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Nearly 500,000 people fall 

victim to type II diabetes 

every year. 

      Forword
& Status 
      Quo

A truckload of plastic 

waste is dumped into our 

oceans and seas every 

minute.
Every year, 60.000 square 

kilometers of rainforest are 

destroyed for pasture land, 

animal feed, and the mass 

cultivation of particular pro-

ducts, such as palm oil.

Time to reassess.
Loads of refined sugar, mystery additives, 
plastic islands and giant CO2 footprints — 
each of which have long put pressure on all 
living beings across our diverse and amazing 
planet. The consequences of globally exploi-
ting nature as well as the mass emission of
greenhouse gasses are now more serious 
than ever.

The will is there.
The solutions are not. 
Many people are acknowledging that some-
thing has to be done, but are unsure what
exactly that is. At the same time, people
lack tangible and simple alternatives to 
make a change. That’s where we come in-
to play.

We believe that things will get better. At the 
nu company, we want to be perfectly in-
sync with our business model, our environ-
ment, and society. Not only do we avoid
being a part of the problem at all costs, but 
we actively fight to be a part of the solu-
tion. We are taking responsibility for our ac-
tions, and rethinking food so that it is holisti-
cally good — for you and the planet.

What if things continue 
like this? 
What if we continue to consume and live as 
we have in the past? According to esti-
mates, In 2045, 700 million people will suf-
fer from diabetes, 90% of which being type 
II. In 2050, there will be as much plastic in 
the ocean as there are fish, and Berlin will
have a similar climate to Australia.

Foreword & Status Quo



8 9

It’s time 
for our 
first 
impact 
report.

In order to make our entrepreneurial activities as transparent as pos-
sible, the next few pages will give you an insight into our sustaina-
bility approaches, our status quo, and our future endeavors. In this re-
port, we highlight social and environmental sustainability issues that are 
not only relevant for us as a company, but also for our producers in 
their respective countries, our customers and other important stake-
holders.

We look forward to taking you on our journey towards a greener future. 
Enjoy!

Foreword & Status Quo



Our 
business
model

Consumer Goods
are powerful.

Every day, countless products are scanned 
at supermarket checkouts. In the year 2019 
alone, food manufacturers were projected 
to generate sales of around 203 billion Euro.

Large multinational food companies are now 
more powerful than ever. Walmart made it 
to #10 on the list of the 100 largest 
corporations and countries, and has more 
revenue than Spain or Australia. Nestle's 
revenues are only slightly less than that of 
the Greek government.

What if they
were used for good?
We believe that with every product you pur-
chase, you are also casting a vote.
Unfortunately, the food industry usually ma-
kes it very difficult for us to choose what 
truly corresponds with our values. That's 
exactly what we want to make easier. We 
want to turn the destructive influence of 
the current food system into a superpower, 
driven to build a healthier and greener 
future.

We...

produce in 
Germany and the 
Czech Republic.

package 
plastic-free.

sell in super-
markets and 
online shops.

plant a tree 
for every 
product sold.

exclusively 
purchase organic 
ingredients.
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JUSTICE

RESPONSIBILITY

We believe that all living beings on this
planet deserve the right to a happy life. 
We value justice, and we fight hard for it.

To ensure greater justice, we as a generation 
must take responsibility. We tackle chal-
lenges with passion and optimism, and stri-
ve to change the world.

QUALITY OF LIFE
We give our all for a greener planet, happier 
animals, and healthier people. Through our
products, we promote the health of every
individual, for a happier life that embraces 
and appreciates the little things.
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Our business model



100.4 TONNES
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planted.**

5.395.681 
TREES

provided for formerly unemployed plantation workers.

53.956
WORKDAYS *   compared to conventional chocolate bars.

** By planting trees, we bind 27 times more CO2 annually than we consume, thus
     keeping our ecological footprint sustainably positive.
     Side fact: All calculations are based on using nucao as an example!

of refined sugar spared.*

of plastic avoided.

161.9
TONNES

Our buisness model
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Our products

Nourishing. 
From the beginning, we have had a passion for 
extraordinarily well-thought-out food. We give 

you our word to make nutrition as simple and 
tasty as possible, rethink existing concepts, and
upgrade what you eat. We implement a combi-

nation of function and enjoyment that brings 
the best out of all of us. In doing so, we rely ex-

clusively on natural and organic ingredients 
that have been processed as little as possible.

Sustainable.
It’s time to make nature our #1 partner, and 
get back to the basics. We cannot afford to 
simply carry on as we have been, and take 
advantage of our environment, fellow human 
beings, and animals. Our recipe for change: 
100% organic plant-based ingredients, plastic-
free packaging and a green business model.

Delicious.
Obviously, eating something isn’t enjoyable
unless it tastes good. If our products don’t 
taste good we won’t be able to make a change.
Therefore, it is our promise to offer the best
taste in each respective product 
category.

Did you know?
For the production of foods such as milk, 
cheese, whey, eggs, and meat (generally 
speaking) around 19-29% of the world's 
greenhouse gases are emitted. For exam-
ple, 1 kg of beef produces 13 kg of CO2. 
In addition to the emission of greenhouse 
gases, gigantic areas of rainforest are 
cleared every day: 80% of the Amazonian 
rainforest that is cleared is used for live-
stock farming — for direct use as pasture 
land or for the cultivation of fodder crops 
such as soy. 

What’s worse, 15,500 litres of water is used 
for the production of one kilogram of beef.
Some of this comes from rainwater, but a 
lot of water is also used for watering feed, 
as drinking water, for cleaning the stables 
and in the further processing of the meat. 
In the cultivation of fodder crops and live-
stock farming, pesticides, medicines, hor-
mones, nitrates, and phosphates make their 
way into the groundwater, which severely 
reduces the quality of the available drinking 
water. What’s more, feed cultivation in 
monocultures and overgrazing also lead to 
soil compaction and erosion. 

Animal protein sources do not only affect 
the environment, but human beings as well. 
A number of diseases in modern civilisation 
are also associated with the over consump-
tion of animal products, such as high blood 
pressure, kidney stones, obesity, gout, type
II diabetes and lymphoma.

It's a plant party
A vegan diet can reduce greenhouse gases 
emissions from methane and nitrous oxide 
by more than 80%. For example, one kilo-
gram of minced ready-to-eat soy emits 
only 790 g of CO2, and when produced 
organically, only 350 g. In general, organic 
products can save almost 20% of CO2
emissions. For products such as fruits and 
vegetables, less than one kilogram of green-
house gases are released. According to Bri-
tish ecologists, those who live a holistic 
vegan lifestyle save two tonnes of green-
house gases every year — that's about eight 
economy-class flights between London and
Berlin. 

Water is also a crucial factor in a vegan diet. 
The cultivation of cereals requires about 
1,600 litres, and for fruit, only 900 litres.
Admittedly, with ingredients such as 
hemp and cocoa, the water footprint looks 
somewhat different, as it always depends 
on the type of plantation and cultivation
methods being used. Having this in mind, 
It is all the more important that we make an 
analysis of the water consumption of our 
products for 2021, in order to compensate 
for the water used, (e.g. through water puri-
fication plants in Peru) and achieve the 
highest level of transparency possible. 

