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Four sustainability goals guide
our way
We have worked for decades towards advocating
healthy eating, reducing food waste and
increasing transparency in raw material sourcing.
2019 was the first year during which our efforts
were steered by the new approach. We have
achieved a lot but are already looking ahead,
towards an even more sustainable future.

SUSTAINABILITY

GOVERNANCE

FINANCIAL INFORMATION

We want to do good for people and the planet. This is part of our strategy, our
heritage and our future. To reflect this desire, we renewed our sustainability
approach in 2018 and chose four Core goals to guide our work. In 2019, we made
good progress, and we aim to reach these goals by 2030.

We have chosen four Core goals to
guide our sustainability work.
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Sustainability highlights 2019

The year 2019 saw the continuation of the work on the sustainability approach
that was revised and updated in 2018. Our work towards 2030 continues with four
Core goals: 1) 50% less emissions, 2) 50% less food waste, 3) 100% sustainably
sourced, 4) more plant-based.

Focus was put on implementation plans for the four sustainability Core goals and
evaluating the impact of Fazer’s production sites water usage and footprint.

Vegan versions of our classics, such as the Pure Dark chocolate and Tutti Frutti
were introduced.

Our reputation remained on a good a level in all markets, with especially high
scores in Russia and Finland. Fazer was ranked as the 2nd most sustainable brand
in Finland in the Sustainable Brand Index 2019.

We are actively participating in dialogue with stakeholders on different forums
such as Almedalen and Fazer Day.

We joined the Carbon Action project managed by the Baltic Sea Action Group
(BSAG) and the Finnish Meteorological Institute.
The construction of a state-of-the-art Xylitol factory in Lahti, using oat hull as raw
material for xylitol, was started.
We introduced the Makea Moka product piloting in 2019, where consumers
can buy less-than-perfectly shaped or coloured sugar confectionery as a way of
tackling food waste.
We established a strategic partnership with Solar Foods to develop Solar Foods’
novel protein ingredient Solein® and to find new sustainable solutions.
We committed to the cage free eggs by 2024 in Finland, Sweden and Baltics. The
target year for Russia is 2030.
The collaboration with World Resource Institute brought us concrete tools for
measuring and understanding the carbon footprint of our raw materials.
We agreed on a KPI for Core goal 4 and used it to analyse our share of plantbased across all businesses. We also agreed on a definition of plant-based: vegan
products with no animal-originated ingredients.

Our energy consumption decreased per produced tonne from 0.86 to
0.84 MWh/tonne.
Our waste increased per produced tonne from 0.14 to 0.17 tonnes/tonne.
Fazer Sweden has committed to a number of industry initiatives within
sustainability together with other players in the food industry. For example, we
committed to fossil-free transportation by 2025 and having recyclable packaging
material for our products by 2022.
We are reducing the use of single-use and other plastics and replacing them with
biodegradable options. Fazer is giving up single-use plastic utensils, including
cutlery, straws and cups, in its bakery shops and cafes. In 2019, we introduced the
first output of the collaboration between Fazer and Sulapac: a compostable box of
pralines that is free of microplastics.
We continued our research with Fazer Brainhow to support innovations with
science-based understanding on the effects of nutrition, sleep, activity and
recovery. Our clinical studies thus far have included e.g. the FlaSeCo study, which
examined the effects of cocoa flavanols on seniors’ cognitive function in an
8-week intervention.
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Our sustainability approach:
Leading change with Core goals
In order to answer the question of what is needed for us to create and offer
sustainable food solutions also in the future, we have recently defined a new
sustainability approach that we follow on all levels.
Our sustainability approach is based on our desire to do good for people, the
planet and business. It takes into account a variety of aspects from food safety
and water management to fair value chain and diversity. At the core of the
approach, there are four interconnected goals, the Core goals.
The approach was renewed in 2018 and operational execution started in 2019. During
2019 we have focused on implementing our sustainability work through the four
Core goals. We established the year 2015 as the baseline for Core goals 1, 2 and 4, as
we have extensive data related to the sustainability goals from 2015 onwards. This
is also in line with the Paris Agreement’s time frame of 2015–2030. Sustainability
reporting includes Fazer Food Services, except for Core goals 1, 2 and 4 in which the
implementation was not relevant due to the upcoming sale of Fazer Food Services.
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Sustainability is a part of our daily operations across all the businesses and on a
Group level, and an important element of our strategy, mission and vision.

