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What’s inside...

Our third report provides a detailed 
overview of Little Freddie’s 
sustainability journey so far. As well as 
covering the immediate efforts of our 
operations in the UK and China, we also 
account for the practices in our supply 
chain across Europe. 
 
Similarly to our 2020 report, we will 
narrate our progress in line with Little 
Freddie’s ‘Big Green Plan’ focusing on 
our Product, Planet and People for the 
calendar year 2021. 
 
We believe transparency is key, not only 
when discussing where our ingredients 
come from, but also how our business 
impacts the environment. As such, we 
produced an index influenced by the 
GRI standards containing recommended 
disclosures which can be found at the 
end of this report. By establishing such 
figures, we can identify opportunities to 
progress and build a better future for 
our planet and the children we feed.

About  
this 
report
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We knew that this past year would prove to be 
challenging as COVID-19 continued to affect 
our ways of working and living. Despite this, we 
remained hopeful and thanks to the efforts of our 
colleagues, customers and partners, we have made 
good progress in advancing our goal of becoming  
a business that gives more than it takes.

Whilst we wish to celebrate our most successful 
environmental performance year-to-date, we 
mustn’t lose sight of the challenges our planet and 
parents are facing. COP 26 highlighted that there is 
still time to tackle the climate crisis, but our window 
of opportunity is closing. We must act collectively 
and accelerate our work if we are to limit climate 
change, stop biodiversity loss and close the gap  
on inequalities within our society. 

This year we felt the repercussions of supply  
chain disruptions impacting the cost of living.  
Rising food and fuel prices are putting pressure  
on families who are in danger of slipping into 
poverty or food insecurity. Supporting our  
parents and local communities has never  
been so important, and we are proud of our  
new and existing partnerships that enabled  
us to donate more than 67,000 meals this year. 

Welcome back
Our Big Green Plan (BGP) continues to go from 
strength-to-strength, helping us truly understand 
and ultimately reduce our environmental impact. 
2021 has been a year of successful ‘firsts’ for  
Little Freddie, publishing the climate footprint  
of our products and extending our recycling 
scheme to include snack packaging. I am inspired  
by what we have achieved and I am confident  
that Little Freddie will continue to lead responsibly 
in this area.

I hope you get a good sense of progress as you 
read through this report, and we are excited for 
what is to come next year as we continue to keep 
sustainability central to how we do business.

Little Freddie’s food-loving dad,  
Piers 
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recyclable. We are the 
first recyclable baby  
food brand in the UK

tonnes of plastic  
removed from packaging

100% 6

98% 

2021 highlights

67,000 160+

baby food brand to 
publish our climate 
footprint on our packaging

reduction in waste from 
our warehouses

carbon neutral operations

food quality & safety tests to ensure  
our products remain best-in-class 

meals donated to charity partners  employees formally trained through our 
BGP programme to keep sustainability 
central to how we do business

surplus food reduction  
in the UK

1st 35% 100% 

39,000 
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Since 2014, we have set out to give the baby food  
industry a much-needed shake up. Working with only the 
best-in-class European suppliers and manufacturers, we 
make baby and toddler food that’s as good as homemade. 

Little Freddie is about using high quality, organic and 
responsibly sourced ingredients from farmers we know and 
trust. We pioneered the use of Pink Lady© apples, grass-fed 
British beef, and Canadian wild blueberries to name a few. 
Our product range covers all stages of the weaning journey.

As of December 2021, 550 employees across our UK and 
China operations worked with 10 manufacturers to source, 
develop, distribute and sell our products in 11 countries 
across Europe, Middle East, Africa and Asia. 

products across  
8 product ranges 

mouths fed in 2021 

70

550

51m 11
countries selling Little Freddie

employees  
(and growing!) 

About  
Little Freddie
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Our Big Green Plan

Raw materials
Growing & sourcing Processing, production  

& packaging
Storing & transporting Consumption & disposal

Supply chain

ORGANIC CERTIFIED & NUTRITIOUS INGREDIENTS 

ANIMAL WELFARE

FOOD SAFETY, QUALITY & TESTING

CIRCULARITY & WASTE REDUCTION

CLIMATE ACTION

ETHICAL SUPPLY CHAIN & LABOUR PRACTICES

SOCIAL IMPACT & DEVELOPMENT 

COMMUNITY & PHILANTHROPY

CULTURE & WORKPLACE

CORPORATE GOVERNANCE

RESOURCE CONSERVATION & MANAGEMENT

LOW CARBON TRANSPORT

Operations Customer

Product

Planet

People

This shows how our Big Green Plan impacts every stage of production at Little Freddie, 
keeping sustainability at the forefront of every decision we make from farm to plate.
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Product range

Nutritionally superior
Here at Little Freddie we go to great lengths to 
provide the highest quality food so you can rest 
assured you are getting nothing but the best 
tasting, most nutritious food for you baby. 

Purees Finger food Biscuits Cereal Oil Noodles
Yoghurt    Fruit Puree     Meal     Veg Hoops Puffs Smiles Super Seed 

Tubes

High in iron

Contains  
Omega 6

Fortified with iron, 
calcium and zinc

SMOOTHIE 
30% less sugar 

than the leading 
brand

YOGHURT
Made with  

calcium-rich whole 
milk from the West 

Country to help 
build strong bones 

and teeth 

MEAL
Our UK meals contain double 

the amount of beef and 
chicken than other brands 
meaning they keep babies 

fuller for longer whilst helping 
their growth and development

ORGANIC
our entire range is  

certified EU organic,  
and we are working  
towards obtaining  

Chinese organic  
certification

PALATE 
DEVELOPMENT 

The fork-mashed texture 
of our meals helps babies 
progress to eating family 

meals sooner 

FINGER FOOD
We pioneered the use of 
multigrains, so they are 

naturally high in zinc, iron 
and fibre which is important 

for growth and a healthy 
immune system 

NOTHING  
ARTIFICIAL 

Because we use the 
tastiest ingredients 

possible, we never add any 
added sugar, salt, palm oil, 
artificial colours, filler or 

added water 

No added 
sugar, salt or 

preservatives
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It’s no surprise that our blueberry & 
banana yoghurt is a best-seller around 
the world. We send millions of pouches  
out to over 11 international markets  
via boat, road and rail. 