All of these facts justify why we choose 
to produce purely plant-based products.
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Highly nutritious thanks 
to hemp seeds, nuts & 
acerola

Dear 
Manufacturers,
Calcium hydrogen 
sulfate is not a
food.

Whose 
responsibility 
is it then?
Calciumhydro-what? Un-
fortunately, the world could 
not settle for understanda-
ble and natural ingredient 
lists. In order to properly co-
mprehend the label of most 
processed snacks and 
sweets, you basically have 
to be a nutritionist and have 
a dictionary handy.
And the consequence? 
Widespread diseases like 
type II diabetes and obesity. 
The sheer ignorance of the 
damaging consequences of 
too much sugar consump-
tion, synthetic additives 
or raw materials treated
with harmful pesticides is

often the reason for poor 
nutrition in broad segments 
of the global population. 

We believe food manufac-
turers should take the brunt 
of the responsibility, instead 
of passing it on to consu-
mers. We want to offer both 
information and products 
that provide every individual 
with a natural, healthy alter-
native, which provokes a 
higher sense of wellbeing.

65% less sugar*

Replacing junk
with other 
junk?
In a year, the absolute maxi-
mum amount of sugar that 
should be consumed per
capita is 9 kilograms. And 
what is the reality? 
Around 35 kilograms**.
Someone then decided the 
golden ticket would be ad-
ding other artificial sweete-
ners. All these light, zero, or 
low-carb products contain
 ingredients such as aspar-
tame, acesulfame K, malti-
tol, saccharin or sucralose. 
These sweetners and sugar

substitutes are in most ca- 
ses synthetic in nature, and 
are characterized by their 
very high sweetening power.
Although sugar substitutes 
are permitted by law, va-
rious studies prove the ad-
verse effects such products 
can have on the body, such 
as the intestines, and the 
disturbance it can have on 
basic metabolism.

Our
Solutions.
For us, sustainability also 
means creating a healthy 
and happy society with 
nutritious food. 

Our current product port-
folio consists of nucao cho-
colate bars, numove protein
bars, numove protein 
shakes, and nuseed brain-
food bars. Our recipes have 
enabled us to save more 
than 50 tonnes of sugar to 
date!* 

100% organic and 
plant-based ingredients

Without artificial 
sweeteners or flavours

Rich in dietary fibre from 
linseed flour, psyllium husks 
& guar gum. Also rich in 
vitamin C from acerola 
cherry!

Contains all essential 
amino acids from pea 
and sunflower protein

40% less sugar*

Rich in omega-3 
fatty acids, protein 
& magnesium

*Calculations were made using nucao as an example in comparison to conventional chocolate bars.
**per capita in Germany
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Commercial chocolate bar 

nuseed Brownie

nuseed Hazelnut Vanilla 

Study implementation: 22.06.2020 - 10.07.2020 

West German Diabetes 
and Health Centre 
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With approximately 16% sugar, nucao has 
65% less sugar than other comparable cho-
colate bars. We have deliberately passed 
up using any unknown, sketchy mystery 
sweeteners, and rely solely on a sustainable, 
natural and unrefined sugar alternative: co-
conut sugar. Coconut sugar is not only 
home to key nutrients such as magnesium 
and zinc, but it is also low on the glycemic 
index, and is therefore very good for our

Not all sugars
are created 
equally.

blood sugar. Although coconut sugar is 
hardly lower in calories than industrially 
produced sugar, it is generally less proces-
sed (compared to refined sugar), which 
means that more nutrients remain in the 
end product.

"The test results 
were very surpri-
sing for us because 
in comparison to a
conventional choco-
late bar, the nu 
company products 
did not lead to any
increase in blood 
sugar levels in the 
body."

Dr. Stephan Martin
West German Diabetes 
and Health Centre 
Düsseldorf

If the information isn’t 
available ...
... then draw your own conclusions. As there 
are only a few studies on the effects coco-
nut sugar has on blood glucose levels, we 
have conducted a study of our own in colla-
boration with Dr. Stephan Martin from the 
West German Diabetes and Health Centre 
Düsseldorf. In this study, the blood sugar 
levels of 12 participants were measured af-
ter eating nucao and nuseed bars. 

When eating something sugary like a candy 
bar, the sugar enters the blood very quickly, 
at which point our bodies start to produce 
insulin in excess. As a result, our blood su-
gar levels drop below their original level and 
then rise again with the next surge of sugar. 
This process costs our bodies a lot of 
energy. 

With nucao it is different: The sugar goes 
(in much smaller quantities) into the blood-
stream, and is then carried into the cells by 
the insulin. As can be seen in the graphs,
the results of the tests clearly show that 
the blood sugar levels — as well as energy 
levels — remain almost constant.

Our products
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No  cow
in nucao.

What our ingredients can do:

To us, veganism not only means that our 
production does not involve factory far-
ming or any other form of animal husbandry, 
but also the associated negative impacts 
they have on the climate. All nucao, nupro
and nuseed varieties are therefore vegan,
soy-free and hold the “V-label”. This ensu-
res the exclusion of animal ingredients in

the end product and during processing, as 
well as genetic engineering. With innova-
tive organic products — developed accor-
ding to science-backed nutritional findings
— we want to simplify nutrition in everyday 
life. Therefore, our products bear the offi-
cial EU organic logo.

Our cocoa is grown in an agroforestry sys-
tem instead of being grown in monocultu-
res; i.e. it’s grown alongside bananas and 
citrus fruits.

The bushes for our acerola cherries grow 
in huge gardens — so we are avoiding
monoculture in this case as well. Moreover, 
the berries are processed directly in the
field where they are picked.

The pea and sunflower protein used in nu-
pro is processed gently and without the 
use of chemical additives or solvents, 
which means that the nutrients are pre-
served in their natural form.

We have healthy rela-
tionships and don’t use 
any labels.
In Germany, there are now over 100 diffe-
rent labels for a wide range of products 
such as organic, fair trade, quality, and en-
vironmental protection. All of them con-
centrate on different areas and have diffe-
rent criteria according to how the products 
are checked.

We too were faced with the decision of 
which standards our ingredients should 
meet and whether, for example, we should 
source cacao that is fair trade. Such labels 
have many advantages: Farmers are gua-
ranteed a minimum price, which is in line 
with fluctuations in the world market, as 
well as an additional Fairtrade premium 
price. This offers them planning and income 
security. Along with this, high standards 
and regular project visits by independent 
auditors guarantee compliance with regu-
lations. With that being said, a label does
not always automatically ensure fair condi-
tions and high quality.

Although many certifications set a certain 
standard that all organizations must abide
by, they do not, for example, offer a refe-
rence price to cover the living costs of far-
mers. Oftentimes, certified producers can 
only sell a small part of their harvest as Fair-
trade, as the demand for labelled products 
is not high enough.

