
Food maker  
and shopkeeper 

Wm Morrison Supermarkets PLC
Corporate Responsibility Review 

2015/16



Overview
About this Review 2

Chief Executive statement 3

We’re listening 4

Establishing what matters 5

Our business model 6

Overview 2015/16 activity 7

Our performance
Our colleagues 7

Local community activity 8

Supporting charities 9

Healthier eating 10

Supporting British farming 12

Animal welfare 13

Supply chain working conditions 14

Food safety 15

Seafood 16

Palm, timber and soy 17

Food waste redistribution 19

Operational carbon emissions 20

Waste and packaging 21

Our performance in detail
Performance targets summary 22

Assurance statement 30

This Review is designed to be read in conjunction with our  
Annual Report and Financial Statements 2015/16. 

For further information and to see our business model                                                                                         
please visit www.morrisons-corporate.com

2
Overview

Wm Morrison Supermarkets PLC Corporate Responsibility Review 2015/16

Our performance in detailOur performance

 About Morrisons
We are a British born and bred value-led grocer. We have grown from a market stall to the UK’s fourth 
largest supermarket group with 498 stores.  

We’re food makers and shopkeepers, which makes us different from our competitors. Our focus on 
fresh is supported by our ‘farm to fork’ business model. We buy many of our fresh products direct 
from farmers and fishermen, through our own food processing sites and abattoirs and distribute 
through our own network, the only British supermarket to do so. This gives us more control over the 
provenance and quality of the food we sell in our stores.

We have more skilled specialists on hand to prepare fresh food in store than any other retailer, with 
over 6,000 fully trained crafts people including butchers, bakers, fishmongers and cheesemongers. 

Every week, over 11 million customers pass through our doors and more than 117,000 colleagues  across 
the business work hard each day to deliver a great service. Our aim is to give our customers more of 
what matters to them, offering great quality food at low prices.

Corporate Responsibility Review 2015/16
This Review covers the Group’s operating activities during our 2015/16 financial year as well as future 
plans for our strategy. It is just a snapshot. Further information on how we operate as a responsible 
retailer can be found on our website at www.morrisons-corporate.com/cr

During 2016, we will be listening hard to our stakeholders about our Corporate Responsibility 
programme.  On page 4 of this Review are the results from our first customer insight survey where 
we’ve asked our customers to share their views on the issues that matter to them and how they 
believe we should act as a responsible retailer. This valuable piece of insight will help inform our 
strategy in 2016/17.

We want to hear your thoughts on our programme and the Review itself, please drop us a line at 
CR@morrisonsplc.co.uk



Food maker and shopkeeper

Chief Executive’s Statement

In my first year as Chief Executive I’ve made 
a priority of listening hard to customers and 
ensuring we respond quickly wherever possible.  
The improvements made over the last year, 
have all been informed by listening to what our 
customers want. 

We know people care about how we go 
about our business not just what we can offer. 
In this Review we share the results from a new 
customer insight survey about responsible 
business.  We asked about the issues that matter 
most to our customers.  The feedback will help 
us focus our work now and in the future so 
that we meet our customers’ expectations and 
continue to earn their trust. 

Our wider listening programme has identified 
six priorities – to be more competitive, to serve 
customers better, to find local solutions, to 
develop popular and useful services, to simplify 
and speed up the organisation, and to make the 
core supermarkets strong again.

The activities we summarise in this report 
support our priorities and are a key part of 
making our business successful. To be more 
competitive we use resources efficiently and 
reduce waste.  We serve customers better by 
selling quality products from carefully managed 
and monitored supply chains.  Local solutions 
and popular services are created through 
our stores being a part of a community not 
just in a community.  A more agile business is 
more resilient and can respond to social and 
environmental challenges.  Finally, being a 
commercially strong business is fundamental to 
both our long term sustainability and gives us 
the ability to be a positive force for good.

None of this would be possible without our 
people.  In every sense they are our greatest 
asset.  They’re highly skilled, passionate about 
their work and care about the food they make 
and sell.  

With new, simpler, management structures 
in place we’ve made it easier for them to get 
things done.  Working together by creating 
stronger teamwork and clearer ways of working 
we are well placed to deliver our priorities and, 
ultimately, serve our customers better.

I would like to thank all of our colleagues, 
particularly those helping to improve the 
shopping trip for customers every day, for  
all the hard work and dedication so far.

David Potts
Chief Executive

HIGHLIGHTS

£302m 
underlying profit

Net debt 

£1.75bn
£594m reduction year-on-year

0.1%
LFL sales up 

5,000 
in-store roles created

David Potts
Chief Executive

Full details of our financial performance  
can be found in our Annual Report and 

Financial Statements 2015/16 

www.morrisons-corporate.com

Our six priorities

By improving the shopping trip for customers, 
we have started the journey to turnaround the 
business and make our supermarkets strong. 
Our listening programme is informing and 
shaping the six priorities that are now driving the 
improvements that customers are noticing. 

To be more competitive
Morrisons is a value for money brand.  
Customers tell us they want the great  

Morrisons range at low prices.

To serve customers better
Good customer service is part  

of Morrisons. Market Street and our  
skilled colleagues make Morrisons  

different from other supermarkets.

Find local solutions
Morrisons has almost 500  

neighbourhood supermarkets that can  
serve local customers better.

Develop popular  
and useful services
Popular and useful services will give  
our customers more reasons to visit  

their local Morrisons.

To simplify and  
speed up the organisation

Morrisons is building a culture based on  
speed and teamwork, so we become  

agile and responsive.

To make core  
supermarkets strong again

Customers tell us what Morrisons stands for – good 
quality fresh food, great value for money, good 

customer service and authentically British.
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We’re listening 
This is a challenging time for our business as the trading environment remains tough. Whilst consumer  

confidence has improved, customers still continue to change their shopping habits. As we begin  
our journey to rebuild the business, we believe this is a good time to review our current Corporate  

Responsibility strategy and really listen to our customers to understand what they expect from  
Morrisons as a responsible retailer so we can serve them better. 

Customer insight

How we’ve responded to the survey

This CR Review provides an overview of our 2015/16 activity focusing around the top 12 issues 
detailed above. We will continue to survey our customers every six months and will publish the 
details online. As we continue to reshape the CR programme in 2016, we will use this survey as a base 
for our strategy, in addition to exploring what is important and relevant across all our stakeholder 
groups. Full results of this survey can be found on page 30. 

*   Source: Survey amongst 1,051 Morrisons Shoppers in England 10th-11th 
December 2015. Analysis assigns an index to each factor. The higher the 
number the more important it is to customers, for example, if factor A 
has an index of 10 and factor B has an index of 5, this means that A it is 
twice as important to customers as B.

Over 1,000 Morrisons  
customers took part in our 
insight survey to share their 

views on the issues that really 
matter to them. 

Most used words by customers during the survey

Results: Top 12 issues 
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WHAT WE’VE DONE IN 2015/16 OUR KEY COMMITMENTS

  Build a skilled workforce that supports the broader UK economy

  Treat colleagues fairly and appropriately in accordance with our Values

  Monitor and measure the diversity of our workforce

   Monitor, measure and improve colleague conditions and workplace  
experience across the Group

  Undertake specific activity to target hard to reach youth unemployment

   Refresh current local community strategy so engagement better supports  
the needs of local people

  Effective community engagement through stores Community Champions.

   Raise funds for Sue Ryder, providing support and care for people with  
life-changing illness

   Continually developing our approach to nutrition and formulation of 
products. Providing customers with clear, consistent advice

   Revive and further improve healthy product range in line with the re-launch 
of our chilled meal solutions

  Source 100% British fresh own brand meat

  Establish applied farm research programme to support British farming

  Enhance farm animal welfare policies and auditing processes

   All Morrisons own brand suppliers to be audited against our own Food 
Manufacturing and Product Manufacturing Standards

   Implementation of all own brand suppliers on to Sedex and for all higher risk 
suppliers/sites to share ethical audits by the end of 2014

  Maintain sustainable seafood policies to apply across all own brand ranges

   Review relevant categories to find opportunities to increase FSC (or 
equivalent) coverage. By 2015, we aim to be FSC certified or alternative 
approved certificate

   By 2015, we require own brand products to contain RSPO certified mass  
balance or fully segregated palm oil and derivatives for all own 
brand products

   Review utilisation of RTRS (or equivalent) sourced soya in own brand  
products and in animal feed

   30% absolute reduction in operational carbon emissions by 2020  
(2005 baseline)

  20% reduction in operational water consumption by 2020 (2012 baseline)

  Making sure edible food that we can use never goes to waste

  Food waste customer awareness campaign

  Courtauld III commitment

  Zero waste direct to landfill from stores

  Zero waste direct to landfill from manufacturing by 2016

KEY:  Achieved  Ongoing  Not achieved

People

Business

The 
environment

5,000
in-store roles created

£15m
raised in our stores for charities and 

community groups through colleague 
fundraising and customer donations

1bn
calories removed from our  

customers’ baskets over a year

100%
British own brand beef, chicken, pork, 
lamb, milk and eggs sold in our stores

Actively supporting

23.6%
reduction in operational  

carbon emissions

All stores
can now donate edible unsold 

food to community groups

13 out of 15
manufacturing sites are  

now zero waste

Icons on pack so customers can  
identify responsibly sourced fish

Corporate Responsibility 

Overview 2015/16 activity
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Read more on page 6. 

Read more on page 11.