6. Distribution

7. Consumption 
(the fun part!)

We only source from the most trusted 
farms that meet our strict standards  
on quality, safety, and animal welfare.  
To keep our impact as small as possible 
our wild Canadian blueberries and 
Ecuadorian bananas travel to the  
UK by boat.

Our blueberry & banana yoghurt is 
available as a low impact multipack 
made out of FSC cardboard and is 
printed using vegetable-based inks.  
The pouch itself keeps the delicious 
goodness inside safe and fresh without 
the use of any preservatives and has  
a lower carbon footprint to produce and 
transport than glass.

2. Responsible 
sourcing 

3. Sustainable 
Packaging 

5. Blending 
and filling 

Like all our products, the idea behind 
our Creamy Blueberry & Banana Greek 
Style Yoghurt was born in a kitchen  
by our exceptional New Product 
Development team and  
co-developed with an acclaimed 
registered nutritionist to ensure  
we created the most nutritious and 
best tasting yoghurt possible. 

1. Design and 
development

We test every single batch of our 
products at an external laboratory to 
ensure legislative standards of quality 
and safety (and of course taste) are  
met. We also make these results 
publicly available to demonstrate  
our commitment to transparency  
and authenticity. 

EXCEPTIONAL 
INGREDIENTS

We believe you can 
teach great taste, which 
is why we use only the 

highest quality, certified 
organic and responsibly 
sourced ingredients in 

our recipes. 

Once our blueberry & banana yoghurt 
goes from shop to bowl, the pouch can 
be recycled through our innovative 
recycling scheme in the UK, like all of 
our packaging. We were the first baby 
food brand to offer this.

We have worked with our UK yoghurt 
supplier for over five years, and we are 
proud of the strong relationship we have 
built with them. This allows us to work 
together to continuously reduce our 
impact on the environment.

MADE 
USING 100% 
RENEWABLE 

ENERGY 

4. Quality  
and testing

OUR ORGANIC  
DAIRY COWS 

graze outside for an 
average 200 days a year, 
well over the minimum 
organic requirement.

The journey of our Creamy Blueberry & Banana Greek Style Yoghurt
How we make our products

ATTENDING 
PRODUCTIONS

Going above and beyond what 
is required is what we do 

best. We make it part of our 
business to see our products 

come to life by attending these 
productions in-person. We 

can then make any tweaks or 
adjustments to ensure the 

quality and taste is just right.
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Nutrition

Besides the environmental urgency, improving 
our global food system is necessary to address 
the substantial inequalities that still exist when 
it comes to accessing healthy food. Highly 
processed foods are on average three times 
cheaper per calorie than healthier foods. Thus, 
diets of those from less advantaged backgrounds 
are more likely to be high in sugar and low in fibre, 
fruits, and vegetables. This means children from 
less advantaged households in the UK are twice 
as likely to be overweight or obese by the time 
they reach 11.1

1. The National Food Strategy: The Plan – July 2021 

Here at Little Freddie, we are driven by 
our quest to help make parents’ lives 
easier through delivering truly 
exceptional products in the least 
impactful way possible. We believe our 
market-leading nutritious range is 
driving positive change in the baby food 
category, shifting outdated perceptions 
of baby food being unhealthy, 
misleading and poor quality. 

In 2021, the UK Government published 
its National Food Strategy which 
advocates that every child should start 
their food education as young as 
possible, while their minds and palates 
are still open to new experiences, and 
we couldn’t agree more. This is why  
we use high quality nutritionally dense 
ingredients, avoiding the need for any 
added salt, sugar, hidden fruit  
or added water. 

Clean labelling 
We are the first baby food brand  
to clearly label our ingredients on  
the back of our products in order  
of high-low percentages to be as 
transparent as possible. The main 
flavour-profile ingredients are also 
photographed on the front of the 
packaging, so parents know exactly  
how the recipe is going to taste. We 
never add anything artificial, just the 
same organic ingredients parents  
would use at home. Because better 
baby food is born of better ingredients. 

Highlights  
from 2021 

PHE compliant
We have now updated all of our  
4 months+ products to 6 months+  
in line with PHE guidance, and we 
have updated all of our packaging  
to reflect this. We also encourage 
spoon feeding instead of sucking 
straight from the pouch to avoid 
tooth decay. 

High Fat, Sugar and Salt  
(HFSS) compliant
Unlike some other baby food  
brands, 100% of our products  
are HFSS compliant. 

Our mission
PLANT-BASED 

PROTEIN
1st baby food brand  

to launch a plant-based 
meal that is also a source 

of protein.
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A word from 
our nutritionist

2021 awards

We all have the power to make dietary 
changes, large or small, to contribute  
to solutions. Meat eaters don’t need  
to give it up completely, but instead 
consider reducing the consumption of 
red meat to one portion per week and 
to lean more on plant-based sources  
of protein such as beans, pulses and 
legumes as a lifeline for the planet (they 
can also be more affordable!). Plus,  
look out for products that are HFSS 
compliant, just like Little Freddie,  
which helps to support nutrition from 
the very early stages.

Nutrition and eating behaviours  
from the start of a child’s life can  
be influential for the future and 
especially important given the 
continued rise of obesity. A positive 
eating environment at home is key to 
encouraging good eating behaviours, 
whether that is staying as relaxed as 
possible, being a positive role model  
for children or moving children to the 
same food as the rest of the family 
(minus the salt) amongst many  
other things.”

“Sustainability 
for me is about 
looking after the 
planet we live on 
and giving our 
children the tools 
and behaviours 
to live happy and 
healthy lives.”

Nutrition
continued

“Be reassured that there are practical 
steps each of us can make to our diet to 
minimise environmental impact. It is 
more important than ever before that 
we take care of planet Earth. How we 
use natural resources for food 
production must become more 
sustainable for the sake of future 
generations and for overall harmony  
of life on the planet. 
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Progress in 2021 

“We continue to  
raise the bar on what  
it means to create  
superior quality and  
great tasting products  
– this is what drives  
us and sets us apart.”