In the end, we did not decide for or against 
any particular label, but rather made the 
decision to work with our cooperative, 
which is in turn certified through the ‘Con-
trol Union Fair Choice’ certification.
 
The CU Fair Choice serves as a standard 
and sets guidelines for implementation and 
continuous improvement.  Together with 
our importer and the cooperative, we want 
to analyse the farmers' biggest challenges 
and develop solutions.

Long story short.
We are happy to have found the best-case 
scenario for us with the EU organic logo,
the V-label, and the CU Fair Choice certi-
fication. These labels allow us to source the 
fairest and most transparent ingredients, 
instead of blindly relying on one specific 
source to ensure quality and transparency. 
Of course, we also stay well informed re-
garding new labels that might provide us, 
our partners, and stakeholders with more 
security and transparency in terms of 
sustainability.

Our products



Our claim?
Products that make the
world a better place.
We believe that food can truly make the 
world a better place. That you should be
able to enjoy a chocolate bar with a clear 
conscience. That you can have a treat with-
out putting junk in your body, harming ani-
mals, or jeopardizing future generations. 
In 2017, we still made these products our-
selves — as a typical start-up in our own 
little kitchen. A few years ago, we outsour-
ced our production and in the meantime, 
are very glad to have found a specialist 
co-packer in Germany who we have built 
a strong bond with.

With that being said, we still do all our pro-
duct development in house. In doing so, we 
are in charge of the exact composition and 
origin of our ingredients. This means that 
our food experts design every single recipe 
themselves. The exact number of grams of 
each ingredient and the specific supplier of 
this raw material comes from our home 
base.

For the creation of the final product, we try 
out a variety of raw materials for each in-
gredient. We then select the product with 
the best taste, most compelling texture,
and conduct an in-depth analysis in terms 
of microbiology, freedom from pesticides
and other specific parameters.

By the way: Our ‘B-goods’ that can no 
longer be sold are passed on to select or-
ganisations that recycle food. The B-goods 
are also used for tastings, e.g. at trade-
shows, and are available to staff in our of-
fice! Thanks to this, you can always bet on 
happy employees who are willing to work 
harder to bring you the next best thing.
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Our supply chain



2726

Full disclosure, if you take a look at the countries that we source from, one 
thing becomes absolutely clear: our products are not particularly local.
While some raw ingredients like sunflower protein and red currant powder 
do come from Europe, our primary ingredients such as cocoa, hemp seeds, 
and coconut sugar are grown and processed in more distant countries.
As much as we would like to source all of our raw materials as close to Ger-
many as possible — when it comes to sourcing some ingredients, we un-
fortunately have no choice. What would a chocolate bar be without cocoa?

If cacao grew in 
Germany
we’d source it.

than cocoa beans or fruit from the other
side of the globe. Having this in mind, it is 
not only location that is important to con-
sider, but also which products are being 
bought in the first place.

Of course, we want to continuously ques-
tion and scrutinise the origin of our raw ma-
terials and analyse which ingredients would 
be better sourced from Europe in the future, 
if only to minimise transport routes and be 
able to maintain closer contact with our 
suppliers. As an example, we are continu-
ously working with our hemp seed sup-
plier to look for ways to obtain high-qua-
lity organic hemp seeds from Europe.
It is also important to us that we can show 
you the supply chains of our main ingre-
dients in a transparent manner.

That is why we are taking you on a journey 
to show how we source our most impor-
tant ingredients. First stop: Peru

Local is great, but it’s 
not the be-all end-all 
In the case of other raw materials, our de-
cisions depend above all on factors such 
as quality, microbiology, taste, and price. 
A good example of this is our hemp seeds
(more on this later). Unfortunately, it is not 
always clear to us which country would be 
the most sustainable source. For us, regio-
nality does not always go hand in hand with 
sustainability, since the mere distance from 
our raw materials says little about the over-
all environmental impact of the given supply 
chain.

What many people do not consider is that 
transport is comparatively insignificant in
terms of greenhouse gas emissions from 
a food product. On average, transport ac-
counts for only about 4% of the emissions! 
Other factors such as manufacturing and 
production, water consumption, or farming 
methods often play a much greater role. 
Even though an Allgäu cheese or a Frank-
furter sausage are much closer to home, 
they still result in far higher emissions

Our supply chain
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Exploitation, child labour, poverty wages and the 
destruction of virgin forests. The global cocoa in-
dustry is repeatedly criticised by human rights and 
environmental organisations. Sadly, children are 
forced to work on cocoa plantations in many regi-
ons across the world. Even with regular inspec-
tions, this cannot be 100% ruled out. 

Chocolate is for child-
ren to enjoy, not make.

100 percent traceable
cocoa beans!
All the cocoa beans and cocoa mass that 
we buy from our importer come from the
Naranjillo farmers' cooperative in the Huá-
nuco region of Peru. Our Single Origin co-
coa is not mixed with cocoa beans from 
other regions. 

We go out of our way to make sure the far-
mers receive a good price: They receive 
30% more pay for their cocoa beans than 
the global average price. Based on the cur-
rent market price, the payment is therefore 
also above the Fairtrade minimum price 
guaranteed by the Fairtrade label (as of Oct. 
2020). The farmers are not only rewarded 
for the organic cocoa beans, but they also 
receive a higher price compared to other
cocoa farmers in the region, as they provide
 premium quality in terms of taste.

Organic quality and agroforestry: organic 
farming and the renunciation of chemical 
synthetic pesticides is important to us. 
Compliance with these strict criteria is re-
gularly monitored by an onsite independent 
institute, and passed on to our importer. 
Agroforestry brings many ecological ad-
vantages including: the protection of spe-
cies, protection against soil erosion and 
stabilisation of the water balance.

There is another way.
For us it was clear from the start: we can-
not and will not avoid using cacao, and
would rather show that there is another 
way! Cacao is much more to us than just a
raw material. It is the quintessence of our 
nucao bars. We want to be pioneers and 
part of the solution, not part of the problem. 
This makes it all the more important to en-
sure that our cocoa beans are 100% trace-
able, that our cocoa farmers are paid a fair 
wage from the beginning of the value chain, 
and that premium quality is guaranteed. 
Another important criteria for us is that the 
production and processing of cocoa mass 
takes place in the country of origin, creating 
additional jobs and added value to those 
working hard in Peru.

The cultivation and harvesting of the cocoa 
fruit, as well as the subsequent drying and 
fermentation are the responsibilities of the 
cocoa farmers. They then sell their cacao

to the farmers' own agricultural coopera-
tive, which is responsible for processing 
the cocoa mass. In the end, we buy the 
cocoa liquor and outsource the final pro- 
cessing of our products before the finished 
chocolate bars can be sold.

Our supply chain
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A Strong 
cooperative

"For us and specifically for our farmers it is incredibly  
interesting and motivating to see and know the kind  
of products that our cocoa is finally processed into.  
Likewise, we would also like to create greater transpa-
rency concerning the production process of our cocoa.  
We therefore aim to become even closer partners  
of organically made cocoa products and exchange more  
knowledge on the topic of sustainable farming with 
the nu company."

