

� We introduced our Wheel of Health label
on the front of food product packs to help
customers who wish to make healthier
eating choices.

� We extended the use of our 5-a-day logo
for fruit and vegetable portions.

Highlights of 2004/05

Customers
Our goal: “To deliver an ever improving
quality shopping experience for our
customers with great products at
fair prices. We will exceed customer
expectations for healthy, safe, fresh
and tasty food, making their lives
easier every day.”
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Our corporate goal has customers at its heart. We aim to offer customers healthy

choices, with a diverse range of products catering for all needs, produced to high

social and environmental standards.

We are committed to giving customers information to help them choose. We want

our stores to provide great service, accessible to the widest range of customer

groups.

This section covers our product ranges and customer relationships.

Listening to our customers

Delivering great service is about making our customers' shopping trips easy,

enjoyable and inspiring. It also includes responding promptly and effectively

to any customer concerns or complaints.

Customer Insights

Our Customer Insights team carries out research into consumer trends and

customer needs. We survey over 2,000 customers each month. We also have

trained auditors who act as ‘mystery shoppers’ to assess levels of availability,

service and store performance. The store is unaware that the check is being

made until it is told how well it has performed and which areas need improvement.

We also participate in an independent industry-wide census which tracks the

availability of 200 lines each month across 500 stores. Colleagues’ bonuses

are linked to scores in this census.

During 2004/5 we worked hard to improve levels of product availability in

our stores, which had been unacceptably low and not consistent with our goal

of providing great service.

We aim to get products on the shelves as soon as possible after they are delivered

into the store. We have introduced several initiatives to improve availability

so that customers can always find what they need.  For example, deliveries

of perishable products now arrive at stores earlier.  We have also created 3,000

new jobs so stores can increase re-stocking on the shop floor throughout the day.

We began the introduction of new ways of working at the beginning of 2005.

These included the turnaround of store orders within 24 hours (previously 48

hours), dedicated retail support teams based at depots to assist stores with

queries, and manual interventions to improve the performance of our new depots.

In stores that have completed the conversion, the number of products out of stock

has been reduced by around 75 per cent.

Stock levels are still not back to the levels we want to achieve, but availability

improved significantly during 2004/5.
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Customers

Customer service

We are testing new approaches which can reduce queuing times at checkouts.

Our ambition is to achieve no more than ‘1 in front’ at all checkouts in our stores.

We are also experimenting with alternative approaches: in 34 stores customers

can use a hand-held scanner to scan items while they shop. We have also

introduced self-service checkouts in 58 stores nationwide.

We aim to make it easy for all customers to use our stores, including disabled or

elderly customers as well as shoppers with young children. ‘See Access to stores’.

Complaints

Complaints are dealt with in the store where possible, through a refund or by

providing a replacement product. The store Duty Manager also deals with

complaints about the quality of service. If the complaint cannot be dealt with

immediately to the customer’s satisfaction, their details are taken for a written

reply.

Serious complaints, about contamination or food poisoning, for example, are dealt

with by our central Product Quality team.

Larger claims for compensation are handled by our Customer Management team.

Customers receive a reply after full consideration of their claim. Group Legal

Services or our Insurance Department deal with more serious complaints such as

accidents in store.

We have introduced a new customer information system to log and track queries

and complaints more effectively. We typically receive more than 40,000 contacts

(letters, emails or phone calls) a month, about a quarter of which are regarded

as complaints. We deal with phone calls on the same day, emails within two days

and letters within five days.

Food & health

Our health pledge is to:

• Limit the amount of fat, sugar and salt in all own-brand products

• Promote healthier eating choices throughout the year and ensure that healthier choices
are accessible and affordable

• Support campaigns, activities, products and information that promote healthier foods
as part of a healthier lifestyle.
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We have been working for over a decade to make it easier, more affordable and

more enjoyable to eat healthy food. In this section we explain our work on children

and health, labelling, salt reduction and providing healthy choices.

Customers tell us they are increasingly concerned about the nutritional content

of food. Diet is an important influence on health, and implicated especially in

obesity, heart disease, strokes, and many cancers. We also want to meet the

special dietary needs of groups such as pregnant women and people with

diabetes.

We support the UK government’s dietary guidelines, which encourage

consumption of grains, vegetables and fruit, and encourage moderation in the

consumption of fats, sugar, salt, sodium and alcohol.

Obesity, particularly among children is a major current concern. Nearly a third

of children in the UK are overweight, while 16% of 15-year-olds are clinically obese.

We aim to help all our customers make healthier choices by developing

and promoting healthier options, and by providing informative labelling.

Children and health

As well as the Blue Parrot Café range, we have supported initiatives to encourage

children to eat more healthily and be more active.

We launched Active Kids in March 2005 to help inspire school children to take

more exercise and to encourage healthier eating. The scheme is open to all

primary and secondary schools in the UK. 23,500 schools had registered by May.

From 2nd March until 30th June customers received one Active Kids voucher

for every £10 they spent at Sainsbury’s, with an extra voucher for every £5 spent

on fresh fruit and vegetables. Parents donate the vouchers to schools, which

exchange them for a range of sports equipment and activities, including

experiences such as ice-skating that go beyond the traditional, curriculum-based

sports and PE lessons. The equipment and activities will be available at the start

of the new school year in autumn 2005. We have committed to donate over

£7 million to the campaign during 2005/06, including investment in coaching

for primary school teachers.

For further information see ‘Active Kids’:

http://www.sainsburys.co.uk/activekids

We also support the English Schools Football Association club as part of our three-

year sponsorship agreement with the Football Association, beginning in 2003.

The club is a grassroots football competition for 20,000 school children which

also communicates the importance of a healthy and balanced diet as a route

to sporting success.

Active Kids

Customers receive one voucher for

every £10 they spend and bonus

vouchers for fruit and vegetables. 
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We continue to support Taste of Success, an award scheme that promotes food

education in schools and rewards children’s practical food and nutrition skills. The

initiative is run in partnership with the British Nutrition Foundation and the Design

& Technology Association, and is supported by the Department for Education and

Skills. We have recognised the achievements of over 250,000 pupils.

See more on ‘Taste of Success’:

http://www.j-sainsbury.co.uk/tasteofsuccess

MEND

We also support a project run by Great Ormond Street Hospital called Mind,

Exercise, Nutrition and Diet or ‘MEND’.  This project is investigating solutions

to childhood obesity based on a multi-disciplined approach, combining nutrition

and a safe exercise programme, and considering the psychosocial issues faced

by children and families who are obese.

Labels and health

We are committed to providing clear nutritional information on food labels

to help customers identify and choose healthier options. We support the

Joint Health Claims Initiative (JHCI) Code of Practice. This aims to ensure

health claims on foods are both legal and scientifically justified.

We first introduced health labelling on own-brand products in 1994, with

approaches which subseqently became industry or national standards, showing

quantities of calories, fat, salt and sugar.

In 2004 we developed our Wheel of Health, based on the ‘traffic light’ colour

coding approach of the Food Standards Agency. The aim is to show at a glance

how much fat, saturated fat, calories, salt and sugar is in each serving, making

it easy for customers to take control of what they eat. Green indicates foods

that can be eaten plentifully; orange in moderation; and red sparingly.

The Wheel of Health was introduced on 30 of our own-label products in January

2005 and extended to 120 products by May.  We will extend it gradually, aiming

to label a number of lines in a food category, as this means that customers can

make a choice within the range offered.  It will also be introduced with any new

ranges or major pack redesigns which may be triggered by changes in legislation.

The Wheel of Health uses the traffic light approach, applied to the five main

nutrients: calories, fat, saturated fat, salt and sugar. The colours indicate whether

each component makes a low, medium or high contribution to the Guideline Daily

Amounts (GDA), ie the recommended daily intake for an average adult.

The Wheel of Health

The colours indicate whether each

component makes a low, medium 

or high contribution to the Guideline

Daily Amounts (GDA).
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Taste of Success

Rewards children’s practical food

and nutrition skills. 



5-a-day

This logo indicates the number 

of fruit or vegetable portions 

a pack or serving contains.
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The Wheel is shown on the front of the pack. On the back we also continue

to show the Guideline Daily Amounts for men and for women.

The nutritional benefits of some foods are also highlighted on the packaging,

for example when they are high in fibre or rich in vitamin C.

We have extended the use of our 5-a-day logo, originally launched in 2002.

The label indicates the number of fruit or vegetable portions a pack or serving

contains, in accordance with official advice to eat five portions of fresh fruit

and vegetables a day.

The logo is only used on products which meet our strict healthy eating criteria

of limited fat, salt and sugar. It was introduced on our fresh produce and is being

extended to processed food ranges such as Be Good To Yourself ready meals.

We will consider adding it to cans and frozen products when we introduce the

Wheel of Health in these areas.

See our leaflet on quick and easy ways to eating 5-a-day:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/5_a_day.pdf

Salt

In November 2003 we announced a three-year strategy for reducing salt

in five key product categories of own-brand foods: pizzas, ready meals, soups,

sandwiches and breakfast cereals. At the time we set initial upper limits for salt

for these products, and committed to set further targets for the subsequent

two years.

We have achieved our year 1 targets and have set challenging new targets

for year 2 (ie 2005) as shown in the table. These targets represent substantial

reductions in salt levels from the original base. We will set further targets during

2005 for the third year of this strategy. We are also working on targets to cut salt

in several other product categories.



Targets for maximum salt content

We have achieved our year 1 targets for reducing salt in five key product categories of own-brand food.

We have set challenging new targets for year 2 (2005)

All products are Own Label

All targets are for Salt (not Sodium)

Product Category Year 1 Targets (2004) Year 2 Targets (2005) Comments For Year 2 Targets

Ready Meals

Chilled & Frozen

60% max 3g (0.75g per

100g)

Remaining max 5g (1.25g

per 100g)

75% max 0.75g per 100g (max 3g per serve) 

Remaining max 1g per 100g (max 4.5g 

per serve)

Raised ratchet of products at lower salt level

from 60% to 75%, and Max upper target for

majority range decreased (FSA target 0.63g

salt / 100g) 

Soups

Chilled & Ambient

(Dried & Canned)

All Chilled/Ambient

100% max 2.5g (0.8g /

100g) 

Chilled 100% max 0.8g / 100g (max 2.5g per

serve)  70% max 0.6g / 100g  (2g per serve)

(Targets for chilled soups exclude those with

accompaniments eg French Onion With

Camembert portion)

Ambient 100% max 1g /100g (max 2g per

serve)

Now separate targets for Chilled & Ambient.

Chilled: Upper max targets remain at 0.8g /

100g  Ratchet of products sitting at lower salt

levels (0.6g / 100g) increased to 70%.

Ambient: Upper max targets dropped 

to 1g / 100g

( FSA target 0.5g salt / 100g, difficult 

to achieve in ambient soups)

Pizza

Chilled & Frozen

100% max 3g (1.6g /

100g) (3.9g if cured

meat)

100% max 1.4g / 100g (max 2.5g per serve) 

Max 1.6g / 100g  if with cured meat (max 3g

per serve)

Max upper target reduced to 1.4g / 100g

Max level of 1.6g / 100g for cured meat

reflective of salt reduction work within meat

industry

(FSA salt  target 0.75g / 100g , difficult 

to achieve due to ingredients used ie cheese

and cured meats used as toppings, thick and

thin bases )

Breakfast Cereals 100% max 0.9g (per dry

serve) (1.8g / 100g)

95% max 1g / 100g (max 0.5g per serve)

Remaining max 1.6g / 100g (0.8g per serve)

(industry issue around cornflakes)

Lower ratchet of 1g / 100g (0.5g per serve)

introduced to target 95% of category.

Max upper limit improved to 1.6g / 100g

instead of 1.8g

(FSA salt target 0.75g/ 100g, may not be

achievable in some areas eg  industry issue

around reducing salt in cornflakes)

Sandwiches 50% max 2.4g (1.2g /

100g) 

Remaining max 4g (2g /

100g)

60% of which max 1.2g / 100g (max 2.4g per

serve)

Remaining max 1.75g / 100g  (3.5g salt)

Max upper limit improved to 1.75g / 100g

instead of 2g / 100g  with 60% category

targeted to sit at 1.2g / 100g 

(FSA salt target 0.87g / 100g, unrealistic 

for sandwiches containing cheese, and 

cured meats)

Targets proposed despite broadening TTD & Value Low Price lines within category portfolios
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Choice

We aim to make sure that healthier choices are available in all our ranges,

including the Basics range where price may be a higher priority for customers

than nutrition.

We have also launched several food ranges with specific health characteristics.

We introduced the Be Good To Yourself  lower-fat range in 1999. Products contain

less than 3% fat or have at least 50% less fat than standard products. Sugar levels

are controlled and these items are also part of our overall salt reduction plan.

The Blue Parrot Café range was originally launched in 2001, aimed specifically

at children, with products ranging from fruit to ready meals such as shepherd’s

pie. It responds to the problem that children’s diets are typically high in saturated

fat, salt and sugar and lacking in fruit and vegetables. Additives are also

restricted, and we only use colours permitted by the Hyperactive Children’s

Support Group (HACSG).

We cater for people with specialised dietary requirements, including pregnant

women, vegetarians, people with allergies and food intolerances, or medical

conditions such as diabetes. We launched in 2002 Freefrom, a range with

no wheat, gluten or dairy ingredients. The range is endorsed by Allergy UK,

the UK’s leading charity for allergy sufferers.

For further information see Our product ranges’ or our consumer website:

http://www.sainsburys.co.uk

We work with many health charities on diet and health issues including Action

Research, Allergy UK, the British Dietetic Association and Coeliac UK. See Charity

partnerships.

Food allergies 

Our own-brand products carry Allergen Advice labels to make it easier to identify

products containing potential allergens, such as nuts, sesame, shellfish, egg, milk,

wheat and gluten. Some labels also include tips on how to prepare food

hygienically and minimise the risk of food poisoning. ‘See more on Food safety’.

Our consumer website includes a detailed healthy eating section — which includes

tips, menus and features on diet and health. See

www.sainsburys.co.uk/healthyeating.

Customers
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Position papers are available on the following issues:

Antioxidants:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/antiox.pdf

Fortified foods:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/fortification.pdf

Functional foods:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/funct.pdf

Low-carbohydrate diets and the Glycaemic Index:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/weight_loss.pdf

Advice on fish

See our position paper on Heavy metals and Fisheries for more information:

Product enhancement:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/enhancement.pdf

Salt and sodium:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/salt.pdf

Trans fatty acids:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/trans.pdf

Our product ranges

We offer a range of food products to suit a variety of tastes and lifestyles. Our

larger stores stock more than 23,000 food products providing an extensive choice

for consumers, including low price ranges, healthy eating options and local and

regional products. We also offer ranges of diverse cuisines from around the world,

including American, Chinese, Indian, Italian, Malaysian and Thai. Our own-brand

products make up 51% of our sales.

Taste the Difference 

Our Taste the Difference range includes almost 900 lines from around the world,

including everyday and seasonal foods. Four of the ten best-selling lines at

Christmas 2004 were from this range. The food in this range is grown or produced

with the extra time, care and attention needed to bring out its full natural flavours.

We use fresh, good quality ingredients and natural processes to deliver the best

tasting products. 

Just Cook

We launched this chilled range for customers who want to eat fresh food but don’t

have enough time to cook from fresh. These dishes are fully prepared ready for

cooking, with healthy levels of fat, calories and salt, and no artificial ingredients.

Innovative packaging keeps the ingredients fresh. A Fresh to Cook range has

also been introduced in 108 stores, extending Just Cook into fresh vegetables.



Sainsbury’s Basics

Our Low Price range, relaunched in 2005 as "Basics", features food and non-food

products, including many healthier food lines such as fresh produce. We are

extending the range from 380 products to 500. Basics products may have

different specifications from a comparable standard product and may be of a

different class (eg vegetables), have greater variation in size (eg chicken pieces) 

or be produced more economically (eg UHT milk). The range carries full nutritional

labelling and tips on healthy eating, where possible. 

Be Good To Yourself 

The Be Good To Yourself range, introduced in 1999, offers great tasting food

specially developed to be lower in fat. Products are either less than 3% fat

or at least 50% less fat than standard. Calories, added sugar, salt and saturated

fat levels are carefully monitored and additives are restricted where possible.

The range consists of more than 300 products from sandwiches and snacks

to ready meals and desserts. We reduced prices on roughly half the range

in March 2005.

Blue Parrot Café 

Launched in 2001, Blue Parrot Café is a range of around 60 healthier foods

specifically designed to appeal to children. Blue Parrot Café foods contain

restricted colours and/or preservatives; only natural flavourings; controlled

fat and salt levels and no flavour enhancers. The range also includes some organic

products. We worked with the Hyperactive Children's Support Group (HACSG)

to exclude, where possible, specific additives that may be associated with

hyperactivity in children. During 2005 we will review this range as part of our

determination to meet children’s dietary needs.

Freefrom

Freefrom, launched in 2002, was the first specially produced supermarket range

of products free from gluten, wheat or dairy ingredients. The range includes

more than 35 products. See more on Freefrom in the healthy eating section

of www.sainsburys.co.uk/healthyeating.

Organic foods

Our organic range was introduced in 1986 and now includes over 700 lines,

from bread to baby foods. We are committed to increasing our UK sourcing and

customers can trace the origin of all British and worldwide fresh organic produce

back to the farm on which it was grown at www.sainsburys.co.uk/organics. See

more on ‘Organic food’. 

Customers
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Regional foods

We have a dedicated team to source locally produced foods from throughout

the UK and we now offer over 3,500 products. By helping smaller suppliers deliver

quality specialist products to a wider market we make a significant contribution

to local economies. ‘See more on Encouraging local producers’.

Fairtrade products

We stock a wide and increasing range of Fairtrade products, with 40 so far. Flowers

and wine are among the latest additions. The Fairtrade mark is an independent

consumer label that guarantees a fair deal for marginalised workers and small

scale farmers in developing countries. ‘See more on Labour issues’.

Organic food

Sainsbury’s has been named Organic Supermarket of the Year for the third year

running in the Soil Association Organic Awards. We were also named Best Organic

Supermarket by Here’s Health magazine for the fourth consecutive year.

Our organic range was introduced in 1986 in response to customer demand and

now has over 700 lines, from bread to baby foods. We are committed to increasing

the proportion of our own-label organic food sourced from the UK and have

exceeded our 2004 target of 65%. All our chicken, beef and pork, eggs,

mushroom and milk comes from the UK, as does 70% of our lamb. The Soil

Association’s 2005 survey found that Sainsbury’s was second only to Waitrose

(which sells much lower volumes) in the proportion of UK-sourced organic food. 

