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Introduction
Quality products chosen by our
customers, enjoyed by consumers
and trusted by everyone.
As a highly diversified
business that has been
providing nutritious,
high-quality and great
value food and drink
for generations, we
are committed to our
corporate responsibility
activities as a key
component of our longterm strategy for growth.
Our latest business report demonstrates how we are
continuing to apply corporate responsibility to shape
our strategy, build employee, customer and supplier
trust, and reduce our impact on the environment.
Our three pillars guiding these activities are Climate
Change & the Environment, Fair Partner & Good
Employer and Health & Wellbeing, and we have driven
successful initiatives throughout the year in each of
these areas of focus.
When both reflecting on the last twelve months and
looking ahead to the future, it is difficult to overlook
the influence of the UK’s pending departure from the
European Union when considering the challenging
conditions facing our business and the wider food
and drink industry.
In spite of this, our business is well placed for any
Brexit eventuality. Since the outcome of the European
Union Referendum in 2016, we have been executing
a comprehensive engagement plan with UK and
international Governments to ensure all possible
scenarios are clearly understood, and any potential
impacts on our operations are prepared for.
We continually review our raw material and foreign
exchange needs and address them accordingly based
on market conditions. We also combine this approach
with our scrutiny of the UK and EU governments’
positions and policies. This stringent forward planning
will ensure we remain competitive and continue to
operate effectively as one of the leading UK-based
food and drink Groups.

This testing operating environment has also meant
we have had to take some difficult decisions across
some of our UK operations. While this has been a
challenging period for everyone affected, it is crucial
that we make significant changes to our operations
to future proof our business.
The investments and decisions we are making will
ensure we can operate efficiently and compete in
the market place of the future. They will support us
in being a more agile and responsive business, able
to reflect changing consumer and retailer needs in its
product and packaging innovation. As a result, we
have strong foundations for growth and will continue
to invest in our UK and international operations.
In addition to infrastructure, we are also investing
significantly in our people, who will ultimately deliver
future success. The inspirational spirit of our teams
was in particular evidence at our Bradford site in June,
where a small fire impacted some of our operations.
Despite the obstacles this situation caused, I would
like to pay tribute to our team for their dedication and
collective approach to overcoming this together.
Their hard work means we have been able to minimise
disruption to our customers and quickly recover to
remain on the front foot.
Beyond our core investment strategy, we continue to
make progress in delivering our strategic priorities,
and we are currently underway with exciting plans
for some of our leading brands. We look forward to
sharing details of this activity with our partners in due
course, and seeing these positively impacting our
future performance, ensuring we are well placed for
future business growth and success.

Cameron Mackintosh
Managing Director
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Our strategy
Today, we continue to understand customer and consumer needs
and evolve through a continuous cycle of improvement.

Continuous Cycle of Improvement

Customer
& Consumer
Focus

First Choice
Food & Drink
Group
Operational
Excellence

People
Excellence

Customer &
Consumer Focus

Operational
Excellence

People
Excellence

Deliver enhanced
customer collaboration
and longer term working
including greater focus
on customer own brand
development, new
products, innovation,
planning and strategy
which deliver great value
to consumers.

Through improved
capacity utilisation,
continued focus on cost
control and improving
efficiency, we will
release resources.

Reinvest these
resources to supplement
and develop business
processes that add the
most value to our supply
chain and market.
Allocate resources to
deliver an efficient and
responsible market
driven solution.
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Our Vision, Purpose and Values
Our Vision:
First Choice Food and Drink Group
Our Purpose:
“Quality products chosen by our customers,
enjoyed by consumers and trusted by everyone”

Professional

Integrity

Commercial

We take pride in our work
and demonstrate the highest
professional standards in
everything we do.

We consistently behave
with integrity and remain
true to our Three Corporate
Principles and Code of
Conduct.

We are all responsible with
company resources, we
think from our customer’s
perspective and strive to
provide win win solutions
at all times.