Goal 3: 100% sustainably sourced
We have a major effect throughout the value chain, impacting societies, people
and their livelihoods. For us, sustainably sourced means two things: developing
basic level requirements further for all suppliers and putting extra effort on
selected value chains, such as cocoa, grain, palm oil and soy.

Goal 4: More plant-based
Choosing less meat and dairy products is the single biggest way to reduce your
environmental impact on the planet. Eating more plant-based has clear health
benefits for people. We are developing our offering based on growing food trends
of flexitarianism and plant-based foods.
Core goal 1, 50% less emissions, CO2 tonnes/tonne

2015

2019

Target 2030

2.00

1.74

1.00

The 4 Core goals are:

Scope 1 & 2, purchased energy, own & leased cars
and transportation

0.15

0.14

Goal 1: 50% less emissions

Scope 3, raw materials, waste, water,
business travel

1.85

1.60

0.073

0.045

36.0

48.0

We want to mitigate the effects of the food system and its emissions on climate
change. Climate change also affects the food system directly through the
availability, accessibility and affordability of raw materials. In addition to climate
emissions, the global food system also results in other emissions in water and on
land, which we are working on reducing.

Core goal 2, 50% less foodwaste, food waste tonnes/
tonne
Core goal 4, more plant based, share of SKUs, %

0.037

Goal 2: 50% less food waste
Reducing food waste is one key way to decrease the environmental effects of food,
while also increasing business efficiency through lower costs.
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Wheel of essentials and
SDGs
The four Core goals are supplemented
with the Wheel of Essentials – an
overview of essential sustainability
topics addressed by Fazer. These topics
are strongly interconnected but can be
divided into three groups: for people,
for planet and for business. We have
defined an action plan that includes
key actions, targets and KPIs.
We have also defined the ways in which
our work with these topics contributes
to the realisation of the United Nations’
Sustainable Development Goals
(SDGs). We are strongly committed to
supporting the implementation of the
SDGs and encourage active stakeholder
dialogue on them. We see food as
a solution and know that the food
industry has a significant impact on
reaching the goals.
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Managing sustainability

Our sustainability work is structured carefully both internally and externally. In
our activities, we follow guidelines and policies based on the latest international
principles.

In order to efficiently manage our sustainability work, we have clearly defined roles
and responsibilities in the sustainability team, sustainability and QEHS network and
Sustainability Leadership Forum. The highest authority in sustainability matters lies
with our Board of Directors and Group Management Team.

Set sustainability focus areas.

Our sustainability work is guided by our Sustainability Policy, Human Rights Policy,
QEHS Policy, governance practices, operating principles and ethical principles,
which are based on the ten international principles of the UN Global Compact.
Fazer signed the UN Global Compact initiative in 2012.

Implement instructions, practices and operating models.

Sustainability Team
Develops sustainability approach and supports its implementation.

Sustainability Leadership Forum

Board of Directors

Ensures alignment within the Group: drafts Group-level strategies, policies,
guidelines, targets and positions.

Approves ethical principles.

Assesses, monitors and develops sustainability topics within the Group.

Group Management Team
Approves policies and objectives.
Group President bears the ultimate responsibility.
Group EVP, Communications and Branding is responsible for sustainability.

Head of Function
Approves instructions.

Ensures the agreed actions are implemented.
Escalates and prepares issues for the right decision forums.

Sustainability and QEHS Network
Ensures sustainability alignment within the Group
Ensures the effective use of resources
Shares knowledge, know-how and market views in different countries and
businesses

Business Areas and Business Units
Implement sustainability approach and action plans as well as strategic outlines,
and set targets and objectives.
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Stakeholder engagement
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We gain valuable insight from our other stakeholders when we innovate new
products and services, develop our business and create new channels for
engagement. In our development work we place the consumer first.