Paul Ramírez Nelson
Investement Officer, 
Naranjillo Cooperative

"As an important client and purchaser of our cocoa 
mass, the nu company is not only supporting organic  
cocoa production but also improves livelihoods con- 
ditions for families and local communities that de- 
liver its organic beans to the Cooperative. Your involve- 
ment in our value chain has encouraged us in stren- 
thening our organic program of sustainable cocoa far- 
ming, aiming to reach a fully traceable deforesta-
tion-free supply chain for the cocoa products by 2022."

Paul Ramírez Nelson
Investement Officer, 
Naranjillo Cooperative

The Control Union Fair 
Choice Label.
For those of you who pay close attention, 
you already know that our cooperative has
the CU Fair Choice certification. Control 
Union is a recognised testing institute that
carries out audits and certifications under 
a variety of different standards (e.g. also 
under the EU Bio Label). The certification 
guarantees that a company is committed 
to sustainable development and improve-
ment of social conditions, and all companies 
along the supply chain must be certified. 
The social criteria of workers (e.g. in the 
further processing into cocoa mass) inclu-
de aspects such as compliance with the 
maximum working hours, exclusion of 
forced labour and safe working conditions.

Our cocoa farmers are the owners of the 
Naranjillo cooperative, which was founded
in 1964 and is one of the oldest and largest 
cooperatives in Peru. The cooperative now 
has modern facilities for the production of 
semi-finished products, so that the farmers 
are able to export semi-finished products 
rather than unprocessed cacao.

When we purchase products such as cocoa 
nibs, cocoa powder, and cocoa liquor (crus-
hed cocoa beans), this contributes to the 
growth of the cooperative and promotes 
community development.
Through further processing on-site, the 
community gains direct exposure to the
activity, and younger generations, in parti-
cular, have more opportunities for their fu-
ture without having to leave their hometown. 

This cooperative runs both organic and con-
ventional programmes, but our farmers are 
part of the sustainable organic programme. 
The aim of the programme is to make far-
ming in the region 100% organic and 
sustainable, thus being able to offer a pre-
mium product. Through exceptional prac-
tices and planning, farmers can increase 
their production from 900 tonnes per hec-
tare to 1,500 tonnes per hectare. Each of 
these families owns an average of 2.5 hec-
tares of farmland, and our partnership as-
sists nearly 60 families.
The farmers receive technical support and 
maintain close relations and regular

exchanges with their chocolate producers, 
in order to add more value to the
relationship.

Our importer is in close contact with the 
cooperative and is responsible for shipping
and importing the cocoa mass to Germany. 
In having them as a link to the small farmers,
we have full transparency in pivotal aspects,
such as fair wages, fair working and living 
conditions and the exclusion of child labour.
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As much protein as steak: 
A steak has an average of 25% protein. Amazingly, 
hemp seeds have 20-25% protein content, and are at 
least as nutritious in this area alone.

 
Rich in omega-3 and unsaturated fatty acids: 
Hemp seeds have a perfect ratio between omega-3 
and omega-6, magnesium, iron, potassium, zinc & 
vitamin E.

Complete utilisation of the plant:
Hemp seeds are often processed into oil, the husks can 
be pressed into animal feed and the hemp fibres can even 
be used to make clothing.

Positive CO2 balance: 
Hemp fields can bind astonishing amounts of CO2 — 
in some cases even more than our forests.

Hemp is robust: 
It does not drain the soil and cultivation does not require
artificial fertilisers or sprays.

What can hemp seeds do for 
you?

Hemp power, not 
hemp flower!
The only thing getting high from our 
hemp seeds will be those nutrient levels!
Hemp seeds naturally contain no THC 
or CBD, but are one of the most
nutrient-rich foods in the world.

Not all locally grown ingredients meet our 
quality requirements, and hemp seeds are
a great example of this. As you can see on 
the map on page 26, we currently source 
our hemp seeds from China, where the be-
nefits of hemp have been utilized for a long 
time. In Europe, hemp was forbidden as a 
useful plant and foodstuff, which is why 
hemp seeds coming from European coun-
tries are still very new and are not of suf-
ficient quality for our products. Due to a 
lack of development, the seeds often taste 
grassy and bitter, rather than nutty. The 
quantities purchased and climatic conditi-
ons also play a major role here.

After cultivation in China, our hemp seeds 
are processed by our partner in Germany.
The company visits China 1-2 times a year 
to make sure all standards are being up-
held. Furthermore, occupational health and 
safety measures as well as agreements

on maximum working hours and fair pay-
ment are defined within a confirmation of 
social standards. In addition, our production 
partner processes the entire hemp plant, if 
possible, in order to make production as 
sustainable as possible.

Our partner greatly values sustainable ma-
nagement, and has therefore invested in
renewable energy by covering the roof of 
their production facility with solar panels.
The electricity generated is fed into the 
grid, so that the production facility is 100%
powered by solar energy. Together with our 
partner, the availability of German hemp is 
being further researched and expanded to 
try and upgrade our sustainability efforts.
Through close contact and trust with our 
partner and supplier, we can also ensure 
the sustainability aspects of our hemp seed 
supply chain are being upheld.
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Supply chains 
are complex.
Global food supply chains are extremely 
complex. Where do the coffee beans in
that cappuccino come from? Where were 
the berries in my protein shake proces-
sed? Who picked the coconut for my coco-
nut oil? Supply chains are not only about 
sourcing and the country of origin, but also 
the protection of human rights, the recogni-
tion of labour standards, environmental 
stewardship and anti-corruption measures. 
As we said, supply chains are complex. We 
want to change this (even more) in the  
future by creating a complete overview of 

Directly to your house.
The transportation of our products from 
the warehouse to our end consumers is
carried out with the DHL shipping service 
GoGreen: As part of the environmental
protection programme, the greenhouse 
gases produced by the transport are deter-
mined using a method based on the princi-
ples of the ‘GHG Protocol for Products’.
An amount is then calculated, which is in-
vested in climate protection projects, such 
as the support of environmentally friendly 
energy production, as well as reforestation, 
in order to compensate for the CO2 emis-
sions resulting from transportation.

where our ingredients come from, where 
they are processed and how the products 
are manufactured. We are not where we 
would like to be with this yet, but we will 
happily continue following our start-up 
motto: "Either you can start somewhere 
and try to get a little bit better every day, 
or you can never start at all."
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We keep our partners close to our hearts. We strive to build rela-
tionships based on equality & long-term cooperation, from which 
both sides benefit greatly. To ensure that our production is 
sustainable and controlled, and that aspects such as fair working 
conditions and payment of primary producers is upheld, we must 
be in frequent contact with our suppliers. 

We cannot stand still and be content with our supply chain, as so 
many things can be improved, such as avoiding waste, finding more 
sustainable packaging options, and achieving the lowest CO2 emis-
sions possible. There’s always something that can be improved, and 
we do it together with our partners.

Let's grow 
together.