Organic food can cost more to grow and our prices reflect that. We do not make

extra profit on organic food, nor do we subsidise it. We aim to work with suppliers

and producers to reduce costs within the organic supply chain.

Customers can be confident that the organic label means what it says, because

we insist on reliable certification. Our customers can trace the origin of all

fresh organic fruit and vegetables back to the farm on which they were grown at

www.sainsburys.co.uk/organics, using a five-digit number printed on the product

packaging.  The website was extended to include poultry in 2004.

More information on our organic sourcing and range is available on our organic

website:

http://www.sainsburys.co.uk/organics
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Food safety

Customers have the right to be completely confident in the safety of the food

they buy at Sainsbury’s. Our product safety management system helps to ensure

that all own - brand products in our stores meet the highest standards of safety. 

Product labelling and information leaflets provide customers with up-to-date

information to help them identify any risk factors associated with products

and to prepare food safely.

The experience with the food colourings “Sudan 1” and “Para Red” in 2005

demonstrates how we deal with safety issues.

Minute traces of these colouring ingredients, which are not allowed in food

products in Europe, were found by several companies in a range of products.

Low levels of Sudan 1 had been included in a batch of chilli powder used as an

ingredient in a Worcester sauce which, in turn, was used in small quantities within

many products as a flavouring or seasoning component. Traces of Para Red were

subsequently found in chilli powder and paprika used as ingredients in some

products.

The Food Standards Agency stated that the very low levels of these ingredients

posed only a very small risk to health. But customer safety is our top priority

so, following guidelines from the Food Standards Agency, we withdrew products

containing Sudan 1 and Para Red from all our stores. Customers who had bought

any affected products were invited to return them to a Sainsbury’s store

for a full refund.

For more information see food safety:

Food safety:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/L5_food_safety.pdf

Product safety management system

Food safety is considered at every stage from product design, through production

and transportation, to sale. We carry out regular inspections to ensure we meet

the highest standards of hygiene and safety from suppliers’ premises through

to our stores.

Product samples are tested during production, before they leave the factory,

and once they are on sale in store to ensure they meet safety and quality criteria.
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All food handlers in our stores are trained in food hygiene and operate strict

procedures to ensure we meet the standards our customers would expect.

See more on our product safety management system for more information

on how we manage food safety:

Managing Food Safety:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/SBRY_foodsafety.pdf

Food safety labelling

We provide customers with information through product labels and in-store

leaflets to help them prepare food hygienically and minimise the risk of food

poisoning. This includes tailored advice for groups that are more susceptible

to food poisoning, such as the elderly, very young children and pregnant women.

Our own-brand products carry Allergen Advice labels to make it easier for

customers to identify products containing potential allergens, such as nuts,

sesame, shellfish, egg, milk, wheat and gluten.

Some foods are designed to be eaten raw or are processed in a way that cannot

guarantee their safety, such as oysters, sushi or mould-ripened soft cheeses.

These foods are not suitable for all consumers. We label higher-risk foods on their

packaging or on counter tickets so consumers can make an informed choice.

See our leaflet on ‘Food safety labelling’ or webpage ‘Eating during pregnancy’

for more information:

http://www.sainburys.co.uk/littleones

We produce specific Factsheets on prominent safety risks.

• BSE

• Salmonella in poultry and eggs

• Campylobacter

• Listeria monocytogenes

• E.coli

• Mycobacterium avium subspecies paratuberculosis

• Foodborne viruses

• Pesticides

• Heavy metals.

We have provided Common food safety risks Factsheets, which are available

to download from:

http://www.j-sainsbury.co.uk/cr/resources

Customers
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Genetically modified food

We were the first major supermarket (in July 1999) to respond to customers’

concerns and eliminate genetically modified (GM) ingredients from all our own-

brand food, vitamin and dietary supplements, and pet food. We also stock a large

range of organic foods, which are not allowed to contain any GM ingredients.

We offer the following products from animals fed on non–GM soya and maize

proteins — this information is prominently displayed on the packs:

• All our fresh and frozen chicken

• Free range eggs

• Fresh outdoor-reared pork

• Outdoor reared bacon

• Taste the Difference 21 day matured beef

• Traditional beef.

We have investigated selling only products from animals fed on a non-GM diet.

But we found that moving to non-GM animal feed would significantly add to

farmers’ costs because GM ingredients are not segregated in most commercial

feed.  This means it is not feasible, at least in the near future, to move entirely

to non-GM products. We are keeping this matter under regular review, in the light

of customer demand for items such as non-GM milk.

Our position on milk

Our mainstream milk comes from cows that may have been fed on GM crops,

but this does not mean that the milk contains any GM ingredients. Several

scientific studies by well-respected organisations have found no GM material

in milk samples from cows fed on a GM diet. Our milk is sourced from the British

dairy farms that supply other UK supermarkets as well as hotels, schools

and hospitals.

Many customers wanted to buy non-organic milk from cows fed on a non-GM

diet and in 2004 we became the only major supermarket company to meet this

demand.  After extensive work, we launched a trial of semi-skimmed milk from

selected farms which supplement the grass-based diet of their cows with non-GM

protein, grains and oils. This milk is now on sale in nearly 200 of our stores.

Our position on cotton

Most of Sainsbury's cotton products originate from countries that do not use GM

cotton seed. The likelihood of GM being present is low. The nature of the global

market in cotton makes it difficult to identify precisely where the cotton is grown

and we therefore cannot guarantee that any of our products are non-GM.

Customers



Our position on honey

Sainsbury's honey is only produced by suppliers that operate a six-mile radius

exclusion zone between bee hives and GM trial sites. These suppliers are members

of the Honey Association, which carries out regular testing to ensure that there

is no contamination of honey with pollen derived from GM plants.

Pesticides

We are committed to the responsible use of pesticides. Our policy is to:

• reduce pesticides in our own-brand food 

• reduce chemical pesticide inputs and use natural alternatives wherever possible

• minimise negative environmental impacts and improve biodiversity

• ensure worker health and safety. 

Minimising pesticide use

The most effective way to reduce pesticide use is through integrated crop

management (ICM) — a system of farming that aims to reduce chemical

applications while maintaining productivity and quality.

We pioneered the use of ICM in the 1990s and worked closely with others to help

establish standards, including an EU accreditation standard (EUREPGAP) that

is used globally by Sainsbury’s growers. We now consistently source over 98%

by volume from EUREPGAP or equivalently accredited sources.

Testing pesticide residue levels

We use independent laboratories to carry out comprehensive analyses for a wide

range of pesticides to ensure the integrity of our own-brand products.

Unlike many other surveys, we specifically target our sampling at products and

countries that we consider of greatest risk. This allows us to identify and correct

poor practice and ultimately improves the safety of the products we offer

customers. Any products found to exceed the maximum residue level 

(MRL — set by EU law) are removed from our shelves and the source discontinued

until we are satisfied with the control measures in place. We are developing plans

to ensure we reverse the recent increase in residues above MRL (which have

been lowered in recent years).
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Government tests

The government’s Pesticide Safety Directorate monitors about 4,000 food

samples each year for a wide range of pesticides. These tests are not comparable

to ours because the government samples are chosen on a different basis.

The residue levels are higher in our own tests because we focus on testing

high-risk products.

The pie chart shows the overall results of the government monitoring programme

for 2003. The results for 2004 will be published in September 2005. See the

website www.pesticides.gov.uk for further details of the monitoring programme,

including quarterly data.
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Results of our tests
Sainsbury’s pesticide monitoring results 2004/05 (fresh produce only)

1. No residues 53%

2. Residues detected below MRL 42.5%

3. Residues detected above MRL 4.5%

4. Residues found on organic crops 0%
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Chemicals

Every Sainsbury’s product undergoes a rigorous safety check by our team

of product safety experts before it is approved for sale. For cosmetics, this also

includes an independent assessment by a registered toxicologist. Suppliers are

visited regularly to ensure compliance with both legal requirements and our own

code of practice.

Sample products from our stores are tested by independent laboratories to ensure

they meet safety and quality criteria. Product tests are also conducted in response

to customer complaints, concerns raised by supplier visits or issues raised by

government or NGOs. 

We are committed to complying with the principles of the Oslo-Paris (OSPAR)

convention that will become part of EU legislation in 2020. We have already

removed the 27 priority chemicals listed in this convention from our own-brand

Household, Health and Beauty products ahead of the EU legislation, and we aim

to phase these out of our Home range by the end of 2006. We are making good

progress against this target and are working closely with suppliers to remove

the remaining few chemicals.

Customers

Government pesticide monitoring results 2003 (fruit and vegetables only)

1. No residues 67%

2. Residues detected below MRL 32%

3. Residues detected above MRL 1%
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We have signed the Friends of the Earth ‘Risky chemicals’ retailer pledge that

requires us to identify hazardous chemicals and to produce a strategy for their

removal. Since 2003 we have participated in a British Retail Consortium (BRC)

project to develop a Chemicals Toolkit to evaluate the relative risk of chemicals

found in consumer products. The Toolkit covers around 2,400 substances,

identified by government agencies and NGOs. We are using the BRC Chemicals

Toolkit to prioritise chemicals of concern, and to determine the appropriate action

to take on these chemicals.

Animal testing

We are committed to animal welfare and our policy on animal testing is an

essential aspect of this commitment.

We are opposed to animal testing and are a member of FRAME (Fund for

Replacement of Animals in Medical Experiments), which researches alternatives

to using animals in research, testing and education.

We have not commissioned any animal testing or asked our suppliers to carry

out animal testing on Sainsbury's beauty products or the ingredients they contain

since 1988.

Animal testing is also associated with some household products and we insist

that our suppliers do not commission any animal testing on these products

or the ingredients that go into them.

We do use animals to test our own-label pet food for flavour, preference and

palatability in a similar way to the human taste panels we use for food ranges.

The animals are kept in a kennel or cattery environment managed by our suppliers

and we do not permit any establishment to house or care for these animals,

that carries out any form of invasive animal testing, eg blood sampling.

In May 2005 we decided to withdraw from the Humane Cosmetics Standard.

This was because continued compliance might compromise our ability to

manufacture the best quality products using the most effective ingredients.

However, we continue to operate a strict animal testing policy, which incorporates

a cut-off date for testing.

Customers



Access to stores

We want all customers to be able to shop at Sainsbury’s easily — including disabled

people, the elderly and people with young children. We make specific provisions

at stores for people with special needs (detailed below) but our home shopping

service is also available for people who do not want or are unable to shop

in our stores.

Sainsbury’s To You is available in 97 stores, which cover 77% of the population.

We offer 1-hour delivery slots in 67 stores outside London, and will be extending

this service throughout London during 2005/06. We currently have 600 drivers

operating more than 400 vans providing this service, delivering to an average

38,000 customers a week. See www.sainsburystoyou.co.uk.

Special services

All colleagues receive disability training as part of their induction programme

to help them understand the needs of disabled customers. Colleagues are

available on request to help customers while they are shopping, including packing

items at the checkout and carrying shopping bags to the car.

All our stores are registered on www.directenquiries.com – an online service

which allows customers to find out what disabled facilities are available

in theirlocal store.

Free parking spaces close to the main store entrance are provided for disabled

customers in all stores with car parks. We are members of Baywatch

(www.baywatchcampaign.org) — a national campaign to prevent abuse of disabled

parking spaces. We also provide designated parking spaces for parents shopping

with babies and small children.

Sainsbury’s was the first high street retailer to sign up to the Guide Dogs for the

Blind High Street Charter in 2003. This aims to ensure retailers provide the right

support to blind or partially sighted customers.

Hearing induction loops for hearing-aid users have been installed in all stores.

A service call facility is available in 95% of our petrol stations, so disabled drivers

can request assistance without leaving their vehicle.
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We also provide the following facilities and services to help make shopping easier

for our customers:

• Wheelchairs and trolleys specially adapted for disabled customers (excluding Locals
and selected Centrals where space is limited). Electric scooters are also available in some
larger stores.

• Trolleys for families with children, as well as baby-changing rooms (with free nappies)
in some stores.

• Wide-aisle checkouts for wheelchair users in all our stores.

• Braille-embossed audio-cassette versions of all our food, drink and gift brochures are available 
on request. Contact 0870 242 3343 for a copy.

We work closely with local authorities to provide good transport links to our stores

and to manage traffic flows. See more on public transport links in ‘New

developments’.

Data protection

We use information about customers’ lifestyles and shopping habits to develop

new products and services.

We respect the privacy of our customers and give them the opportunity to specify

how any personal data they provide (for example by using a Nectar card) can be

used. We do not provide customers’ personal information to third parties without

their permission.

We comply fully with the Data Protection Act that regulates the collection,

use, storage and destruction of personal data as well as guidelines issued

by the Information Commissioner. There have been no data protection

complaints against us.

Customers
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� We were certified as Investors in People
for a second three-year term.

� 97,000 colleagues shared a £37 million
bonus.

� We introduced new methods of
communication, including regular letters
from our Chief Executive, Justin King, and
a new programme called ‘Tell Justin’ through
which colleagues can contribute ideas.

� We achieved 90% response in the Talkback
research into colleagues’ opinions,
commitment and engagement, which
demonstrated that colleagues are clear about
what is expected of them, but that we need
to improve day-to-day communications and 
act to prevent deteriorating work-life balance.

� We embarked on a major health and safety
training programme for managers.

� We achieved a fall in the reportable accident
rate by 16%.

� We have introduced Shining Stars — a
recognition programme across Sainsbury’s
to reward those colleagues doing a great
job in demonstrating the Sainsbury’s values.

Highlights of 2004/05

Colleagues
“Respect for colleagues means that
we are committed to providing a safe,
healthy working environment where
everyone feels valued, respected 
and able to contribute.”
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Colleagues

Sainsbury’s employs around 150,000 people in stores, depots and offices around

the country. We aim to engage our colleagues in how we make Sainsbury’s great

again and value their opinions. We expect everyone at Sainsbury’s to take Individual

Responsibility for Team Delivery, working together to achieve our goals.

Respect for colleagues means that we are committed to providing a safe, healthy

working environment where everyone feels valued, respected and able to contribute.

We also want to employ colleagues who reflect the diversity of our customers and

potential customers in the many communities where we operate.

This section outlines what we are doing to ensure high standards across Sainsbury’s

and to support all colleagues in developing their careers.

Recruitment

All job opportunities in our stores and the Holborn Business Centre are advertised on

in-store job boards, in local newspapers and at Job Centres.

In 2004/5 we created 3,000 extra jobs in existing stores to improve customer service

and availability.

We also create hundreds of jobs when we open new stores. We usually recruit staff

two to three months in advance of a store opening to allow time for staff training. We

also work closely with Job Centres to recruit colleagues and they sometimes carry

out interviews on our behalf. We also offer short work trials of two to four hours to

help encourage people back into work.

We offer recruits the opportunity to opt for flexible, term-time or dual store contracts

where appropriate ‘see Work-life balance’.

We have a strict policy of non-discrimination in all our recruitment ‘see Equality and

diversity’.

Graduates

We recruit around 100 graduate colleagues every year, about 70 of whom work in our

stores. Graduate recruitment is initially conducted online at the Sainsbury’s ' Forget

what you think' graduate recruitment website. We offer a trainee management

scheme ‘see training and development’.

We recognise that our CR programme can help attract graduates. A recent survey

conducted by High Fliers Research in association with The Times found that 85% of

graduate job hunters aspire to work for an organisation that is socially responsible,

and 78% for one that is environmentally responsible.



Colleagues

Work experience offered to school students

We encourage school students to come to our stores and offices for work

experience. These placements are organised at a local level, but we have a policy

on work experience to ensure we take a consistent approach across Sainsbury’s.

Within the stores, work experience students are employed in a number of

departments during their time with us. This gives them an understanding of work

in general and the running of a supermarket in particular. We review progress with

students regularly.

Training and development

Colleague development

We want everyone who works for us to have the opportunity to develop their skills

and knowledge, so that they can perform their jobs to the best of their ability and

grow and develop with us.

All colleagues have a Performance Development Review at least once a year to

discuss their career development with their manager, assess their progress and

training needs.

We have career development committees in each area of the business, which

review training and development activity, and plan for the future.

We provide a range of different types of training, including courses, workshops,

job shadowing, mentoring, qualifications and self-development books and videos.
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Learning@Sainsbury's — intranet site

All colleagues have access to learning at Sainsbury’s via our intranet. This

includes full details of our Operational Training Programme and access to our

Learning Library, which has more than 1,000 titles.

Graduate training

As part of our trainee management scheme in stores, graduates are introduced to

all areas of store management by shadowing a manager and then working under

the manager's supervision. They also complete some project work during the

training period as well as a number of workbooks.

Investors in People (IIP)

We were awarded IIP recognition for a second three-year term in 2004. IIP is a

national standard supported by the Department for Education and Skills.

We were the first major food retailer to achieve corporate Investors in People (IIP)

recognition, in 2001. The initial recognition followed a three-year programme

involving 450 assessments covering 13,500 Sainsbury's colleagues. The re-

assessment in 2004 involved a further 3,200 colleagues from across all areas

providing feedback to an external consultant team.

Companies receive IIP recognition for adopting and implementing its four

fundamental principles:

• commitment to developing all employees to achieve business goals and targets

• regularly reviewing training and development needs in the context of the business

• taking relevant action to meet training and development needs throughout people's
employment

• evaluating outcomes of training and development for individuals and the organisation
as a basis for continuous improvement.

Equality and diversity

‘Respect for the Individual’ is one of Sainsbury’s core values. We are committed to

putting that into practice, creating a working environment where everyone has

the opportunity to contribute, is valued and respected.

Our Equality and diversity policy is intended to support this mission. Our policy

prohibits discrimination on any grounds.

Colleagues
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Colleagues

Women at Sainsbury’s

In 2004/05 we had two female directors on the Operating Board and two Group

Non-Executive Directors were women. We shared the joint number one ranking

in the Cranfield School of Management 2004 Female FTSE index. Today two-fifths

of our divisional directors are women.

We have tried to encourage more women to apply for management positions by

introducing policies on flexible working arrangements which make the job less

disruptive to people’s home lives.  But women continue to be under-represented in

some areas of our business and in certain management positions, eg Store

Managers.  We intend to focus more effort on identifying the reasons for this and

on developing potential solutions.
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Attracting and retaining colleagues of all ages

We value older colleagues and during 2005/06 we will specifically recruit older

people. We want to attract 10,000 new colleagues over the age of 50, as we

believe this age group can offer a diverse range of skills valued by our customers.