Dialogue with shareholders, employees, consumers,
clients, suppliers throughout the value chain, decisionmakers, NGOs and the scientific community helps us
identify and address the trends that shape consumer
behaviour. By recognising them, we can provide more
sustainable and healthy alternatives and thereby help
people consume in a way that is better for the individual
as well as for the planet.
In turn, we provide information and resources to advance
sustainability work in countries where we operate
and beyond. Today’s global challenges require active
collaboration between stakeholders, and no single party
can solve them alone. We take responsibility as part of a
worldwide community, seeking solutions together.
We work together with various organisations to enhance
the well-being of people and the planet. Through joint
efforts with Baltic Sea Action Group, WWF Finland,
Climate Leadership Coalition, Hållbar Livsmedelkedja,
SOS Children’s Villages, the Lake Vesijärvi Foundation,
Helsinki Zoo (Korkeasaari), universities such as Aalto
University, Hanken School of Economics, University of
Helsinki and University of Eastern Finland in Finland, SLU
(Swedish University of Agricultural Sciences), Örebro
University, Uppsala University and Chalmers in Sweden,
and research networks, we can make a bigger impact.
We have identified our most important stakeholder
groups and outlined several engagement methods.
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Key stakeholders

Key channels of dialogue

How we respond to stakeholder expectations

Consumers

Daily encounters, customer service channels, surveys,
websites and social media, packaging, visits

Through immediate connections both online and
in our cafés and bakery shops we learn what people
value. We turn these customer insights into new
products and services. Consumers need to be able
to trust the quality and safety of our products and
services. We need to provide reliable information on
our products and services and Fazer as a company.

Customers

Meetings and cooperation, questionnaires,
newsletters, customer feedback systems, customer
events

We have close customer relationships. We bring value
through both services and products that are of high
quality and right for the consumer.

Shareholders

Annual general meeting and Annual Review, regular
reports and information meetings, other regular
events such as the summer meeting, shareholders’
website

We provide accurate and reliable information on our
performance, governance, business development
and sustainability in channels which best suit the
shareholders.

Employees

Individual Performance Management Process,
continuous communication between managers
and employees, personnel events, personnel
surveys, Fazer’s whistleblowing service, intranet and
other internal channels, communication between
employees/managers and local HR

Through official communication channels and
processes, we can communicate with all employees.
Through direct communication between employees,
managers and HR, we ensure daily dialogue with
employees.

Suppliers

Supplier relationship management process,
meetings, agreements, supplier requirements, audit
questionnaires, audits, monitoring meetings and visits

We have close supplier relationships and we
cooperate with our suppliers for example in the area
of sustainability.
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Society (authorities and governments, media,
NGOs and local communities)

Meetings, partnerships and collaboration,
questionnaires, events

We create value to the society and engage in active
dialogue. We are members in and have partnernships
with various organisations. We believe in open and
transparent communication.

Universities and research institutes, start-ups

Partnerships and collaboration

Through partnerships and by combining our own
research with university and start-up collaboration,
we expand our own expertise and improve our
capabilities to introduce sustainable innovations with
social significance.

Investors and financial institutions

Meetings and collaboration

We provide accurate and realiable information on our
performance, governance and business development
as well as sustainability.
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Core goal 1: 50% less emissions
• The food system is a major driver of climate change
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We will reduce the CO2 output of our own operations and
work to decrease the emissions in our entire value chain.

by 20%, and we believe we will reach the target. We have also started our work for
establishing the energy long-term plan from 2021 onwards, focusing on energy
efficiency and optimising the use of renewable sources of energy, including use in
transportation.

			

• Climate change directly affects our business, e.g.
raw material availability

			

• We can make a difference by taking action to 		
reduce the impacts of food production

			

• We are committed to reducing our CO2 emissions
throughout the value chain

We continued our work for reducing waste water emissions through improving our
waste water treatment systems in Russia. The systems are now working in all our
St. Petersburg bakeries; in the Smolenskaya, Neva and Murinskaya sites.

			
			

• In addition to CO2 emissions, we will also evaluate
our emissions to land and water

We reduced our total CO2 emissions per produced tonne from the 2015 baseline by
13%.

During 2019, we have been calculating our emissions based on the GHG protocol,
using the framework for CO2 emission calculations for scope 1, 2 and 3. Our target
was to set the baseline for the year 2015, examine where the biggest emissions
stem from and find ways to reduce them.

We did not have any incidents causing leakages to the environment in 2019.

The key challenge with this goal is that the calculations especially for scope
3 emissions are difficult and debated. Furthermore, some technologies and
solutions to reduce scope 2 emissions from e.g. transport in an economically
viable way are still missing. We are, however, confident that further advances in
this area will soon be made.