Safety and quality

“Our role as the Technical Team is to ensure the 
creation and production of our products runs 
smoothly. We are the backbone to Little Freddie 
(not to toot our own horn) because we safeguard 
the integrity, quality, and safety of our food – from 
farm to fork – providing nothing but the best for 
our parents and little ones. We continue to raise 
the bar on what it means to create superior quality 
products – this is what drives us and sets us apart. 

In 2021, we challenged ourselves to look deeper 
into the quality of our products, going beyond our 
signature ‘great taste’ and exploring opportunities 
to elevate the individual parts, details and finishes 
of the production stage. In collaboration with one 
of our suppliers, we have adopted an improvement 
initiative known as ‘Lean Six Sigma’, which helps us to 
identify opportunities to optimise our productions, 
and consequently reduce inefficiencies. Going into 
2022, we will continue to roll out this initiative across 
our other suppliers, as we seek to build on our 
already market-leading standards.”

Checking in with Suppliers
Although the backdrop of COVID-19 
continued to cause disruptions, our 
Technical Team still managed to attend 
over 20 production runs and audit  
40% of our suppliers across our 
manufacturing partners through live-
streamed video and in-person visits. 

Little Freddie’s First Supplier 
Conference
In July, Little Freddie held its first digital 
supplier conference – a real milestone 
for us – in which we brought together 
our manufacturing partners for a day of 
relationship building and collaboration. 
Each Little Freddie department shared 
its strategy and suggestions for 
increasing value delivery. 

A consensus was made to focus on 
three areas in 2022: waste reduction, 
customer service improvement and 
raising supply chain performance. We 
look forward to hosting the next supplier 
conference in 2022. 

‘Lean Six Sigma’: Increasing 
Efficiency and Customer 
Satisfaction 
Our aim in 2021 was to introduce  
this improvement initiative to our 
manufacturing partners so that we could 
work together to reduce inefficiencies 
(such as waste) and improve the overall 
manufacturing process. 

Starting with one supplier, we launched 
a Risk Reduction Programme using Lean 
Six Sigma methodology to map, quantify 
and create a risk reduction plan focused 
on improving the way our pouches are 
filled. After three months of trials, 
defects were reduced from 8% to 1%, 

saving pouches and product from going 
to waste. We are excited to roll out The 
Risk Reduction Programme to our  
other suppliers, as we look to make 
improvements across our entire  
value chain. 

•  Lead quality, food safety & compliance agenda  
at Little Freddie.

•  Ensure our products meet or exceed our parents’ 
high expectations. 

•  Assess suppliers against our rigorous approval 
system to ensure we are only working with those 
who meet our strict standards. 

•  Act as auditors, challenging & identifying 
improvement opportunities across health & safety, 
labour & environmental standards. 

•  Attend pre-production & first production runs, 
ensuring our product & processes match our  
high specifications. 

Team members:

Technical roles & responsibilities

20 people

Responsibilities: 

A note from  
Josette Grimesty,  
our Group Technical 
Director

1
Define

Define the process 
and the problem

2
Measure

Measure the current 
performance

3
Analyse

Analyse the process for 
issues and root causes

4
Improve
Determine and  

implement  
improvement  

actions

5
Control

Maintain improved  
process

Lean 
6

Sigma
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Finding the balance

“The food we eat and the way it is produced is having  
an adverse impact on our health and on the health of  
the planet. Our food system depends on the environment 
and yet it is currently outstripping our planet’s natural 
resources and its ability to regenerate. As the second 
largest contributor to climate change, our agricultural  
system needs to change. 

In response to this challenge, we took steps this year to 
understand and measure our products’ carbon footprint. 
Given what we know, it didn’t come as much of a surprise 
to see that on average the highest proportion of emissions 
(during the products lifecycle) are emitted at farm level. We 
of course don’t own these farms, which makes reducing 
these emissions tricky but not impossible. 

Our supplier approval procedure means we only work 
with farmers, suppliers, and partners that are transparent, 
sustainable and follow best practice. In rolling out product 
carbon footprints across our product range, we are using 
and sharing this data with our partners so together we  
can find new ways to grow and transport our ingredients  
as sustainably as possible. 

Our next challenge is to encourage more brands to go 
climate-transparent and publish the footprint of their 
products so that parents can make more informed decisions 
and be part of the discussion. Only then will we start to feel 
the impact of this change, whilst we still have the time.” 

A note from Nicola Smith,  
our Group Senior  
Sustainability Manager

“Our role as a sustainable food business is 
to help raise awareness and understanding 
of the issues and solutions surrounding our 
food system. It is paramount that we find the 
balance between how we deliver sustainable 
production and sustainable consumption.”

RESOURCE CONSERVATION PRODUCT LABELLING

TRANSPARENCY COMMUNICATION

COLLABORATION

AWARENESS
REGENERATIVE AGRICULTURE

SUSTAINABLE DIETS

Sustainable  
production 

Sustainable  
consumption 

CLIMATE 
ACTION

WASTE 
REDUCTION

CIRCULARITY

How Little Freddie balances sustainable 
production and consumption
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Little Freddie 
office & 
warehouse 
utilities

1%

Climate accounting

If you can’t see 
it, you can’t 
solve it
In 2021, we estimated that as a group we 
released approximately 34,000 tCO2e. 
 
This included: 

disposal
0.2%

business travel & commute
3%

transport to retail
3%

finished good transport
75%

ingredient transport
1%

blending & filling
5%

packaging materials 
production

11%

0.4%
recycling & waste
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Climate accounting
continued

Low carbon transport 
As a business that transports products 
around the world, transportation has 
the most significant impact on our 
carbon footprint. We aim to reduce 
these emissions by setting targets (see  
Page 19) and find opportunities to 
remove carbon within our operations. 

Sustainable packaging 
Our goal is to ensure our parents  
can easily recycle all of our packaging 
(see Page 20). We make it a priority  
to always be the first to know about 
more eco-friendly options as they 
become available. 