We have always prided ourselves on doing all we can to attract and retain great

people. For example, we were one of the first large organisations to introduce a

flexible pension scheme.

We will continue to monitor the ages of the colleagues we employ. Currently, 17%

of colleagues are over 50, while 39% are under 25. These figures were the same

for the previous year.

Colleagues
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Diversity at Sainsbury’s

During 2004/05 we introduced a diversity management website on our intranet.

The site includes a guide to managing faith and belief, a disability management

guide, and guidance on local community recruitment.  The site is intended to help

all colleagues gain more awareness of other people’s needs.

We communicate our equality and diversity policy at induction to all colleagues

and provide written guidance to managers on equal opportunities, including

recruitment of disabled colleagues.

This year we will be using ‘Disability Confident’, which is a new learning resource

to help colleagues in our stores move beyond disability awareness to become

confident in dealing with disability.

Colleagues can report discrimination or harassment through our Fair Treatment

and Complaints procedure, which includes an appeals process.

In 2004/05, 14% of our colleagues came from ethnic minorities (13% in 2003/04).

The proportion who were store managers remained at 3%, while those in middle

or senior management rose from 3% to 4%.
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Pay and benefits

Rates of pay

We pay all colleagues competitive rates for the jobs they hold. Our adult pay

rates are in excess of the National Minimum Wage from the outset of employment. 

In addition, colleagues receive a further increase in salary after 26 weeks,

when they reach our 'fully competent' level of performance.

Colleague discount scheme

Colleagues who have been employed by the business for three months are eligible

for a 10 per cent discount when shopping at Sainsbury's (except petrol and gift

vouchers). At certain times of the year, such as Christmas, this discount is

increased to 15 per cent.

Share ownership

We encourage colleagues to own our shares — 35% are shareholders. All

colleagues are able to purchase shares in the company at an agreed price,

by saving through our Save As You Earn scheme with a bank or building society

for a three - or five-year period. These share options are granted at a discount 

of 20 per cent to the market price at the start of the savings period. Savings are

deducted from colleagues' salaries every four weeks and at the end of the three - 

or five-year period a bonus is added to the savings. Almost a quarter of colleagues

participate in this scheme (as at March 2005).

Long-service awards

All colleagues who have 15, 25 or 40 years of service are acknowledged for their

contribution to the company. Long-serving colleagues of 25 years' service or over

receive a gift, an allocation of shares, a letter of congratulations and an invitation

to attend an annual 25 club dinner.

Pensions

We offer all colleagues, including those working for us on a part-time basis,

the opportunity to join the J Sainsbury plc Stakeholder Pension Plan. Executive

colleagues may join the J Sainsbury plc Executive Stakeholder Pension Plan.

These modern schemes, introduced in 2002, provide colleagues with flexible

pension and death-in-service benefits. About 17,000 colleagues currently

participate.

We also continue to offer a Defined Benefit Scheme to around 25,500 colleagues,

although this is no longer open to new entrants.

For more information on our pension plans:

http://www.jspensions.com

Colleagues
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Colleagues

Bonus schemes

The majority of colleagues within Sainsbury's have the opportunity to earn an

annual bonus based on the achievement of key company targets, including service

to our customers and product availability. Our store colleagues’ bonus scheme

is one of the largest of its type in the country, with nearly 100,000 people

receiving a payment for 2004/05.

Work-life balance

Retailing is able to offer flexible working, for example to parents with young

children. In our stores we provide very flexible working hours and contracts to

enable colleagues to balance the needs and demands of their home and work lives.

Almost 70% of store colleagues (over 100,000 people) are on part-time contracts.

Sainsbury’s flexible working policy applies across all parts of our business.

Our employment practices promoting good work-life balance include:

• part-time working – from 12 to 36 hours per week; store colleagues can choose a variety of
hours per day and days per week.

• term-time and dual - store contracts – parents can choose to work during school terms only,
and university students can transfer to a different store close to their family homes in holiday
periods.

• job share – two colleagues can share a full-time job.

• two weeks’ paid paternity leave (following the birth of a baby).

• parental leave (for childcare).

• career break schemes of up to one year – for personal development or caring responsibilities.

• time away from work for jury service, bereavement and emergency incidents.

Social facilities

All colleagues can join the Sainsbury's Staff Association (SSA), which organises

activities and fun days out for colleagues and their families. The association

also negotiates discounts for colleagues on items such as insurance, motoring

costs and banking. About 88,000 colleagues are members of the SSA.



Communications

During 2004/05 we have introduced a number of new methods of communication.

Our Chief Executive, Justin King, sends regular letters to all colleagues outlining

what is happening in the business. We have also introduced a new programme

called ‘Tell Justin’ to give all colleagues the opportunity to write to Justin King

with their ideas for improving Sainsbury’s.

Talkback surveys 

Talkback is our survey of colleagues’ opinions, tracking their commitment and

engagement. The survey has been carried out annually since 1996. This feedback

is used at both local and corporate levels to inform our business strategies. Almost

90% of colleagues completed the Talkback survey in 2004.

The key messages from the 2004 survey were:

• colleagues understand and support our goals and values

• they are clear about what they are expected to achieve

• colleagues in stores understand how they impact customers’ shopping experience.

But:

• daily communications with colleagues need to improve

• work - life balance is a growing concern in stores

• we need to improve the capability of first-line managers in our supply chain operations.

Shining Stars

We have introduced a new recognition programme across Sainsbury’s in 2004/5

called Shining Stars. Managers and colleagues can nominate those who they

believe have done a great job and colleagues receive vouchers worth £10 to

reward them for their efforts. We also run competitions throughout the year

relating to key trading periods.

Business Update

Business Update is issued each week via the Sainsbury's intranet site and gives

news both of the company and also of the general business climate.

Intranet site

Sainsbury's intranet site, called Connect, is used for communicating news about

social and business events, and news of colleagues, as well as spreading

information on company policies.

Colleagues
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JS Journal

The JS Journal, our house magazine, is published ten times a year and given

to all colleagues. It contains news and stories about colleagues and the business.

Colleagues also write regular features for the section ‘If I were boss’ and there

is also a letters page.

Link Magazine

Link Magazine is published monthly for colleagues in our distribution centres

and depots.

Information in stores and offices

Information is displayed via different means including noticeboards/information

display screens/flyers in our stores and our offices.

Annual Review and Summary Financial Statement

About 35% of our colleagues are shareholders and therefore receive the Annual

Review.

Role of trade unions

We believe in working in partnership with both our Colleague Council and those

trade unions representing colleagues. We believe that business decisions will

be enhanced through consultation. Within our supply chain, where union

membership has traditionally been much higher, we have continuing relationships

with key unions.

Whistle blowing

Our whistle blowing policy enables colleagues to report any serious misconduct,

fraud, or other malpractices which could expose the Company to loss, liability

or embarrassment, in confidence and without fear of recrimination. All concerns

raised are taken seriously and investigated promptly and thoroughly. We work

with an external agency to maintain confidentiality.

Health and safety

Accidents

The reportable accident rate for the Group as a whole has fallen by 16%.



Targets

During 2005/06 we will be reviewing all of our health & safety performance -

related targets and developing a long-term goal as well as short-term targets.

As part of this review we are looking not just at the actual output in terms of 

lost time or reportability but also at how serious the accident could have been.

We are also developing systems to enable us to report and learn lessons from

‘near miss’ events and we are looking at improving reporting of these areas.

A new Incident Management system has been introduced across the business.

This internet-based system will enable both wider access to information and

also the ability to manage incidents through the actions arising.

New safety initiatives

In 2004/05 we embarked on a major training programme to update and equip

all our senior management and store management with the right level of health

& safety awareness and understanding. We offer a portfolio of courses, some

of which are mandatory. For example, all Operating Board Directors attend a half-

day Safety for Senior Executives course and our Senior Management Team attend

a full-day version. The course is recognised by the Institution of Occupational

Safety and Health (IOSH). Store Managers are all attending a two-day IOSH-

accredited course.

Within our Supply Chain Division we held three Health & Safety Seminars for the

management team, focussing on different aspects of the business and the impact

of Health & Safety. The Supply Chain also sponsored and supported the BRAKE

Road Safety Week, with a number of depots raising awareness within the local

community.

The Health & Safety teams from across the business have been consolidated

into one group under the leadership of an externally appointed Head of Health

& Safety. This new team reports directly to the Operating Board HR Director.

Musculoskeletal problems continue to be the main Occupational Health issues

across the business. The Health & Safety team work closely with the operational

areas to reduce the incidence of problems, and re-engineer activities where

possible. Stress issues are also a cause for concern and a new stress policy has

recently been issued building on the existing flexible working and fair treatment

policies within the business.

We are now into our third year of health surveillance to detect occupationally

related asthma in bakers, working closely with the Royal Brompton Hospital.

This programme identifies individuals who have become sensitised to flour

dust or flour improvers. We redeploy people who have been affected.

Colleagues
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Health & Safety Awards

During 2004/05 four of the Supply Chain sites maintained their OHSAS 18001

registration. This year we will consider putting the remaining sites through

the accreditation process.

During 2005/06 we will also be introducing an H&S Award system, initially in the

Supply Chain area and extending into Retail later in the year. This award will look

at overall team performance on H&S issues, not just focusing on accident rates.

Retirement

Flexible retirement

We offer flexible retirement by mutual agreement between the ages of 50

and 75. Six months’ notice is needed, subject to the needs of the business.

Pre-retirement courses

We offer courses for those approaching retirement to help colleagues think

positively about the changes ahead of them. Specialists in various fields are

available to talk to colleagues about a wide range of topics, including leisure time

and fitness, diet and health, veterans' benefits, and financial planning. Individual

pension consultations are also available if required.

In 2004/05 we ran 14 pre-retirement courses. Around 350 colleagues and

their partners participated. Colleagues are eligible to attend the course if they

are aged 50 and have at least five years’ service. About 80% of those eligible

take up the offer.

Pension communications

Colleagues and pensioners receive information on pensions both in written

and in electronic form. Executive scheme members and the Sainsbury's Pension

and Death Benefit scheme members receive an annual benefit statement giving

details of the size of the Fund and their likely final pension. Ad hoc queries

are answered by Sainsbury's Pensions Department. Our website

(http://www.jspensions.com) covers the above schemes and our newer

Stakeholder Pension Plan, which is accessed either from the internet

or from Sainsbury's intranet.
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Colleagues

Pension fund investment policy

Our pension fund trustees apply a socially responsible investment (SRI) policy to

their investments. This requires active engagement with company and investment

managers on social, ethical and environmental issues.

We have a similar policy for the Additional Voluntary Contribution contract

we offer to colleagues. Colleagues can also choose to invest their additional

contributions in a Stewardship fund, which aims to invest in companies

that make a positive contribution to society.

Veterans' Association

In recognition of the valuable service given by many colleagues, the JS Veterans'

Association was established in 1947 with the aim of maintaining personal contact

with retired colleagues and providing various benefits for them.

The Association currently has 14,000 members, who receive a copy of the

JS Journal throughout the year, Veterans News Quarterly and an invitation

to one of our reunions. Veterans retain their Staff Discount Card when they

retire if they have completed 15 years' service and meet the retirement criteria.

Veterans have the opportunity to join a local Veterans' Association if one

exists in their area. We have 29 local associations and 4 Regional Centres.

Approximately 5,000 members took part in 15 reunions during 2004/5.

A network of 70 volunteers makes all this possible.

The Veterans' Visitors Scheme runs alongside the local associations and helps

to provide advice and support to veterans through a network of 90 volunteers.

We have also introduced a welfare scheme to provide financial assistance for

veterans. This is funded by Sainsbury’s and works in partnership with charities

and local authorities to provide support.
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� Our total community investment
was £6.8 million (£6 million in 2003/4).

� We sold four million red noses and helped
to raise £7 million for Comic Relief.

� Colleagues and customers raised a
total of £1.7 million for the tsunami appeal.

� We opened 4 stores and completed 11
major extensions or refurbishments.
All new developments were on “brownfield”
land which was previously derelict
or redundant.

� We supported approximately 100
town centre management schemes.

� We launched Active Kids, which now
involves three quarters of UK schools.

� We supported Taste of Success, which
has involved more than 2,700 schools
helping children to appreciate healthy 
food and cooking.

Highlights for 2004/05

Community
“Each of our stores plays an
important role in its local community…
We aim to make sure we are good
neighbours, welcomed for our
contribution to the community.”
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Each of our stores plays an important role in its local community — that is where

our customers and our colleagues live and where our reputation is made or lost.

We aim to make sure we are good neighbours, welcomed for our contribution to

the community and for our efforts to make sure we minimise any disturbance.

Store managers and colleagues play an active role — formally and

informally — in both the business community and broader social activities.

We also make a positive economic contribution to communities, bringing jobs

for local people as well as new choices for customers. New stores usually deliver

new community facilities or infrastructure as well as a new supermarket.

But we appreciate that new store developments can cause disruption.

We aim to be a good neighbour, operating with consideration towards local

residents, supporting town centre improvements and rural communities.

Active Kids

We launched Active Kids in March 2005 as our contribution to improving the

vitality of young people in our communities. It is a campaign to help inspire school

children to take more exercise. We have committed to donate over £7 million

to the campaign during 2005/06. By May 2005 around 80% of UK schools

had registered with the scheme.

Active Kids aims to increase fitness levels, particularly among the children

who are put off sport by the traditional curriculum. It is championed by double

Olympic winner, Dame Kelly Holmes.

The campaign has started with a voucher collection scheme. Everyone who shops

at Sainsbury’s can collect vouchers. These can then be donated to any school

participating in the programme. Schools swap the vouchers for sports equipment

or activities such as scuba diving lessons. 

Customers earn one voucher for every £10 spent. To help encourage healthy

eating, an extra voucher is given for every £5 spent on fresh fruit and vegetables.

Customers can also donate their Nectar Points to the scheme.

We have developed an educational resource pack for schools and an Active Kids

road show will tour our stores to give pupils, teachers and parents the chance to

find out more about the scheme and try out some of the equipment and activities.

See more on Active Kids on our consumer website:

http://www.sainsburys.co.uk/activekids

Active Kids

Customers receive one voucher for

every £10 they spend and bonus

vouchers for fruit and vegetables. 
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Taste of Success

Our Taste of Success programme aims to help children learn about food and

nutrition. It is an educational initiative run in partnership with the British Nutrition

Foundation and the Design & Technology Association. The scheme operates as

part of the national curriculum courses on food technology, and has a special

component linked to Design & Technology Week. It includes food awards, teacher

training sessions and an interactive website. We provided £78,000 in funding 

in 2004/05.

Our target is to increase the number of schools participating in the programme

by 25% each year. We beat that target only halfway through the school year.

By the end of March, 2,722 schools had registered.

In Scotland our Taste of Success programme is called the Scottish Food Challenge.

We presented children with more than 47,000 certificates under the Food Awards

scheme in the 2004/05 school year up to March, bringing the running total since

September 2000 to almost 260,000.

More than 2,900 students took part in our Design and Technology Challenge

in 2004.

Almost 1,200 students took part in our Get Active — Get Cooking Challenge

(up to March 2005), which aims to encourage pupils to develop and make tasty

and healthy dishes.

Around 800 teachers take part each year in our free nationwide training sessions,

which keep teachers up to date with new developments in nutrition, health and

food.

The Taste of Success website provides information for pupils and teachers to

support food technology lessons, including case studies on product development

to show how new food ideas are turned into food products.

http://www.j-sainsbury.co.uk/tasteofsuccess

Taste of Success

Rewards children’s practical food

and nutrition skills. 
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Food and equipment donations

We have been donating food since 1998 to charities such as the Salvation

Army, FareShare and the Nehemiah drug rehabilitation project. The food, which

is safe, edible and nutritious, is beyond its display-by date but within its use-by

date. Some food goes to zoos and animal sanctuaries if suitable social charities

can’t be found.

The programme finds a good use for food that would otherwise go to waste.

For food unsuitable for donation we are investigating better alternatives

than landfill, such as composting and the production of biogas.

Community
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Comic Relief

Sainsbury’s is the only national retail partner for Comic Relief’s Red Nose Day —

a fundraising event held every two years to raise money for the poorest and most

disadvantaged people across Africa and in the UK. We helped raise £7 million

for Comic Relief in 2005.

Our customers made donations by:

• buying Red Noses — these were available in our stores and through Sainsbury’s to You
(online shopping). We sold four million in 2005.

• Shopping at Sainsbury’s — dozens of top brands donated money each time a purchase
was made on selected food and non-food products. We also supported Wine Relief — giving 
10% of the marked price from selected bottles of wine to Comic Relief.

• Donating at the checkout — customers could ask for a donation to be added to their bill.

• Joining in fun days instore — around 30 of our stores held a Fun Day on 5th March to raise
money.

http://www.comicrelief.com

Donating food to the

Salvation Army.

We helped raise £7 million

for Comic Relief in 2005.
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In 2004/05, 245 Sainsbury stores and 3 of our depots donated unsold food to

hundreds of groups providing nutritious meals to homeless and disadvantaged

people. Of these, 150 stores made donations to homeless centres and 95 to zoos

and animal sanctuaries. The value of food donated was £3.9 million.

We did not meet our target to increase the number of stores participating in the

food donation programme by 10% compared with 2003/04. The total number of

stores participating in our food donation programme fell slightly during the year.

However, three distribution centres are now taking part and the total amount of

food donated increased to 7,250 tonnes. In 2005/06, our goal is to increase the

number of stores that donate food and introduce another distribution centre to

the programme.

We help recipients meet our food handling standards by sharing our knowledge

and expertise. We also agree a code of practice with them to ensure the integrity

of our products.

We donated equipment and non-food products worth £40,000 in 2004/05.

This included equipment from store closures and buyers’ samples.

See case study about our food donation programme:

http://www.j-sainsbury.co.uk/cr/food_donation

Supermarket tours

We want our stores to contribute directly to the health of their local communities,

so we run healthy eating “tours” for our customers.  They are led by our team

of food advisers who help customers learn about healthy eating, healthier cooking

and food labelling, and deal with specific dietary queries.

In 2004/05, we held almost 5,000 tours. Some focused on special diets for

conditions such as diabetes, osteoporosis, cardiac and coeliac disease (caused

by the inability to digest gluten).