Sustainable

We are respectful of
others at all times.
Respect

Nurturing

We are committed to the
development and growth
of our colleagues to
support the businesses
long term vision.

Excellence

We are committed to the
continual development
and improvement of our
processes.

We think long term and take
a strategic approach in
supporting our responsible
sourcing and ethical
positions.
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About Mitsubishi Corporation

Mitsubishi Corporation (MC) is a global integrated
business enterprise that develops and operates
businesses across virtually every industry,
including industrial finance, energy, metals,
machinery, chemicals, and daily living essentials.
MC’s current activities have expanded beyond its traditional trading operations to
include investments and business management in diverse fields including natural
resources development, manufacturing of industrial goods, retail, new energy,
infrastructure, finance and new technology-related businesses. Mitsubishi
Corporation has over 200 offices and subsidiaries in some 90 countries worldwide.
It operates a network of approximately 1,300 group companies, employing a
multinational workforce of over 77,000 people.

90

Number of
countries with
global sites
(approx)

1,300

77,000

Number of
Number of
consolidated
consolidated
subsidiaries and employees
equity-method
affiliates

07

Princes Limited

As a wholly-owned subsidiary of Mitsubishi Corporation,
Princes is part of a global network of companies operating
across a range of different industries with a shared philosophy.
Corporate Philosophy – The Three Corporate Principles
The Three Corporate Principles of MC serve as the cornerstone of the management ethos of the so-called
Mitsubishi group of companies and they are embraced by Princes and they guide our pillars of corporate
responsibility.

Corporate Responsibility
to Society

Integrity and Fairness
“Shoji Komei”

“Shoki Hoko”
Strive to enrich society, both
materially and spiritually, while
contributing towards the
preservation of the global
environment.

Global Understanding
Through Business
“Ritsugyo Boeki”

Maintain principles of
transparency and openness,
conducting business with
integrity and fairness.

Expand business, based
on an all encompassing
global perspective.

(The modern day interpretation of the Three Corporate Principles, as agreed on at the Mitsubishi Kinyokai
meeting of the companies that constitute the so-called Mitsubishi group in January 2001.)
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Our history
Princes’ heritage dates back to 1880 when it was
established as a fish importing business in Liverpool,
the city where our international headquarters
continue to be located today.
During our early years, Princes built strong foundations for the future by introducing
a wealth of new products and brands into the market that are now the recognisable
household names valued by consumers across the world.
Since becoming incorporated within the Mitsubishi Corporation in 1989, Princes has
made 22 mergers and acquisitions, which combined with ongoing organic growth, has
helped us continue to diversify and become one of Europe’s leading grocery suppliers.

2

1
3

4

1	Headquarter building
in 1905 (Liverpool)
2 Southport factory
3 Delivery truck in 1950s
4	Over 100 years of history
with Princes brand
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Chronology

Founded in Liverpool by Simpson & Roberts

1880

‘Princes Pure Foods’ formed & Princes
brand established

1900

Princes secure
manufacturing base
(Southport)

1946

1960

European operation set up (Holland)

1989

Mitsubishi Corporation acquires Princes
Princes enters the soft drinks category
through the acquisition of Bradford Site

1991

Princes acquires
Mauritian tuna
operation

Princes Industrie
Alimentari S.r.L.
(PIA) created and
processing factory in
Foggia Italy acquired

2004

Princes acquires bottled water business and the Aqua Pura brand

2005

Princes acquires cooking oil brands and forms Edible Oils
joint venture business

2010

 rinces opens Princes Polska office and forms joint venture business
P
to expand distribution of oils in central and eastern Europe

2011

Princes expands canning operations with acquisition of brands including
Crosse & Blackwell and major production sites at Long Sutton and Wisbech
 rinces Tuna Mauritius (PTM) completes transaction
P
to create enlarged tuna processing operation in the
Indian Ocean region