#strongertogether – 
Some of our partners & cooperations
+ Corporate Green (Unternehmensgrün): An environmentally driven 
   association of companies that combine responsibility for the economy, 
   the environment and society.

+ Initiative Circular Economy (Initiative Kreislaufwirtschaft): 
   A joint venture with four other companies to bring more trans-
   parency to the disposal of compostable packaging.

+ Bergwaldprojekte e.V.

+ Our reforestation partner Eden Projects

In the future, we want to work even more 
intensively with all actors along the chain
with regular visits, shorter supply chains 
and regional partners. 

Together with our suppliers and partners, 
we want to develop a self-assessment for-
mat that will allow us to improve our supply 
chain by sourcing more regionally, thus 
shortening it and increasing reliability and 
sustainability. 
For example, this could be in a catalogue of
requirements for sustainability, in which we 
have already defined social (rejection of
child labour, fair working conditions, fair 
wages) and environmental criteria (lower

water consumption in agriculture, CO2 re-
duction efforts, environmentally friendly
transport). 

There is also a possibility of switching to 
blockchain technologies to collect relevant 
data (e.g. on location, wages and working 
hours), along the supply chain without the 
need for an external auditor, thus increasing 
transparency for all actors.

Our supply chain
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Our product 
development

water consumption, land use and biodiver-
sity. 

Of course, we want to be able to ensure 
that all our suppliers can provide informa-
tion on these parameters at all times. 
We have a number of measures in the works 
for the coming years, but many of them 
require long-term relationships with diffe-
rent farmers.
Another challenge is to verify the legitimacy
of these factors once and for all. Using la-
bels is a start, but not 100% proof of 
sustainability. At the end of the day, it is
important for us to be in constant exchan-
ge with those responsible, and to form our
own image of such parameters.

100% organic ingre-
dients
All our suppliers are certified organic (with 
the exception of sea salt, which is not avail-
able in organic quality at all, as it is not an 
agricultural product). Furthermore, indepen-
dent and recognised inspection bodies re-
gularly check to make sure organic quality 
is being maintained in multiple stages along 
the supply chain. Proper compliance with 
the organic regulations is very important 
to us, and allows our suppliers to contribute 
to the protection of the natural environment, 
and maintain healthy soil, water and air,

Sustainability begins
with the raw materials
When testing new raw materials, we first 
get an overview of existing and new sup-
pliers, request samples and tests, and as-
sess the quality and price of the samples. 
We then decide whether sustainability is 
achievable in the given scenario, and often 
regularly review and evaluate the suppliers 
of existing raw materials in order to conso-
lidate the supplier pool on an ongoing basis. 

When selecting raw materials, we give pre-
ference to sustainable suppliers, even 
though our demands for quality and scala-
bility are crucial as well. Important parame-
ters for promoting sustainability in our sup-
ply chain and ensuring compliance with so-
cial standards are CO2 emissions, payment 
of producers, exclusion of child labour, 
working conditions, environmental pollution, 

without the use of synthetic pesticides, 
fertilisers or chemical additives.

In addition, certified organic farms promote 
biodiversity, mainly by sourcing raw mate-
rials from crops, and conserving both ener-
gy and resources through closed-loop
management and cultivation adapted to 
climatic conditions.

only make innovative 
products.

want to help animals 
and the environment, 
not exploit them.

are unconditionally 
transparent.

create simple 
ingredient lists 
that everyone 
can understand 
and pronounce. 

exclusively use 
organic and plant-
based ingredients.

We...

Our product development
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Our envi-
ronmental
activism

Plastic pollution is overwhelming the planet. 
Every year, 4.8 to 12.7 million metric tons of 
plastic waste ends up in the ocean. That is the 
equivalent of nearly one truckload of plastic per 
minute! Obviously, this is having a severe ne-
gative impact on aquatic ecosystems globally.

Along with the ocean, heaps of waste are 
also piling up on land. Humans produce 
400 million tons of plastic waste globally 
every year, and 91% of it isn’t even recycled 
(Parker, 2018). According to the current 
state of knowledge, plastic cannot be com-
pletely decomposed by microorganisms as 
it only decomposes into micro and nano-
plastics, and therefore lingers in the environ-
ment for up to 500 years or more. 

With these issues being more serious than 
ever, global plastic production has been in-
creasing steadily since the 1950’s, and does 
not seem to be slowing down anytime soon 
(Geyer et al. 2017). It has been discovered 
that the majority of the trash found in the 
ocean are food wrappers and beverage bot-
tles, which is a consequence of poor 
sustainability efforts in the food industry
(NOAA, 2020).

But not all plastics are created equal. Some 
plastic can be recycled, and some not. Some
contain toxic substances and some are safe 
to eat and drink from. With that being said,
there is one thing they have in common: 
they do not disappear. With this, the biggest 
enemy is not plastic in general, but disposa-
ble plastic in particular.

Everything is so easily purchased, consu-
med and then simply thrown away. Without

economic incentive and the possibility of 
environmentally sound disposal, conveni-
ence items have become a significant pro-
blem in many developing countries.

The UK government is making various ef-
forts to reduce the use of unsustainable 
plastic packaging, such as a tax on plastic 
packaging set to begin in 2022 (HM Tre-
asury, 2019), and the ban of plastic straws, 
stirrers and cotton buds (Department for 
Environment, Food & Rural Affairs, 2019). 
We are hoping these governmental efforts 
will have a positive impact in society and 
the business world. On a broader scale, the 
introduction of a European plastic tax has 
been heavily debated, and is still met with 
great resistance, while the recently signed
European Plastics Pact is expected to bring 
a new movement towards a sustainable
economy. This agreement between 13 EU 
countries and major global players — such
as Unilever and Nestlé — aims to reduce 
the use of non-recycled plastics, and to 
promote plastic recycling.

We think this is a step in the right direction, 
but there is still a lot of work ahead. It is
important that we continue to campaign 
for a ban on all forms of disposable plastic,
and that the food industry begins to com-
prehensively think and work with new and 
sustainable ecological packaging solutions.

Our environmental activism
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The plastic problem will 
not vanish into thin air.
But our wrappers do.

100% plastic-free film, made from FSC
and PEFC-certified forestry cellulose, starch and 
paper.

Our nucao and nuseed packaging consists of three layers: home-compos-
table cellulose film, a thin cover of starch blend, and paper. The film layers 
are laminated together to create a base that does not require metalliza-
tion or anything similar, yet still provides a barrier necessary to protect our 
bars from external threats. By the way, the adhesive is also home compos-
table and can easily be disposed of in the compost and excreted by living 
beings.

Printed with water-based organic 
inks and natural pigments — 
free from petroleum, parabens, 
and harmful heavy metals

Certified home compostable and 
GMO-free according to EN 13432

Holds the trustmark PLASTICFREE 
from the British environmental
organization, ‘A Plastic Planet’

Why a two-piece package?
The internal compostable foil is essential, as the cardboard box alone does 
not provide a sufficient barrier for oxygen, water vapour, etc. However, the 
folding bag alone would not be resistant enough towards tearing — so 
both pieces are important.