Some of these tours were specifically for children. These tours include Fruitastic

and Eat 2b Fit. Fruitastic emphasises the importance of eating at least five

different portions of fruit and vegetables a day. Children get a chance to taste

unusual varieties, learn about different fruits and where they come from. Our Eat

2bFit tours — part of the British Dietetic Association’s Food First Campaign to

combat childhood obesity — show how to eat a balanced diet.
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Local Heroes

We know that many colleagues at our stores, distribution centre and business

centre donate their time and effort to a broad range of good causes outside work.

We actively support these fundraising and volunteering efforts through our Local

Heroes awards.

The Local Heroes scheme plays a major role in recognising and rewarding the

efforts colleagues make in support of local charities and good causes. We match

all funds raised with awards of between £200 and £500 and colleagues who

volunteer in their own time receive £200 for their charity or community group.

We donated a total of over £100,000 through more than 350 awards to groups

of colleagues in 2004/05.

Our target to increase the number of awards by 10% in 2004/05 was not met,

but we have now enhanced Local Heroes for 2005/06, making it accessible to

more colleagues across all areas of the business — including our newly-acquired

convenience stores (Bells, Jacksons and Beaumont). We have also increased

the funding available to reflect the increased size of the scheme. We are

particularly keen to promote and reward colleagues’ involvement in charities

and local community activities that compliment our business goals and values.

Examples include:

• Any activity associated with Active Kids or Taste of Success.

• School governors, school projects, kids play schemes.

• Sports across all age groups, including coaching and disabled sports.

• All youth organisations (cubs, scouts, guides) and clubs for the disabled.

• Fundraising for causes related to health (cancer, heart disease, etc).

Our goal for 2005/06 is to increase the number of colleagues participating

from 1,400 in 2004/05 to over 5,000 in 2005/06.

Other charity partnerships

We supported several national charities in 2004/05 as well as being the national

retail partner for Comic Relief, and donating food and equipment.

Customers convert small change into larger coins using Coinstar machines in

our stores. The machines take a 7% commission, which raised the following sums

in 2004/5: Children in Need £15,233; British Heart Foundation £9,627; British Red

Cross £17,881; Cancer Research £18,015; Children’s Society £11,339; Unicef £9,631;

WWF £5,533; Red Nose Day 05 £3,300.
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We have donated £150,000 to The

Children’s Society over the past

three years.

The Children’s Society

We have donated £150,000 to The Children’s Society over the past three years

in support of its work to encourage young people to eat healthily. Activities range

from cookery classes and equipment, role playing to teach children about healthy

eating and living, to home starter kits for young people.

We also raised money for The Children’s Society through the sale of charity

Christmas cards. A scratchcard promotion that raised over £200,000 in 2003/04.

http://www.the-childrens-society.org.uk

Mind, Exercise, Nutrition and Diet (MEND) Programme

We fund the MEND Programme to improve health, fitness and self-esteem in obese

children. It is run by experts in psychology, nutrition and exercise. A pilot study,

involving 11 children, was conducted in 2002 and was successful in improving

health and fitness levels. A larger-scale trial is being carried out in 2005 involving

100 children. We donated £20,000 to the MEND programme in 2004/05.

http://www.mendprogramme.org

Home-Start

A two-year project funded by Sainsbury’s is providing food advisors who work

with Home-Start volunteers to encourage families to eat healthily. As a result

of this project, the first edition of Home-Start’s magazine, ‘We Are Family’,

contained a four page article about feeding a young family a healthy diet.   

http://www.home-start.org.uk

Local charities

All stores have charity boxes so customers can donate their loose change to local

charities. Registered charities may collect outside our stores by applying in

writing to the store manager.

Gift vouchers

Stores are allocated small budgets for charitable donations, which are usually

in the form of gift vouchers for use as raffle prizes. The vouchers can be used

as a prize themselves or exchanged at any Sainsbury's for suitable goods.

Vouchers worth £200,000 were donated during 2004/05.
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Give As You Earn

We run a Give As You Earn payroll-giving scheme for colleagues and Sainsbury’s

pensioners. It has over 9,000 members who donated £388,000 to a variety

of charities during 2003/04 (the latest period for which statistics are available).

All administration costs are met by Sainsbury’s.

Tsunami appeal

We collected a total of £1.7 million for the tsunami appeal from colleagues

throughout the company and from customers at stores.

Community investment

Our strategy for community investment focuses on two areas: support for

charities and other organisations promoting healthy, active lifestyles (particularly

with children); and food donations to homeless hostels and other charities

to provide nutritious meals for people in need.

Our Local Heroes scheme also supports store colleagues’ charitable contributions

in their communities. We match all funds raised with awards of between £200

and £500, and colleagues who volunteer in their own time receive £200 for their

charity. We donated a total of over £100,000 through more than 350 awards made

to groups of colleagues in 2004/05.

Our total community investment in 2004/05 was £6.8 million. This includes cash

donations of £0.5 million, gifts in kind (ie food donations) of £3.9 million and

community sponsorships of £1.1 million.

Our colleagues and customers raised an additional £10.9 million for charity,

including £7 million for Comic Relief.

We are a member of Business in the Community’s Percent Standard. Our total

community investment of £6.8m represented 2.7% of pre-tax profit.

The ways we contribute

1. Cash £2.3 million

2. Gifts in kind £4.1 million

3. Management costs £300,000

We are a member of Business in the

Community’s Percent Standard. 
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Charitable gifts

Community investment

Commercial initiatives in the community

Business basics

The causes we support

1. Food donations £4 million

2. Healthy eating £939,000

3. Local causes £518,000

4. Other £885,000

1

2

3

4

Behind the figures

We use the London Benchmarking Group (LBG) Model to measure our community

involvement. This model takes into account cash contributions, gifts-in-kind

(ie food donations) and community sponsorships.

The LBG model defines three categories of investment: charitable gifts,

community investment, and commercial initiatives, each of which is 

explained below.

The London Benchmarking Group Model

1. Charitable gifts 

“Intermittent support to a wide range of good causes in response to the needs

and appeals of charitable and community organisations, increasingly through

partnerships between the company, its employees, customers and suppliers.“

Our charitable gifts amounted to £0.5 million in 2004/05, including donations

to support colleagues’ fundraising. See ‘Local Heroes’.

The measurable value of our gifts in kind (ie food donations) was £4.1 million

in 2004/05.
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2. Community investment

“Long-term strategic involvement in community partnerships to address a limited

range of social issues chosen by the company in order to protect its long-term

corporate interests and to enhance its reputation.”

Our community investment was £0.7 million in 2004/05, including Taste of

Success, supermarket tours, other charity partnerships and donations at store

level. Stores are allocated small budgets for charitable donations which

are usually in the form of gift vouchers for use as raffle prizes. The vouchers

can be used as a prize themselves or exchanged at any Sainsbury's for suitable

goods. Vouchers worth £200,000 were donated during 2004/05.

3. Commercial initiatives in the community

“Activities in the community, usually by commercial departments to support

directly the success of the company, promoting its corporate brand identities and

other policies, in partnership with charities and community-based organisations.”

Our commercial initiatives amounted to £1.1 million in 2004/05, including Active

Kids, Comic Relief and the English Schools FA Cup competition.

Good neighbour

We constantly search for communities where we can bring new opportunities

by opening or expanding stores. We review our store development programme

to ensure we continue to meet customers' changing needs as well as responding

to competitors’ activity.

We design new stores so that they make a positive contribution to the local

communities, taking into account social, economic and environmental needs.

Our range of formats meets the needs of customers in different locations.

Supermarkets cater for families wanting to shop for a wide range of products

with easy access by car. Sainsbury’s Local stores serve cities where space

and car access are limited.  Our convenience stores tend to be in urban areas.

They are typically used for “top-up” shopping and operate hours which suit

that kind of local shopping.

We opened 4 new stores during the year and completed 11 major extensions

and refurbishments.

Town planning

We develop new sites in accordance with national Planning Policy Guidance.

All our new stores in 2004/05 were developed on brownfield sites

(land that has already been used for industrial or commercial purposes).
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We concentrate on acquiring new stores, or refurbishing existing stores in,

or on the edge, of town centres. They are accessible to local people travelling

by public transport.

Being a good neighbour means keeping in touch with local communities.

Consultation is an important part of the planning application process and is now

enshrined in the 2004 Planning Act, but is no more than a formalisation of our

long-standing practice. In considering new stores or extensions we would always

consult with the local planning authority and work with it in engaging the 

local community.

The level and type of consultation depends on the nature of the development.

It can include writing to people living in the nearby area to keep them informed,

and meeting with local interest groups such as traders and councillors. All the

feedback we receive is analysed and taken into account in our decisions. We aim

to minimise disturbance to local communities during building works. Once we start

building work, we provide a community hotline number for queries or complaints.

In 2004/05 we carried out extensive consultation programmes on new store plans

in Bicester, Cheltenham, Maidenhead, Paddington and Portswood (Southampton).

We also consulted on store extensions or refurbishments in Aberdeen, Balham,

Clapham Common, Eltham, Forest Hill and Leicester. The consultations included

exhibitions to give members of the local community an opportunity to ask

questions and learn more about our plans.

The planning permission from a local authority often includes an agreement

to build facilities for local communities. These are known as planning obligations.

For example, a new Sainsbury’s development in Southampton was given the go-

ahead on the condition that an extended library and offices for the council were

included in the plans. Such agreements are designed to allow local communities

to benefit when land is redeveloped. In 2005 we will be building a public piazza

in Maidenhead, as well as a multi-storey car park and 123 residential units

(43 of which will provide affordable housing).

Regeneration

Sainsbury’s stores provide jobs for people living locally, helping to contribute to

the local economy. Typically, 90% of store staff live within one mile of the store.

About 57% of our supermarkets are in or on the edge of town centres. Our Local

stores are all in the high street, in shopping centres, on station concourses and

at service stations.

In 2004/05, we did not build any new developments on greenfield sites. All new

stores were built on land which was previously derelict or redundant.
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The presence of supermarkets in poor-quality development areas provides

significant improvements to the sites and surrounding areas and helps attract

other commercial ventures. We have recently opened a store in this type

of development in Southampton. We have plans to open stores in similar

areas in Brighton and Selly Oak.

Sainsbury’s is a member of the Under-served Markets project, run by Business

in the Community. The project is examining the opportunities and barriers

to business investment in deprived areas where people often have poor access

to quality food at reasonable prices.

Town centre management

We operate a comprehensive programme of town centre support, providing

help and advice to about 100 town centre management schemes in 2004/05,

40 of which benefit from Sainsbury’s funding. Store managers are encouraged

to participate in town centre management, and many sit on the board or steering

groups of town centre partnerships. We are committed to private/public sector

partnerships, in addition to offering support to the wider local community.

Business Improvement Districts

The new Business Improvement District (BID) legislation enables local businesses,

and other local stakeholders, to form partnerships to propose and finance

improvements in their area. Any group of stakeholders can propose a BID,

which requires approval from a majority of business ratepayers who vote

on the proposal.

We support the principle of BIDs. We welcome in particular the greater fairness

of financial contributions — once a majority vote has been cast, all business

ratepayers over the rateable value threshold within the area must contribute.

BIDS also produce clear agreements on service levels which are part of a rigorous

business plan. They should result in cleaner, safer environments.

We consider the merits of each scheme before deciding our position. Our Kingston

Eden Walk store is in the first BID area adopted in January 2005. In February

2005 we opposed a proposal in Runnymede which we considered inappropriate.

The proposal was defeated.

Public transport and congestion

We work with local authorities to ensure that there are good public transport links

to our stores, and to manage traffic flows. More than half our stores are in or

on the edge of towns that generally already have good public transport links.

All our new stores have Green Travel Plans which encourage colleagues to use

public transport to travel to work. Some of these plans also aim to increase travel

options for customers, eg by displaying timetable and bus information

at our stores. Approximately 45 stores now have Green Travel Plans.
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We also work with local authorities to manage some of our car parks and to

discourage commuter parking at our stores.

Store design

Each store is designed to meet the needs of the community and to fit into

the surrounding area. We have refined the range of store formats to reflect

our customers' differing needs and the changing nature of towns and cities.

We aim to make it easy for all customers to use our stores, including disabled

and elderly customers as well as shoppers with young children. We welcome

the Disability Discrimination Act 2004, which formalises best practice

in fair treatment of people with disabilities. See ‘Access to stores’.

Our London Colney store in St Albans has received two Civic Access awards from

the City Council. Our store beat more than 130 local businesses in an assessment

by the local council to come first in the ‘Employment Access’ section. The store

also received a commendation for the ‘Public Access’ section.

Some of the innovations developed for our flagship environmental store in

Greenwich have been applied elsewhere. For example, we have installed combined

heat and power systems in four other stores in England and Northern Ireland,

including our new store in Brighton — expected to open late 2006.

All new stores are now built to measure gas and water automatically in the

same way that we have been doing for electricity for many years. This means

that we can monitor performance of individual stores and make improvements,

so reducing our usage of these key resources.

Our depot in East Kilbride has a 600KW wind turbine which supplies a third

of the energy used by the site. It is operated on our behalf by the wind power

company Ecotricity. As well as Greenwich, our stores in Richmond and Kingston-

upon-Thames have smaller (2.4KW) wind turbines which power the external

signage for the stores.

Petrol stations

Sainsbury's owns and operates 242 petrol stations. There are health, safety

and environmental risks associated with the delivery, storage and sale of petrol,

which is highly flammable and a potential pollutant.

We undertake an annual risk assessment of all our petrol stations to ensure

that they are correctly managed and risks are minimised. We also provide training

to colleagues on safety procedures and routinely monitor stock loss to identify

potential leaks or spills.
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In line with regulation we have installed vapour recovery systems at our petrol

stations. This means that vapours released during the delivery of petrol to the

service station are contained and not released into the air. This reduces emissions

of volatile organic compounds (VOCs), which have a detrimental affect on local

air quality and contribute to smog, and other pollutants. We have introduced

vapour recovery systems that reduce emissions when customers are filling

up with petrol and make it more pleasant for customers when refuelling

their vehicles. They are installed at just over a quarter of all petrol stations.

Building works

From the start of any new development project — before anyone is even on

site — we have a designated contact at the Business Centre to deal with all local

enquiries and concerns. We maintain regular communication with local residents

and provide them with a clear point of contact during building works. And before

the store opens, the incoming store manager invites local people to pre-opening

tours, giving them the chance to ask questions and follow up any concerns.

We require building contractors involved in large-scale building works (over £1

million in value) to sign-up to the Considerate Constructors Scheme. The scheme’s

Code of Practice requires contractors to minimise noise, dust and other

disturbances to local communities. Compliance with the code is independently

monitored. In 2004/05 Sainsbury’s completed 26 projects that were registered

under the scheme. Our Bourne store won the Golden Apple award — a health

and safety award linked to the scheme — made to the contractor on site for

excellent performance on health and safety for the whole duration of a project.

Noise

We try to keep noise around our stores to a minimum and take this issue very

seriously, particularly in urban areas.

We have a code of practice which guides activity in this area and local authority

planning departments use environmental health orders to enforce action,

eg restricting lorry delivery times to avoid excessive noise at night.

Where possible, we set aside enclosed bays for delivery trucks to minimise

noise. We work to minimise noise from air conditioning units by putting them

in acoustically designed enclosures and locating them carefully. We also build

acoustic walls to limit the noise which reaches local residents, and we sometimes

change the type of paving around stores to reduce trolley noise.



Community

We are developing a noise reduction good practice guide for distribution to our

store and supply chain colleagues, highlighting what can be done to reduce any

noise associated with our retail activities.

Recycling banks

We provide space at all new stores and most others that have car parks for local

authority and charity recycling banks to encourage customers to recycle 

their used packaging, textiles, shoes and books. We have also begun to provide

recycling bins for plastic bags. We now have over 3,000 recycling banks 

at 346 sites. 

Abandoned trolleys

We recognise that abandoned trolleys can be a nuisance locally and we seek

to prevent customers from removing trolleys from our stores. Many local

authorities now collect abandoned trolleys and impose a collection charge

on supermarkets. We are working closely with local authorities to tackle

this issue in a cost-effective and efficient way. We have found that

coin-operated lock systems are successful in addressing this problem.

Rural communities

We support rural communities by purchasing food from local suppliers and

through our supplier development initiatives (see Suppliers). We also support

rural communities through the Sainsbury’s Assisting Village Enterprises (S.A.V.E.)

scheme, which helps support small independent shops and post offices providing

essential services in rural areas.

S.A.V.E. enables these shops to sell non-perishable products from our stores.

The scheme was launched in 1998 and over 250 shops and post offices now take

part. The turnover generated from the scheme was approximately £1 million in

2004/05, double the previous year.

Members of the scheme shop as normal customers at their nearest Sainsbury’s

store. They buy at supermarket prices but can sell goods at a mark-up in 

their shops. They also receive double Nectar card points and advance notice 

of in-store promotions to enable them to make cost savings. 
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They can order in bulk if necessary and also receive advice on merchandising and

marketing to help them promote the goods

in their store.

S.A.V.E. is run in partnership with Action with Communities in Rural England

and the Post Office.

For more information, please contact the S.A.V.E. office on:

Telephone: 0207 695 4222

Email: SAVE@sainsburys.co.uk

Download our S.A.V.E. FAQs:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/SAVE_faqs.pdf

Community
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Environment
“We recognise that virtually all our
activities have some impact on the
environment. Our aim is to minimise
these impacts through a programme
of continuous improvement.”

� We continued to reduce carbon dioxide
emissions from stores, due to energy-saving
investments, for example through lighting
upgrades and technical measures such
as voltage supply reduction and buying
10% of our energy from renewable sources. 
This means that we have beaten our 
2005 target by a substantial margin.

� We began reviewing our environmental
policies and are committed to agreeing
and communicating an updated policy
by the end of 2005.

� We reviewed and reinvigorated our
environmental management system.

� We are keen to reduce food miles – the
distance food is transported. We have
increased the proportion of products sourced
from the UK while still ensuring we offer

customers the products they want. We
estimate that we source domestically 90% 
of the food that can be grown in this country.

� We have a large food donation programme
which gives food to charity that is beyond 
its display-by date but within its use-by date. 
This helps reduce the amount of waste sent
to landfill

� We have achieved a steady decline in waste
sent to landfill, relative to our sales. In
2004/5 we landfilled 5.73 tonnes of waste 
for every £1 million sales, compared to 6
tonnes in  2002/3.

� We emphasise the financial and
environmental benefits of recycling for stores
and recycled 118,000 tonnes of cardboard
and over 5,000 tonnes of plastic.