Read more on page 18.
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People
Our colleagues are skilled and passionate food makers and shopkeepers 

dedicated to delivering high levels of customer service to the 
communities we serve. Colleagues within our buying teams, fresh  
food manufacturing sites and logistics distribution centres ensure  

we get the best quality food into our stores fresher and faster, and 
our trained Market Street colleagues in stores prepare fresh food to 
meet individual customer needs. Each store is unique; community 

engagement reflects the needs of local neighbourhoods and is 
managed on a daily basis by the Community Champion.



Our colleagues

The success of Morrisons is dependent on recruiting, developing and retaining the right people. It’s 
important that our colleagues reflect the communities in which we operate, and feel supported and 
engaged to enable us to deliver great customer service and meet our strategic objectives.

What we did in 2015/16

Restructure and reinvestment During our structural change process and the closure of 21 
supermarkets we have worked hard to retain the skills and talents of our colleagues with over 40% 
being redeployed into different roles. Head Office and Manufacturing changes resulted in over 1,000 
roles being removed, allowing us to reinvest in frontline colleague hours and create over 5,000 in-
store roles. In addition over 2,000 store colleagues were successfully transferred across to My Local 
following the sale of M local. 

Training and development Over 550 store colleagues have completed retail or craft apprenticeships. 
Accelerated learning programmes were launched in stores and logistics as a way of fast tracking 
colleagues to gain the new skills they need, at pace, to secure promotion. Following the restructure 
in our retail stores we supported development into new roles by training 9,500 team managers and 
3,500 duty managers on job specific functional and behavioural skills.

Improved pay Hourly pay rates in retail have been increased to £8.20 which is £1.00 above the 
National Living Wage and highly competitive in the market. This has positioned us well for the 
implementation of the living wage in April 2016 and further increases in subsequent years.

Measured diversity Morrisons employed 53,566 men and 66,900 women. 11 out of 48 (22.4%) of our 
senior managers and two out of six (33.3%) of our Main PLC Board Directors were women. 

Engagement Overall colleague engagement has improved from 75.1% to 75.5%. Store colleague 
engagement index has increased by 3.5%, with the key drivers being increased confidence in the 
future of Morrisons. Head Office engagement index fell by 14.3% impacted by the restructuring 
programme during the year.

Health and safety We achieved a year-on-year reduction in total accidents across the Group of 18% 
(against a target of 5%). Retail achieved a reduction or 18.8%, Manufacturing 7.8% and Logistics 23.7%. 
Three of our manufacturing sites were awarded Silver RoSPA health and safety achievement awards. 
The Transport team at our Stockton Regional Distribution Centre also achieved a Gold RoSPA award.

Who we are working with

Colleague listening groups We completed customer and colleague listening programmes in 110 
stores, the largest listening programme we’ve ever run with thousands of customers and colleagues 
taking part. Customers and colleagues shared their feedback on the changes they’d like to see and 
we’ve made both local and national improvements to stores as a result.

What’s next

• Our diversity strategy will continue to focus on addressing the talent gaps in our pipeline.
• We will focus on encouraging health and safety best practice across each Division to transfer the 

gains available across the whole business. 

Colleague Engagement 
Index: How engaged 

are colleagues?

75.5%
People progressing from 
the shop floor to more 

senior positions in 2015/16

1,465

Customer insight snapshot

Q: What do you expect 
a retailer to do to show 

they’re a responsible 
company? 

A: Pay their staff well  
and treat them with  
dignity and respect.
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Local community activity

We want our stores to play an active and positive role in their local community – after all, it’s where 
the majority of customers and 75% of store colleagues live.

What we did in 2015/16

Community Champions activity We have a network of Community Champions based in our 
supermarkets. Community Champions work as ambassadors, linking each store with its local 
community. They work to ensure that stores are used as community hubs, through the effective use 
of facilities like the customer café and training rooms. They support local charities and community 
groups as well as conducting store tours and giving talks to local schools. They coordinate fundraising 
activity for our national charity partner, Sue Ryder and other causes important to our customers 
and colleagues. 

Throughout 2015, Community Champions helped to raise millions of pounds for good causes through 
fundraising, bag packs and prize donations. They also played a key role in the development of our 
unsold food to charity programme (see page 21), making connections with community groups and 
organising collections of surplus food which can be put to good use in the local community. 

In 2015 a training programme was rolled out for Community Champions, covering key aspects of 
the role and offering support, advice and guidance. Peer to peer support networks and buddying 
schemes were put into place. Through this training programme, all Community Champions also 
became Dementia Friends, enabling them to serve our customers better.

In addition, a Community Champion programme was implemented across manufacturing and 
logistics to ensure that every site has a Community Champion, who works with their local 
community and also the nearest Morrisons supermarket, to ensure an integrated approach.  

Disaster relief In winter 2015 when storms and flooding devastated parts of the north of England and 
Scotland, our stores in affected areas played a big part in providing relief for their local communities, 
staying open to help people left stranded and supplying food to help those who were forced to 
evacuate their homes. We also donated £100,000 to support the relief effort.

Who we are working with

Colleagues, customers and charities We listen to our customers and colleagues and help wherever 
possible to support the local causes they really care about. They are the main drivers in our 
community engagement strategy and help the business to achieve great local activity and fundraising 
results. We are working closely with local charities and local community groups as well as supporting 
national charity campaigns with organisations such as The Royal British Legion, Children in Need, the 
Movember Foundation, Sport Relief/Comic Relief and Walking with the Wounded. 

What’s next

• We will work to deliver local solutions in our stores, ensuring a local approach to all community 
and charity activity.

• We will continue to celebrate events and support local causes that matter through our 
Community Champion programme.

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company?

A: Support communities  
local to their stores.

£15m
raised in stores for charities                                                 

and community groups through colleague 
fundraising and customer donations

500 
in-store Community Champions 

£100,000 
donated to victims of  

winter 2015 floods
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Supporting charities

Morrisons is committed to supporting charities which make a difference. Across the country we 
support hundreds of local charities through in-store fundraising and activities. We have a successful 
national charity partnership with Sue Ryder, and in 2015 we launched the Morrisons Foundation.

What we did in 2015/16

Morrisons Foundation The launch of the Morrisons Foundation in February 2015 has allowed us 
to increase support for good causes that matter to our customers, colleagues and communities. 
Last year the Morrisons Foundation donated £2.5m across England, Scotland and Wales, benefitting 
more than 400 charities.  

From supporting disability charities to educational projects, homeless shelters and hospices, the aim 
of the Morrisons Foundation is to make a positive and lasting difference in the communities we serve. 
The majority of donations are in the form of grant awards to local charities, but the Foundation also 
offers match funding to colleagues. 

Sue Ryder 2015 was another successful year for our national charity partnership with Sue Ryder. 
Thanks to the generosity of our customers and colleagues we raised £2.5m, bringing our overall total 
for the partnership to £4.7m. 

Across stores, sites and head office our colleagues participated in a wide-range of fundraising 
activity, from individual runs and challenges to national in-store events like ‘Morrisons to the Moon’ 
and ‘Communi-Tea Parties’. We also donated money from the sales of a selected range of products 
throughout the year.

We’re working with Sue Ryder to improve end of life care and support families throughout Britain. 
The Morrisons partnership has enabled the charity to establish community-based healthcare services 
as well as family and bereavement support teams. The charity has also been able to launch an 
innovative Online Community & Support, a safe space for people to get expert and peer to peer 
support on terminal illness, end of life care and bereavement. 

Who we are working with

Local and national charities In addition to our national charity partner, we are working with a 
range of local and national charities to support causes that make a difference and resonate with 
our customers. 

National causes we support include Children in Need and the Poppy Appeal, for whom we help to 
raise millions of pounds every year. Last year we also supported the Walking with the Wounded 
Walk of Britain, a 1,000 mile trek to raise funds to support injured veterans to get back into work and 
achieve independence.

What’s next

• We will aim to deliver a successful final year of our national partnership with Sue Ryder.
• We will continue to support local charities and national campaigns that matter to our customers 

and colleagues. 

100%
of the proceeds from the sale of 
single use carrier bags (after VAT) 

is donated to good causes  

£2.5m 
raised for our national charity 

partner, Sue Ryder 

£2.5m 
donated through Morrisons 

Foundation to hundreds  
of local charities

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company?

A: Support local charities  
and initiatives.
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Healthier eating

Obesity and malnutrition continues to be a significant health concern in the UK and a burden on 
our National Health Service. We recognise we have a role to play in meeting customer needs to 
provide healthy and nutritional products without compromise on taste and provide clear nutritional 
information on our products.

What we did in 2015/16

Promotions in store We launched our Price Crunch initiative, cutting the price of over 1,000 items 
with many of the reductions on fresh food, such as fruit and veg, making it even more affordable for 
our customers to eat healthily. 

Removed sweets and chocolates from checkouts We have now removed sweets and chocolate 
from our supermarket checkouts and replaced with a range of alternative snacks, including fruit, nuts 
and bottled water to help people to make healthier choices when in our stores. 

Salt reduction We were the first of the major four supermarkets to sign up to the Government’s salt 
reduction targets for 2017. This year, we reported 54% compliance towards the targets.

Sugar sweetened soft drinks We reformulated our sweetened soft drinks which resulted in a billion 
fewer calories in our customers’ baskets over a year. This included 122 tonnes of sugar (24.4 million 
teaspoons) taken out of our high juice squashes and 72 tonnes of sugar (14.4 million teaspoons) from 
our Source energy drinks. Specific reductions in popular own brand products included: lime cordial 
(-80%), regular Source (-31%), orange squash (-29%), lemonade (-12%), and cola (-8%). 80% of our soft 
drinks are sugar free.

Front of pack colour coded nutrition labelling We continue to roll out colour coded nutrition 
labelling on our products providing customers with easy-to-understand energy, fat, saturates, sugars 
and salt content. 