2015

2016

1,700
1,600
1,400
1,200
1,000
800
600
400

2018

2017

2016

2015

2014

2013

2012

2011

2010

2009

2008

2007

2006

2005

2004

2003

2002

2001

2000

1999

1998

1997

1996

1995

1994

1993

1992

1991

1989

0

1988

200

1987

(£million)

Princes acquires both Napolina and Shippam’s brands and businesses

2012

Princes opens
office in Paris

Turnover

2001

1990



1999

Princes acquired by Mitsubishi Corporation in 1989. Turnover 2013 onwards stated as per IFRS.
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Our business
Princes specialises in sourcing quality products
and ingredients from around the world. We also
produce a portfolio of branded and customer own
brand food, drink and edible oils products at our
state-of-the-art production sites across the UK,
Europe and Mauritius.

Food

• Fish
• Fruit
• Meat
• Italian Products
• Vegetables
and pulses
• Soups
• Beans

Drinks

• Squash
• Water
• Ambient Juice
• Chilled Juice
• Carbonates
• Juice Drinks
• Ready to Drink

Edible
Oils

• Cooking Oil
• Olive Oil
• Speciality Oil
• Solid Oil
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Our focus
Princes is a diverse and expanding international
food and drink group with extensive manufacturing
and import operations and a diverse portfolio
of brands. We are a major supplier to UK and
continental European retail, wholesale,
foodservice and food manufacturing customers.
Quality
We have the highest level of commitment to corporate governance, and provide leadership in
product quality, safety and traceability.

Growth
With a track record of growth over more than two decades, we offer customers the benefits
of our scale – from our extensive procurement and manufacturing capabilities to supply chain
efficiencies and access to new markets.

Innovation
Innovation drives our business. Our focus on continual improvement enables us to deliver the
best quality products to meet changing customer and consumer needs.

Service
As a producer, importer and brand owner, we are in a unique position to advise and support
our customers. Our partnership approach makes us a first choice supplier and market leader
across a number of categories.

Princes has expertise throughout the supply chain, from field to fork.
A typical example of the life-cycle of one of our products is shown below.
We require
quality raw
ingredients
to be harvested
at their best

Products are
processed and
packed into a
variety of
formats

All products
undergo strict
quality control

Our efficient
logistics
infrastructure
transports
products to
their required
destination

We support
our products
on shelf in
various retail
environments
through strong
packaging &
promotions

Millions of
consumers
buy and
enjoy Princes
produced
food & drink
products
every day

Business Report 2018/19
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Our people
Employees
Princes employs around 7,000 people and they are
at the heart of our strategy to be a first choice food
and drink group. We respect human rights and we
do not discriminate on the basis of race, colour,
creed, religion, gender, sexual orientation, national
or regional origin, age or disability.

Diversity

More than

7,000
Employees
worldwide

We have a good balance of diversity in terms of
gender. We provide equal opportunities for all,
including career development, training and rewards.
We respect the different cultures and practices of
the countries in which we operate. We are proud of
our people who respect their own nationality and
work collaboratively across the business.

Lithuanian
1%
Polish 3%

Rest of the world
4%

Indian 7%
Mauritian
33%

Italian 7%
Female
43%

Gender

Male
57%
Bangladeshi
17%
British
28%
As of November 2018

“To ‘respect human rights’ is in the very first point
referred to in our Code of Conduct.”
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Our operations
Princes heritage in manufacturing dates back to
1946. Today, we operate fourteen well-invested
food, drink and edible oil manufacturing sites
across the UK as well as international facilities
in Italy, Mauritius and Poland.

Food sites
We operate three food sites in the UK, a tomato processing site in Italy and two tuna processing sites in Mauritius.

Drinks sites
Princes is a major supplier of soft drinks with five production sites in the UK, a portfolio of major brands
and production facilities for a wide range of customer own brand products for the retail, wholesale and food
service sectors.

Oils sites
Edible Oils Limited (EOL) and Edible Oils Polska SP. Z.o.o are joint ventures between Archer Daniels Midland
(ADM) and Princes Limited. The companies are leading suppliers of branded and customer own brand bottled
oils and white fats to the UK and continental European market.