Highlights for 2004/05
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We recognise that virtually all our activities have some impact on the

environment. Our aim is to minimise these impacts through a programme

of continuous improvement.

We address both direct and indirect environmental impacts. Our suppliers’

activities have important environmental consequences. Although they are outside

our direct control we want to use our influence as a major customer to promote

more sustainable practices in our supply chain.

Our environmental work covers many issues of concern to consumers, including

animal welfare, organic farming, food safety, pesticides and genetically modified

food. We discuss these issues in detail in the ‘Suppliers’ and ‘Customers’ sections.

In 2004/5 we began to review our environmental management system

and environmental policies. We are committed to agreeing and communicating

an updated policy by the end of 2005.

Reports archive

Environment Reports from previous years are available in our Reports archive:

http://www.j-sainsburys.co.uk/cr/reports

We use five key indicators to monitor progress. The table shows our performance

in 2004/5 compared to previous years. We continued to reduce carbon dioxide

emissions from stores, due to energy-saving investments and buying energy

from renewable sources. This means that we have beaten our 2005 target

by a substantial margin.

Key indicator 2004/05 2003/04 2002/03 2001/02 2000/01

Carbon dioxide emissions

associated with energy use at

stores (tonnes)

617,996 647,438 685,060 668,414 663,307

Carbon dioxide emissions from

transport (tonnes)

* 125,367 117,337 125,100 124,032

Waste generated at stores

(tonnes)

226,669 213,187 212,940 209,796 191,773

Packaging used on our products

(tonnes)

561,402 524,064 570,279 532,170 540,577

Refrigerant volume held in stores

(tonnes)

1,040 1,005 986 947 914

*data is not yet available
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Governance

An Environmental Steering Group supports the Board in developing the policies

and management system, and integrating environmental awareness in our

business processes and practices. It meets at least quarterly. The members

are senior managers and the group is chaired by Lawrence Christensen,

Supply Chain Director.

We regularly benchmark our performance and discuss topical issues with a range

of internal and external stakeholders.

During 2004/05 we have reviewed and improved our Environmental Management

System (EMS), based on consultation within the business and with external

stakeholders.

We carry out risk assessments and environmental audits at various levels across

the company, to assess the effectiveness of our EMS and identify operations

for improvements in performance as well as in the management systems.

The company Risk Manager is responsible for the delivery of environmental

audits, supported by the Environmental Manager.

Stores carry out self-assessments, including local environmental impacts such

as waste, noise and litter.

Management systems

We have reviewed and reinvigorated our environmental management system

(EMS) in 2004/05.

An EMS is a formal, documented system which enables a company to manage

the environmental aspects of its operations in a consistent and systematic

manner. It helps us to identify and evaluate key environmental risks

and opportunities and manage them effectively.

Our EMS is governed by our environmental policy statement, which sets

the overarching goals and commitments and identifies roles and responsibilities

of the Environmental Steering Group and senior managers.

The management process begins by identifying relevant issues, risks and

opportunities, based on legal and other requirements, which are understood

through stakeholder dialogue. We review the outcomes at least annually.

The Effects Register sets out the relevant issues. It was first developed

in 1998 and comprehensively updated in 2002.

We draw up a ‘long list’ of issues, based on the UK government’s sustainability

indicators, the indicators developed by the Global Reporting Initiative, our expert

knowledge and retail sector guidelines.
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We decide priorities using a Significant Issues Assessment Process, informed

by legal requirements, policy commitments and stakeholder concerns.

This helps us to identify issues that have a high environmental impact

and are significant for Sainsbury’s.

We take each priority issue and identify all the activities connected to it and

the departments which have an influence on or responsibility for it. We identify

an “issue owner” who is responsible for developing a management plan, including

targets and key performance indicators (KPIs). Progress is monitored quarterly,

with headline indicators being reported to the Environmental Steering Group

and the highest level indicators reported to the Board.

Policies

Our environmental policy statement is our overarching statement of goals and

our commitment to reduce our impact on the environment through a programme

of continuous improvement. Our policy was first issued in January 1990

and updated in 1998. In 2004/05 we began reviewing the policy statement.

The Environmental Steering Group (ESG) has begun to review this policy to ensure

it is still appropriate, and that it reflects and supports our corporate goal and

values.  The ESG has set a target of agreeing and communicating an updated

policy by the end of 2005.

Sainsbury's Bank has adopted the environmental principles of HBOS

(www.hbosplc.com) our joint venture partner in the bank.

Our policy is to:

• Quantify and monitor all environmental impacts of the business, including new projects,
and set specific targets.

• Comply with current legislation and, where practical, seek to meet future legislative
requirements ahead of relevant deadlines.

• Integrate environmental objectives into relevant business decisions in a cost-effective manner.

• Require all colleagues to address environmental responsibilities within the framework
of normal operating procedures.

• Minimise waste, seek to recover as much as is economically practical and ensure the remainder
is disposed of responsibly.

• Develop appropriate emergency response plans for major incidents in order to minimise

their environmental impact.

• Influence suppliers of services and own-brand goods to reduce their impact on

the environment.

• Enhance awareness of relevant issues among customers, colleagues and others who have

an interest in our business.

• Publish information on environmental performance.
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Priorities, goals and targets

We set three broad environmental priorities in 1998 and have consistently

pursued six goals relating to them. These original goals continue to provide

a valuable focus as we implement our recovery programme. Our focus is

on improving the efficiency with which we use resources, because it reduces

our environmental impacts and saves money.

Our priorities:

• Reduce the environmental impact of our products

• Reduce carbon dioxide emissions

• Reduce waste.

Our goals:

• Environmental Management System: Manage the significant environmental effects over which
we have direct control and seek to influence those of our customers and suppliers who can
reduce the impact our organisation has on the environment.

• Own-Brand Products and Suppliers: Influence our suppliers to reduce their direct
environmental impacts and improve the environmental quality of own-brand products through
more sustainable sourcing.

• Transport: Increase the efficiency of transporting our products, and address employee and
customer travel, with the aim of reducing carbon dioxide emissions.

• Energy: In our own operations, reduce carbon dioxide emissions from energy for building
services, through responsible energy sourcing, minimising demand and consuming efficiently. 

• Waste: Reduce the waste we produce from our operations, recover as much as is practical, and
ensure the remainder is disposed of responsibly. Encourage our customers to recycle where
appropriate.

• Property and store operations: Develop, design and operate our stores and distribution centres
to reduce their environmental impact.
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Targets

The table summarises our progress against the targets we set for 2004/05.

2004/05 Targets Progress during 2004/05

1. By 2010 all Sainsbury's own-brand fresh,

frozen and canned whole fish will be sourced

from known, well-managed fisheries certified

by credible, independent certification

systems such as that operated by the MSC,

demonstrated through year-on-year

increases in certified fish sales. 

We extended MSC ranges to include hake and

pollock, but MSC products still account for

only 1% of total fish sales.

2. Work with suppliers towards phasing out 27

chemicals on OSPAR's priority list, wherever

feasible in own-brand non-food products, by

December 2005.

We have successfully phased out all priority

chemicals in our food range and in our Home

range.

3. By March 2005, reduce distance travelled

in our secondary fleet by 5% on 2001/02

levels, whilst ensuring availability of product.

The distance travelled by our secondary

vehicle fleet has increased by * since

2001/02. This is due to a 9.6% increase in the

volume of products transported over the

same period. However, we have improved the

efficiency of our distribution systems,

ensuring that the increase in distance

travelled is lower than the increase in

product volume.

4. Reduce carbon dioxide per square metre

by 10% (against the 1997/98 baseline) by

March 2005.

We reduced carbon dioxide per square metre

by 11% from 1997/98 — exceeding our target.

This was due to a combination of energy

efficiency improvements and buying

renewable energy.

5. Reduce packaging by 2005, by 5% relative

to turnover (against the 1999/00 baseline)

without increasing packaging-related

wastage.

Target exceeded: we have reduced

packaging by 18% relative to turnover.

* data not yet available
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We are developing new plans in the following areas, including identifying KPIs 

and setting targets:

• Animal welfare

• Pesticides

• Organics

• Sustainable resources

• Recycling by customers

• Waste.

New targets for 2005/06

We have set these new targets for 2005/06:

2005/06 Targets

Policy Review and update Sainsbury's environmental policy,

and communicate internally and externally by March 2006.

Waste By 2010 reduce by 10% the amount of waste sent to landfill

(against the 2004/5 baseline) and increase the amount of

recycling relative to turnover.

Noise By March 2006, develop a noise reduction good practice

guide, communicate it to our colleagues, and implement

its recommendations across our stores and supply chain.

Timber: by March 2006 • increase the proportion of wood fibre bought from WWF

Forest & Trade Network Category 2, or higher

• rate our products, suppliers and fibre sources for risk

in line with WWF guidelines

• expand our database of our wood fibre suppliers and

their sources to include seasonal and general

merchandise lines.

Carrier bags Reduce carrier bag usage by 5% by March 2006.

Transport: by March 2006 • improve fuel consumption by 2%

• reduce road miles by 3%

• improve vehicle space utilisation by 5%.

Sainsbury’s To You:
by Jan 2006

• increase vehicle utilisation by 20%

• increase miles per gallon by 5%

• reduce mileage per delivery by 10% compared

to January 2005.

Packaging: Reduce packaging by 2010 by 5% relative to turnover

(against the 2004/5 baseline) without increasing

packaging-related product wastage.

Carbon dioxide: Reduce emissions per square metre by 5% (against the

2004/5 baseline) by March 2008.
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Category Activities Output and effects

Emissions to air Energy use in our business;

transport of goods; business travel

Carbon dioxide — climate change

Carbon dioxide — climate change,

SOx, NOx and particulates — low-

level air pollution

Refrigeration (products in transit

and on sale); air conditioning

Refrigerants — climate change and

ozone depletion

Manufacture of own-brand

products

Carbon dioxide — climate change;

VOCs — low level pollution

Sale of fuel to customers SOx, NOx, particulates and VOCs —

low-level pollution

Agricultural production Methane — climate change

Customer travel to stores;

employee travel

Carbon dioxide — climate change;

SOx, NOx and particulates — low-

level pollution

Organic waste to landfill sites Methane — climate change

Water use Cleaning instore and vehicles,

toilets, as an ingredient, car

washes at stores

Use of potable water — a natural

resource requiring energy for

supply

Supplier activities Use of potable fresh water — use

of natural resources; energy for

supply; local shortages

Agricultural production Use of fresh water — use of natural

resources; energy for supply; local

shortages

Retail business activities

Supplier and customer activities 

Direct outputs and effects

Indirect outputs and effects

Effects register

We use the international management systems ISO 14001 and EMAS to identify eight categories
in which our activities have a significant impact on the environment. This is known as a 'register
of environmental effects'. Our effects register was developed in 1998 and updated in 2002.
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Category Activities Output and effects

Water discharges From cleaning in-store and

vehicles; toilets, customer car

washes; water run-off; accidental

spills

Diluted chemicals, fuel and oil

residues and effluent to sewer;

chemical and energy use to clean

water; run-off to groundwater and

streams; habitat degradation

Supplier activities Diluted chemicals, fuel and oil

residues and effluent to sewer;

chemical and energy use to clean

water; run-off to groundwater and

streams; habitat degradation 

Agricultural activities Applied chemicals in run-off to

rivers — habitat degradation

Waste Damaged and unsold products,

packaging, waste from operations

and construction

Re-use and recycling — cyclic use

of materials; waste to landfill —

end of life materials; use of land

Supplier activities Re-use and recycling — cyclic use

of materials; waste to landfill —

end of life materials; use of land 

Agricultural activities Re-use and recycling — cyclic use

of materials; waste to landfill —

end of life materials; use of land 

Land Construction of stores, depots and

offices

Use of sites allocated for

development — re-use and use of

land

Accidental leaks and spills Site pollution — land degradation

Retail business activities

Supplier and customer activities 

Direct outputs and effects

Indirect outputs and effects
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Category Activities Output and effects

Raw materials,

energy & fuel use

Materials and products for use

within the business; construction

Use of natural resources —

extraction and depletion of non-

renewable resources

Energy use in the business Use of fossil fuels — extraction and

depletion of non-renewable

resources

Transport of goods; business

travel

Use of fossil fuels — extraction and

depletion of non-renewable

resources

Manufacture of own-brand

products

Use of natural resources —

extraction and depletion of non-

renewable resources

Customer travel to stores;

employee travel

Use of fossil fuels — extraction and

depletion of non-renewable

resources

Sale of fuel to customers Use of fossil fuels — extraction and

depletion of non-renewable

resources

Nuisances Noise from construction,

deliveries and business

Local disturbance to people and

wildlife —  reduction in quality of

life and habitats

External lighting; litter on site Local disturbance to people and

wildlife — reduction in quality of

life and habitats

Natural

environment

Sourcing of natural materials and

products for our use

Sourcing from cultivated and

natural environments — species

and habitat degradation

Sourcing of natural materials for

own-brand products

Sourcing from cultivated and

natural environments — species

and habitat

Agricultural production Application of chemicals; species

and habitat degradation

Retail business activities

Supplier and customer activities 

Direct outputs and effects

Indirect outputs and effects
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Energy and climate change

We recognise that climate change poses both risks and opportunities to our

business. It may affect us in our UK retail operations and all over the world where

we source products.

Our strategy has been to understand the issue, to monitor and verify our impact

and to implement programmes to reduce our environmental impact.  We devote

considerable effort to measuring and forecasting volumes and costs of energy,

transport and waste as these have a significant impact on both current and future

business performance.

We use this information in an Environmental Horizon scanner, which is presented

to the Board Environmental Committee twice a year. It assesses the impacts of all

known environmental legislation and taxation issues, with the likely cost, savings

potential, the operational impact of the legislation and associated customer and

colleague issues.  This highlights project costs over three to five years and allows

us to make more accurate assessments on future pricing, prioritise issues and

develop projects to minimise environmental impacts where possible.

Recent examples of this work include our assessments on the Climate Change

Levy and the EU Emissions Trading Scheme.  Although not directly subject to the

latter scheme, we believe this legislation will have an impact on our energy costs

in the UK.  Further, the Climate Change Levy continues to have notable impact (£6

million per annum) on our business.  We completed an initial Carbon Management

review in 2004 with support from the Carbon Trust.  This has highlighted further

improvements to reporting and management, and project opportunities which

we will continue to consider as our strategy moves from mitigation to adaptation.

Emissions

Our goal is to reduce the carbon dioxide emissions from energy for building

services through responsible energy sourcing, minimising demand and promoting

efficient consumption.

Reducing energy use is an important economic and environmental priority for

Sainsbury's. By using less energy we can cut costs and reduce emissions of carbon

dioxide, a greenhouse gas that contributes to climate change.

Ninety per cent of the energy used across the company is consumed in our stores.

The remaining 10 per cent is used in depots and offices. Within our stores, most

energy is used in refrigeration.

We have a range of initiatives to reduce energy use by encouraging greater

energy efficiency in our stores and offices and switching to renewable energy

where possible.
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We participate in the Carbon Disclosure Project, a survey organised by a group

of 150 major institutional investors to promote corporate transparency on climate

change. We do not qualify according to the CDP’s stock market capitalisation

criteria, but we chose to continue participating in this exercise as we view climate

change as a key issue and are committed to mitigation strategies.

Performance in 2004/05

We track improvements in energy efficiency by monitoring carbon dioxide

emissions per square metre of floor space (CO2/m2), as well as total emissions.

We have been pursuing a target to reduce emissions per square metre by 10%

below our 1997 baseline by this year.
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2005 Reduction target

We have substantially beaten that target.  The actual emissions in 2004/5

(including allowance for our renewable energy purchases) were 421 kg of carbon

dioxide per square metre – well below our target of 469kg. Including the impact of

our renewable energy purchases, we have achieved a 20% reduction – double the

target.  Even without taking account of renewable electricity purchases, our

energy efficiency projects achieved a reduction of 11% in CO2/m2.  This

performance constitutes a saving of over £8 million per annum from the start of

the target period (1997/98).

We are continuing to improve energy efficiency and have set a new target to

achieve a further 5% reduction in CO2/m2 (compared to 2005) by April 2008.  This

is a stretching target as we have already completed many of the possible capital

projects. It will require a continued focus on housekeeping, specification and

operational efficiencies.



Our total emissions have been more or less flat for five years, despite expanding

our selling space. But allowing for the carbon dioxide saved through buying

renewable energy, the actual emissions we are responsible for fell by almost 5% in

2004/05.

Note: data since 2001 is based on actual consumption. Previously it was based on

billing figures and therefore less reliable. Renewable electricity is 10% of our

purchases, as previously. The amount of CO2 saved is higher than last year

because the contract only began during 2003/4.

Energy efficiency

Our energy efficiency capital investment programme continued in 2004/05.

This programme focuses on identifying and implementing energy savings across

our stores and offices, for example through lighting upgrades and technical

measures such as voltage supply reduction.

Over £14 million has been invested so far, and reductions in electricity

consumption of 2-15% have been achieved at participating sites.

The programme has been developed and implemented with RWE npower, our gas

and electricity provider. We have only been able to achieve our target due to the

excellent communications and close working relationship we have built up with

RWE, and the professional approach from RWE Solutions and nPower.

Our ‘Save It’ campaign aims to raise awareness of energy efficiency and climate

change issues among colleagues. It has been integrated into our retail procedures

document so that it influences all aspects of store operations.
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We have improved our energy load management programme with the support

of Trend Controls. This work continues to reduce our energy costs although

it only has a small impact on total consumption.

Energy management is part of a store manager's annual targets. We design all

our large stores with automatic building controls to switch lighting, heating and

ventilation, and refrigeration loads as efficiently as possible. In 2004/05 we

worked with the Carbon Trust to help spread understanding of these systems by

colleagues and maintenance contractors.

We have a climate change agreement with the UK government for our in-store

bakeries, which accounts for around 10% of a store's energy consumption. This

reduces our obligations under the Climate Change Levy (a UK tax on energy use)

in return for meeting energy efficiency targets. In 2004/05 we worked closely

with the Department for the Environment and Rural Affairs (Defra) to improve

our data reporting. We are working on a process to ensure that energy readings

are automated at the last third of our eligible sites. These steps have ensured

that only six sites where stores were closed have been removed from the coverage

of our climate change agreement. We remain committed to this kind of voluntary

agreement to reduce climate change impacts.

We also have Combined Heat and Power (CHP) schemes in five stores, an energy

efficient system that generates heat and power on site. Current energy prices

mean it is not economically attractive to install new CHP schemes in England,

Wales and Scotland, although we will continue to keep this under review.