Who we are working with 

Change4Life campaigns We supported Change4Life campaigns ‘Sugar Swaps’ and ‘Physical Activity’ 
by offering hints and tips to customers and colleagues through our website as well as communication 
materials for our in store Community Champions. 

Suppliers We continue to work with our own brand suppliers to look at product reformulation of 
everyday own brand products. 

What’s next

• We will continue to support Change4Life, especially its Sugar Swaps campaign. 
• Seek supplier partners for sugar reduction projects in key categories and reformulate to maintain 

our position on salt and to lower sugar levels where possible.
• We will set out Morrisons Nutrition and Wellness strategy for 2016 and beyond. 
• We will continue to work with our suppliers to further reduce sugar in key categories, such as 

soft drinks.
• We will continue to work with Change4Life to provide consistent communications to our 

customers and colleagues on healthy lifestyle choices.

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company?  

A: Support consumers  
to make healthy choices.

1bn 
calories removed from  

our soft drinks

Continued supporters of 

54%
compliance on  

Government 2017 salt targets
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Business
Morrisons fresh supply chain is different. We buy direct from farmers 
and suppliers, process through our manufacturing sites and transport  

through our national distribution network. This ensures the food journey  
is short and the quality we sell is high. Customers recognise Morrisons 
as a British grocer and we pride ourselves on our commitment to fresh 
British sourcing. Throughout our business we continue to work with our 
suppliers around the world to ensure a sustainable and secure supply of 

the everyday products our customers love. 



Supporting British farming

We know our customers care about buying British, they like to support local farmers and the UK 
economy. They are also concerned with price, they want to buy affordable fresh British food. 
British farming is essential to our business, it keeps our supply chains short and efficient. Rising input 
costs, changes to the Common Agricultural Policy, difficult weather patterns and competitive pricing 
from producers abroad are all challenging British farmers. We must keep British farming sustainable 
and profitable so that we can provide customers with a great product at an affordable price. 

What we did in 2015/16

Buying British Despite the tough trading environment, we continue to support the British farming 
industry by maintaining our 100% British on fresh beef, lamb, pork, chicken, milk and eggs making us 
one of the market leaders on fresh British meat and produce. 

In 2015, the number of livestock processed through our supply chain increased in comparison to last 
year with cattle up 2.8%, lamb up 7.1% and pigs up by 1.3%. 

Who we are working with 

Our supply chain We continue to support our farm suppliers through our supply chain groups where 
the focus is on producing quality British foods through more profitable and sustainable supply chains. 
Our vertically integrated supply chain model means that we are closer to our suppliers, allowing us to 
deliver specialist working groups with different sectors to deliver these sustainable farming solutions. 

Tender Pork Supplier Group We established our tender pork supplier group which looks at different 
pig breed lines that offer great eating quality British pork. In addition to this, the working group is also 
looking at different welfare systems for the pig industry. 

Meat quality centre Our meat quality centre looks at the application of new technologies and 
techniques to help build the quality of our British beef, pork and lamb. 

Cattle pre-payment scheme We had a 30% increase in the number of cattle under our cattle pre-
payment scheme that helps smaller operators and young farmers to build their businesses. 

Dairy farmers We provided price support for our British milk and cheese suppliers as well as 
launching the Morrisons ‘Milk for Farmers’ milk and cheese brands. Working with our milk supplier 
Arla, the ‘Milk for Farmers’ brand gives 10p per litre back to farmers. Around 2,800 farmers in the UK 
will benefit from these payments alongside European dairy farmers as part of Arla’s farmer-owned 
co-operative. Our ‘Milk for Farmers’ cheese range gives an extra 10p per litre of milk used back to 
British farmers via our supplier Lactalis McClelland. 

What’s next

• We will continue to lead on 100% British on fresh beef, pork, lamb, chicken, milk and eggs.
• We will build on our Morrisons Farming Programme and look at new opportunities and other 

ways to help the industry in 2016.
• We will continue to work with our supply chain groups to ensure British farming remains 

profitable and sustainable. 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Sell British goods  
where possible.

100% British 
fresh beef, pork, chicken,  

milk and eggs

Milk for Farmers
brand launched
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Animal welfare

Animal welfare continues to be one of the key buying decisions for our customers. It’s important that 
we work with reputable, sustainable suppliers who adhere to high standards of farm animal welfare.

What we did in 2015/16

Improved baseline welfare standards Our farm production standards policy sets the baseline for 
welfare standards for all meats in our own brand products across all geographical regions.

Used our own abattoirs The vast majority of the fresh pork, beef and lamb we sell is processed 
in our own abattoirs. By buying these animals direct from farmers and slaughtering them in our 
own sites we have unrivalled control over the quality and provenance of our meat and greater 
welfare control.

Improved dairy herd health Health problems amongst dairy cows as a result of poor welfare can 
significantly increase labour costs, effect productivity and increase reliance on pharamaceuticals. 
We commissioned a report in collaboration with Arla entitled ‘Herd Health Management’. The report 
focuses on management practices to further improve the health and welfare of dairy cows to 
increase farm production, improve profitability and reduce production losses and covers health 
basics and costs, specific cow health problems and steps towards better health.

Processed dairy bulls Stakeholders are concerned about the surplus of dairy bull calves within UK 
dairy farming. Working with farmers, we processed 24,000 reared dairy bulls through our abattoirs, 
preventing calves being killed at birth or exported live for continental veal markets. 

Higher welfare chicken All our fresh standard own brand chicken is now produced to higher welfare 
standards. Chickens are reared in sheds with natural light, bales and perches.

Forest Farm eggs We maintained Forest Farm eggs, our enhanced free range fresh shell eggs, in 
stores for a further year. The range promotes biodiversity and environmental enrichment by further 
improving conditions for hens, and at the same time, enhancing the local environment. Forest Farm is 
due for review during 2016 as we’ve found our customers’ preference is to still buy our standard free 
range eggs.  

Who we are working with

Red Tractor All our fresh own brand beef, lamb, pork and chicken are produced to Red Tractor 
standards. Red Tractor ensures that animal health and welfare is regularly checked on farm, animals 
have adequate space, with safe and comfortable housing. 

Welfare of Animals at Time of Kill (WATOK) Our abattoirs have now launched WATOK qualifications. 
These qualifications assess the competence of all colleagues handling livestock in the workplace to 
ensure the protection of animals and birds at time of killing. 

What’s next

• We will review Morrisons farm production standards within our own manufacturing divisions.
• We will work with our pork producer groups on solutions to enhance pig welfare.
• We will revive our website to provide stakeholders with clear information on the welfare 

standards of our own brand products and our work with suppliers and other organisations on 
improving and developing animal welfare at farm level. 

100%
fresh beef, pork, lamb and chicken  
produced to Red Tractor standards

Herd Health 
Management 

report 
produced to improve the  

welfare of dairy cows 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Buy from farms  
who have high welfare 

standards for their animals.
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Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Use only 
reputable suppliers.

Supply chain working conditions

Customers expect us to take responsibility for fair supply chain working conditions, protection 
of workers’ rights and good relationships with our suppliers. This is a challenging and fast moving 
agenda to manage; highlighted by recent media coverage concerning hidden exploitation and the 
introduction of the UK Modern Slavery Act 2015. 

What we did in 2015/16

Our approach combines a risk-based monitoring programme to track suppliers’ compliance with our 
ethical trading standards; training of suppliers and internal teams to deliver continuous improvement; 
and engagement in industry networks. 

Monitored our standards We launched an enhanced Ethical Trading Policy benchmarked in line with 
industry best practice. The updated Policy includes the requirement, prior to commencement of 
trade, for all new supplying sites to be registered on Sedex with the necessary ethical information 
shared with us. Depending on risk this will either be a self-assessment questionnaire or ethical audit. 
We also introduced a procedure to grade the findings of ethical audits, helping to track supplier 
performance with the overall aim of supporting transparency and continuous improvement. 

Training and engagement We communicated the updated Policy to all suppliers along with a 
Supplier Ethical Trading Handbook providing practical guidance on implementing the requirements. 
280 suppliers attended an online webinar covering our ethical trading standards and the risks of 
modern slavery in the supply chain. We also ran face-to-face training sessions in China and Hong 
Kong for 118 non-food suppliers. We ran internal training sessions on our updated Policy for technical, 
commercial and manufacturing colleagues. 

Who we are working with

Sedex We are active members of the Sedex Stakeholder Forums (SSF) both in the UK and China. 
The SSFs are invaluable forums, bringing together retailers, manufacturers and audit bodies to drive 
best practice in social auditing and continuous improvement. 

Stronger Together We’re a founder sponsor of this multi-stakeholder alliance, which brings together 
retailers, manufacturers, labour providers, workers and support bodies. It aims to reduce human 
trafficking, forced labour and other hidden third party exploitation of workers. 130 of our UK food 
and produce suppliers have now attended Stronger Together workshops on modern slavery, an 
increase of 32% in the last year. 

Other external networks We continue to play an active role including the Bangladesh Accord, 
addressing safety in Bangladeshi garment factories, and a variety of networks focusing on working 
conditions and slavery risks in the fresh produce and seafood (page 18) supply chains.

What’s next

• Publish slavery and trafficking statement in line with the Modern Slavery Act 2015 Transparency in 
Supply Chains clause.

• Deliver additional internal training in 2016 to strengthen understanding of ethical trading and 
modern slavery issues and the importance of our standards.

• Work with suppliers to embed the requirements of our updated Ethical Trading Policy, including 
the extension of audit requirements to medium risk sites.