Achievements in 2019
We continued with our long-term plan concerning energy, with focus on energy
efficiency. We continued to purchase renewable electricity and reached the level
of 82 %. Our energy consumption decreased from 0.86 to 0.84 MWh/tonne. Our
target for 2020 is to reduce energy consumption per produced tonne

37

YEAR IN BRIEF

THIS IS FAZER

OUR BUSINESSES

SUSTAINABILITY

GOVERNANCE

FINANCIAL INFORMATION

Going forward
Going forward, the biggest share of our emissions comes from scope 3 emissions
generated in the value chain. Therefore, our focus will be in reducing these
emissions. We shall continue to improve our energy efficiency and use renewable
electricity. Reducing waste will also help us reach our Core goal.
We still need to improve our understanding on how to reduce scope 3 emissions.
We shall also set concrete actions to reduce emissions generated by transport. For
example, in Sweden we have committed to the DLF transport initiative for fossilfree transport by 2025.

We are committed to reducing our CO2
emissions throughout the value chain.

Our new strategic partnership with Finnish foodtech start-up Solar Foods aims
to develop a novel carbon-neutral protein ingredient. Solein®, invented by Solar
Foods, can be produced completely independently from soil, negative land use
impacts, weather and climate.

CASE: Xylitol and bio-heating from side streams
Fazer is building a xylitol manufacturing plant in Lahti, Finland, using oat hull as
raw material for xylitol. The hulls are a side stream of the oat milling process, but
with state-of-the-art technology, they can be turned into useful raw material. The
50-million-euro investment testifies to our commitment to explore possibilities
offered by circular economy.
The oat hull mass left over from the xylitol production process will be used in a
new bio-heating facility to generate sustainable energy for the mill, bakery and rye
crisp production lines as well as the xylitol factory itself. The heating facility will
produce enough energy to serve Fazer’s entire factory area in Lahti.
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Reducing food waste is a joint effort in which both
food production and consumer behaviour play a
significant role.

• Approximately one third of the global food
production is lost or wasted annually

Achievements in 2019

• Food waste creates major negative impacts on the
climate, water, land and biodiversity

We established a baseline towards measuring progress at our production sites. We
continued our efforts to reduce food waste in restaurants and production sites.
Our food waste decreased per produced tonne from 0,073 to 0,045.

• Reducing food waste is one of the key actions to
minimise negative environmental impacts of food
• At the same time, we can drive value for business
through lower costs
Our interim target was to reduce waste by 10% by the end of 2020 from 2015 as
baseline, and in 2019 we continued our work towards reaching that target.
We established the baseline towards measuring progress on Core goal 2 as the
year 2015. We used the methodology of the Food Loss and Waste (FLW) Protocol,
a reporting standard which enables companies, countries, cities and others to
quantify and report on food loss and waste in order to develop targeted reduction
strategies.

We began construction of a xylitol factory that uses side streams from the oat
milling process as raw material, thereby reducing production waste.
In Finland, we launched the Makea Moka sugar confectionery bag, which contains
sweets with visual flaws such as the wrong colouring or shape but are perfectly
tasty. The innovative bag reduces production waste in our confectionery business.
We shared tips on social media to help consumers reduce food waste. The Karma
app reduced waste in Gateau shops in Sweden as products were sold at lower
prices near closing time and advertised through the app.
Fazer Bakery joined the Material efficiency commitment set up by the food
industry, trade and packaging sector together with three ministries in Finland.

Progress in this goal is by no means easy to make or quantify. How to define and
measure food waste on a national scale was under development in 2019 in, for
example, Finland and Sweden. Food waste can be defined by destination as well
as by division into avoidable/non-avoidable and edible/non-edible. However,
what is considered avoidable and/or edible can vary from country to country. This
is something we need to consider as we have operations in several countries. We
must also take into account our direct impact as well as indirect impacts made by
educating and influencing suppliers, retailers and consumers.
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Going forward
We will continue to closely monitor EU and national food waste definitions,
policies and reporting requirements. We shall continue to reduce food waste along
the value chain and help consumers reduce food waste by raising awareness and
providing e.g. packaging solutions.
We will continue with existing initiatives and initiate new ones to reduce food
waste. Our priority is to prevent waste from occurring, but we will also look at how
side streams are used now and could be used further.