Commercial offices
Princes Group head office is located in Liverpool, UK. We also operate commercial offices in Angri (Italy), Paris
(France), Warsaw (Poland), Rotterdam (Netherlands) and Mauritius, which are responsible for servicing our
customers across continental Europe.

15

5 Offices
14 Sites

Office

Drink Site

Food Site

Oil Site

1

Glasgow

11 Szamotuly, Poland

2

Eden Valley

12 Riche Terre, Mauritius

3

Bradford

13 Marine Road, Mauritius

4

Manchester

14 Foggia, Italy

5

Cardiff

15 Liverpool Head Office

6

Wisbech

16 Princes Foods B.V., Netherlands

7

Long Sutton

17 Princes Foods B.V., France

8

Chichester

18 Princes Polska, Poland

9

Erith

19 Angri, Italy

10 Belvedere

1

2
3
15

4
7
6

5
10 9

11

18

8
16

17

14
19

12
13
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1. Glasgow
Our Glasgow site supplies some of the largest UK
customer own brand canned soft drinks contracts
through the use of an efficient, high-speed line.
Our team in Glasgow has expertise in both domestic
UK supply and international markets.
The Glasgow site has achieved a range of
accreditations in recognition of its status as a high
quality and efficient factory.

2. Eden Valley
Our Eden Valley site draws natural mineral water from
what is believed to be one of Europe’s largest aquifers.
The purity of our accredited natural mineral water
sources is protected because the site is set in an EU
Special Area of Conservation.
As well as producing our Aqua Pura natural mineral
water, Eden Valley produces a wide range of customer
own brand water in several bottle sizes, multipacks
and display units.

3. Bradford
Bradford is home to our largest UK soft drinks
production site. The site is a leading producer of
customer own brand carbonated soft drinks, offering
a large variety of flavours and pack formats.
Bradford is our centre of excellence for fruit squash,
manufacturing products for our Jucee, Geebee and
Wells brands. We also produce a wide range of
customer own brand squash products including
cordials, premium high juice and standard squash.

4. Manchester
Our Manchester juice and drinks facility produces a
large variety of fruit juices in bottle and carton formats.
It is also our centre of excellence for chilled juice
products – with strong in-house expertise that enables
us to efficiently manage supply and demand of fresh
products.
The site manufactures products for our market-leading
Princes brand as well as a wide range of customer own
brand juice. With several high speed lines, it supplies
a number of pack formats including standard and
multipack cartons, bottles and gable top cartons.
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5. Cardiff
Our Cardiff site is a centre of excellence for one litre
cartons of ambient fruit juice and drinks, manufacturing
both our Princes brand and customer own brand
contracts.
It produces juice products in one litre cartons,
multipacks and ready to merchandise display units.

6. Wisbech
Wisbech is home to our food production site in
Cambridgeshire, producing canned and pouch
products including baked beans, soups, pulses,
pasta, vegetables and sauces.
The site is also a major purchaser of locally-grown
produce. Wisbech and Long Sutton collectively
produce over one billion cans of branded and
customer own brand food a year.

7. Long Sutton
Long Sutton is our largest food production site in the UK,
producing a range of canned products including baked
beans, vegetables, fruit, pulses, pasta and meatballs.
The site, located in rural Lincolnshire, is a major
purchaser of locally grown British produce from
independent farms for branded and customer own
brand products.
Long Sutton produces a wide range of can sizes to meet
customers’ needs, from 145g up to 3kg industrial packs.

8. Chichester
Based on the south coast of England, our Chichester
site has speciality, high quality production lines
producing a variety of pack formats from cans and jars
to pouches and microwavable pots.
Purpose built and opened in 2002, it has the capability
to supply a diverse range of ambient food categories,
including pastes and spreads, canned ready meals,
canned pies, stocks and gravies, cooking sauces,
and sandwich fillings.
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9. Erith
The Erith site forms the hub of our cooking oil production
and is located immediately adjacent to one of the largest
seed oil crushing and refining establishments in Europe.
It bottles the market-leading Crisp ’n Dry and Flora
products and Mazola Corn Oil. The site also packs
rapeseed and sunflower oils for customer own brands.
The site is fully integrated with the adjacent refinery
complex, with raw material oil supplied through a direct
pipeline to the holding tanks on the bottling site.