In addition, the cardboard remains recyclable and can be disposed of with 
waste paper.

By the way: With the nucao packaging, a paper carton would have been 
too costly to produce — all the better that we found a suitable home for 
each product to live in.

With our packagingwe have been able to save more than9.2 tons of plastic!*
*Calculation using nucao as an example

Certified 100% home-
compostable double 
component filmFSC-certified 

cardboard

Our environmental activism
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The disposal of our 
packaging
Our packaging is sustainable — yet it should 
not end up in organic waste bins yet. This is 
due to the turnaround times of industrial 
composting plants, as the rotting time is 
approx. 3-15 weeks. Since our film does not 
decompose under such conditions (time 
and temperature) within this time frame, 
residues could still remain in the waste, and 
the mechanical screens of the composting 
plants would sort out the film. In addition, 
the plants are not able to distinguish our 
film from regular plastic, so the different 
types of packaging are incinerated together. 
Unfortunately, many disposal plants are 
refusing to upgrade at the moment. 
We hope that in the near future our pack-
aging can also be disposed of in organic 
waste bins.

Operation circular 
packaging
The rigorous research and development pe-
riods have spoken: Cellulose film is current-
ly the best alternative to plastic. Our own 
composting trial showed that our packaging 
can degrade in seven weeks in industrial 
composting with a good balance of mois-
ture and aeration. When composted in our 
own garden with soil and water, the pack-
aging completely degraded in less than a 
year. Plus point: Since the packaging is 
100% plastic-free, no microplastics are 
produced during decomposition.

Our society is hardly aware of the problems 
that arise with conventional waste disposal. 
Since July 2020, we have therefore been 
part of the Circular Packaging Initiative — 
an association of five companies. Together, 
we want to ensure more transparency in 
the disposal of compostable packaging and 
show how the ecological potential of the 
composting cycle can be used in a sensible
manner.

Our environmental activism

A lot of hot air
for nothing.
Harmful substances are sometimes used in the 
production of plastic. These are released again 
during incineration, which means that the ‘air’ 
has to be filtered inside incinerators. The hazar
dous substances are now bound in the filter and 
the ash, creating non-recyclable waste that can 
only be taken to special landfills.
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Our packaging is optimally
disposed of in a home 
compost and residual was-
te. Depending on the wea-
ther conditions, the wrap-
pers decompose into climate
-neutral CO2 and water in 
the home compost within 
a year. 

Our numove shake pack-
aging consists solely of 
cellulose and starch, and 
60% less material is 

needed for this film.
Therefore, it usually degra-
des a little faster. For com-
parison: a plastic shopping 
bag needs 10-20 years, and 
a PET bottle even needs 
around 450 years to de-
compose. Even a banana 
peel takes around five years 
to decompose, and leaves 
take up to one year! We 
know that not everyone has 
their own organic home 
compost pile, so the 

residual waste is often the 
best alternative. The film 
is therefore incinerated, and 
minor amounts of water and 
CO2 are left behind. 

The packaging can also be 
put in the recycling, if your 
heart desires. In this case, 
a similar process will com-
mence as to the trash.
waste.

What goes around
Comes around.
 

We want to raise awareness 
about opportunities and is-
sues in waste management 
plants, and take initiative 
with plants and politicians. 
Together with waste ma-
nagement companies and 
plant operators, we can de-
velop solutions for the dis-
posal of home compos-
table materials that really 
make a difference— France 
and Italy are already setting
a good example in these 

SOURCING 
(cardboard, starch, cellulose)

PROCESSING
(lamination, slitting) 

PRODUCTION
(printing, gluing the layers)

USAGE
(as nucao or nuseed packaging)

DISPOSAL
(compost, residual waste)

DECOMPOSITION 
& BREAKING 
DOWN

ATMOSPHERE

areas. As we all know, cli-
mate change is a major is-
sue that threatens the lives 
of all life on earth, and hu-
man-beings are responsible 
for a lot of the damage.

The aim is to find a way to 
combine the requirements 
of plant operators and the 
marketing of sustainable 
packaging. You can count 
on the fact that we will play 
an active role in shaping

future opportunities. 

We however also see the 
need for a larger focus on 
education, starting with the 
correct, almost petty, sepa-
ration of waste.

Our environmental activism
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Every minute, an area the size of thirty foot-
ball fields disappears from the rainforest,
and worldwide, deforestation rages onward. 
Frighteningly, the speed of deforestation
in Africa, Asia and South America has in-
creased by about 150% during the Corona
crisis, compared to the previous years of 
2017-2019. Besides the already mentioned
agricultural use for factory farming, there is 
another reason for these numbers: Poverty.

Legal timber trade has abruptly halted due 
to the lockdown, and income from tourism
has collapsed. 

Agriculture on 
thin ice.

Many people are returning from cities to 
their home villages during the crisis, and in-
creasingly using the forest for its timber as 
a source of income. To put it simply: In times 
of need, people are desperate for short-term
resources, and have decided to turn to the 
forest. Unfortunately, a similar problem 
exists in Madagascar. Along the coastline, 
deforestation of mangroves destabilises 
the ecosystem and increases the vulnerabi-
lity of nearby communities to storms and
other threatening weather coditions, which 
are becoming more frequent and intense as 
a result of human-induced climate change.
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Reforestation has proven to be one of the 
most effective methods to counteract cli-
mate change and the negative effects of 
deforestation. One of the main benefits of
reforestation is that trees are extremely ef-
ficient in sequestering carbon, and are one
of the most effective tools in the fight 
against greenhouse gases. In our opinion,
offsetting consumption which is harmful to 
the environment must always be preceded 
by attempts to avoid CO2. Before flying 
somewhere, buying a piece of clothing or 
choosing a car over a bicycle, everyone 
should ask themselves whether this act can 
be avoided in the first place. For us, offset-
ting is always the last step in the CO2 chain.

The 1 product = 1 tree concept is deeply 
rooted in our corporate philosophy as well
as our business model: for every product 
we sell, our non-profit organization (NPO)
partner ‘Eden Reforestation Projects’ plants 
one tree in Madagascar on our behalf. In 
this way, we directly give something back 
to nature, contribute to environmental and

We are rethinking 
consumption. 
One product = one mangrove.

climate protection, and at the same time, 
ensure fair wages and working conditions 
for the local communities.

The NPO Eden Reforestation Projects lives, 
works and acts according to their motto
‘Employ to plant’. The idea for the project 
was born during Stephen Fitch's stay in
Ethiopia, where the founder and CEO obser-
ved the negative effects that deforestation 
can have on local communities and their 
immediate environment. The ambition 
quickly arose to revitalise the environment 
destroyed by deforestation, in order to re-
create a livable community for the local po-
pulation.

The focus of Eden Projects is not only on 
the restoration of rainforests, but also on
helping local communities and economies: 
Workers from the community are employed 
to plant the fallow land and subsequently 
maintain the forests. These workers receive 
fair and long-term payment for their work.
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"Eden Reforestation Projects is grateful for 
the ongoing and rapidly growing support 

we are receiving from the  
nu company. Together, we’ve been able  

to plant over 2.5 million trees within 
the last 3 years, which means the 

nu company has become one of our 
fastest growing corporate partners."