Reducing food waste is one of
the key actions to minimise the
environmental impacts of food.

CASE: Reducing bread waste in Swedish retail
Fazer shared bread waste data with Borås University and the Swedish University of
Agricultural Sciences, which allowed the amount of bread waste along the value
chain to be identified. This information has so far not been available to the public.
The researchers noted that the business model in Sweden where the supplier
takes back unsold bread at no cost is a significant risk factor for the increase in
bread waste.
We engaged in dialogue with customers on how to remedy the situation. One
retailer customer has already earlier challenged the business model by taking the
responsibility for unsold bread for itself. During the first month this model was
applied, the amount of bread waste generated was halved. The excellent results
encourage us to keep examining ways to further reduce bread waste.
From 2019 Fazer in Russia has been working with customers according to no
returns policy. This has resulted to decline in food waste when the customers have
been doing their orders more accurately.
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We will ensure that our materials are 100% sustainably
sourced across all suppliers and chosen value chains.

• Our operations impact societies, people and their
livelihoods as well as the environment

Achievements in 2019

• 100% sustainably sourced consists of two levels
for us:

We continued with 100% sustainable cocoa, 100% sustainable palm oil and
100% sustainable soy. We are committed to increasing the share of segregated
palm oil in our products and in 2019 the share was 47%. We still have challenges
in changing to segregated palm oil in some of our products. We supported
smallholder palm oil farmers through the smallholder palm oil credits, and our
suppliers support them via actions on the ground, but we do not own special
sustainability actions with the farmers. We received 13.5/ 22 points in the WWF
Palm Oil Buyers Scorecard.

• We develop basic level requirements for all
suppliers further
• We put extra effort on chosen value chains 		
such as cocoa, grain, palm oil and soy
• We want to create an impact through cooperation,
new innovations and using the best available
sustainability practices
We are working on clarifying our requirements for our suppliers and refining our
processes for securing compliance. Although the work has been carried out for
years, there are still things we can improve on. We continue our work with the
identified categories where the sustainability risks are higher.
Long value chains pose a challenge for securing compliance with regulations.
Certain categories also require extra efforts and actions. Waste and emissions in
the value chain are an area that is particularly important for us in reducing scope 3
emissions.

We continued our long-term cocoa sustainability work and 72% was sourced as
certified through UTZ, Rainforest Alliance and Fairtrade cocoa programme, and
28% was via our direct farmer programmes in Nigeria and in Ivory Coast. Farmer
trainings, farming practices development, women empowerment actions, crop
diversification and community support activities were completed as planned. In
addition, child labour monitoring and sensitisation actions continued, with no
cases identified nor reported.
We reached 32% in cage-free eggs, continued shaping the Fazer Grain Vision and
included carbon farming – sequestering carbon from the atmosphere into the soil
– into the sustainable grain farming principles. The share of sustainable fish was
81%, we reached 82% in renewable electricity, focused on sustainable packaging
and set goals for different businesses. We are reducing the use of single-use
and other plastics and replacing them with biodegradable options. In 2019, we
introduced a compostable box of pralines that is free of microplastics, the first
output of the collaboration between Fazer and Sulapac.
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We created a new supplier code of conduct to define our supplier requirements
with more consistency and started defining KPIs for the compliance follow-up,
also for our processes. We also collaborated with World Resource Institute to
establish an understanding of the CO2 emissions of our raw material purchases.

RESPONSIBLE COCOA STATUS

Certified soy 100 %
Certification by
our suppliers 72%
Certificates by
Fazer 28%

CAGE FREE EGGS

RESPONSIBLE FISH STATUS

Green list fish
(FI+SE) 81%
Green list fish
Finland 80%
Certified fish
Sweden 82%
Green listed fish
NO 61%
Green listed fish
DK 73%

Cage free eggs 32%
Other 68%

GOVERNANCE

FINANCIAL INFORMATION

RESPONSIBLE PALM OIL STATUS

Certified palm oil
(incl. all supply
chain options)
100%
Segregated 47%
Mass Balance 1%
Book & Claim /
GreenPalm
certificates 53%

RESPONSIBLE SOY STATUS

Cocoa purchased
according to
Fazer's cocoa
programme 100%
Certified 72%
Direct farmer
programmes 28%
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SUSTAINABILITY

Going forward
We will continue to focus on the raw material and packaging material categories
to both improve our performance in existing ones and to establish new categories,
where we improve the level of sustainability. These categories are defined together
with actors in our value chain and through our own evaluation and they include
e.g. milk, fruits and coffee. We will continue to address social and environmental
aspects in the materiality analysis for key categories, also as part of our
commitment towards more sustainable products through the Swedish initiative
Hållbar Livsmedelkedja (“Sustainable Food Chain”).