Waste reduction 
Implementation of the improvement 
initiative ‘Lean Six Sigma’ (see Page 11)  
is helping us and our suppliers identify 
ways we can reduce waste and 
consumption together. Furthermore, 
100% of surplus stock is donated to 
local charities (see Page 25).

Carbon Neutral status for China 
Our Chinese operations achieved 
carbon neutral status through 
offsetting their 2021 impact, equivalent 
to 350 tCO2e, with Ecologi. 

Carbon Negative for the UK
We are the first and only carbon 
negative UK baby food brand, and we 
are committed to double offsetting our 
footprint every year. This means we 
remove twice as much CO2 from the air 
(equivalent to double our annual UK 
footprint) by funding carbon reduction 
projects including nature-based 
solutions that protect and restore 
ecosystems around the world. 

Sustainable practices 
We are encouraging our partners to  
use more energy efficient methods  
and sustainable practices to grow, 
harvest and create our products. 

Climate labelling 
At present, our calculations do not  
go down to farm level due to the 
complexity- because it requires a lot  
of input from a lot of people that we 
simply cannot collate on our own. 
However, with the help of Carboncloud 
we are looking to better understand the 
role our ingredients have on our carbon 
footprint (see Page 21).

Carbon reduction 

How we are improving

Carbon removal 
We review our footprint each year to identify where 
we need to set reduction targets and work with 
different departments to put these plans into action.

We work with our partners to remove  
those carbon emissions that we cannot  
reduce any further. 

This year we removed a total of 344 
tonnes of greenhouse gas emissions 
from the atmosphere via Ecologi. Our 
offsets helped to fund two certified 
carbon standard projects which were: 

  The first ever wind power project in 
Honduras, which will also provide 
clean water to 2,000 local people.

  A large wind project in Mexico 
which has also boosted education, 
local employment and biodiversity 
in the local area.

Climate Positive Workforce 
Our UK team have been a certified 
climate positive workforce with 
Ecologi since July 2020. Our monthly 
contributions have funded nearly 
6,500 trees and removed 
approximately 855 tonnes of carbon 
from the atmosphere. 

Last year, we said we would reduce 
our carbon emissions by 30% 
year -on-year, however we are 

determined to do better. In 2022, 
we will be kick-starting plans to 

create a long-term carbon reduction 
strategy that will see us commit to 

bespoke targets that are in line with 
the worldwide goal of limiting global 
warming to 1.5°C. Watch this space!
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Delivering net  
positive impact

Sustainable agriculture and production 

As we are dependent on natural resources 
and a healthy biodiverse environment to create 
our products, it is essential that we also take 
responsibility to safeguard, restore and avoid  
over-exploitation. 

But we cannot do this alone. Collaborating with 
our suppliers means we can co-create bigger and 
better solutions to deliver a net positive impact. 
This is why we ensure from the start that we 
partner with those that share our values 
and ambitions. 

As a baseline, our farmers and suppliers must 
meet a strict set of criteria based on quality, safety, 
legality, ethical and environmental requirements. 
We are currently developing a set of sourcing 
principles that will push us and our suppliers to  
go beyond best practice and deliver on our vision 
of becoming a business that gives more than  
it takes. We expect the rollout of these principles 
to begin in 2022. 
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Founder Piers first visited our cherry 
orchard in 2019 to see first-hand how the 
unique climate and typography gave our 
cherries their freshness and super sweet 
flavour. The perfect microclimate means 
the trees receive ample wind from the 
Baltic sea, and they can also be naturally 
irrigated by a well located one km from 
the farm. Solar panels have been installed 
for power and cow manure is given by a 
local farmer in exchange for clover grass.

Sustainable 
agriculture

Sustainable agriculture and production
continued

We believe food should be as nature intended, free 
from artificial fertilisers, hormones or other unnatural 
chemicals. The principles of organic farming ensure 
farmers adopt a kinder, more nourishing approach to 
land management, with the emphasis on revitalising 
the soil so it can store more carbon and grow more 
nutritious ingredients.

Unlike other baby food businesses, we source most 
of our ingredients directly from the farms, so we have 
got to know our farmers pretty well over the last few 
years. Traditionally found at the far end of the supply 
chain, we believe these farmers often don’t get the 
credit their hard work deserves – something we want 
to change. Here are a few stories we wanted to share 
about some of the amazing sustainable techniques 
and practices that our farmers use to create our 
delicious ingredients. 

The Aureli family have more than 50  
years’ experience carrot farming in  
the Ortucchio valley. The valley falls  
under the National Park of Abruzzo,  
so they are committed to preserving  
their land, respecting the rhythm of the 
seasons and the need for crop rotation. 
They use inedible ingredients to feed their 
biomass plant which provides the  
renewable energy needed to run the 
processing factory. Any remaining waste 
is then used as a natural fertiliser on 
crops. 

Our coconut palms are moisture 
loving plants that grow in sandy and 
loamy soils. The harvesting and 
irrigation process completely relies 
on natural rainfall, so no intensive 
man-made processes are used. They 
are also harvested by expert pickers 
known as the ‘modern day Tarzans’- 
never monkeys. 

We found the tastiest cheddar located in  
an area of outstanding natural beauty only  
seven miles away from Cheddar itself. The 
recent introduction of solar panels means 
that the cheddar we use is matured with 
renewable energy and any excess warmth 
is drawn out by a heat recovery system. Our 
cheese is also turned by hand (never by 
machine) in the traditional ‘cheddaring’ 
technique. 

Deep in the Boreal Forests surrounding 
Quebec’s Lake St Jean region, grows one of 
nature’s most perfect organic delicacies: 
wild blueberries. They are perfectly 
adapted to the harsh Canadian climate, so 
there is no need for industrial polytunnels 
or pesticides, resulting in low impact 
harvesting. They also rely solely on natural 
irrigation from rainwater and snowmelt. 