Steve Fitch 
Founder & CEO Eden Reforestation

Mangroves sequester two to four times 
more carbon than mature tropical forests:
On average, a mature mangrove sequesters 
12.3 kg per year — over a lifespan of 25
years, that's 308.3 kg of CO2 (Not that we 
are planning a little road trip here, but that 
is similar to the emissions of driving from 
Rome to Stockholm)!
The major key here is the root system, up 
to four metres deep, which stores large
amounts of biomass underground. The 

Mangroves are talented 
multitaskers.

roots support these large trees in the mud-
dy coastal areas, and are an important com-
ponent of coastal ecosystems. They are
well-known for a number of ecosystem 
services, including fisheries, fibre produc-
tion, sediment regulation and tsunami pro-
tection. Amazingly, mangroves line the 
world's tropical coasts, and protect the land 
from sea erision. People living nearby also 
benefit from this, as mangroves make them 
less vulnerable to tidal waves.

The donation process.
To fund their project, Eden relies on dona-
tions from companies or individuals who
value sustainable development of the pla-
net. Our own donations are made on the 
basis of our sales figures: For every product 
sold, we donate nine cents at the end of the 
month to Eden Projects, who then plant a 
tree on our behalf.

We then receive a detailed report showing 
where the trees were planted. The cost co-
vers all expenses incurred for the nursery, 
transporting the seedlings to the refores-
tation areas and planting, guarding and 
weeding. In addition, the regularity of the 
monthly donation ensures long-term plan-
ning security and continuous support for
the project.

Our donation is used in the following ways: 
70% of the money goes towards the em-
ployment of local villagers and the planting 
of the trees. Thereby the local villagers 
have an economic incentive to ensure the 
well-being of the restoration project. Em-
ployment also reinforces the sense of ‘ow-
nership’ of the trees, and the care taken to 
protect the forest.

20% of the donations are in turn used for 
administrative fees and overhead costs,
while the remaining 10% goes towards em-
ploying forest guards, as well as an endow-
ment fund for the long-term guarding and 
protection of the forest.

Surveillance

Management

General employment 
and planting

9 Cent



Location ‘Antafiabe’ in the northwest of Madagascar:
15°17’18.96”S / 46°57’51.32”E 

So far, our contributions have been used in 
the region that needed the most support at 
that given point in time, which makes sense, 
but also robs us of some transparency and 
effectiveness. In order to have a clearer
idea of how much CO2 the trees we plant 
bind, we will have our donations linked to a 
designated location and GPS coordinates 
in the near future, alongside photos so we 
can easily track our trees. Thanks to the 
wonders of technology, you will be able to 
watch a time lapse of one of our mangro-
ves trees growing.

You can now find our designated sites in 
Madagascar, Nepal and Mozambique.

A mangrove area of 263 
hectares is located in the 
mouth of Mahajamba Bay, 
where charcoal production
has had a large impact on 
the area. A nearby short-
lived forest in is also in 
need of reforestation, as 
the area is home to a varie-
ty of unique wildlife and
rock structures.

So, where are 
these trees at?

Location ‘Chitsape’ in Sofala Province, Mozambique:
19°41’58.85”S / 35°6’14.01”E

The inhabitants of the local 
village depend largely on 
self sustaining agriculture, 
and the area has experien-
ced massive losses of its 
mangrove forests due to
overharvesting for charcoal 
and timber. To fully restore 
the site, over four million
trees need to be planted.

Location ‘Hindi’ in the Sindhupalchowk district in Nepal:
 27°56’4.36”N / 85°55’54.79”EThe Hindi region has suffer-

ed from deforestation for 
quite some time now, which
has reduced the local’s ac-
cess to vital resources, and 
drastically increased the risk 
of landslides. Restoring the 
hillsides is an essential step 
towards healing and revita-
lising the region.

"We look forward to further growth, and 
to deepening our cooperation as the nu 
company seeks to increase the impact they  
are making for land and lives by 
becoming one of Eden's Ecosystem 
Partners in the near future."

Steve Fitch 
Founder & CEO Eden Reforestation

Our environmental activism
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*Calculation using the example of nucao
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Sometimes it’s better not to call a spade a 
spade. The fact that we are becoming a
climate-neutral company through our refor-
estation project and that we are making
climate-positive actions should actually be 
quite self-explanatory, but we don't have
certification for this yet.

Until the hard figures come in, we have al-
ready calculated the carbon footprint for
our nucao chocolate bars with the help of 
the organisation, ‘Climate Partner’ and the
recognised database ‘ecoinvent’. Produc-
tion, manufacturing, packaging as well as
logistical processes (incl. safety surcharge) 
results in 0.457 kg CO2 per bar. So, is
0.457 kg CO2 too much?

At first glance that may sound like a lot of 
CO2, and unfortunately, it is a consequence 
of sourcing our main ingredients from far-
away countries. The cocoa mass and but-
ter have the largest CO2 footprints, so it's 
all the better that we offset this CO2 as 
quickly as possible: Shortly after our pro-
duct crosses that checkout counter, a man-
grove seedling is planted in Madagascar.

A negative 
footprint.

After a short growth phase, the tree be-
comes our CO2 binding partner for the 
next 25 years!

So, we decided to pull out our nifty calcu-
lators to see if our business is really as
sustainable as we claim, and understand 
how much CO2 has been/will be seques-
tered from the 5,395,681 trees planted so 
far. Lo and behold:

For the trees planted thus far, we will bind 
a total of over 1,666,186 tonnes of CO2 
within the next 25 years. Annually, that is 
27 times more CO2 than is actually con-
sumed*. Like we said: mangroves are sim-
ply natural talents.

It's good, but it's not
good enough.
The nu company x Bergwaldprojekt e.V.

German forests also have a special place in 
our hearts (obviously), which is why we 
support a German based reforestation pro-
ject by donating our VAT difference to the 
Bergwaldprojekt.
The purpose of this association is to pro-
tect and preserve mountain forests and cul-
tural landscapes, as well as promote an un-
derstanding of the interrelationships in 
nature and the dependence of humans on 
these foundations of life.

Bergwaldprojekt works with volunteers in 
forests, moors and open countryside ecos-
pheres at various locations in  Germany. 
The aim of the work is to preserve the di-
verse functions of the ecosystems, to make 
the participants aware of the importance 
and threats to our natural resources, and to 
encourage the broad public to use natural 
resources in a way that is compatible with 
nature.

We found this organization so worthy of 
our support that we decided, without fur-
ther ado, to help the project not only with 
our donations, but also with our hands-on 
labour. Before we knew it, we were getting 
our hands dirty with shovels and rakes, and 
planted 556 fir and spruce trees in one day.