Em
powering responsible supply chanis

Sedex®

Over

1,500
sites in our ethical programme

Around 

90%
of high risk sites sharing  

valid audits

Over

130 
UK suppliers have attended 
Stronger Together training
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Food safety

Customer safety and the outbreak of foodborne illnesses continues to be a significant issue for the 
food industry. Campylobacter is considered to be responsible for more than 280,000 cases of food 
poisoning each year. It is a priority that the products we sell to our customers meet all food safety 
and legal standards as a minimum in addition to meeting our customers’ expectations for high quality 
and value. 

What we did in 2015/16

Campylobacter reduction initiative We launched an initiative in order to reduce the number of 
incidences and levels of campylobacter in our fresh chickens. Results of our testing programme 
throughout 2015 showed over the year contamination in our fresh chicken was 2.5% below the FSA 
target of 7% for campylobacter levels.

Microbiological and analytical surveillance programmes We re-launched our microbiological and 
analytical surveillance programmes using industry data to risk assess and target test products for food 
safety more strategically. 

Morrisons Food Manufacturing Standard We re-launched our Morrisons Food Manufacturing 
Standard audits across all our suppliers including our own manufacturing sites. We revised our own 
Standard to remove unnecessary duplication with the BRC Standard for Food Safety which had been 
subject to a significant update. Almost 700 proposed and existing sites were audited against during 
the year.

Morrisons Supplier Academy We launched the Supplier Academy to promote greater awareness 
of food safety and Morrisons requirements across our extensive supply base. Suppliers attended 
courses designed to achieve a clear understanding of our Manufacturing Standard’s requirements, our 
product development processes and measures needed to protect our products from food fraud risk.

Culture of Excellence We launched Culture of Excellence within Morrisons manufacturing to drive 
further improvements in food safety and quality across the sites and will be rolling this out across all 
the sites throughout 2016. Action plans are created with the site teams to drive improvements and 
monitored for progress. 

Who we are working with

External organisations/bodies We work with enforcement bodies such as our Primary Authority, the 
Food Standards Agency, Food Standards Scotland and individual local authorities. We also work with 
Industry groups including the British Retail Consortium and world renowned organisations such as 
Campden BRI and Leatherhead Food Research on food safety initiatives.

Suppliers Our collaborative relationship with our supplier partners plays an essential role in delivering 
safe, high quality food. 

What’s next

• We will build on our existing relationships with local authorities by providing a food safety 
inspection plan.

• We will establish a due diligence framework for our new Petrol Forecourt Convenience Stores. 
• We are committed to finding new and improved microbiological testing methods which can be 

used by Morrisons and our suppliers. 

2.5% 
below FSA targets  
for campylobacter  

levels

88% 
of stores have the highest 

FSA hygiene rating

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Make sure safety is 
a priority for customers.
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Seafood

Seafood stocks globally remain challenged with the marine ecosystem under pressure as a result 
of overfishing, climate change and pollution. It’s important that we sustain and protect the fishing 
industry by working with our supply chains to improve current fishing methods and secure supply.

What we did in 2015/16

We have a responsible fish buying policy so that our customers can be assured that the fish they buy 
comes from carefully managed fisheries where we monitor and take action to improve conditions. 
We’ve been working closely with NGOs and continue to look at risks in our supply chains through 
fishery improvement projects. All farmed species come from supply chains which are third party 
certified at hatchery, feed mill, farm and processing (chain of custody) stages.

Shark By-Watch The four species of rays we sell are all part of the shark family. Our risk assessment 
highlights that this species is currently data deficient. We support the UK Government scientific 
body CEFAS and regional fishing organisations with their research to improve and build sustainable 
UK shark, skates and rays fisheries. 

North Sea cod MSC pre-assessment We facilitated and funded a pre-assessment which allows us 
to access 20,000 tonnes of North Sea cod annually in the UK and reduce our reliance on imports. 
This pre-assessment takes the Marine Stewardship Council standard for sustainable fisheries and 
assesses each indicator against reality. A summary is then produced on whether the fishery is likely to 
achieve MSC certification as well as recommending corrective actions prior to certification. 

Who we are working with

Sustainable Fisheries Partnership’s Ocean Disclosure Project We are signatories to the Ocean 
Disclosure Project, this means we publish data on the fisheries we use, the issues identified within 
them and our actions to address them. 

Global Sustainable Seafood Initiative Benchmarking seafood certification schemes against FAO 
Codes of Conduct and guidelines to eliminate cost and redundancy. 

Shrimp Sustainable Supply Chain Task Force We are core members of the Shrimp Sustainable 
Supply Chain Task Force, a multi-stakeholder alliance which aims to tackle forced labour and human 
trafficking in Thailand’s seafood supply chain.

Seafish Responsible Fishing Scheme (RFS) We are steering board members of RFS, helping to ensure 
the health and safety of fishermen within the seafood supply chain. We’re committed to buying 
all UK caught and landed seafood from RFS certified vessels, this provides assurance that quality 
seafood is being supplied from vessels operating legally and safely.

What’s next

• We will be supporting the extension of our fish sourcing policy and aim to have all vessels that 
supply Morrisons independently assessed and certified by RFS or equivalent in our international 
supply chains by the end of 2021.

• Independent certification for all of our fishmeal and fish oils by 2020.
• We will continue to work with key stakeholder groups to minimise environmental and social risks 

in the seafood supply chain. 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Buy fish from  
sustainable sources. 

Ocean 
Disclosure 

Project 

Responsible 
Fishing Scheme

Founder members 
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Palm, timber and soy

Increasing global demand and pressure for key commodities can lead to ill managed supply chains, 
erosion of land, illegal logging and the destruction of natural habitats and ecosystems. We must ensure 
that our supply chains remain sustainable and that we conserve the natural capital we’re dependent on.

What we did in 2015/16

Used RSPO certified palm oil We’ve now reached the end of our commitment to ensure all own 
brand products containing palm oil and derivatives are sourced through an RSPO certified supply 
chain system of either segregated or mass balance systems. We have provided our suppliers with 
the information and resources to help support their transition, this has included supplier webinars, 
hosted by Morrisons and oils and fat manufacturer, AAK. From our recent survey, 57% of palm oil 
was certified segregated with 31% mass balance. For palm oil derivatives, 11% was certified segregated 
with 44% from mass balance systems. A selection of supplier sites are still covering their palm oil and 
derivative usage through the purchase of GreenPalm certificates. Whilst we haven’t achieved our 
target of sourcing only mass balanced and segregated palm oil within our own brand products, we 
will continue to work with our suppliers towards compliance. 

Responsible sourcing of timber Our policy set out in 2010 requires that all wood and wood derived 
products being contracted for sale must be FSC certified or from an approved alternative if FSC 
is not available in sufficient volumes to be competitive by 2015. 88% of wood and wood derived 
products were FSC or recycled in own brand household and beauty products and 16% FSC or 
equivalent in own brand home and leisure products. Whilst this specific target wasn’t achieved, 
we now work with Envirosense, who independently audit our supply chains to ensure that we 
source own brand wood-based products sustainably in accordance with their scoring criteria and 
have committed to WWF’s UK timber sourcing targets to  buy timber and timber products from 
sustainable sources by 2020. 

Monitored soy use and looked at alternatives Soy use for feed in own brand fresh pork, fresh chicken, 
fresh shell eggs and fresh fish equates to 12,838 tonnes per annum, of which 8,510 tonnes of soy is RTRS 
or ProTerra certified. Working with our suppliers, we continue to review the contribution insect protein 
can have as a soymeal substitute to animal feed. 

Who we are working with 

Suppliers We continue to work with our suppliers to monitor their compliance to our responsible 
sourcing policies. Typically, this is done through our new product development and commercial 
processes, supplier surveys and audits. We will continue to support our suppliers by providing 
relevant guidance and promoting progress. 

What’s next

• We will continue to work with those suppliers who are experiencing challenges to comply with 
our palm oil policy through limited market availability or commercial challenges. 

• We will continue to work towards our commitment to WWF to buy timber and timber products 
from sustainable sources by 2020. 

• We will establish soy usage within our own brand supply chain and the use of certified supply 
chain systems such as RTRS and ProTerra. 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Be aware of the 
environment and try  

not to damage it.

88% 
RSPO certified segregated  

or mass balance palm oil within  
own brand products 

88% 
FSC or equivalent own brand  

household and beauty products 
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The environment
To sustain our business operation in the future we have to manage the 
resources we use to make, move and sell those products. Our size and 
vertically integrated business model creates efficiencies of scale and 
allows us to  take out costs and waste, all of which leads to a better 

deal for our customers. Waste minimisation, reduction and utilisation 
continues to be a strong area of focus for our business, from our 

manufacturing and logistics divisions to our stores. 



Food waste redistribution

According to the UN, if food waste were a country it would be the third largest emitter behind the 
USA and China. As a food maker, it’s important that we drive smarter supply chains by reducing 
avoidable food waste and following the food waste hierarchy of prevention, optimisation, recycling, 
recovery and, as a last resort, responsible disposal. 

What we did in 2015/16

Unsold food to charity from stores We waste relatively little edible food in our stores, as little 
as 0.02%. However, inevitably there is some waste which we want to find a good home for. 
Following our extensive trial in the summer of 2015, all Morrisons stores can now redistribute edible 
surplus food to local charities. Products such as loose produce which haven’t sold, packaging fruit and 
vegetables past their ‘Best Before’ dates, longer life tinned and packet products up to three months 
past their ‘Best Before’ dates all still in good condition can be donated. In the first eight weeks of the 
programme, we donated 485,000 products to over 400 local community groups. 