Our Italian 
carrot farm

Our Canadian wild 
blueberry fields

Our Sri Lankan 
coconut farm

Our Farmhouse 
Cheddar farm

Our German 
cherry orchard

Ortucchio Valley, Italy

Lake St Jean, Canada Eastern Seaboard, Sri Lanka

Lye Cross Farm, England

Rugen Island, Germany

We promised to release our Animal 
Welfare policy in 2021, however certain 

challenges (supply chain disruptions 
and a change in supplier) meant we 

have not met this target. Nonetheless, 
we are looking forward to publishing 

our policy in 2022. 
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As a responsible business that operates in 
the food sector, we take accountability for the 
environmental and ethical impact of our value 
chain. This means ensuring our suppliers share 
our values for people and the planet as outlined 
in our Supplier Code of Conduct. We require 
our new and existing partners to embrace this 
commitment and to work closely with us to 
drive continuous improvement of environmental 
protection and supply chain labour practices. 

Sustainable 
production 

CHINESE ORGANIC CERTIFICATION
We are working with our suppliers to obtain 
Chinese organic certification. This standard 
is considered the strictest in the world for 
organic agriculture and in 2021 we helped 

four of our suppliers achieve Chinese 
organic status. 

Engaging with suppliers and monitoring progress 
is key to ensuring we reduce our impact along the 
value chain. We require transparent, consistent and 
accurate information and data from our suppliers  
that we either request from them or indirectly via  
our partner, Sedex.

Our Tier 1 suppliers have reported progress on their 
environmental commitments in the following areas:

Renewable 
energy

Energy 
efficiency

Third-Party 
certification 

Our suppliers are working towards 
100% renewable electricity and so far 
60% of them obtain their electricity 
from renewable energy (hydropower, 
wind and solar).

One of our newest suppliers is installing 
a 113kW solar roof top system on their 
production site. They expect it to be up 
and running by the end of 2022. 

Three of our suppliers have made 
upgrades to their facilities and buildings, 
making the switch to LED lighting which 
will result in energy savings of around 
25%. Other upgrades also include 
replacing boilers and equipment that  
will reduce gas and heating oil 
consumption respectively, resulting  
in big carbon savings.

40% of our suppliers have third-party 
certifications such as ISO 14001  
relating to environmental and energy 
efficiency management. These 
standards help companies reduce 
waste, minimise carbon and 
demonstrate their commitment  
to protecting the environment. 

  Be in full compliance with all 
laws & regulations 

   Demonstrate integrity & trust

  Mitigate unfair labour  
practices & take steps  
to remedy any violations

     Prevent pollution or waste that 
threaten the environment 

     Protect the welfare of  
our animals

     Respect all human rights & 
provide equal opportunities

     Implement strict health & safety 
management

     Disclose data required to 
calculate Little Freddie’s own 
emission data

Sustainable agriculture and production
continued

WHAT WE REQUIRE  
FROM OUR SUPPLIERS
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Supply chain management

Low carbon 
transport 
Because we source and move our exceptional 
ingredients and products around the world, 
keeping our transport emissions to a minimum  
is a priority. We have taken steps to reduce our 
impact by working with our distribution partners  
to optimise our transportation and travel routes.

We did this by:

  Switching all raw material 
movements for our yoghurt range  
to a multimodal transport saving  
23 tCO2e.

  Trialing the use of multimodal 
transport to the UK for one product 
range which cut carbon emissions 
by 50%.

We work closely with our distribution 
partners to improve packing efficiency 
to minimise waste and reduce the 
number of vehicle runs in our supply 
chain. This will ultimately have a positive 
effect on our carbon footprint – in other 
words - keeping it down! 

As part of our ‘Lean Six Sigma’ initiative 
we focused on finding hidden 
improvements that could be made 
within our logistical operations, 
specifically in regard to packaging. 

We identified and initiated palletisation 
improvements with two of our 
manufacturing partners for shipments 
going to China. Scaled up, this will mean 
transporting more products in one go 
which will help cut carbon and our 
overall climate footprint.

Biscuits 
By simply changing the way we packed 
our biscuits, we were able to increase 
volumes by 35% and thus transport 
more boxes in one go. Over the course 
of the year, when compared to the 
previous configuration, a 5% carbon 
reduction was achieved. This is 11 tCO2e 
or equivalent to the weight of 3 hippos! 

Vegetable Meals
For 2022, we have optimised the transit 
packaging of our vegetable meal 
pouches, increasing the overall pallet 
load by 25%. Not only that, but once this 
packaging arrives in China, it will be 
reused for domestic delivery. 

We look forward to continuing to work 
with our distribution partners to create 
and embrace more ways in which we 
can utilise low emission freight to 
reduce our carbon footprint. 

Optimising our Supply Chain

We cut our UK transport  
emissions by 10%

Supply Distribution
Farm

We never use air 
freight to transport 
our raw materials. 

Warehousing Warehousing SupermarketsFactory

Transportation
Multimodal 
transport

Multimodal 
transport

Transportation

We never use air 
freight to transport 

our finished 
products to the UK. 

  Working with retailers to optimise 
the size and type of distribution 
vehicle whilst also adjusting our UK 
distribution routes. 
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Our circular  
business  
approach

Circularity and waste

Circularity in action

We believe becoming a circular business  
means designing and producing our products  
in a way that has a positive ecological impact.  
It is about managing our resources responsibly  
and incorporating this along the supply chain  
from sourcing to packaging to waste. We still  
have a long way to go, but we are proud of  
our progress this year. 

Operational Waste 
We achieved a 35% reduction in 
operational waste from our warehouses 
in China by using more recyclable 
packaging and saving it from going  
to landfill. This meant a 50% drop  
in carbon emissions. A big win for  
our warehouse team! 

Packaging waste 
85% of our packaging (branded and 
unbranded transit packaging) is widely 
recyclable or reusable. Furthermore, all 
transit packaging is reused. In 2021, we 
reused 596 tonnes of packaging. 

In February, we launched a trial to 
remove single-use plastic packaging 
from our Chinese e-commerce orders. 
The trial proved a success and has been 
made permanent, saving six tonnes of 
plastic bubble wrap per year.

Switching to a narrower tape in April 
has saved two tonnes of plastic from  
our packing warehouse in China. 