But we have installed a CHP scheme in our Sprucefield store in Northern Ireland,

where the price of electricity is markedly different.

Renewable energy

By purchasing electricity from renewable sources we can reduce carbon dioxide

emissions associated with our energy use. In October 2003, we finalised an

agreement with our energy supplier to buy 10% of our electricity (approximately

150 GWh per year) from renewable sources. The sources of green energy that

we use — wind power, hydro, biomass and sewage gas — generate zero carbon

dioxide emissions. This agreement continues until 2006.

Refrigeration

Refrigeration is the main use of energy in our stores.

We launched a Refrigeration Energy Management Project in 2003, a major

initiative to control and reduce the amount of electricity used in refrigeration.
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Refrigeration systems have been installed and over-hauled to improve efficiency,

and automatic alerts installed to ensure that any system malfunctions can be

addressed quickly.

We assessed current energy consumption for refrigeration in our stores as a

baseline for monitoring future performance.  Energy monitoring systems have

been introduced at 468 stores to assess consumption and identify where energy

savings can be made.  We now install the necessary equipment in all our new

supermarkets so we can monitor refrigeration energy usage.

This initiative has delivered a 12% reduction in energy consumption, and

saved £3.8 million a year.  Our usage has dropped by 116 million kWhs, resulting

in a saving of 51,080 tonnes of carbon dioxide per annum.

Some refrigeration systems contain ozone-depleting gases such as CFCs

in a small number of standalone cabinets, and HCFCs in the main plant system.

In new distribution centres we are installing ammonia refrigeration systems which

do not use ozone-depleting gases or gases that contribute to climate change.

We recognise the impact that our refrigeration systems have on global warming.

For this reason we have put considerable effort over the last couple of years

into redesigning maintenance contracts as well as energy efficiency projects,

to minimise the amount of refrigerant used to maintain our systems.

We have considered Greenpeace’s 'Refrigerants Naturally Alliance' programme

but believe that the technology is not relevant to supermarket use. It is being

used in standalone refrigeration equipment — each cabinet being self contained.

This is fundamentally different to a typical supermarket where a central

refrigeration plant feeds numerous cabinets in an integrated system.

Clapham Carbon Dioxide Trial

We have tested the use of carbon dioxide (CO2) as a refrigeration gas in our

Clapham store.

CO2 is attractive environmentally because it has no potential for ozone depletion

and has a lower global warming impact than some refrigerants. It also has

relatively low running costs, has benefits for heat reclamation and has relatively

low indirect carbon emissions from energy used to power the system. The

main problem is that it requires relatively high pressures. Unfortunately, there

is currently a lack of relevant skills and equipment to operate and maintain

CO2-based systems, which results in higher set-up and operating costs

in the short term.
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Transport

Our goal is to transport products more efficiently, and reduce carbon dioxide

emissions from employee and customer travel.

Our vehicle fleet is the backbone of our business, transporting products between

our depots and stores. We also transport some products to depots on behalf

of our suppliers, where this promotes efficiency and saves costs.

We recognise the need to minimise the environmental impacts — global warming

and local air pollution — associated with our transport fleet. We can do this

by improving the efficiency of our distribution systems (measured in kilometres

travelled per product sold), and by improving engine efficiency (measured

in emissions per kilometre), using alternative fuels and alternative modes of

transport.

Performance in 2004/05

Our target was to reduce the distance travelled by our vehicle fleet by 5% on

2001/02 levels by March 2005, whilst ensuring availability of our products.
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We are gradually renewing our vehicle fleet and are using this opportunity to

switch to more efficient engines.

Continuous regenerative traps are being fitted to vehicle exhausts. This reduces

emissions of air pollutants including carbon monoxide, particulates and

hydrocarbons. Over 10% of our fleet vehicles are now fitted with these traps.

We have investigated gas as an alternative fuel to petrol and diesel.  But so far we

have been unable to find a manufacturer that can offer the power we need or

could convert our existing engines. Currently the engines on the market are suited

only to lighter loads.

We have tested LPG in the smaller vans used for Sainsbury’s To You home delivery,

but the fuel is not widely available. We also found that the mileage achieved was

only about a third of what we achieve with diesel, and maintenance costs were

higher. This is disappointing as gas vehicles can attract grants and have lower

vehicle excise duty. They are also exempt from the London Congestion Charge.

Environmentally, they are quieter as well as cleaner.

We hope to be the first to run trials on gas-powered trucks when they come

on to the market. In the meantime we are exploring other alternative technologies

and fuels, including gas-fuelled tractors, a bio-diesel blend fuel, a diesel fuel mix,

refrigeration units on trailers powered by hydrogen fuel cells, and transporting

products by water and rail.

We have established Green Travel Plans at 45 stores (including all our new stores)

to reduce car travel, encouraging colleagues to come to work on public transport.

Some of these plans also aim to increase travel options for customers, for example

by displaying timetable and bus information at our stores.

Environment
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Environment

Food miles

Global sourcing enables us to stock fresh produce all year round and offer

consumers more choice. But we understand concerns about the environmental

impact of food miles – the distance food is transported.

We are looking for ways to increase the proportion of products sourced from the

UK while still ensuring we offer customers the products they want. We estimate

that 90% of the food that can be grown in this country we source domestically.

For example, we are working with salad, fruit and vegetable suppliers to:

• develop UK sourcing, and learn how to take foreign varieties and grow them in the UK

• extend growing seasons by using different varieties, growing techniques, and storage
conditions

• consolidate shipments from small suppliers to improve transport efficiencies.

Our supplier development programme helps promote local sourcing and reduce

food miles. For example, we have worked with Sparkypac, our major vegetable

and salad supplier in Northern Ireland, for the past nine years, bringing local

produce to our stores in Northern Ireland and reducing the amount of food

imported from mainland UK.

See ‘Supporting British farmers’ for other examples.

Waste and packaging

In line with our corporate goal of eliminating waste throughout the company,

our environmental goal is to reduce the waste we produce from our own

operations, recover as much as is practical, and ensure the remainder is disposed

of responsibly. We also encourage customers to recycle by providing recycling

facilities at our stores, and we stock a range of recycled products.

Most of the waste we produce is generated in our stores, from cardboard and

plastic packaging, and waste food. Our offices also generate waste such as paper,

toner cartridges and old computer equipment.

We also seek to minimise consumer packaging while still preserving its primary

function of protecting the product throughout the supply chain. We are

supporting a move towards the types of plastic collected in local authority

recycling schemes, such as PET (used in fizzy drink bottles) and HDPE

(used in milk and laundry liquid such as fabric conditioner).
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Environment

We are committed to reducing waste and to recycling and composting where

possible. This not only reduces our impact on the environment, but also conserves

material resources and saves money.

The packaging regulations of 1998 require us to minimise packaging and design

packaging for recycling, while taking into account the safety, hygiene and

consumer acceptance of our products,

We have exceeded our packaging reduction target by a wide margin. We have

reduced the weight of packaging per million pounds of sales by 18% since the

1999/2000 base year.

We have started using biodegradable trays for our own-label organic fruit

and vegetables, which until now were packed using conventional material.

Many people argue that we should sell fruit and vegetables loose, but we have

to keep organic and non-organic products separate and packing organic products

makes sure we can do this.

We have a large food donation programme which gives food to charity that

is beyond its display-by date but within its use-by date. This helps to prevent

food being wasted. See ‘Food and equipment donations’.
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Environment

Performance in 2004/05

Reducing waste

We encourage our stores to produce less waste, and provide guidance to promote

efficient stock control.

Transit packaging is the largest constituent of waste by volume. We estimate

that cardboard, polythene and clear/semi-transparent trays (for products

like yoghurt and cream) take up an average 30-35% of the space in a skip.

Where possible, we use reusable crates rather than cardboard packaging,

since crates are durable and can be reused many times.

Broken crates are now collected for recycling and are incorporated in the

containers used in the plastic bag recycling scheme available in all our larger

stores.

We have carried out three waste surveys across our stores (in 1995, 1997

and 2003) to provide a better understanding of the types of waste produced

and enable us to set reduction targets and priorities.

We have achieved a steady decline in waste sent to landfill, relative to our sales.

In 2004/05 we landfilled 5.73 tonnes of waste for every £1 million sales, compared

to 6 tonnes in 2002/03. This did not achieve our original target to reduce the

volume of waste by 10% from the level in 1999/2000. But in 2004/05 we set a new

target for 2010: to reduce waste sent to landfill by 5% against the 2004/05

baseline, and increase the amount of recycling relative to turnover.

Waste volumes can be affected by factors outside our control, such as customer

demand and product preference. For example, the growing demand for fresh

fruit increases food waste because it is highly perishable and easily damaged.

Regulations such as the introduction of the Animal By-Products Order and

the Waste Electrical and Electronic Equipment Directive (the 'WEEE' Directive)

influence the volumes and types of waste we are responsible for.

Animal by-products

New regulations on uncooked animal by-products mean that fresh meat and fish

waste can no longer be disposed of in landfill sites. From the beginning of 2006

no waste containing meat and fish (including ready meals and sandwiches)

can go to landfill sites. About 30% of store waste falls into this category.

We are pursuing composting and anaerobic digestion as alternatives to landfill,

and have been involved in composting trials for ten years now. Composting

produces a useful soil conditioning material, and anaerobic digestion produces

methane which can be burnt to generate energy, and leaves a residue which can

be used as a soil conditioner. We participated in the UK's first anaerobic digestion

trial of food in its packaging in the Ludlow area at the end of 2004.
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Recycling

We emphasise the financial and environmental benefits of recycling for stores.

Guidance for colleagues on recycling good practice is provided on our intranet

site.

We have begun to gather more reliable data about the types and volumes

of waste generated and how much of this is recycled. We had an external waste

audit in 2004 which provided a baseline to measure our performance against,

especially for recycling paper.

In 2004/05 we recycled almost 118,000 tonnes of cardboard and over 5,000

tonnes of plastic. We also sent 2,300 tonnes of waste for composting and donated

more than 7,300 tonnes to charities.

We also promote recycling in our offices. In our London Business Centre,

our facilities management team has promoted waste awareness. It has developed

a programme to recycle paper and cardboard, glass, plastics, cans, cooking oils

and toner cartridges. And we have introduced a scheme to reuse mobile phones,

personal computers, furniture, and coat hangers. This initiative was recognised

by the Corporation of London in 2004/05 with a Platinum Award

for environmental performance.

The London Business Centre also organises donations of various items  to

charities including Great Ormond Street Hospital Children's Charity, Richard

House Children's Hospice, and the Salvation Army.

Recycled goods and materials

As a retailer, we can have a significant influence on the development

of markets for recycled goods. We sell a wide range of recycled goods in our

stores, including the Revive range of paper towels, kitchen towels, writing paper

and envelopes and the Remarkable range of stationery products, which includes

pencils, rulers, notepads, pencil cases and mousemats all made from

recycled materials.

One fifth of all paper products we sell have a recycled content. This includes

newspapers, as well as the ‘Revive’ range.

We also use recycled material in packaging where food safety standards permit.

Currently about 300 of our 10,000 own-label products are packed in recycled

material and we support the government’s ‘Recycle Now’ campaign. In 2005 

our own-label Easter egg production used a third less packaging than last year.

Where possible we used types of packaging chosen by a growing number of local

authorities for their suitability for recycling — such as PET.  We used reusable

packaging such as a purse, a toy train and a toy box to contain the eggs.

This is an innovative approach to recycling which we hope to apply to more

products in the future.  Sales were better than before, and with the exception

of one product line, damages were insignificant.

Environment
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We are signatories to the Mayor of London's Green Procurement

Code that tries to ensure that goods not for resale also have as high

a recycled content as possible. For example, the plastic body of the plastic bag

recycling units introduced to our bigger stores have 100% recycled content

(including broken crates from our supply chain).

Recycling banks

We provide space for local authority recycling facilities at 346 Sainsbury's stores.

These sites enable customers to recycle their own glass, paper, plastics and

textiles. In 2004/05 we estimate that these facilities have enabled recycling of:

• 43,000 tonnes glass

• 65,000 tonnes paper

• 4,300 tonnes cans

• 2,000 tonnes plastic packaging.

The main area that needs expanding is plastic recycling, of which there are

currently only 80 sites, but we are working with local authorities to increase

this number.

Customers can now also bring carrier bags back to us for recycling. With the

exception of the small Locals, our stores have new recycling banks, themselves

made from recycled material, that accept any type of plastic bag.

We are taking part in a £0.5 million project to evaluate how recycling rates might

be improved. The project group consists of the government Waste and Resources

Action Programme (WRAP), the recycling company Valpac, the logistics company

Christian Salvesen, and six London local authorities. The evaluation will cover

six of our stores for a year.

Environment
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� We were named as one of the world’s 
top 100 sustainable corporations 
in the new Global 100 Index launched 
at the World Economic Forum in February
2005 (see www.global100.org) – we 
were the only UK food retailer listed.

� We participate in the Corporate
Responsibility Index compiled by Business 
in the Community. In 2005 Sainsbury's
was ranked first in the food retailing sector
for the 2nd successive year. We were ranked
joint 5th overall out of 144 companies – 
up from 8th in 2004.

� We participate in the Carbon Disclosure
Project – research into leading companies’
greenhouse gas emissions, backed by major
investment firms. They want to promote
corporate transparency on climate change. 

� We are participating in The London Stock
Exchange’s Corporate Responsibility
Exchange. It aims to overcome the need for
each research body to send questionnaires 
to companies to discover basic corporate
responsibility information.

Highlights for 2004/05

Investors
“We believe that good CR performance
will benefit the business by attracting
and keeping investment from socially
responsible and mainstream investors.”
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We are committed to open and timely communication with investors, through

face-to-face meetings, written and web-based communications. We have designed

a specific investor website with comprehensive information most relevant

to investors’ needs. Please see the Investors section of our website:

http://www.j-sainsbury.co.uk/investors

This section covers socially responsible investment (SRI).

The investment community in general has become more aware in the past few

years of the importance of social, ethical and environmental performance to good

management of business risk. The SRI sector, which focuses specifically on these

issues, has continued to grow.

We believe that good CR performance will benefit the business by attracting

and keeping investment from socially responsible and mainstream investors.

Sainsbury's is included in the two major stock market indices: the Dow Jones

Sustainability Index (DJSI) and the FTSE4Good Index.

Dow Jones Sustainability Index

Sainsbury's has been ranked best in sector in the Dow Jones Sustainability Index

for the past three years. The index is based on an assessment of economic, social

and environmental performance. It takes into account the quality of a company’s

strategy and management. 

In March 2005, DJSI had 41 licencees in 14 countries, managing a variety of

financial products including active and passive funds, certificates and segregated

accounts. In total, they were managing €3 billion (£2 billion) based on the DJSI.

The full report can be downloaded at:

http://www.j-sainsburyco.uk/ar05

FTSE4Good Index

The FTSE4Good Index includes companies that meet prescribed standards

of corporate responsibility. Sainsbury’s has been included in the FTSE4Good Index

since it was set up in 2001.

Global 100

We were named as one of the world’s top 100 sustainable corporations in the new

Global 100 Index launched at the World Economic Forum in February 2005. The

assessments were made by the research firm Innovest Strategic Value Advisors.

Sainsbury’s is the only UK food retailer listed. See more at www.global100.org

Dow Jones Sustainability Index

Ranked best in sector for the

past three years.

FTSE4Good Index

Listed since Index began 

in 2001.

Global 100

The only food retailer out of the 32

British companies listed in the top

100 sustainable corporations.



Investors

Carbon Disclosure Project

We participate in the Carbon Disclosure Project (CDP) (www.cdproject.net) —

research into leading companies’ greenhouse gas emissions, backed by major

investment firms. Almost 150 investors managing funds worth $20 trillion

(£11 thousand billion) sponsored the 2005 survey. They want to promote corporate

transparency on climate change. 

A copy of our submission can be found at:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/L5_food_safety.pdf/carbon_disc_proj.pdf

Corporate Responsibility Exchange Service

We are participating in The London Stock Exchange’s Corporate Responsibility

Exchange(www.londonstockexchange.com). This provides a “clearing house”

for social, ethical and environmental information of interest to analysts, fund

managers and research agencies. It aims to overcome the need for each research

body to send questionnaires to companies to discover basic corporate

responsibility information.

Business in the Community (BitC) Corporate Responsibility Index

We participate in the Corporate Responsibility Index compiled by Business in

the Community. The Index assesses responsible business practice across a range

of companies in different sectors. It measures the impact businesses have on

the environment, on the people they employ and do business with, and the

communities where they operate.

In 2005 Sainsbury's was ranked first in the food retailing sector for the 2nd

successive year. We were ranked joint 5th overall out of 144 companies — up from

8th in 2004.

CR in our Annual Report

From 2006 all UK quoted-companies will be required to include in their Annual

Report an Operating and Financial Review (OFR) which will cover material non-

financial risks. We are assessing the appropriate reporting of environmental and

social issues in the Annual Report in the light of the new regulations.

If you would like to receive email alerts for news and announcements, register

your details with our email news service, online at www.j-sainsbury.co.uk.
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� Named Organic Supermarket of the Year
in the 2004 Soil Association Organic Awards.

� Updated our Code of Conduct for socially
responsible sourcing.

� Worked to expand local sourcing and increase 
the availability of British produce, eg by
helping farmers to extend the onion-growing
season.

� Received 233 Ethical Trading assessments
of supplier sites (2003/4: 539).

� Launched new Fairtrade products including
flowers, sugar and coconuts. 

� Introduced our first Freedom Food certified
line — Lloyd Maunders Devonshire White

Chicken, and decided to extend the Freedom
Foods certification to all of our own-label
corn-fed chicken.

� Increased the proportion of our own-label
organic food sourced from the UK, beating
our 2004 target of 55%.

� Extended the number of farm suppliers
with Biodiversity Action Plans to 868
(2003/4: 694).

� Added hake and pollock to our range of fish
certified as sustainably sourced by the Marine
Stewardship Council.

� Agreed targets for 2005/6 with WWF on
working to eliminate illegally sourced wood-
based products.

Highlights for 2004/05

Suppliers
Our goal: “We aim for clear accountabilities
so that suppliers know exactly what we
expect, and we aim to drive out complexity
so that we and our suppliers can focus
on what matters most — delivering great
products at fair prices.”
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We have a long tradition of working closely with suppliers to build mutually

beneficial relationships. Many of our supplier relationships are long-standing

partnerships, sometimes stretching back many decades, which have led

to us jointly establishing new products and in some cases new markets.