Wonky Veg There has been an increased stakeholder interest in food waste at farm level as a 
result of cosmetic requirements from supermarkets. We listened to our customers concern on this 
issue and launched a ‘Wonky Veg’ range which included parsnips, carrots, onions, and potatoes. 
Wonky Veg, similar to the requirements of our Savers range, was trialled in a selection of stores and 
sold separately to our standard range at a cheaper price.

Company Shop project We are working with Company Shop to redistribute surplus products from 
our Farmers Boy manufacturing site to be sold in their discount stores. So far through this project, 32 
tonnes of surplus product has been redistributed, with an estimated 77 tonnes saved per annum. 

Who we are working with

Love Food Hate Waste (LFHW) We support WRAP’s LFHW campaign; this is driven through our social 
media channels, website and internal communications. We provide information, hints and tips on 
how best to plan food shopping, store food and utilise leftovers to save money and reduce waste.

Working on Waste (WoW) Morrisons are members of IGD’s WoW Group. WoW aims to help 
industry employees reduce their household food waste. 2015 activity included a month of focused 
internal communications activity,  three  industry debates as well as a published paper on the findings 
from the debate series.

Food redistribution partners Where edible surplus is unavoidable within our supply chain we work 
with our partners Company Shop, Community Shop and His Church to ensure that as much as 
possible is redistributed. We redistribute products from our food online service to Community Shop 
that become surplus because of the strict shelf life promise we’ve made to our online customers.

What’s next

• Our aim is for every store to work effectively with a local community group to redistribute edible 
surplus food. 

• We will continue to work with our food redistribution partners to look at opportunities for further 
redistribution with our supply chain and in particular in our own manufacturing sites. 

• We will continue to promote LFHW activity to our customers and colleagues via a range of online 
communications channels. 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company?  

A: Take measures to  
reduce food waste.

485,000
unsold products donated by  
stores to community groups  

in first eight weeks of the programme

Wonky Veg 
range introduced
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Operational carbon emissions

Climate change significantly affects our business through its impacts on agricultural yields, food 
prices and supply. It’s important that we minimise environmental risks to our business, protect natural 
capital and find smart ways to reduce our own emissions across our operations. This makes sense not 
only from an environmental point of view but also from a cost perspective.

What we did in 2015/16

Maintained progress against our 30% by 2020 target We continue to make progress in many areas 
in reducing emissions. However, we have seen an increase in our total emissions as a result of an 
increase in refrigeration losses and natural gas consumption through deterioration of equipment and 
building fabric. We expect to see a decrease in refrigeration emissions as plants move more to natural 
refrigeration with lower emissions factors. We will address gas consumption through leakage during 
our refurbishment programmes. 

Reduced energy consumption We have reduced absolute electricity consumption by 2.3% since 
2014, and overall carbon intensity from use of energy in buildings has reduced by 7%, accounting for 
changes in the portfolio.

LED investment We continue to roll out LED lighting across our estate, with more than 100 stores 
completed in 2015 and further stores are to be completed during planned refurbishment works 
in 2016.

Energy management We completed deployment of an intelligent energy management system across 
our supermarket estate. This system provides us with much more detailed information of where 
energy is used and is providing opportunities for new ways for us to save energy.

Refrigeration doors We continued to trial the use of refrigeration doors on our chilled produce 
displays to reduce energy consumption. After analysis of the results on both sales and energy 
consumption we are now looking to install the doors during all store refurbishments.

Refrigeration efficiency We upgraded 45 refrigeration systems in 2015 by improving their energy 
efficiency and installing more environmentally friendly gases. In spite of the increase in the past year 
this will ensure that our impact on the environment continues to fall in future years.

Who we are working with

Stores We continue to invest in energy efficient technology in our store estate, with extensive 
programmes to install energy efficient lighting and refrigeration upgrades.

We have developed a new e-learning programme to assist in updating our energy awareness campaign. 
This will see senior managers in store given training to help them find simple ways to save energy.

What’s next

•  We will focus on refrigerant losses, this includes using low-GWP replacement refrigerants and finding 
new ways to reduce losses from existing systems.

• We are building a new waste management plan, which will allow us to further manage the emissions 
from disposal of our waste.

• Continue to roll out LED technology, with new spotlights being installed to more than 100 stores.
• Refrigeration doors are being added to our standard refurbishment specifications and will be installed 

in around 30 stores.

23.6%
absolute reduction in carbon  

emissions since 2005

2.3%
reduction in electricity usage 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company? 

A: Minimise their 
environmental impact.
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Waste and packaging 

Effective management of resources contributes to our overall emissions reduction targets and is  
fundamental to managing our costs. This is a transitional year as we close off our commitments to 
WRAP’s Courtauld III and move into Courtauld 2025. 

What we did in 2015/16

Store waste to landfill We operate a strong reduction and recycling programme which treats waste 
as a resource. We also work closely with our contractors to maximise reprocessing. In 2010, we 
committed to a target to achieve zero store waste going direct to landfill by 2013. We have reached 
97.6% direct diversion. To meet this target would require us to transport waste on a daily basis a 
considerable distance from a cluster of stores in a geographic area that is not supported by a full 
waste processing infrastructure. 

Reduced the impact of our packaging As part of every new product development, we aim to 
reduce the environmental impact of our packaging. Since 2012, we have reduced our Market Street 
packaging by 18%. This has been achieved through the use of smarter packaging, increasing recycled 
content and improving recyclability. For example, by redesigning loose produce bags on Market Street 
we have saved 53 tonnes of packaging. 

Zero waste manufacturing sites Our target is to send zero waste direct to landfill by 2016, 13 out of 
our 15 manufacturing sites now operate on this basis. 

Carrier bag reduction In line with legislation, all stores now charge for single use carrier bags. 
Once VAT has been deducted, all proceeds generated from charging is donated to good causes, we 
do not profit from these sales. Proceeds generated from our online deliveries are used differently, 
supporting our recycling incentive, which encourages customers to return their bags for recycling. 
The impact of the charges in stores has resulted in a reduction in bag use of around 80%, a forecast 
saving of 900m bags per year in comparison to 2012 levels. 

Who we are working with

WRAP We’ve have been a signatory to WRAP’s Courtauld Commitment since it’s inception in 2011 and 
will be signing up to Courtauld 2025. Courtauld 2025 is an ambitious ten year voluntary agreement 
that brings together a broad range of organisations involved in the food system to make food and 
drink production and consumption more sustainable.

Manufacturing suppliers We’ve been working with local suppliers in manufacturing to increase the 
resale of cardboard and outgraded fruit. 

What’s next

• Work to complete our target of zero waste to landfill in manufacturing by 2016. 
• Begin work on Courtauld 2025 commitment across relevant divisions of the business. 
• Continue with manufacturing waste reduction initiatives including focus on training, soft meat recovery 

and water savings in site washrooms. 

Customer insight snapshot

Q: What do you expect  
a retailer to do to show 

they’re a responsible 
company?  

A: Reduce waste  
and packaging.

13 out of 15 
zero waste  

manufacturing sites

18% 
reduction in  

Market Street  
packaging since 2012
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COMMITMENTS  AND 
ASSOCIATED KPIS PROGRESS WHAT WE DID IN 2015/16 WHAT’S NEXT

Our colleagues

Build a skilled workforce that supports 
the broader UK economy

Over 550 store colleagues completed retail/craft 
apprenticeships. Accelerated learning programmes 
launched in stores and logistics. New store roles training 
c9,500 team managers and 3,500 duty managers. 

We will continue to build our talent pipeline 
from within by equipping trainees with the 
knowledge and skills needed to be successful 
in their role.

Treat colleagues fairly and appropriately 
in accordance with our Values

Progress has been made against our diversity strategy 
which operates across all our talent activities, focusing 
on addressing the identified gaps in our pipeline, 
ensuring a balanced slate for all senior promotion 
and hiring decisions and adopting a standard 
assessment process so that our talent is assessed on an 
unbiased basis.

We will continue to develop our overall 
diversity strategy across the Group. 

Monitor, measure and improve colleague 
conditions and workplace experience 
across the Group

Colleague listening groups established. 

Colleague Engagement Index:  Colleague participation: 
over 70%. How engaged are colleagues? 76%.

Group accident rate reduction 18%.

Colleague turnover: 21.1% excluding redundancies. 

Extend colleague listening groups programme 
across all stores. 

Great place to work, flexible benefits 
and policies

Flexible benefits launched including: holiday buy, cycle 
to work scheme, childcare vouchers, payroll giving, 
computer scheme, health assessments, dental and 
optical insurance. 

Monitor and measure the diversity of 
our workforce

Morrisons employed 53,566 men and 66,900 women. 
11 out of 48 of our senior managers and two out of six 
of our Board Directors were women. The retail field 
team now includes seven female regional managers, up 
from six previously.

Develop and deliver an ‘unconscious 
bias’ programme to assist our managers 
responsible for store recruitment to 
assist recruitment of a diverse workforce

Embedded inclusive practices into business as usual 
processes in resourcing and talent management.

Reviewed resourcing and talent practices to reduce 
bias in particular during retail restructures which utilised 
a desktop, criteria-based approach to the resourcing, 
resulting in an uplift in female Duty Managers.

Worked with Pearn Kondola to create unconscious bias/
inclusive leadership one day workshop.

Worked with Marshall ACM to develop unconscious bias 
eLearning module.

We will continue to adopt a standard 
assessment process so that our talent is 
assessed on an unbiased basis.

Undertake specific activity to target 
hard to reach youth unemployment

Active member of IGD’s Feeding Britain’s 
Future campaign, which aims to tackle UK 
youth unemployment. 

53 stores hosted three-day in-store experiences, 
covering store-based skills, career journeys, CV 
workshops and interview guidance. 