Food Waste 
We exceeded our target of reducing 
food surplus by 98% in the UK, with 
100% of the surplus donated to our 
charity partner, The Felix Project. 

We signed a new three-year partnership 
with Hong Kong charity, Food for  
Good, to ensure 100% of surplus  
food is donated from our Hong  
Kong warehouse.

Reducing waste

2021 has been our strongest year for our  
award-winning pouch recycling scheme with 
Enval. Our parents really stepped up, increasing 
their returns by 15% on 2020. Since 2018, we have 
saved an incredible 871,000 pouches from landfill. 
We are aiming to achieve the big 1 million before 
the end of 2022! 

We strengthened our partnership with Enval, with 
the extension of the scheme to include our finger 
food packaging. We are proud to have been the 
first UK baby food brand to offer a 100% 
recyclable packaging range. 

After successful trials and shelf-life studies, we 
are set to launch the UK’s first mono-material 
baby food pouch that customers will be able to 
recycle through normal household recycling in 
May 2022. The pouches are part of a redeveloped 
fruit-blend range that will carry a ‘recycle at home’ 
label. We aim to rollout mono-material pouches 
across our entire range by 2025.

drop in carbon emissions

of our packaging is widely 
recyclable or reusable

of UK surplus food donated to our 
charity partner, The Felix Project

50%
85%

100%

We launched a 
brand-new oil  
range in China,  
using glass bottles 
made with 75%  
recycled materials
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A step in the  
right direction
At Little Freddie we are challenging  
ourselves to create great tasting recipes 
with the lowest environmental impact 
possible. With food production considered  
to be a major contributor to climate change, 
the onus is on us to work out what impact 
our products have on the planet and take 
steps to reduce it. 

Enter CarbonCloud, a platform that helps 
businesses like ours to calculate and 
communicate the environmental impact  
of our products through a climate footprint 
label. Not only does this help us to monitor 
and minimise our footprint, but it helps 
our parents make more informed climate 
conscious shopping decisions.

What is a climate 
footprint?
A climate footprint describes how  
much CO2e (Carbon Dioxide and other 
greenhouse gases) of a given food  
or drink product is emitted when 
created. It is usually expressed per 
kilogram of the product (even if the 
package size is bigger or smaller than 
one kg). 

With the help of CarbonCloud, we 
embarked on a journey to discover the 
climate footprints of our UK products. 
We chose to begin with five of our best 
sellers from our yoghurt and fruit puree 
pouch range. In November 2021, we 
became the first baby food brand in  
the world to go climate-transparent  
and publish our footprints. 

We intend to digitally publish and print 
more climate labels on our packaging 
across our whole product range over 
the next few years. Our first printed 
label will launch on our new Pink Lady© 
Greek Style Yoghurt multipack. 

As a first mover in this area, we know 
that it can take time before others 
follow. We hope to inspire other brands 
to quantify their own impact because 
until there are more products to 
compare against, parents will not 
understand how important their 
choices are. 

Climate labelling Know your 
numbers
What these footprints tell us: Our yoghurts 
have a much larger footprint than our plant-
based products because dairy cows release 
methane which is more potent than CO2. 

What are we doing about it?: We prioritise 
the health and wellbeing of babies, which  
is why we believe in having animal-based 
protein and calcium in our products. Our 
challenge is to balance this with reducing 
our impact, which we achieve by sourcing 
only organic animal products that have been 
raised using more sustainable methods. 

CREAMY BLUEBERRY BANANA 

GREEK STYLE YOGHURT

Ingredients: Canadian wild blueberries, 

West Country Greek Style Yoghurt, 

bananas, oat flour, barley flour

Packaging: Pouch made from aluminium 

and PET (plastic) 

Made in: Great Britain 

Transport: Road and sea freight

61% 12% 17% 10%

VIBRANT PEACHES & RASPBERRIES
Ingredients: Italian peaches, Spanish raspberries, bananas, apples
Packaging: Pouch made from aluminium and PET (plastic) 
Made in: Spain
Transport: Road and sea freight

22% 12% 43% 23%

KNOWVEMBER 
Shortly after we published our 
footprint, we joined forces with 
CarbonCloud as well as other UK 
food brands on a first-of-its-kind 
campaign known as ‘Knowvember’. 
Coinciding with COP 26, the 
campaign aimed to raise 
awareness of climate labels  
and encourage consumers to  
shop from a pop-up selling only 
climate footprinted products. 
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People
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We don’t believe planning for the future 
of the planet should only focus on our 
environmental impact. We also believe 
it’s about supporting people: from our 
workplace, across our supply chain and 
in the communities where we operate, 
everyone should be treated fairly, equally 
and respectfully. 

Culture and workplace

Life at  
Little Freddie

The whole package
Whilst we may be separated by land and 
sea, our offices in the East and West are 
united through our mission to create  
an inclusive culture that celebrates  
a variety of beliefs, creates a supportive 
environment and encourages personal 
and professional growth. We have 
outlined below a little taster of what  
it is like to work for Little Freddie. 

#ShowUsYourLeave
Our ethos on providing nothing but the 
best goes for our parents as well as our 
babies. We want to support parents 
with whatever they need to thrive, 
which we believe begins with providing 
them with good paid family leave 
policies. As part of the 
#ShowUsYourLeave campaign, we are 
proud to show the benefits we 
implemented in the UK in 2021: 

Full pay for 16 weeks for  
birth parent 

Additional paid leave for birth 
parent up to 23 weeks 

Full pay for 3 weeks for non-birth 
parent 

Shared parental leave 

Time off to attend medical 
appointments 

Bereavement leave for  
pregnancy loss 

Flexible scheduling and  
remote options 

New parent gift bundle

Recruitment 
We are committed to promoting equal 
opportunities in employment. Any 
employee and/or job applicant will 
receive equal treatment throughout 
their ‘life’ at Little Freddie. 

On-boarding 
We welcome new starters with a 
‘goody’ bag of Little Freddie swag  
and products, so they can experience 
first-hand why our recipes are as tasty 
as we say they are! During their first  
few weeks new staff undergo bespoke 
training and onboarding activities. 

