
‭EU CODE OF CONDUCT ON‬
‭RESPONSIBLE FOOD BUSINESS AND MARKETING PRACTICES‬

‭BU NUTRITION‬

‭REPORT SUBMITTED ON 31‬‭ST‬‭OF JULY 2024‬

‭Type of‬
‭business/sector‬

‭(E.g. retail,‬
‭dairy)‬

‭Sustainability‬
‭dimension‬

‭(E.g.‬
‭environmental,‬

‭social)‬

‭Code‬
‭aspirational‬

‭objective‬
‭(1-7)‬

‭Individual commitments with‬
‭baseline‬

‭Progress on KPIs‬
‭and goals‬

‭(qualitative‬
‭and/or‬

‭quantitative)‬

‭Additional information‬‭(optional)‬
‭(E.g. partnerships, geographical‬

‭coverage, sharing best practices, links‬
‭with other COM initiatives, with other‬

‭reporting initiatives)‬

‭Comments‬
‭(optional)‬

‭(E.g. enablers, ideas on how‬
‭to improve)‬

‭PRODUCTION‬ ‭ENVIRONMENTAL‬ ‭3‬

‭90% of our purchasing volumes‬
‭are produced from suppliers‬
‭who have defined their CO2e‬

‭reduction objectives in line with‬
‭the SBTi criteria by 2022, and‬
‭have a validated plan to reach‬

‭their target.‬

‭22,3%‬

‭PRODUCTION‬ ‭ENVIRONMENTAL‬ ‭3‬

‭90% of our purchase volumes‬
‭are produced from suppliers‬

‭who only use renewable‬
‭electricity by 2026‬

‭29,6%‬ ‭Objective for 2026‬

‭PACKAGING‬ ‭ENVIRONMENTAL‬ ‭4‬

‭83% of our packaging‬
‭components are ecodesign‬
‭(recyclable single-materials‬

‭packaging (except plastic) ; or‬
‭100% recyclable plastic ; or‬

‭easily separable materials) by‬
‭2025.‬

‭0%‬

‭Launched actions in 2023:‬
‭Transition of all our fruits puree’s‬

‭packaging in single-material‬
‭→Launch of aging test of our largest‬
‭single-material product ranges (i.e.‬

‭55 references/462)‬
‭-> Target replacement in 2024‬

‭(isotonic drinks and protein range)‬

‭Objective for 2025‬

‭1‬‭/‬‭1‬