We want to deliver unparalleled service to our customers, and need to work

closely with our suppliers to achieve that. In dealing with suppliers, as in every

other aspect of the business, we aim to Keep It Simple. That means we

aim for clear accountabilities so that suppliers know exactly what we expect,

and we aim to drive out complexity so that we and our suppliers can focus

on what matters most — delivering great products at fair prices.

We work with suppliers, using our influence as a major customer, to raise

environmental and social standards in our supply chain.

This section explains how we deal with suppliers, the standards we expect,

and our approach to specific issues in the supply chain.

Relationships

We have roughly 1,400 direct suppliers — mostly manufacturers, packers,

importers and agents — who have their own supply chains stretching to thousands

of suppliers.

We strive for mutually beneficial partnerships with suppliers. During a series

of supplier meetings we have confirmed our commitment to building partnerships,

supporting growth in our business and theirs. 

We are agreeing joint business plans with our top 200 suppliers which will guide

our achievement of shared targets. The plans cement our partnerships with

them through joint projects focused on developing and marketing new products

for our customers. We will establish mechanisms to share data to improve

performance and drive efficiency.

We also actively participate in the Red Meat Industry Forum. The benchmarking

activity in which Sainsbury’s has been involved aims to develop greater

information flow and communication with the farming community as a whole.

Two documents set out the commitments we make to suppliers and the

expectations we have of them in return.
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Suppliers

Working with suppliers

We were the first supermarket (in 2000) to create one document containing

guidance on all aspects of the trading relationship, and make it openly available

to suppliers. Working with Suppliers deals in detail with key issues such as

selection of suppliers, clear contractual communication, paying for promotions,

payment terms, exclusivity, and dispute resolution. When they came into force

in 2004, the narrower legal requirements of the Office of Fair Trading (OFT)

Code of Practice were incorporated directly into Working with Suppliers

to create a single, powerful point of reference for buyers.

In 2004 The OFT audited the four leading supermarket groups’ compliance 

with the Code. Its findings in relation to our performance on six key requirements

were as follows:

• Written terms of business: our standard conditions were issued to all suppliers, with special
requirements recorded in supplier trading agreements.

• Payment delays: our terms vary by product group but are the same for own-label and branded
goods. Invoices were paid on time unless there were mistakes. The OFT found no evidence of
any formal disputes.

• Retrospective price reductions: our buyers are not allowed to impose unilateral discounts if the
agreed price becomes unsustainable because of competitive pressure. The OFT found that all
discounts and price reductions were agreed and documented in advance.

• Contributions to marketing costs: the OFT found we had the fewest instances of such
payments, but more charges for hospitality.

• Lump sum payments: the OFT found that we frequently invoice suppliers in this way, usually 
for volume-related rebates or promotional costs. It found two examples of invoices for loyalty
payments, which are a breach of the code — but the suppliers had not complained to us 
about this.

• Payments for consumer complaints: we have a standard charge for complaint resolution,
consisting of an admin fee and (for own-label suppliers) the cost of any discretionary payment
to consumers. The OFT found that invoices to suppliers were supported by data in print-outs or
online, and buyers agreed the charge before an invoice was issued.
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Ethical issues

We published a Code of Conduct for Socially Responsible Sourcing in 1998.

It explains our requirements of suppliers in relation to child protection, worker

health and safety, equal opportunities, fair terms of trading, freedom of

association, freedom of employment, and remuneration.

Sainsbury’s was instrumental in establishing the Ethical Trading Initiative (ETI)

in 1998. We continue to work closely with the ETI and our own Code of Conduct

was updated in 2004 to bring it completely into line with (and in some cases

exceed) the ETI Base Code. Our Code was primarily intended to govern our

relationships with suppliers in developing countries, but it also has relevance

to some working practices in the UK.

We report on our progress to the ETI annually. See ‘Labour Issues’ section

for details.

Encouraging local producers

Many of our customers want local produce — reflecting regional tastes and

traditions and a preference for food grown or reared locally. Buying from smaller

suppliers can also stimulate the rural economy.

Supermarkets have tended not to encourage smaller-scale local suppliers

but we are committed to giving our customers the diverse range of foods

they want, and this includes local produce. We are working in partnership with

local companies to find new ways to offer our customers meat that is reared

locally and fish that is caught locally.

We stock more than 3,500 locally produced products. Local or regional products

sold in stores nationwide include Scottish beef, Welsh lamb and West Country

chicken. In 2004 we launched organic Welsh carrots, grown in Wales and sold

only in Wales — and we sell 50% more than previously.

Our Supplier Development Programmes help local firms meet our quality

standards and understand how to manage supplying Sainsbury’s. The

programmes have helped over 100 small-and medium-sized rural businesses

generate over £150 million in sales. We also support similar programmes

run by Invest Northern Ireland and Scottish Enterprise.
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We search for promising local producers and enrol them on a development

programme. Producers usually begin by supplying several of our stores in their

region. If their products have wider appeal, we help to build their businesses

by stocking their products in more stores. Many of these companies now supply

Sainsbury’s nationally, such as Kelly’s Ice Cream, W.C. Rowes (for our Food 

to Go range) and Enterprise Foods (for our Taste The Difference and Be Good 

To Yourself cakes).

Buying from local suppliers can also help to reduce food miles. See ‘Transport’

for more information.

Supporting British farmers

We have been committed to supporting British farming for over 130 years.

We believe that many of our customers prefer British produce provided that the

price and quality are right. We sell over £6 billion worth of British food every year,

including £1.5 billion worth of British meat. Of the food that can be grown in this

country, we estimate that we source 90% from Britain.

This amounts to almost a third of our produce sales, worth £0.5 billion to British

growers. We sell more English apple varieties than any other supermarket chain.

In the season peak month (November), two in every five apples we sell are British

— including new varieties such as Suffolk Pink and St Edmunds Pippin.

We work with suppliers to increase the availablity of British produce. For example,

we have been working with onion growers for six years to extend the British

growing season. This not only helps British farmers but also avoids the need

to ship produce from the southern hemisphere in the northern summer.

This has cut the period when we need to import onions to just two weeks,

and we aim to eliminate it completely by 2006.
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Partnerships

Sainsbury's has pioneered long-term partnership initiatives with our UK supply

base — within food these are known as Sainsbury's Partnership in Fresh Foods

and cover meat, dairy produce and organics.

We invest heavily in promoting British products through price promotions, in-store

promotions and the use of marketing logos such as the Red Tractor. Increased

competition in global food supply and in particular from EU enlargement means

that the UK agricultural industry faces intense competition. We are working

with the industry to help it meet this challenge through improved efficiency.

In 2004 we hosted a conference run by the food and grocery think tank, IGD,

about the future of UK farming and food. We are also an active member of the

Red Meat Industry Forum, which develops policies to support British farming.

We have also been heavily involved in “value chain analysis” projects, which

aim to remove costs from the supply chain. In the past year we have been involved

in such projects in meat and produce, including organic potatoes. The project

is managed by Cardiff Business School, and has involved research from farm

to store.

The Partnership in Livestock scheme was launched in conjunction with

Sainsbury’s Traditional Beef in 1991. It aims to improve mutual understanding

between our buyers and technical teams and the farmers who supply us.
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More than 4,000 farmers have so far taken part in over 120 meetings with our

buyers and technical staff. These meetings include “walk the food chain” events,

showing farmers each stage of the process that ultimately sees their produce

on our shelves.

Labour issues

Our customers want a diverse range of goods from all over the world. They need

to be confident that the people making the products are well treated and work

safely without damaging the environment.

We expect our suppliers to conform to our Code of Conduct for Socially

Responsible Sourcing (SRS) and we are members of the Ethical Trading Initiative

(ETI), an alliance of companies, non-governmental organisations (NGOs) and trade

unions. The ETI promotes and improves the implementation of corporate codes

of practice which cover supply chain working conditions. Its goal is to ensure

that the working conditions of workers producing for the UK market meet

or exceed international labour standards.

Our Code, launched in 1998, sets out the labour standards we expect our suppliers

to meet. It covers fair terms of trading, protection of children, worker health

and safety, equal opportunities, freedom of association, freedom of employment,

hours of work and wages. The requirements of the ETI Base Code are incorporated

into our code.

See Code of Conduct for Socially Responsible Sourcing:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/srs_code.pdf

Sainsbury’s ETI report

Each year we submit a progress report to the ETI on how we implement our Code.

Here is a summary.

Site assessments

We have about 1,400 direct suppliers — mostly manufacturers, packers, importers

and agents — who have their own supply chains with thousands of suppliers. We

call these ‘1st tier’ suppliers. The supply chain for each product can have five tiers

or more. For example, some of our fresh produce is supplied by importers (1st tier),

who buy from packers (2nd tier), who buy from cooperatives (3rd tier),

who are supplied by farms (4th tier), and sometimes smallholders (5th tier).



We carry out site assessments to monitor compliance with our Code. All potential

new level 1 suppliers complete our self-assessment questionnaire. This helps us

assess the level of risk. High-and medium-risk suppliers are then audited by a third

party. Repeat audits are carried out at various frequencies, depending on the risk

level and the findings of previous audits.

We take a slightly different approach to our non-food products.  Most are  sourced

from high-risk countries and all level 1 suppliers are audited by a third party.

We are extending our monitoring further down our supply chain (beyond 1st tier)

by auditing selected indirect suppliers. In addition, we are working with some

indirect produce, meat, fish and poultry suppliers to develop monitoring systems.

During 2004 there were 233 assessments of supplier sites. These included 211

conducted by independent auditors (188 full-scale audits, 18 short/partial audits,

and 5 issue-specific audits) and 22 assessments of supplier performance based

on their responses to our questionnaire. Sixty-nine per cent of the external audits

were in China, 16% in Taiwan, 10% in India and the remaining 5% in other

developing countries.

We agree necessary corrections with suppliers and work closely with them to

agree an action plan and timetable. Suppliers must provide written confirmation

of corrections made, with evidence where appropriate. We repeat audits in cases

of serious non-compliance.

As a last resort, we will end relationships with the suppliers if they fail to improve.

In 2004 we suspended business with several suppliers for this reason.

Disengagement is always regrettable and the decision would only be taken

after all due consideration and repeated attempts at remediation.

In 2004 we took on fewer new suppliers than in the past — focusing instead

on consolidating our relationship with key suppliers. Ethical considerations

play an important part in our choice.

Sharing information

Sedex is a web-based system that enables suppliers and customers to share

data on labour standards. We joined the system in 2004 and are encouraging

our suppliers to participate.

Some of our suppliers provide goods and services to a range of supermarkets

and are subject to multiple audits. We are working with other retailers to develop

a common approach to auditing to avoid duplication.

Suppliers
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Training

In 2004 three induction sessions on socially responsible sourcing were

held for a total of 25 new Sainsbury’s buyers. Individual induction sessions

were held for newly appointed Quality Technologists. All graduate buyers

must pass an exam that includes questions on socially responsible sourcing.

Regular meetings are held with buyers and quality managers to help them

understand the issues and engage effectively with suppliers.

Gangmasters

Gangmasters and employment agencies provide temporary workers to meet

seasonal demands of planting, harvesting and packing. The system is legal,

but there are concerns that some providers are operating outside the law.

The tragedy (unconnected to Sainsbury’s) at Morecambe Bay in February

2004 — when 23 Chinese immigrant cockle-pickers drowned — brought

the issue to the public’s attention.

We have been aware of the issues surrounding the use of seasonal and temporary

workers by our suppliers, and held an awareness-raising workshop for produce

suppliers in 2001. We then joined the Ethical Trading Initiative Temporary Labour

Working Group, set up in 2002 specifically to address labour conditions for

seasonal and foreign labour in the UK Food Industry. The group developed a code

of practice and a licence and registration system for temporary labour providers.

We support new legislation on gangmasters which will come into force in 2006.

We have organised a number of free workshops for gangmasters to help

them meet the new requirements.

Homeworkers

We have been working with the National Group on Homeworking (NGH) and the

Ethical Trading Initiative (ETI) for a number of years to ensure fair treatment of

homeworkers. In 2004 we amended our supplier assessment process to improve

our monitoring of suppliers who use homeworkers or source from smallholders.

Case study: Ceramic manufacturer, Asia

Audit April 2004:

No major non-compliances were highlighted, however the audit revealed that

the company was a trading company instead of a manufacturer, and that it uses

cottage and homeworkers to make the products.

We asked the manufacturer to complete our Home Worker Self Assessment form,

to provide assurance that these home workers were receiving full health and

safety protection, pay and benefits, etc.



The manufacturer refused to do this as it did not want to prepare the required

documents for the villagers. It also refused to allow Sainsbury’s to have the

packaging and production factory audited.  

Under these circumstances, and taking our commitment to the ETI ‘Homeworkers’

group into account, Sainsbury’s terminated the contract and sourced this product

from an alternative supplier.

Fairtrade products

We offer customers a range of Fairtrade products, certified with the Fairtrade

Mark — an independent consumer label that guarantees a fair deal for

marginalised workers and small farmers in developing countries. Fairtrade terms

vary from product to product, but cover issues such as a minimum price

guarantee, a premium for workers to spend on social investment, and supply

terms.

We stocked over 40 Fairtrade products in 2004/05. In 2004, new Fairtrade

products launched included flowers, sugar, coconuts (from the Windward Islands),

Dubble Easter Egg, and Meantime Coffee Beer.

ETI working groups

We participate in a range of ETI working groups including:

• China Health and Safety Project

• Temporary Labour Group

• Homeworkers Group

• Smallholders Group

• Flower Forum

• Food Group

• GM Group

• Purchasing Practices Working Group

• Bi-annual Conference Working Group.

This summarises our 2004 ETI report (which is a requirement of ETI membership

and is reviewed by trade union and NGO members).

See our previous reports to the ETI:

2003 Report to the ETI:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/eti_2003.pdf

2002 Report to the ETI:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/ETI_report_2002.pdf

2001 Report to the ETI:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/ETI_Report_2001.pdf

2000 Report to the ETI:

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/ETI_Report_2000.pdf

Suppliers
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Animal welfare

Sainsbury’s has a long-standing commitment to animal welfare. Our customers

have the right to be completely confident that animals reared for meat, fish

or eggs sold in our stores have been well treated.

We have developed Good Agricultural Practice requirements, which are based 

on the “Five Freedoms” originally defined by the UK Farm Animal Welfare Council:

1. Freedom from hunger and thirst 

2. Freedom from discomfort 

3. Freedom from disease and injury 

4. Freedom from fear and distress 

5. Freedom to express normal behaviour.

The majority of fresh meat we sell is reared in the UK, except for some special

purchases of pork, and beef from Brazil and Argentina in large pack promotions,

which accounts for about 5% of total sales.

We work closely with suppliers, farm assurance schemes and independent farming

and veterinary experts to improve the health and welfare of livestock throughout

our supply chain.  All our livestock suppliers — including those outside the UK — 

are expected to be members of a recognised farm assurance scheme, and are

audited accordingly.

Any suppliers who are not in a recognised scheme are required to work to the

requirements of our Livestock Code of Practice. During 2004 we began extending

this requirement to livestock reared for meat used in further processed products,

eg ready meals.

We listen to and acknowledge the concerns raised by the RSPCA, Compassion

in World Farming and other welfare organisations. Issues include genetic

engineering, transport, mutilations, and the use of livestock markets. They

are addressed in our Good Agricultural Practices or via our own and our suppliers’

reviews of research and best practice.

Freedom Food

During 2004 we introduced our first Freedom Food certified line. Freedom Food

is an independent farm assurance and food labelling scheme established by

the RSPCA. Our first poultry product was the branded Lloyd Maunders Devonshire

White Chicken, which is derived from a slower growing type of bird and is reared

to the stringent RSPCA welfare standards. Towards the end of 2004 we decided

to extend the Freedom Foods certification to all of our own-label corn-fed chicken.

More information about Freedom Foods can be found on:

http://www.freedomfood.co.uk
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Eggs

We continue to reduce the amount of eggs produced by hens housed in cages.

All but our Basics range eggs are now from uncaged birds. Our ranges of Barn,

Free Range and Organic eggs will continue to be developed so we can further

reduce our remaining sales from caged hens.

In 2004/05 almost half of all eggs sold in Sainsbury’s were from non-caged birds,

and by May 2005 the proportion had risen to 70%.

Non-food products

We also recognise that there are potential animal welfare issues associated with

non-food products, eg the use of fur, feathers, suede and wool in various products.

Our existing policy is that we will not use real fur, but as our product ranges

in clothing and general merchandise have recently expanded we will be reviewing

the issue of animal by-products during the next 12 months.

Biodiversity

Ecologists have been concerned for many years that modern intensive agriculture

is reducing the area of suitable habitats available to wildlife. Many species have

been in decline since the 1950s.

In 1997, Sainsbury’s announced its support for the government’s UK Biodiversity

Action Plan (UKBAP). Working with the Farming and Wildlife Advisory Group

we aim to promote the creation of wildlife habitats on productive modern farms.

We initially provided funding for Farm Biodiversity Action Plans (FarmBAPS)

on seven suitable farms. This initiative has progressively expanded and there

are now 868 farms supplying Sainsbury’s that have BAPS (see table).

This represents about 0.5% of the total agricultural land in the UK.

April 2003 April 2004 April 2005

Number of FarmBAPs 672 694 868

Hectares covered 90,904 92,819 102,895

Number of wild species counted 2,695 2,783 3,482
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Fisheries

According to the United Nations Food and Agriculture Organisation (FAO), world

fish stocks are seriously threatened by over-fishing: 52% of fisheries are fully

exploited (meaning they cannot sustain any increase in production), 16% are over-

fished and 7% depleted, leaving just 25% offering scope for further expansion.

Our commitment to sustainable sourcing

As the UK's leading fishmonger, Sainsbury's is concerned about this issue

and is working closely with the Marine Stewardship Council (MSC). Sainsbury's

was the first retailer in the world to set targets on fish sourcing based on MSC-

labelled products. In 2002 we committed to source all our wild fish from

sustainable sources by 2010.

Products that carry the MSC logo have been certified as being sourced

from sustainable and well-managed fisheries. It also means that each step from

the boat to the store can be traced. An independent certifier evaluates a fishery

to determine if it meets the MSC Standard. See www.msc.org for more about

the MSC.

Sainsbury's offers a range of own-label MSC-certified products, including chilled

hoki fillets and wild Alaskan salmon fillets, frozen wild Pacific salmon and canned

salmon. In 2005 we added hake and pollock.