42

YEAR IN BRIEF

THIS IS FAZER

OUR BUSINESSES

SUSTAINABILITY

GOVERNANCE

FINANCIAL INFORMATION

CASE: Collaborating for sustainable grain and less
emissions
In collaboration with the grain value chain and NGO experts, like the Baltic Sea
Action Group, Fazer Procurement and Fazer Mills are implementing the Fazer
Grain Vision, with ten sustainable farming principles as a framework for farmer
engagement. Fazer Grain Vision’s ten principles cover cutting the amount of farm
leakage into surrounding waterways significantly.

We want to create an impact
through cooperation, new
innovations and best practices.

Fazer has also joined the Carbon Action project where the aim is to combine
carbon farming methods with sustainable grain farming principles. We are
focusing on having the agricultural practices in use, so that we enable soil to
store even more carbon than the carbon impacts of grain cultivation causes.
Maintaining diversity is supported by ensuring crop rotation and additional winter
crops, even secondary crops that remain after the grain harvest.
The goal is to take these practices outside of Finland and Sweden and to all
flour suppliers, making it a prime example of one of our brand themes – True
Relationships, where the value chain is rooted in deep collaboration.
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Core goal 4: More plant-based
• Fazer looks to respond to the consumers’ quest for
more healthy and sustainable lifestyles. One of the
growth areas is the plant-based offering
• According to the Nordic Nutrition
Recommendations, there is strong scientific
evidence that fibre-rich plant foods contribute to
decreased risk of many diseases
• There is a growing market opportunity for plantbased products. Eating more vegetables and less
meat is moving from early adopters to mass market
• Consuming less meat and dairy products is the single biggest way to reduce
your environmental impact on the planet
• We develop our offering based on growing food trends of flexitarianism and
plant-based foods
• We increased the share of plant-based products in our offering from 36% to
48% from 2015 to 2019
In 2018, we announced that we will develop our offering to reflect the favourable
impacts of plant-based foods on both people and the planet. During 2019, we have
analysed the baseline for this goal which dates back to the year 2015.
There is no legally binding definition of the terms “vegan” and “vegetarian”, which
has been somewhat challenging, as some products may contain unintended
traces of animal origin ingredients, such as milk. For the Core goal calculation, we
have used the definition of vegan of the European Vegetarian Union (EVU). We
are working on defining a clear target for the goal, even though the nature of each
business is greatly different in each case.
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We will increase our plant-based offering to cater to
healthy and sustainable tastes.

Achievements in 2019
We developed a common KPI, which we used to analyse the share of plantbased offering in each business unit for 2019. We also implemented our way of
measuring and follow-up in all business areas and units. In addition, we defined
what plant-based means: vegan products where no ingredients of animal origin
are used, including additives and processing aids.
We have introduced new vegan versions of classics, such as the Pure Dark
chocolate and Tutti Frutti.
At EAT Food Forum 2019, Fazer’s core sustainability goals were presented through
tasty and sustainable snacks. Collaboration with EAT Foundation brought concrete
tools for measuring and understanding the carbon footprint of our raw materials.

Going forward
We will continue to invest in R&D and product and service development as well as
in new ingredients and technologies to increase healthy and sustainable plantbased offering across businesses. Increasing our share of tasty vegan products
requires significant investments in testing and product development.
Communication with relevant stakeholders will be in an important role as our
work continues, especially in research and strategic partnerships.
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CASE: Finding solutions with Solar Foods and oat
innovations
With fearless creativity and cooperation, we can achieve great things and make
our Core goals a reality. As testimony of Fazer’s goals of providing sustainable
experiences, we have entered into a strategic collaboration with Solar Foods, a
Finnish food technology start-up.
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Another example of our recent sustainable product innovations is the Fazer Yosa
Oat Block, found in the chilled section of grocery shops. Fazer Yosa Oat Block is
a new type of plant-based cooking product expanding the possibilities of plantbased cooking with an easy solution. Used for savoury cooking, it can be enjoyed in
a range of ways as an alternative to e.g. cheese or tofu, or any other protein.
Fazer Yosa Oat Block was selected as one of the top 10 health foods for the year
2020 by MåBra, Sweden’s largest health magazine and site.