Performance targets summary

Key:  Achieved   Ongoing   Not Achieved  
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COMMITMENTS  AND 
ASSOCIATED KPIS PROGRESS WHAT WE DID IN 2015/16 WHAT’S NEXT

Local community activity

Refresh current local community 
strategy so engagement better supports 
the needs of local people

Local community strategy refresh. 

£2.5m provided through Morrisons Foundation to local 
community groups and charities.

£20m raised in stores to support local and 
national causes.

Continue to provide grants and match funding 
for local community groups and charities. 

Effective community engagement 
through stores Community Champions

We have over  500 in-store Community Champions in 
operation in our core supermarkets.

£10m raised through Community Champion activity. 

Continue to work with our Community 
Champions to ensure we’re supporting the 
causes that really matter to our customers. 

Greater encouragement for stores and 
communities to become more involved 
with Let’s Grow

Let’s Grow programme for schools is now closed. 

The programme provided £20m worth of gardening and 
cooking equipment to schools since its launch in 2008. 

Supporting charities

Raise funds for Sue Ryder, providing 
support and care for people with 
lifechanging illness

Total raised for Sue Ryder since partnership £4.7m.

Total raised during 2015 £2.5m.

Deliver a successful final year of national 
partnership with Sue Ryder. 

Secure our next National charity partnership. 

Healthier eating

Continually developing our approach to 
nutrition and formulation of products 
Providing customers with clear, 
consistent advice.

We reformulated our sweetened soft drinks resulting 
in a billion (951,354,923) fewer calories in our customers’ 
baskets over a year.

Reported 54% compliance towards Government’s salt 
reduction targets. 

Removed sweets at checkouts. 

Continued Change4Life activity. 

Set out a Nutrition and Wellness Strategy for 
2016 and beyond. 

Continue to work with our suppliers on 
product reformulation. 

Continue to support Change4Life campaign. 

Revive and further improve healthy 
product range in line with the re-launch 
of our chilled meal solutions

We continue to promote healthier eating ranges 
throughout stores and online. 

Continue to work with our suppliers on 
product reformulation. 

Extend calorie labelling at the point of 
choice for products made and prepared 
in store. 

Provide calorie information on 
our website. 

We continue to roll out colour coded nutrition labelling 
on our products. 

Calorie information is provided on hundreds of 
products at morrisons.com 

In-store cafe menus display both kilojoules and calories. 

Complete the roll out of colour 
coded labelling. 

Provide calorie information to our customers 
where possible. 

Continue with Market Street deals on 
fresh produce, making it easier and 
more affordable for customer to make 
healthy choices.

Our Price Crunch initiative cut the price of over 
1,000 products including reductions on fresh fruit 
and vegetables. 

Continue to make it easier and affordable for 
our customers to eat healthier with everyday 
promotions on fruit and vegetables. 

Performance targets summary continued

Key:  Achieved   Ongoing   Not Achieved  
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COMMITMENTS  AND 
ASSOCIATED KPIS PROGRESS WHAT WE DID IN 2015/16 WHAT’S NEXT

Supporting British farming

Source 100% British fresh own 
brand meat

Maintained 100% British Morrisons own branded fresh 
beef, lamb, pork and chicken.

Maintenance of British Morrisons own branded  
fresh meat and poultry.

We’re 100% British on own brand fresh milk 
and eggs and will continue to make progress 
towards 100% British on fresh cheddar.

Establish applied farm research 
programme to support British farming

Morrisons Supply Chain Groups continued in 2015.

Dairy cow health report completed in 2015, in response 
to concerns over antibiotic use in farm animals.

Development of risk management tools for the dairy 
sector – managing market volatility.

Innovate UK funded Beef Monitor and Precision Beef 
research projects in Scotland ongoing.

Beef Shorthorn numbers continue to increase.

Breeding & production for pork quality.

Morrisons meat quality centre established.

We will continue with our group activities to 
develop supply chain initiatives. 

Animal welfare

Enhance farm animal welfare policies 
and auditing processes

Morrisons Farm Standards policy extended to the 
production of meat in all Morrisons branded products 
sets out baseline standards for animal welfare. 

We will start to develop Morrisons specific 
farm standards for Morrisons fresh meats.

Supply chain working conditions

Implementation of all own brand 
suppliers on to Sedex and for all higher 
risk suppliers/sites to share ethical audits 
by the end of 2014

100% of own brand suppliers now on Sedex. 

Around 90% of high risk sites have shared valid audits 
and the remaining sites either have audits booked 
or we are in contact to arrange these audits as soon 
as possible.

New commitments: 

100% of high and medium risk sites to have 
valid ethical audits by end 2017.

Continue to grade ethical audits to track 
suppliers’ continuous improvement and report 
on their performance.

Supporting collaborative projects to improve 
working conditions. 

Review relevant categories to find 
opportunities to increase FSC (or 
equivalent) coverage

By 2015, we aim to be FSC certified or 
alternative approved certificate

Continued compliance with EU Timber Regulations.

16% own brand home and leisure products are FSC 
or equivalent. 

88% own brand household and beauty products are FSC 
or equivalent. 

New commitment:

Buy timber and timber products from 
sustainable sources by 2020 and make our 
performance public.

Food safety

All Morrisons own brand suppliers 
to be audited against our own 
Food Manufacturing and Product 
Manufacturing Standards

700 proposed and existing own brand supplier sites 
have been audited against our Standards.

 Continue to monitor sites against our 
Manufacturing Standards. 

Performance targets summary continued

Key:  Achieved   Ongoing   Not Achieved  
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COMMITMENTS  AND 
ASSOCIATED KPIS PROGRESS WHAT WE DID IN 2015/16 WHAT’S NEXT

Palm, timber and soy

By 2015, we require own brand products 
to contain RSPO certified mass balance 
or fully segregated palm oil and 
derivatives for all own brand products

Palm kernel oil within own brand 
products must be covered by 
GreenPalm certificates as a minimum. 

Palm oil: 11% of suppliers purchased GreenPalm, 31% 
mass balance palm oil, 57% segregated and 1% from non-
certified sources.

Derivatives:  44% of suppliers purchased GreenPalm, 
44% mass balance palm oil, 11% segregated and 1% from 
non-certified sources.

We will work with suppliers to ensure 
compliance with our policy requirement to 
source through an RSPO certified supply chain 
system of mass balance or segregated palm.

We will complete WWF’s Palm Oil Scorecard 
and RSPO Annual Communication of Progress.

Review relevant categories to find 
opportunities to increase FSC (or 
equivalent) coverage 

By 2015, we aim to be FSC certified or 
alternative approved certificate

Continued compliance with EU Timber Regulations.

16% own brand home and leisure products are FSC 
or equivalent.

88% own brand household and beauty products are FSC 
or equivalent.

WWF commitment:

Buy timber and timber products from 
sustainable sources by 2020 and make our 
performance public.

Review utilisation of RTRS (or equivalent) 
sourced soy in own brand products and 
in animal feed

Retained RTRS membership.

Part of a consortium project scoping the feasibility of 
utilising insects as an alternative. 

12,5906 tonnes used in feed for own brand fresh 
chicken, fresh pork, fresh shell eggs and fresh fish.

8,510 tonnes RTRS or ProTerra certified soya used in 
fresh own brand fish feed.

We will complete RTRS annual communication 
of progress.

We will complete WWF’s Soy Scorecard.

We will continue to measure soy usage across 
own brand products.

Maintain sustainable seafood policies to 
apply across all own brand ranges

Signatories to the The Ocean Disclosure Project 
publishing data on the fisheries we use.

Working with Global Sustainable Seafood Initiative on 
benchmarking exercise. 

Core members of the Shrimp Sustainable Supply Chain 
Task Force. 

Steering board members of Seafish’s Responsible 
Fishing Scheme. 

Facilitated and funded North Sea Cod MSC pre-
assesment.  

Supporters of Shark By-Watch. 

All UK caught and landed seafood to come 
from RFS vessels. 

All aqua feed supply chains to have 
International Fishmeal and Fish Oil 
Organisation certification at marine ingredient 
processor level. 

We will run Responsible Fishing Scheme pilots 
in Vietnam and Sri Lanka.

Project UK to address data gaps in science for 
UK fisheries. 

Continue with Ben Tre Fishery Improvement 
project in Vietnam.

Food waste

Making sure edible food that we can use 
never goes to waste

All stores can now donate edible surplus food to charity.

0.5m products donated in the first few months of the 
programme to over 400 community groups. 459 stores 
connected with a local charity with 428 donating on a 
weekly basis.

Continued work with food redistribution partners to 
redistribute edible surplus in the supply chain.

We will continue to work with our food 
redistribution partners to ensure good food is 
never wasted.

We will continue to develop our store unsold 
food to charity programme to ensure our 
stores have strong partnerships and continue 
to redistribute quality surplus. 

Food waste customer 
awareness campaign

Continued social media, website and internal comms 
activity in association with Love Food Hate Waste. 

We are members of IGD’s Working on Waste campaign, 
targeting colleagues as consumers on household 
food waste.

We will continue to work with WRAP as 
part of Courtauld 2025 on household food 
waste reduction.

Performance targets summary continued

Key:  Achieved   Ongoing   Not Achieved  
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COMMITMENTS  AND 
ASSOCIATED KPIS PROGRESS WHAT WE DID IN 2015/16 WHAT’S NEXT

Operational carbon emissions

30% absolute reduction in 
operational carbon emissions by 2020 
(2005 baseline).

23.6% reduction in operational carbon emissions. We will contine to make progress against our 
target by focusing on refrigerant losses, waste 
management, LED technology and the use of 
refrigeration doors throughout the estate. 