BGP Training Programme 
In 2021, over 160 new members of staff 
participated in our BGP training 
programme. These sessions aim to 
bring our BGP to life and highlight the 
importance of keeping it front of mind- 
even when carrying out the smallest  
of tasks. 

Development 
We continue to empower our 
colleagues through life-long learning 
opportunities so everyone can fulfil 
their potential. Specific training 
relevant to individual department and 
roles are available from copywriting  
to accountancy qualifications  
to leadership training.

Celebrations and fun 
We celebrate our people who come 
from all walks of life by recognising 
traditional festivals such as Lunar New 
Year, Dragon Boat Festival, as well as 
hosting activity days such as ‘Bring Your 
Kids to Work Day’ (don’t worry- it is more 
fun and less chaotic than it sounds). 

Staff surveys
We carried out 8 surveys in 2021 ranging 
from workplace cleanliness to team 
building activity suggestions to annual 
physical wellbeing checks. Little 
Freddie is currently renovating a new 
office space (moving date is June 
2022!) therefore we also asked staff 
about their expectations for the office. 

BRING YOUR 
KIDS TO WORK 

DAY 2021
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Gender diversity

Training Promotions
TOTAL EMPLOYEES TRAINED

193

Culture and workplace
continued

Male37 31Female

41% Male

59% Female

ALL 
EMPLOYEES

57% Female

43% Male

TEAM 
MANAGERS

33% Female

67% Male

LEADERSHIP 
TEAM

TOTAL PROMOTIONS IN 2021: 68
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In 2021, the world witnessed the devastating 
effects of climate breakdown from the extreme 
heatwaves in Canada to the catastrophic floods 
in Europe and China. It also saw another year 
of COVID-19 disruptions. It’s been a difficult 
time for everyone but as a wise man once said, 
‘in times of adversity and change, we really 
discover who we are and what we’re made of’. 
For Little Freddie, we believe it has bought out 
the best in us as a business as we strive to give 
back to those communities that need our help 
the most.

Communities

Giving back 
to those who 
need it most In July, China’s Henan Province experienced record-

breaking rainfall over a two-week period resulting 
in overflowing reservoirs and breached riverbanks. 
As a result, flooding caused the displacement 
of almost a million people and affected over 14.5 
million around the province. 

In response, we launched an emergency relief 
effort, donating equivalent to 20,000 meals. 
Working alongside charities that were coordinating 
the relief, we were able to reach families in need 
within four days of sending  
food supplies. 

We have continued our partnership with  
The Felix Project, with 50% of the Little Freddie  
UK team dedicating a day to volunteering for the charity 
this year despite Covid-19 restrictions in place. Since 
2018, we have donated over 233,000 meals to children’s 
charities and schools that need it most. 

In April 2021, we signed a new partnership with Food 
for Good, a Hong Kong-based food surplus redistributor, 
committed to promoting and facilitating food waste 
reduction. Through this partnership we have donated 
nearly six tonnes of food, equivalent to 45,000 meals. 

Emergency relief in China 

Supporting old and  
new partnerships
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In 2020, we established a more robust 
environmental and social assessment within  
our supplier approval system. This helps us  
to mitigate the risk of labour right violations 
right from the start of our relationship with  
that supplier. Not only that, but we also 
continuously look to support, challenge,  
and actively collaborate with our suppliers  
to monitor and improve supply chain  
labour practices. 

Little Freddie’s supplier 
evaluation system 

International

Ethical  
trade

Corrective action plans
We use the results of the audits to 
create a corrective action plan to 
address and/or remedy any issues 
identified. We monitor the 
supplier’s progress and close off 
any actions once corrected.

Supplier approval system
New suppliers are assessed  
on their environmental and  
social performance and 
credentials. SEDEX membership  
is non-negotiable.

Supplier onboarding
Suppliers are issued our Code of 
Conduct which is aligned with the 
ETI Base Code. It outlines our 
requirements on mitigating 
modern slavery risk in their 
operations and supply chain.

Supplier self-assessment
Suppliers are required to 
complete or update their  
self-assessment questionnaire  
on SEDEX. This allows us to 
understand their existing 
standards on labour practices.

Risk assessment
Every two years we conduct a risk 
assessment of our direct 
suppliers based on location, 
commodity, performance and 
annual spend. The suppliers are 
then ranked based on risk.

Farm and factory audits 
Where possible, we will conduct 
our own site visits or request 
third-party audits to understand 
more about the supplier and  
their site.
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International
continued

This year we conducted a risk assessment 
of our direct suppliers based on the likely 
level of risk for both modern slavery and 
other human rights issues. 

Modern slavery 
risk assessment 

What is modern slavery?

Modern slavery is a broad term used to encompass slavery, servitude 
and forced or compulsory labour and human trafficking. It is not always 
immediately obvious and cannot be isolated to certain industries or 
geographies. The 2016 Global Slavery Index estimates that there are  
45 million people in modern slavery globally. 

What are the signs?
Exploitation risks are increased 
whenever or wherever people are 
vulnerable. Evidence shows that it is 
mainly migrant workers who are the 
victims. These people may show signs 
of a change in physical appearance, 
have few or no personal effects and 
often are reluctant to seek help  
as they are frightened. 

Why we must act
We take responsibility for tackling 
modern slavery because freedom  
from slavery is a basic human right.  
We understand our responsibility  
to respect and protect the rights of 
workers in our supply chain. We have  
a zero-tolerance approach to any form 
of slavery, including forced labour, 
human trafficking or child labour,  
within our business or supply chains. 

suppliers evaluated

countries medium risk suppliers

indirect workers  
positively impacted

high risk suppliers risk indices

30

12 9

8k+
030

Out of 30 suppliers included in the assessment, 
none were considered high risk (a score higher 
than six). 30% indicated medium risk, resulting in 
a follow-up request for further information and 
commitment to corrective actions, improvement 
plans and/or an independent audit. 