Along with the collaboration, we will innovate across categories and find bold
innovations that support the sustainability of people’s lifestyles and the planet.
The collaboration focuses on research on Solar Foods’ novel Solein® protein and
its applicability for different food applications. The ingredient is currently under
rigorous testing to ensure food safety and is subject to novel food permission from
the European Food Safety Authority.

We develop our offering
based on the growing
trends of flexitarianism
and plant-based foods.
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Well-being for people
We want to provide a culture of diversity and inclusiveness where all employees
can experience an equal working community with a motivating, respectful and
safe work environment. We have finalised our e-learning on diversity and inclusion,
and its rollout will take place in 2020. In 2019, 59% of our employees were women
and 41% men.
We have continued to improve quality, occupational health and safety and
environmental (QEHS) responsibility through internal programmes and thirdparty certifications of our management systems. Our lost time accident frequency
increased by 4.3% from 2018. The year 2019 saw significant efforts put on safety
communications across the company. Work has been done to address key issues
through regular safety council meetings, safety reviews and active communication.
Safety observations increased by 27% from 2018. We started implementing a
group-wide safety system and safety culture development to ensure that safety
risks and near misses are proactively identified. The first rollout was done in
Finland, and the planning of new country rollouts is ongoing. We will continue to
build safety culture aiming for zero accidents. We work on QEHS management in
collaboration with our businesses and share best practises and expertise with
Fazer´s QEHS network.
We continue to invest in strengthening our Group-level leadership capabilities
and growing internal entrepreneurship and agility. The Fazer Lead leadership
programme pilot started in 2019, and we will continue the work in 2020 to
ensure we build good leadership skills among all our leaders and managers. In
addition, we continue to build our e-learning curriculum. E-learning materials
were launched on the Quality, Environmental, Health and Safety Policy (QEHS),
onboarding and sustainability.
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We want to have a positive impact on people and the planet. In our sustainability
work, we ensure that we always provide an encouraging and safe working
environment that allows development on both the company and individual level.
We also need to support well-being and health through our products.

During the coming years, we will continue to invest in our people development
agenda and in HR operational excellence. We want to support fact-based
decision-making through investments in human resource information systems
and analytics. We aim to develop a culture where our employees perform, engage
and develop together. We also want to incorporate the brand themes into our
daily work by securing equality and diversity, allowing people to shine as who they
are and cherishing creativity to develop our business further. We shall update
our values and behaviours, and they will be aligned with our brand themes. The
dialogue on them involves all employees and started in early 2020.
As part of our work for promoting the health and well-being of people, we are
leveraging our strong research and insight in nutrition. In our Fazer Brainhow
programme, we study how nutrition, sleep, activity and recovery affect our
cognition and well-being, applying this knowledge to creating innovative products
and services that help boost well-being easily, every day.
We take good care of our employees but ensuring the well-being of consumers is
equally important. During 2019, we had three product recalls regarding food safety.
Product recalls were made due to microbiological and allergen deviations. We
shall also implement food safety monitoring and reporting model group wide for
food safety related observations and deviations.
All our internal production sites have GFSI approved food safety management
certifications (FSSC 22000 and/or IFS). We have continued food fraud and food
defense mitigation actions. We have in most countries implemented an access
control system.
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EMPLOYEES BY GENDER

EMPLOYEES BY AGE, %
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Women 59%
Men 41%

FI

SE

RU

Under 20
20–29 yrs

DK

NO

EE

30–39 yrs
40–49 yrs

LV

LT Total

50–59 yrs
60 yrs or over

SAFETY OBSERVATIONS
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17,217

12,154

FREQUENCY OF OCCUPATIONAL ACCIDENTS (LTAF)
NUMBER OF ACCIDENTS PER ONE MILLION WORKING HOURS
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FREQUENCY OF OCCUPATIONAL ACCIDENTS (LTAF)
Number of accidents per one million working hours