Effective management of emissions 
from haulage as part of our overall 
emissions target

We removed 3.94m road kilometres from our haulage. We will reduce network empty running and 
introduce more ‘one way’ trip arrangements.

We will review our double deck 
haulage strategy.

We will review store frequencies to maintain 
store availability but reduce road miles.

20% reduction in operational water 
consumption by 2020 (2012 baseline)

After seeing increases in water consumption in the 
past few years we have now managed to reduce 
consumption back to 2012 levels. 

We are reducing water consumption further 
in 2016 through a project to reduce 5% of 
annualised water consumption and are 
developing further projects to keep the 
momentum as we move towards the deadline.

Waste and packaging

Zero waste direct to landfill from 
manufacturing by 2016.

13 out 15 manufacturing sites are zero waste sites.

Sales of outgraded citrus fruit sold on to suppliers for 
other use is now live in all fruit packing sites. 

Explore more opportunities with Company 
Shop to redistribute surplus food.

Focus on yield with implementation of new 
packing technology, in particular for produce.

Continue soft meat recovery in Woodheads to 
further reduce specific waste material.

Courtauld III

Improve packaging design through 
the supply chain to maximise recycled 
content, improve recyclability and 
deliver product protection to reduce 
food waste, while ensuring there is 
no increase in the carbon impact of 
packaging by 2015 (2012 baseline)

Reduce traditional grocery ingredient, 
product and packaging waste in the 
grocery supply chain by 3% by 2015 
(2012 baseline)

On target to support WRAP’s Courtauld III 
aspirations on packaging reduction by matchign their 
reduction commitment. 

Data submitted to WRAP in May 2016. 

We are signatories to Courtauld 2025 which is 
based around four themes: 

Embed new criteria into design, buying 
and sourcing.

Optimise whole supply chain to produce more 
with less.

Help people get more value from the food 
and drink we buy.

Find innovative ways to make best use of 
wastes and surpluses.

Performance targets summary continued

Key:  Achieved   Ongoing   Not Achieved  
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COMMITMENTS  AND 
ASSOCIATED KPIS PROGRESS WHAT WE DID IN 2015/16 WHAT’S NEXT

Ongoing carrier bag reduction year-
on-year

Total net proceeds raised in the 2015/16 reporting year: 

UK – £4,406,405

England – £3,142,990

Wales – £389,844

Scotland – £873,570

A total of £3,934,957 has been used to support the 
Morrisons Foundation (100% of net proceeds from 
Wales, Scotland & England). 

A total of £314,299 has been used to support Sue 
Ryder (10% of proceeds from the sale of bags in store 
in England).

A total of £157,150 is being held to support UCL 
dementia research initiative (5% of proceeds from the 
sale of bags in store in England).

Reporting of our carrier bag figures are 
available online at www.morrisons.com/cr 

Zero waste direct to landfill from stores 97.6% diverted from landifll.

Total waste produced 192,092.78 tonnes.

We will continue to maintain current 
diversions from landfill and will review 
alternative disposal and treatment methods 
where possible. 

Build on the training and technical 
support available to suppliers as well as 
promoting integrated pest management 
and careful monitoring of Maximum 
Residue Levels (MRLs)

Maintained compliance. 

Performance targets summary continued

Key:  Achieved   Ongoing   Not Achieved  
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TOPICAL ISSUES GENDER AGE REGION
TOTAL MALE FEMALE UNDER 45 45 – 54 55 – 64 65 PLUS NORTHERN CENTRAL SOUTHERN

Supporting British farmers 93 94 93 93 86 92 96 92 96 88

Food safety 93 91 93 89 90 96 95 93 88 96

Looking after employees 86 79 89 89 95 86 66 86 87 85

Buying British 75 77 74 60 79 79 84 76 76 71

Selling locally sourced products 67 68 67 58 62 73 77 64 72 66

Accurate and detailed labelling 65 77 57 63 56 62 74 65 61 71

Reducing food waste 65 60 67 70 65 68 55 64 64 67

Trading fairly with suppliers 60 66 57 50 58 68 69 56 61 67

Animal welfare 59 48 64 59 68 59 51 65 56 52

Equality in the workplace 45 38 49 55 50 41 33 45 49 42

Selling healthy product choices 42 43 41 38 52 35 45 47 37 41

Reducing general waste 40 41 39 45 38 37 37 40 40 39

Protecting natural habitats 
and wildlife

38 37 38 39 38 38 35 39 37 36

Reducing packaging waste 37 37 36 36 37 37 38 36 37 38

Supporting the 
local community

37 36 37 47 35 31 30 37 38 34

Supplier working conditions 35 34 35 38 35 34 31 33 35 37

Responsible promotions 
on alcohol

33 34 32 32 33 30 36 34 33 30

Encouraging recycling 32 35 31 35 31 32 31 32 33 31

Responsible fishing 32 33 31 32 30 32 33 31 32 32

Selling organic products 30 34 29 36 28 27 27 30 28 34

Reducing energy use 30 32 29 32 30 30 29 30 30 31

Supporting charities 30 29 30 33 28 28 28 29 30 29

Selling Fairtrade products 29 29 29 29 28 29 29 29 29 29

Reducing water use 28 29 28 30 28 27 27 28 28 29

Employee volunteering 27 27 27 28 27 27 27 27 27 27

SOURCE: Survey amongst 1,051  Morrisons Shoppers in England 10th – 11th December 2015. This survey was conducted using MaxDiff analysis, MaxDiff is an approach for 
obtaining preference/importance scores for multiple items.  The analysis assigns an index to each factor, the higher the number the more important it is to customers. 
For example, if factor A has an index of 10 and factor B has an index of 5, this means that A it is twice as important to customers as B. The index is 1-100. 

Customer insight survey
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Establishing what matters

Materiality analysis

What issues are material or most important to 
Morrisons is based on a range of viewpoints. 
We monitor the wider issues that affect our 
business, take specialist advice and talk to our 
stakeholders. We analyse business risks and 
opportunities and flag this within our wider 
leadership. Specific commitments or KPIs may be 
developed to drive and measure positive change. 
Business leads are appointed to manage each area 
and reduce the risk or develop opportunities for 
progress. This is then upwardly reported through 
our formal governance process. We keep each 
commitment and KPI under review. Business leads 
are required to provide quarterly updates. 
Each commitment is mapped and reviewed as well 
as an overall end of year review.

Governance 

Corporate Compliance and Responsibility 
Committee (CCR)
Development and progress in our sustainability 
agenda are reported at the highest level to the CCR. 
The CCR meets at least three times a year and is 
chaired by Neil Davidson, a Non-Executive Director. 
The CCR performs an oversight, monitoring and 
advisory role for key areas of corporate governance 
and development including health and safety, 
environment, competition, regulatory ethical 
compliance and corporate responsibility.

CCR activities in 2015/16
The Committee’s focus in this financial year was 
a review of: cyber and IT security risk; health and 
safety incidents; actions taken and progress of 
health and safety initiatives; energy strategy and 
carbon reduction measures; ethical trading (labour 
standards in the supply chain); redistribution of 
food waste; food safety and improvements; food 
integrity and testing; Groceries Supply Code of 
Practice compliance including training and results 
of internal reviews; and non-financial whistle-
blowing reports.

Executive Committee
Implementation measures and performance are 
reported to the Executive Committee which is 
chaired by our Chief Executive. The Executive 
Committee is responsible, amongst other matters, 
for the development and implementation of 
strategy (subject to the overall supervision by the 
Main Board), financial performance, reporting and 
control, risk management and the development of 
corporate policies and procedures for the Group.

Executive Committee activities in 2015/16
The Executive Committee’s focus in this financial 
year was: driving trading performance; reducing 
the cost base of the organisation; identifying the 
Group’s six priorities; restructuring the Leadership 
Team; approval of capital budgets; determining 
the draft budget and long term plan; periodic 
review of performance against strategic objectives; 

determination of principal risks for the Group; 
disposal of the M local convenience chain; approval 
of the pilot scheme with Motor Fuel Group; review 
of changes to speed up and simplify the business; 
and review of IT development as the business 
rolled out the Oracle software upgrade.

Customer and communities 
engagement

How do we talk to them: Customer enquiries, 
social media channels, insight surveys, listening 
groups, Community Champions, blogs, emails to 
CR@morrisonsplc.co.uk 

Issues raised in 2015/16: Surplus food donations, 
on farm food waste, charitable partnerships, local 
community investment. 

Example 2015/16 activity: Customers and the local 
communities in which we operate are the driving 
force behind our decision making and strategy. 
Throughout 2016 we completed our largest listening 
programme in 110 stores. By listening to  what our 
customers want we were able to make key local 
and national improvements to our operations. 

Colleague engagement

How do we talk to them: Colleague social 
media channels, listening groups, Your Say 
colleague surveys, emails, meetings, internal 
communications channels. 

Issues raised in 2015/16: Redundancies, pay, training 
and development, health, equality in the workplace. 

Example 2015/16 activity: Clear guidance, FAQs, 
support and information on redundancy processes 
were provided to colleagues under consultation 
during the business restructures at Head Office, 
Manufacturing and Stores. Over 1,000 roles were 
removed in Head Office and Manufacturing, and 
over 2,00 store colleagues were transferred across 
to My Local following the sale of M local.  Over 
40% of colleagues were redeployed into different 
roles in the business.

Supplier engagement

How do we talk to them: Supplier surveys, supplier 
forums, conferences, trading meetings, industry 
working groups, supplier working groups.

Issues raised in 2015/16:  Groceries Supply Code of 
Practice, on farm food waste, milk pricing, ethical 
trading, sustainable British farming. 