Over the next year, we will be continuing to 
monitor our suppliers and work closely with them 
to understand and address issues as they arise. 
To help guide them with this, we have developed 
a modern slavery ‘toolkit’ that outlines proactive 
measures that should be taken to prevent and 
manage incidences if they occur. We will begin 
rolling this toolkit out across our supply chain in 
2022, beginning with those deemed medium risk.
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Workshops and training this year focused on:

  Enhancing and improving soil health.
  Understanding and implementing climate 

protection measures.
  Optimisation of the land through better 

management practices.

For Madagascan pineapples, the main fruiting 
season is from December to March (the rainy 
season) and therefore the next and final phase  
of the project will involve our farmers putting into 
practice the techniques they have learnt. This  
will be in early 2022. 

We caught up with Holiharisaina who 
joined the programme in 2020 to ask 
her what she thought of the project  
so far: 

LF: Hi Holiharisaina, can you tell us a bit 
about yourself? 

H: I am mum of three but when I am not 
running around after them, I am farming 
my 2 hectares of land which can grow 
up to 6 tonnes of pineapple. 

LF: Impressive! Thank you for finding 
time in your busy schedule to partake in 
our project! Can we ask what made you 
want to join the programme? 

H: I have been wanting to improve my 
skills as I know only one way of farming. 
Joining the programme has really 

opened my eyes and improved my 
understanding of why soil health and 
protection is so important. I also 
wanted to grow more pineapples 
because having three kids is expensive! 

LF: Don’t we know it! How is the 
programme going? 

H: We recently went back to the 
demonstration plot we used last year to 
see how the pineapples [sowed with 
the new techniques] were growing. 
They are doing well! You could see that 
the plot has produced more pineapples 
already, but we will need to wait until 
the end of the year to see the final 
results. I am excited to adopt the 
techniques on my own farm!

We can’t quite believe that our Madagascan 
pineapple project is now approaching its third  
and final year. Since the start of the project,  
329 farmers have participated in the educational 
training sessions and interactive workshops, 
organised by our incredible project partner  
and supplier, HavaMad. 

A spectacular 
journey with  
HavaMad

International
continued

1 minute with 
Holiharisaina
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Performance data

2021 Little Freddie employees 

Total number of 
Employees

544

25
Permanent 
employees  
in the UK

25
Full time

495
Full time

519
Permanent 
employees  

in China

227
Male  

employees  
in total

317
Female 

employees 
in total

0
Part time

24
Part time

13
Male 

employees 
In the UK

12
Female 

employees 
in the UK

214
Male 

employees 
In China

305
Female 

employees  
In China
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GRI index
GENERAL DISCLOSURES

GRI standard Disclosure Page reference or response
102.1 Name of the organisation The Little Freddie brand is owned and managed by a holding company called Sunny Fields Enterprise (Cayman) Ltd. The wholly owned subsidiaries are active in London, Hong Kong and Shenzhen.

102.2 Activities, brands, products, services Little Freddie is an organic baby and toddler food brand that specialises in supplying and distributing infant and baby food products of the highest quality to retailers in 11 international markets.  
Little Freddie creates a range of puree pouches, snacks, noodles, biscuits, cereals and oils.

102.3 Location of headquarters London and Hong Kong. 

102.4 Location of operations Little Freddie works with best-in class manufacturers in the UK and Europe to make bespoke recipes. In 2021, it worked with 10 manufacturers. 

102.5 Ownership and legal form Sunny Fields Enterprise is a privately owned business.

102.6 Markets served Little Freddie products are sold in approx 11 countries across Europe, Middle East, Africa and Asia

102.7 Scale of the organisation About Little Freddie, PG 5 

102.8 Information on employees and other workers About Little Freddie, PG 5 

Performance Data table, PG 31

102.9 Supply chain How we make our products, PG 9 

102.1 Significant changes No significant changes in the supply chain 

102.11 Precautionary principle We apply the precautionary principle across our operations to reduce and avoid negative impacts on the environment. We advocate continuous improvement in order minimise incidents and the impact of our operations. 

102.14 Statement from senior decision-maker A letter from our CEO, PG 3 

102.16 Values, principles, standards Our handbook outlines behavioural norms that we expect from our employees. We have a Supplier Code of Conduct that we send to suppliers once approved through our supplier approval system. PG 19 

102.4 List of stakeholder groups Our key stakeholder groups include suppliers, customers, employees, governments, multilateral institutions, NGOs, industry organisations and investors. We also enjoy partnerships with external businesses and charities. 

Internal: ISO 14001 Environmental Management System

Working Groups & Associations: Food and Drink Foundation, BRC, PHE, Campden

External Partnerships: CarbonCloud, Enval, The Felix Project

102.42 Identifying and selecting stakeholders Our stakeholders provide guidance, support, offer opportunities, develop ideas and help us to raise standards. 

102.43 Approach to stakeholder engagement For employees we run training sessions during their on-boarding, host employee engagement activities and surveys, circulate a monthly newsletter and provide updates at town hall meetings. For those senior team members, 
we provide monthly input into board meetings, quarterly updates and circulate the annual sustainability report.

For our external stakeholders, we communicate progress through our online channels and report through our annual sustainability report. We host an annual supplier conference as well as conduct audit and production visits 
with suppliers. We provide updates on our ESG progress to our investors.

102.44 Key topics and concerns raised Topics covered including food quality and safety, animal welfare, climate change, responsible sourcing, communications 

102.45 Entities included About this report, PG 5 

102.46 Report content and topic boundaries The report provides progress on our Big Green Plan and has been prepared in accordance with the GRI Standards: Core Option. 

102.47 List of material topics Big Green Plan, PG 6 

102.48 Restatement of information About this report, PG 5 

102.49 Changes in reporting Adopted formalised GRI and introduced an index

102.5 Reporting period About this report, PG 5 

102.51 Date of most recent report Jan-20

102.52 Reporting cycle About this report, PG 5 

102.53 Contact point hello@littlefreddie.com

102.54 Reporting in accordance with GRI standards About this report, PG 5 

102.55 GRI content index GRI Index, PG 32 
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Thank you for reading 

If you have any thoughts we’d love to hear them.

Get in touch here:

hello@littlefreddie.com
 littlefreddieuk
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