Challenges

Although 14 MSC lines are currently available in our stores, they only account

for 1% of our total fish sales and we are still some way from achieving our target

of 100% by 2010. There are two main reasons for this.

• There are currently only 11 fisheries certified to the MSC Standard, producing just 4%
of the global wild fish supply.

• British consumers still prefer traditional favourites such as cod and haddock, which have
not yet achieved certification.

Our approach

We remain committed to our original target of sourcing all our fish from

sustainable fisheries, but we recognise that we are unlikely to achieve this

by 2010. We are working on this challenge in several ways, including trying

to raise consumer awareness of fish sustainability issues and to communicate

the availability of sustainable alternatives to traditional British favourites such

as cod and haddock. All pre-packed fresh fish products are now labelled with

the area of catch (eg 'caught in the NE Atlantic', 'farmed in Scotland', 'cultivated in

Thailand') to help customers make informed decisions.

Suppliers
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We have set up a Fish Integrity Group to monitor progress towards our

sustainability target and address significant issues as they arise. It consists

of internal stakeholders as well as key suppliers and external experts. The Group

is currently developing an interim system for monitoring how effectively fisheries

are managed, and reviewing issues such as persistent organic pollutants (POPs)

in farmed salmon, and the sustainability of wild fish stocks used in fish meal.

We have funded a three-year project jointly with the MSC to encourage the tuna

industry to adopt sustainable fishing practices. The project started in 2002, with

the appointment of a dedicated tuna fisheries officer, based in the MSC's

Asia Pacific office. One albacore tuna fishery on the US west coast has completed

its pre-assesment certification to the MSC Standard and other tuna fisheries

have been identified as potential candidates for eventual certification.

Other fish issues

Warm-water prawns — we only take prawns from sites that are well established

and we do not source prawns from farms in active mangrove forest cutting areas.

We are also active participants in the Ethical Trading Initiative (ETI), reviewing

social and welfare issues in the prawn industry.

Mackerel trawling — our mackerel supplier has worked closely with the Sea

Mammal Research Unit observer (funded by the Department for Environment,

Food and Rural Affairs) and with observers from the Centre for Environment,

Fisheries & Aquaculture Science. These studies confirm that fishing activities for

mackerel supplied to Sainsbury's does not cause any detrimental effect to the

marine environment.

Sea bass trawling — Sainsbury's does not sell wild sea bass unless it is line caught,

due to concerns about the trawling methods used that may lead to the capture

of dolphins and porpoises. Our sea bass is mainly from farmed sources.

Farmed salmon feed — we recognise concerns about levels of persistent organic

pollutants (POPs) in farmed salmon and are discussing the implications 

of developing a unique feed formulation with suppliers and industry experts.

Timber

We sell a number of wood-based products.  These include tissues, stationery,

kitchen utensils, garden furniture and other wooden products.

We are members of the WWF Forest and Trade Network Group (FTN), which

commits us to source wood-based products from sustainably managed forests,

such as those certified to the Forest Stewardship Council (FSC) scheme. 

We work in partnership with WWF-FTN, as well as our suppliers, to eliminate

illegally sourced materials and promote credible third-party certification.

Suppliers
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We have agreed targets for 2005/06 with WWF-FTN:

• Maintain a wood-fibre-based product database detailing suppliers and their sources.

• Rate products for risk in line with WWF-FTN guidelines, particularly relating to recycled content
and proof of legality. 

• For virgin material, increase the proportion of wood-based products that are sourced from
known and legal forests which are certified as well managed by a credible certification scheme. 

• For recycled material, increase the proportion of wood-based products that are made from
post-consumer waste.

Our mid-term target is to increase the amount of own-label timber products

we source from forests that are certified as well managed. In the longer term

we aim to do the same for products we use, such as internal packaging, marketing

and promotional materials.

We offer a number of products that are certified by the Forest Stewardship Council

(FSC). These include:

• Ultra White Kitchen Towel range

• Wooden kitchen utensils (coasters, meat mallet, rolling pin, spoons, spatula, pastry brush)

• Charcoal.

We offer a choice of recycled tissues and paper towels made from

post-consumer waste.

Sustainpack Project

Sainsbury’s is the only retailer participating in a four-year environmental project

with the paper industry, which began in 2003.  The consortium of paper

manufacturers, universities and technical institutes, supported by the EU, 

is working to improve the properties of paper and so increase its potential 

use in the packaging industry. It aims to develop ways of improving paper’s 

wet strength and other qualities which will allow it to be used more efficiently, 

in more applications, and be recycled more times than is currently practicable.

Cork

WWF and the Portuguese cork industry are searching for new markets and

opportunities for cork, other than in the wine industry where demand is falling

as the use of plastic stoppers increases. The cork forests of Portugal operate

a traditional farming system, helping to preserve a unique treasure trove

of wildlife. The lack of interference with the natural landscape means

it is a perfect haven for rare birds and mammals.

Suppliers
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WWF provided Sainsbury's technology and design department with samples of

cork 'leather' from a species of Portuguese cork oak. We developed these samples

into a number of product concepts, the most commercial of which was a cushion

with a cork 'leather' front. This is in our 2005 range, and has sold very well.

Our technologists will continue to consider what further use this material could

be put to, and hope to source FSC cork leather for future product developments.

http://www.j-sainsbury.co.uk/cr/managed_content/pdf/

Palm oil

Palm oil is a form of vegetable oil produced on plantations in the tropics, notably

in South East Asia. It is widely used within the food, cosmetics and household

cleaning industries. It is very important for the economies of some developing

countries and is a significant, internationally traded commodity.

However, the cultivation of palm oil is also a major contributor to tropical

forest clearance and land conversion. Also, forest-dwelling communities which

are reliant on the forest for many of their needs may have to move elsewhere

if they do not take part in land clearance and the palm oil industry.

Sainsbury's recognises that there is a need for collective action, particularly 

at the retailer, processor and investor level, to drive change throughout 

the sector. We continue to monitor the situation closely.

Peat

Peatbogs are important sites for wildlife. In the UK, about 95% of peatbogs have

been damaged or destroyed due to the large-scale use of peat for the horticultural

industry. We specify a preference for suppliers to use peat-free alternatives where

possible, including suppliers of pot plants and growing media, as well as suppliers

of fresh produce grown in containers eg mushrooms and tomatoes. Our

commitment is to continue reducing our dependence on peat, to encourage

alternatives and to work towards eliminating the use of peat. Our long-term

aim is to become 'peat-free'.

We are developing a peat strategy to cover both our own-label and branded

products. We have completed an internal review which identified where 

and how much peat is used. We are now working with a small group of suppliers 

to agree a plan with targets for reducing usage.

Suppliers
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Glossary

Active Kids

Active Kids is our nationwide scheme to help inspire school children to take more

exercise and to eat more healthily. The scheme was launched in March and is open

to all primary and secondary schools in the UK.

http://www.sainsburys.co.uk/activekids

Advisory Committee on Consumer Products and the Environment (ACCPE)

Provides advice to the UK government on policies to reduce the environmental

impacts of products and services. The Committee has a range of members

covering retailing, manufacturing, environmental and consumer interests.

http://www.defra.gov.uk/environment/consumerprod/accpe

Biodiversity

A contraction of biological diversity. The 1992 United Nations' Convention

on Biological Diversity defines it as: 'the variability among living organisms

and the ecological complexes, of which they are part, including diversity

within and between species, and of ecosystems.' 

British Farm Standard (also known as the ‘little red tractor’)

A farm assurance scheme. Farmers and growers are inspected by qualified

independent inspectors who check all aspects of the production process from

animal movements to housing, feed, animal health and welfare, and the way they

care for the countryside. The little red tractor logo is displayed on the packaging

of products from farms which meet the standard.

http://www.littleredtractor.org.uk

British Retail Consortium

The retail trade association in the UK.

http://www.brc.org.uk

Brownfield / Greenfield land

Brownfield land has already been developed. The opposite is greenfield land. 

Business in the Community (BiTC)

UK organisation of 700 member companies, with a further 1,600 participating

in programmes and campaigns; operates through a network of 98 local business-

led partnerships to improve business’ social impacts. 

http://www.bitc.org.uk
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Business in the Environment (BIE)

A programme run by BiTC. Established to inspire businesses to work towards

environmentally sustainable development as a strategic, mainstream business

issue. 

http://www.bitc.org.uk/programmes/programme_directory/business_in_the_environment

Carbon dioxide (CO2)

A greenhouse gas that contributes to climate change.

Carbon Disclosure Project (CDP)

A coordinating secretariat for a group of 95 major institutional investors

who have written to the world’s 500 largest companies asking for the disclosure

of investment-relevant information concerning their greenhouse gas emissions.

http://www.cdproject.net

Chlorofluorocarbons (CFCs)

Man-made gases that deplete the ozone layer. 

Climate Change

Changes in the world’s climate caused by increased concentration of greenhouse

gases (particularly carbon dioxide) in the atmosphere. The term is sometimes

used interchangeably with global warming. 

Climate Change Levy 

A UK tax on energy use. Some sectors have negotiated climate change

agreements with the government to reduce energy use in exchange

for a reduction in the levy.

Combined Heat and Power (CHP)

An efficient technology for generating heat and electricity together. 

Composting

Process whereby organic matter is decomposed by naturally occurring organisms

to produce a stable, soil-like end product. 

Corporate  Responsibility (CR) 

CR is ‘the continuing commitment by business to behave ethically and contribute

to economic development whilst improving the quality of life of the workforce

and their families as well as the local community and society at large’ – from

the World Business Council for Sustainable Development publication “Making

Good Business Sense”. 
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Department for the Environment, Food and Rural Affairs (DEFRA)

The UK Government department to drive forward the government's programmes

on the environment, food and rural affairs.

http://www.defra.gov.uk

Dow Jones Sustainability Indexes

Launched in 1999, these indexes track the financial performance of the leading

sustainability driven companies worldwide. 

http://www.sustainability-indexes.com

Eco-Management and Audit Scheme (EMAS)

The European Union environment management standard. 

http://www.emas.org.uk

Ethical Trading Initiative (ETI)

An alliance of companies, non-governmental organisations (NGOs) and trade

union organisations to improve supply chain working conditions. Sainsbury’s

was a founder member.

http://www.ethicaltrade.org

EUREP GAP

Representing leading European food retailers, EUREP is a technical working

party aimed at promoting and encouraging best agricultural practice in

the fruit and vegetable industry. Its Good Agricultural Practice (GAP) protocol

sets out a framework of good agricultural practice on farms and is a means

of incorporating Integrated Crop Management practices within the framework

of commercial agricultural production. 

http://www.eurep.org

Fairtrade

The Fairtrade mark is an independent consumer label that guarantees a fair

deal for marginalised workers and small scale farmers in developing countries.

Producers receive a minimum price that covers the cost of production and

an extra premium that is invested in the local community. 

http://www.fairtrade.org.uk
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Farm Animal Welfare Council (FAWC)

An independent advisory body established by the government in 1979.

Set out ‘Five Freedoms’ to ensure the welfare of animals.

http://www.fawc.org.uk

Farm Biodiversity Action Plan (FBAP)

Helps to encourage and protect target species and habitats. Sainsbury’s

is working with the Farming and Wildlife Advisory Group on FBAPs.

http://www.fwag.org.uk

Forest Stewardship Council (FSC)

A non-profit NGO that certifies timber companies as managing their forests

or plantations sustainably, including relations with neighbours and

indigenous people.

http://www.fsc.org

FRAME

Fund for Replacement of Animals in Medical Experiments. Researches alternatives

to using animals in research, testing and education.

http://www.frame.org.uk

Freedom Food 

An independent farm assurance and food-labelling scheme established

by the RSPCA. 

http://www.freedomfood.co.uk

Free range meat

Meat from animals raised in the open air or free to roam.

FTSE4Good

The FTSE Group, an indexing company, runs the FTSE4Good Index Series

to measure the performance of companies that meet corporate responsibility

standards, and to facilitate investment in those companies.

http://www.ftse.com/ftse4good
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Gangmaster

Describes an individual who supplies casual or seasonal labour to the agriculture

and horticulture industry. New legislation (passed in July 2004) aims to

stop exploitation of workers by gangmasters, by making it an offence to operate

as a gangmaster without a licence.

Genetic modification (GM)

The artificial insertion of a foreign gene into the genetic material of an organism. 

Global Warming

Changes in the world’s climate caused by increased concentration of greenhouse

gases (particularly carbon dioxide) in the atmosphere. The term is sometimes

used interchangeably with climate change.

Green Alliance

An independent charity that promotes policies for a better environment. 

http://www.green-alliance.org.uk

Green Claims Code

This code sets out the standard of information that consumers can expect

to be given about the environmental impact of consumer products. It enables

them to make informed choices about the products they buy and how they

use and dispose of them. 

http://www.defra.gov.uk/environment/consumerprod/gcc

Greenhouse gas (GHG)

A gas that allows sunlight to enter the atmosphere but absorbs the heat (infrared

radiation) created as the sunlight is reflected off the Earth’s surface. The main

greenhouse gases are carbon dioxide, water vapour, ozone, methane, nitrous oxide

and chlorofluorocarbons (CFCs). Increased atmospheric concentrations of

greenhouse gases (GHGs) are causing climate change.

HACSG

Hyperactive Children’s Support Group. A charity offering help and support

to hyperactive children and their families.

http://www.hacsg.org.uk
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Hydrochlorofluorocarbons (HCFCs)

Man-made gases that deplete the ozone layer, but have a lower ozone depleting

potential than CFCs. 

Industry Council for Packaging and the Environment (INCPEN)

A UK-based non-profit organisation dedicated to analysing the environmental

and social effects of packaging, creating better understanding of its use,

and minimising its environmental impact. 

http://www.incpen.org

Institution of Occupational Safety & Health (IOSH)

Europe's leading body for health and safety professionals, with 27,000 members

in over 50 countries. 

http://www.iosh.co.uk

Integrated Crop Management (ICM)

A system of farming that aims to reduce chemical applications while maintaining

productivity and quality. It recognises the need for crop production to be both

economically and environmentally sustainable. 

International Federation of Organic Agriculture Movements (IFOAM)

International membership organisation that accredits national organic certifying

bodies all around the world. In the UK the certifying bodies who are IFOAM

accredited are the Soil Association, Organic Farmers and Growers and Farm

Verified Organic.

http://www.ifoam.org

Investors in People (IIP) 

A national standard supported by the Department of Education and Employment,

which sets a level of good practice for training and development of people

to achieve business goals. 

http://www.iipuk.co.uk

ISO14001

An international environmental management standard developed by the

International Standards Organisation. 
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Light Emitting Diode (LED)

A special diode which emits light when connected to a circuit. They are frequently

used as a source of light in electronic appliances and signs. 

London Benchmarking Group (LBG)

A membership organisation established to help companies manage, measure

and report their involvement in the community. It runs the LBG model for

community investment. 

http://www.lbg-online.net

Marine Stewardship Council (MSC)

An independent non-profit organisation that promotes responsible fishing

practices. Products that carry the MSC logo have been certified as being sourced

from sustainable and well-managed fisheries.

http://www.msc.org

Mind, Exercise, Nutrition and Diet (MEND)

Sainsbury’s funds the MEND programme to improve health, fitness and self-

esteem in obese children. It is run by experts in psychology, nutrition and exercise.

http://www.mendprogramme.org

Non-Governmental Organisation (NGO)

A catch-all phrase to describe pressure groups and non-profit organisations. 

Office of Fair Trading – Supermarket Code of Practice

A legally binding code which governs most aspects of the trading relationship

between supermarkets and their suppliers.

http://www.oft.gov.uk

Operating and Financial Review (OFR)

A narrative report within a quoted company’s published financial statements.

Under new legislation, from 1st January 2005 all UK quoted companies will

be required to report on material non-financial risks in their OFR.

Organic

Organic farming prohibits the use of artificial fertilisers, pesticides, growth

regulators and additives in livestock feed. The International Federation of Organic

Agriculture Movements (IFOAM) accredits national organic certifying bodies. 
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Oslo-Paris Convention (OSPAR)

The Convention for the Protection of the Marine Environment of the North-east

Atlantic (‘OSPAR Convention’).

Ozone-Depleting Substances

Manmade chemicals that deplete the ozone layer. The ozone layer is essential

to human survival because it filters out harmful ultra-violet rays.

PerCent Club

A BITC programme. Members must invest in the community 1% or more of their

pre-tax profits (103 members in 2003). The club’s Percent Standard measures

the contributions made by companies though cash donations, staff time, gifts

in kind, and management time, shown as a percentage of pre-tax profits.

http://www.percent.org.uk

Pesticides

Chemicals used to control pests. They include insecticides (to control insects),

fungicides (to control fungi) and herbicides (to control weeds). 

Renewable energy

Energy resources that are naturally replenished eg wind, solar, and biomass.

SEE

Social, environmental and ethical issues.

Shining Stars

A new recognition programme introduced across Sainsbury’s in 2004/5.

Managers and colleagues nominate those they believe have done a great job.

Colleagues receive vouchers to recognise their contribution.

Socially responsible investment (SRI)

SRI investors include social, environmental and ethical criteria in their

investment decisions. 

Stakeholders

Individuals or groups that affect or are affected by the activities of a company.

Sustainable Development

Development which meets the needs of the present generation without

compromising the ability of future generations to meet their own needs. 
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Taste of Success

Our Taste of Success programme aims to help children learn about food

and nutrition. It is an educational  initiative run in partnership with the British

Nutrition Foundation and the Design Technology Association.

http://www.j-sainsbury.co.uk/tasteofsuccess

Volatile Organic Compounds (VOCs)

Organic compounds (ie compounds of carbon) which evaporate at normal ambient

temperatures. They have a detrimental effect on local air quality and contribute

to smog.

Waste Electronic and Electrical Equipment Directive (WEEE Directive)

A European Union directive to promote the re-use, recycling and recovery

of waste electrical and electronic equipment.

WWF Forest and Trade Network (FTN)

A partnership between WWF (the international conservation organisation)

and business to promote the responsible management of the world's forests.

http://www.wwf.org.uk/ftn



We hope you found our Corporate Responsibility

Report 2005 informative and interesting.

We are always looking to improve our CR Reporting

and would welcome any feedback you have.

Contact us

cr.info@sainsburys.co.uk

Corporate responsibility

J Sainsbury plc

33 Holborn

London

EC1N 2HT

www.j-sainsbury.co.uk/cr
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