Example 2015/16 activity: We launched ‘Wonky 
Veg’ range to help suppliers tackle on-farm 
food waste as a result of cosmetic specification 
requirements. Fresh packed vegetables branded 
as part of the ‘wonky’ range were selected from 
farmers’ crops as mis-shapen, with growth cracks or  
out of scope in terms of size requirements for our 
standard ranges.

Non-Governmental Organisations 
engagement

How do we talk to them: NGO scorecards and 
surveys, formal enquiries, research documents, 
social media platforms, forums and blogs, meetings. 

Issues raised in 2015/16: Food waste, responsible 
sourcing, climate change, living wage, ethical trading. 

Example 2015/16 activity: We signed up to the 
Sustainable Fisheries Partnership’s Ocean Disclosure 
Project, which is a voluntary disclosure of 
sustainability performance data of source fisheries 
by the private sector. The results are then published 
as individual corporate profiles on both the SFP 
website and on company websites. 

Investor engagement 

How do we talk to them: Investor surveys, reports, 
meetings, Morrisons Annual General Meeting, 
investor relations email IR@morrisonsplc.co.uk.

Issues raised in 2015/16: Climate change, food 
waste management, carbon management. 

Example 2015/16 activity: In 2015, we reported 
activity and progress on operational carbon 
management to the Carbon Disclosure Project, 
which provides a global environmental disclosure 
system. These insights enable investors to 
mitigate risks from the use of energy and natural 
resources and identify opportunities from taking a 
responsible approach to the environment.

Government engagement 

How do we talk to them: Formal enquiries, 
meetings and visits, trade associations, consultations.

Issues raised in 2015/16: Food waste, modern 
slavery and ethical trading, living wage, Groceries 
Supply Code of Practice. 

Example 2015/16 activity: We have provided input 
into various Government debates and inquiries into 
the issue of food waste including the recent Food 
Waste (Reduction) Bill and the Welsh Government 
food waste debate ‘War on food waste: End the 
waste of good food in Wales’. 
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Independent Data Assurance Report
to the Directors of Wm Morrison Supermarkets PLC

Scope of Engagement

Wm Morrisons Supermarkets PLC (“Morrisons”)
commissioned DNV GL Business Assurance Services 
UK Limited (“DNV GL”) to conduct a limited assurance 
engagement over Selected Information presented 
in the Corporate Responsibility Review 2015/16 (the 
“Report”), for the 52 weeks ended 1st February 2016.

Selected Information

The scope and boundary of our work is restricted to 
the key performance indicators and metrics included 
within the Report (the “Selected Information”), 
listed below:

• reduction in operational carbon emissions (%)
• reduction in operational water consumption (%)
• total waste produced (tonnes)
• colleague turnover (%)
• reduction in accident rate (%)
• source 100% British fresh own brand meat

To assess the Selected Information, which includes an 
assessment of the risk of material misstatement in the 
Report, we have used Morrisons reporting guidelines, 
(the “Criteria”, see page 32). 

We have not performed any work, and do not 
express any conclusion, on any other information 
that may be published in the Report or on Morrisons 
website for the current reporting period.

Our conclusion

Based on the procedures we have performed and 
the evidence we have obtained, nothing has come 
to our attention that causes us to believe that the 
Selected Information is not fairly stated and has not 
been prepared, in all material respects, in accordance 
with the Criteria. 

This conclusion relates only to the Selected 
Information, and is to be read in the context of 
this Assurance Report, in particular the inherent 
limitations explained below.

Standard and level of assurance

We performed a limited assurance engagement 
in accordance with the International Standard 
on Assurance Engagements (ISAE) 3000 revised – 
‘Assurance Engagements other than Audits and 
Reviews of Historical Financial Information’ (revised), 
issued by the International Auditing and Assurance 
Standards Board. This standard requires that we 
comply with ethical requirements and plan and 
perform the assurance engagement to obtain 
limited assurance.

DNV GL applies its own management standards 
and compliance policies for quality control, in 
accordance with ISO/IEC 17021:2011 - Conformity 
Assessment Requirements for bodies providing 
audit and certification of management systems, 
and accordingly maintains a comprehensive system 
of quality control including documented policies 
and procedures regarding compliance with ethical 
requirements, professional standards and applicable 
legal and regulatory requirements.

The procedures performed in a limited assurance 
engagement vary in nature and timing from, and 
are less detailed than those undertaken during a 
reasonable assurance engagement, so the level 
of assurance obtained is substantially lower than 
the assurance that would have been obtained 
had a reasonable assurance engagement been 
performed. We planned and performed our work 
to obtain the evidence we considered sufficient to 
provide a basis for our opinion, so that the risk of 
this conclusion being in error is reduced, but not 
reduced completely.

Basis of our conclusion

We are required to plan and perform our work in 
order to consider the risk of material misstatement of 
the Selected Information; our work included, but was 
not restricted to:

• Assessing the appropriateness of the Criteria for 
the Selected Information;

• Conducting interviews with Morrisons 
management to obtaining an understanding of 
the data management systems and processes 
used to generate, aggregate and report the 
Selected Information;

• Site visits to Bradford Victoria Supermarket, 
Farmers Boy manufacturing facility and 
Morrisons Head Office to review process 
and systems for preparing site level data 
consolidated at Head Office. DNV GL were 
free to choose the sites on the basis of 
materiality and type of sites visited in previous 
assurance engagements;

• Reviewing data at source and following this 
through to consolidated group data;

• Reviewing information provided by Morrisons 
third party contractors;

• Reviewing that the evidence, measurements and 
their scope provided to us by Morrisons for the 
Selected Information is prepared in accordance 
with the Criteria;

• Reading the Report and narrative accompanying 
the Selected Information in the Report with 
regard to the Criteria.

Inherent limitations

Our assurance relies on the premise that the data 
and information provided by Morrisons to us as part 
of our review procedures have been provided in 
good faith. Because of the selective nature (sampling) 
and other inherent limitations of both procedures 
and systems of internal control, there remains the 
unavoidable risk that errors or irregularities may 
not have been detected. Energy use data utilised 
in Green House Gas (GHG) emissions calculations 
are subject to inherent limitations, given the nature 
and the methods used for determining such data. 
Finally, the selection of different but acceptable 
measurement techniques may result in materially 
different measurements.

DNV GL expressly disclaims any liability or co-
responsibility for any decision a person or an entity 
may make based on this Assurance Report.

Our competence, independence and 
quality control

DNV GL established policies and procedures are 
designed to ensure that DNV GL, its personnel 
and – where applicable – others are subject to 
independence requirements (including personnel of 
other entities of DNV GL) maintain independence 
where required by relevant ethical requirements. 
This engagement work was carried out by an 
independent team of sustainability assurance 
professionals, whose members have not been 
involved in the development of any of the 
Criteria. Our multi-disciplinary team consisted of 
professionals with a combination of environmental 
and sustainability assurance experience.

Responsibilities of the Directors of 
Morrisons and DNV GL

The Directors of Morrisons have sole 
responsibility for:

• Preparing and presenting the Selected 
information in accordance with the Criteria;

• Designing, implementing and maintaining 
effective internal controls over the information 
and data, resulting in the preparation of 
the Selected Information that is free from 
material misstatements;

• Measuring and reporting the Selected 
Information based on their established Criteria; 
and

• Contents and statements contained within the 
Report and the Criteria.
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Our responsibility is to plan and perform our work to 
obtain limited assurance about whether the Selected 
Information has been prepared in accordance with 
the Criteria and to report to Morrisons in the form of 
an independent limited assurance conclusion, based 
on the work performed and the evidence obtained. 
We have not been responsible for the preparation of 
the Report.

For and on behalf of DNV GL Business Assurance 
Services UK Limited

May 2016

Doug Farquhar
Principal Consultant and Lead Assuror
UK Sustainability, DNV GL – Business Assurance

Jon Woodhead
Regional Assessment Services Manager and Reviewer
UK Sustainability, DNV GL – Business Assurance

************************************************
DNV GL is a global provider of assurance, 
certification, assessment and training services, 
helping customers to build sustainable
business performance. www.dnvgl.co.uk/
BetterAssurance

Independent Data Assurance Report continued

Assurance criteria
The following KPIs have been included within the scope of our report assurance.

KPI CRITERIA
Carbon emissions Equivalent carbon dioxide emissions associated with the operations, heating and 

cooling of our stores, logistics and staff business travel. All sites within Morrisons 
operational control are included. Emissions are calculated using DEFRA supplied 
emissions factors. Baseline reduction calculations are based on a 2005 baseline and 
take into account changes to the size of the businesses property portfolio from 
this data.

Water use The amount of water consumed within our stores, including petrol station and car 
wash operations. Baseline reduction calculations are based on a 2012 baseline and 
take into account changes to the size of the businesses property portfolio from 
this data.

Waste generated The amount of waste generated from our stores, logistics and manufacturing 
sites. Estimated weights are applied to different types of bins using standard 
conversion factors.

Colleague turnover Colleagues leaving the business in the previous 52 week period. 
Includes retirements, dismissals and resignations.

Group accidents Accidents occurring in stores, logistics and manufacturing facilities. Includes; 
 

Reportable incidents: An injury to a employees, contractors or members of the 
public which is required to be reported to the relevant authorities under the 
requirements of UK legislation. 

Non reportable incidents: An injury to an employee, contractor or member of the 
public which is not required to be reported.

100% fresh meat is 
British sourced

Applies to all fresh Morrisons branded meat.
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Wm Morrison Supermarkets PLC
Hilmore House, Gain Lane 
Bradford BD3 7DL
Telephone: 0845 611 5000

Visit our website: 
www.morrisons.com/cr
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