2019

2018

2017

2016

Fazer Bakery

4.2

3.7

5.4

5.5

Fazer Confectionery

11.4

17.0

9.4

13.7

Fazer Food Services

14.9

14.9

18.8

19.5

9.8

9.4

11.3

12.1

Total in Group
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Sustainability throughout the
businesses
In 2019, we focused on the implementation of our sustainability approach through
the Core goals, taking into account the business needs and focus areas of each
business area. The Core goals are also a way to address the risks that we see the
climate change, loss of biodiversity, water scarcity, increase of food waste, adverse
impacts on human rights and their implications can cause to our business.
We manage the risks via our management system, through our policies and
guidelines and via implementing these in the daily operations through our
businesses. We will further develop our issues management and risk management
from the perspective of sustainability. We will also continue to monitor our
reputation.
One way of addressing the risks is to be a part of common commitments
within the food industry. In Sweden, we have committed ourselves to several
initiatives, such as the trade association DLF’s Transport initiative 2025 for
fossil free transport, DLF Plastic initiative 2022, Fossil Free Sweden 2030, The
Swedish Food Federation’s sustainability manifesto and the work of Hållbar
Livsmedelskedja (“Sustainable Food Chain”) towards more sustainable production
and consumption.
Ensuring the continuity of our business is an essential part of our sustainability
work. The profitability of our operations is a prerequisite for growth, development
and employment. We conduct our business in a fair and transparent way.
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Continuously improving the sustainability of our operations is integral to our
business. We want to be responsible across the value chain and our business
units. As new food categories and regulatory requirements emerge, we comply
with relevant legislation while ensuring business efficiency.

We have continued the work related to human rights impact assessments and
addressed issues discovered in them.
During 2019, 49 cases were reported through the whistleblowing system, which
also allows third parties to report observed or suspected breaches of company
policies or regulations. These cases were related, for example, to HR, QEHS,
conflicts of interest and misuses of company assets. These have been investigated
internally and the necessary measures have been taken. Nine cases are still open.
In 2019, we had three cases related to our marketing actions that were filed to “The
Council of Ethics in Advertising”. All cases were closed in our favour.
We are committed to preventing bribery in all our businesses. We have made
a risk assessment of our operations and systematically monitor risks in all
our businesses. We have a comprehensive anti-bribery programme in place,
which includes an anti-bribery policy, training and eLearning, gift registration
procedures, internal audits and a counterparty risk assessment.
Together with sourcing, QEHS and legal functions, we continuously develop our
sourcing processes to ensure responsibility and compliance throughout the value
chain. We have developed a Supplier Code of Conduct for all our suppliers. We
continue the work to develop the transparency and traceability of our extensive
value chain. By cultivating good relationships with our suppliers, we ensure the
availability of high-quality raw materials in the future.

We conduct our business according to our ethical principles that apply to all
employees in all business areas and countries of operation. These principles
are based on our values and the UN Global Compact, which aims to promote
corporate sustainable development and good corporate citizenship. We follow the
UN’s guiding principles on businesses and human rights and related processes.
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ECONOMIC VALUE GENERATED AND DISTRIBUTED
M€

2019

2018

1.710

1.628

Direct purchases

-606

-572

Indirect purchases

-363

-337

-57

-51

684

669

-570

-545

Society (taxes and donations)

-25

-24

Owners (dividends)

-60

-61

-2

-2

26

36

ECONOMIC VALUE GENERATED:
Customers (net sales, other operating income, financial
income, sales of assets)
Suppliers

Operative investments
Added value
ECONOMIC VALUE DISTRIBUTED:
Personnel (salaries, wages and other indirect employee costs)

Financiers (interest and other financial expences)
Economic value retained in business

DIVISION OF ECONOMIC VALUE, M€

TAXES BORNE AND EMPLOYER'S CONTRIBUTIONS, M€ *)

Personnel 570.3
Society 24.7
Owners 60.1
Financiers 2.3
Business
development 26.5

Income taxes 19.5
Taxes on property 0.9
Excise duty 3.3
Employer's
contributions 114.0
Other taxes 0.4

TAXES COLLECTED, M€

Payroll taxes 101.6
VAT, net 65.0
Other taxes 10.0

*) Insurance taxes and energy taxes not included.
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