And a mangrove se-
questers 675x as much

this is how much CO2 
a nucao bar emits
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But how does a com-
pany function without 
clearly defined
hierarchies? 
For us, holacracy is an expression of 
sustainable internal management and ope-
ration. We do not have one boss who bears 
sole responsibility. Instead, our company is 
actually a compound of individual bosses:
Everyone is their own boss in the area where 
they have the most competence and exper-
tise. Therefore, whoever is in charge of a 
topic makes the big decisions. This provokes 
a lot of responsibility, but also a lot of free-
dom for the individual.

Sounds effective? It is.

We are driven by our 
senses.
Our main goal is not to turn as much profit 
as possible, but to make a real difference
in the world. Every product that we sell ser-
ves a purpose greater than ourselves, and
we hope to have a long-term impact on cur-
rent and future generations.

We want to actively take responsibility and 
hold ourselves accountable — for you, for
us, for our environment, for our planet and 
for a better future. This can easily be done
with the resources that each of us have at 
our disposal: Courage, drive and confidence, 
which is why we have introduced the Hola-
cracy principle. Away with traditional ma-
nagement hierarchies, we work with the ut-
ilization of self-organising circles. 
Our circles function in small teams on spe-
cific areas of operation, in which different 
roles come together.
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You gotta walk the walk.
For our team, it is simply a matter of cour-
se to integrate sustainable ways of working
and living into everyday life. What does this 
look like in practice? We use green electri-
city, a worm box (yes, we literally have hard 
working worms in the office who break 
down our compost), don’t use plastic bot-
tles, and use and recycle technlogy such 
as laptops and smartphones whenever 
possible (recommendation: ever-phone!).
We also have taken great care to adopt old 
inventory (furniture etc.) for the items in 
our office.

What’s equally important to us is our atti-
tude towards a fair, diverse and genderequal 
working environment, as well as respectful 
interaction with each other.

"Time for uncompromisingly 
good food. For you. For the pla-
net.’ At its core, it is precisely 
the fulfilment of this mission 
statement from the nu company
that unanimously persuaded the 
jury to award them with the 
Sustainability 2020 project."

Josef Ahlke
Member of the jury and consortium 
leader RENN.mitte

"Project sustainability."
Every year, the RENN and RNE network 
offices award the "Sustainability Project" 
quality label to projects that offer innova-
tive solutions to specific pressing issues.
The award is an established quality label 
that has gained nationwide recognition in 
Germany, as it stands for innovative and 
effective commitment to sustainable de-
velopment. Within the competition, pro-
jects are selected that not only pursue a 
sustainable approach or develop a 
sustainable product, but also succeed in 
being economically "marketable", reach 
new target groups, and at the same time,
become socially and ecologically effective. 
Ideally, this is done not only in Germany, 
but other countries as well.

We take a strong stance against racism, 
harassment and other forms of discrimi-
nation, and want to question, reflect and 
challenge ourselves on a daily basis.

We as a company want to listen, learn and 
expand our horizons. That's why conti-
nuously educating ourselves is something 
that is incredibly close to our hearts. In this 
spirit, we encourage participation in web-
inars and events of all kinds, as well as a 
constant exchange of experiences with 
other companies in the industry. Within our 
circles, we challenge each other with week-
ly mini presentations on specific topics.

‘With a snack like 
nucao or nuseed, a 
mangrove is planted 
in Madagascar with 
the local popula-
tion, and in each 
case, the snack 
is packaged
plastic-free.  I can 
also already buy the 
products in eleven
places in my home 
town of Erfurt. 
I now see that 
sustainable action, 
as we need it, is 
successfully making 
an impact.’

Josef Ahlke
Member of the jury and 
consortium leader 
RENN.mitte
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1 billion trees?
Plastic-free shelves?
Snacks that are nurtu-
ring, not healing?
We will continue to challenge the status quo 
and fight for a more sustainable, fair and 
considerate future. Together with our team, 
business partners and producers, we want
to push the food industry and provide con-
crete solutions. We all have the power as 
everyday consumers to make choices that 
contribute to positive change in our daily 
lives. This can be something as simple as 
using compostable packaging, deposit sys-
tems, shopping around the corner, rethinking 
consumption choices and supporting other 
green businesses. As individuals and as a 
company, we will move forward by signing 
petitions, taking to the streets, and getting 
politically involved in meaningful trade 
agreements, systematic reforestation, plas-
tic bans and so on.

The list of possibilities are endless, which is 
both exciting and daunting, as there is still
a lot ahead of us. Our work is far from over. 
Together, we want to further develop our
sustainability strategy, which is why we 
have set ourselves a whole series of

sustainability goals for the coming months. 
One focus, for example, will be on the fur-
ther expansion of supplier-internal relation-
ships, and further analysing various aspects 
of our supply chain. This goes hand in hand 
with our goal of sourcing more locally. 
Finally, we are also aiming to receive a certi-
fication as a climate-neutral company in 
the following year.

We have an endless list of priorities, but at 
this point in time, one thing is especially
important to us: that we can have an open 
dialouge and exchanges with you, our cus-
tomers, and other crucial stakeholders. In 
our next report, you will learn more about 
various indicators we have defined and the 
measures we have implemented to give 
back to the environment and do something 
good for mankind.

Our 
outlook

Our outlook
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12 Responsible con-
sumption and produc-
tion
Our packaging is 100% compostable as it 
is made up of biodegradable cellulose film,
FSC-certified paper, organic water-based 
inks and cardboard. This supports our goal
of significantly reducing global waste by 
2030 through prevention, reduction, recy-
cling and reuse.

13 Climate action
Eden Projects plants a tree for every pro-
duct we sell, and in the process, our man-
grove trees are binding CO2 from the 
atmosphere. Planting mangroves has a par-
ticularly positive effect, as they sequester 
more CO2 than other trees, with 300 kg
of CO2 over a life of 25 years! This is our 
way of trying to limit the increase of global
temperatures rising to two degrees Celsius 
above pre-industrial levels — with a target 
maximum increase of 1.5°C.

Our contribution to the 
UN Sustainable
development Goals

3 Good health and 
well-being
We only use organic ingredients in all our 
products, and for sweetening — what would 
normally be industrial sugar — is replaced 
with coconut sugar. Due to the reduced 
sugar content and select organic ingredients, 
your blood sugar levels will remain constant 
when eating nucao, compared to other cho-
colate bars. In doing so, we are supporting 
the goal of reducing premature mortality 
from non-communicable diseases, such as 
obesity and diabetes by a third by 2030 
through prevention and treatment, as well 
as promoting mental health and well-being.

8 Decent work and 
economic growth
Since we do not buy the cocoa for our pro-
ducts as raw material, but as processed
cocoa mass, jobs are created for our sup-
pliers in Peru, and a larger part of the added 
value remains within the local cooperative. 
This is particularly important in rural areas 
affected by poverty, and the cooperative 
currently employs around 20 people in the 
processing of cocoa mass. Thus, we are 
contributing to the goal of ensuring full-
time, productive employment and decent 
work for all women and men, including 
young people and people with disabilities, 
as well as equal pay for work of equal value 
by 2030.

Our outlook
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