10. Belvedere
Our Belvedere site is recognised as the UK’s leading
olive oil production facility. The majority of our
customer own brand products are blended and
bottled here.
These products are olive oils, balsamic vinegar and
speciality oils, and are produced in glass bottles,
PET bottles, bulk containers and tins. Belvedere is the
largest producer of olive and speciality oils in the UK.

11. Szamotuły
Located in the Polish North West region of
Wielkopolska, Szamotuły is the newest addition to the
Edible Oils portfolio, primarily producing branded and
customer own label rapeseed oil. The site is fully
integrated with an adjacent refinery complex.
The sales, marketing and supply of products produced
at Szamotuły is managed by our Princes Polska
operation, which is based in Warsaw and serves
customers across Eastern Europe.

12. Riche Terre
Princes Tuna Mauritius (PTM) Riche Terre is one of the
most technologically advanced tuna processing
facilities in the world. It was the first global supplier of
canned tuna to hold the SA8000 certification for social
accountability.
The certification, provides a measurable, international
standard in working conditions and practices. It forms
part of our ongoing commitment to developing our
workforce and ensuring the highest standards of
workplace conditions are met.
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13. Marine Road
PTM Marine Road hold the SA8000 certification, and
is a major processing facility producing tuna loins for
export to canneries and pouches for foodservice and
industrial customers.
The addition of this tuna loin business, which involves
all of the primary stages of processing tuna prior to
canning, and the expansion of our foodservice pouch
business complements our Riche Terre site, creates
access to new customers and markets and allows us
to better serve existing customers.

14. Foggia
The Foggia site is one of the most modern and efficient
ambient tomato processing facilities in Europe. The
120,000 sq metre factory has the capability to process
in the region of 300,000 tonnes of fresh tomatoes
annually.
The vast majority of fresh tomatoes used at Foggia
are picked locally and travel just a short distance once
harvested for processing at the plant. The addition
of a pulses line in 2014 increases the site capability
as well as offering further employment opportunities
in the local economy.

All of our manufacturing sites follow our QCDSP system as a scorecard to ensure we are
operating safely, at low cost and high quality.
Although we use the term “QCDSP” as a verbal shorthand the actual sequence of
review for us is always as follows:
Safety
Quality
Delivery
Cost
People

Have we provided an absolutely safe work environment for our
colleagues to work in?
Have we delivered perfect quality to our customers?
Have we delivered the correct volume, mix & sequence of products
to satisfy our customers?
Have we satisfied customers demand the ‘least waste’ way?
Are our people learning & developing every day?

Business Report 2018/19
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Our brands
As well as being one of the UK’s leading food
and drink brands, Princes Group owns a portfolio
of well-known household brands and produces
and distributes others under licence, including
Customer own brand.

We provide over

1.9 billion kg

of food and drink a year to
consumers, that's the weight
of 6,498 jumbo jets

44

We sell
items for every
person in the population of the
UK. If you laid all the products we
produce every year end-to-end
they would cover the circumference
of the world 1.4 times
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The Princes brand is all about simple, good quality
food and drink. Our products are enjoyed by
millions of people across Europe every day.
Established more than 115 years ago, Princes has been helping families to create
delicious meals and snacks for generations. This abiding popularity is testament
to the quality, convenience and innovation that goes into each and every product
we produce.
The complete Princes range includes a diverse selection of over 350 food and
drink products including canned fish, meat, fruit and vegetables, sandwich
fillings and soft drinks.

Napolina
Napolina has been at the heart of Italian style cooking for over 50 years.
The Napolina range offers one of the most extensive collections of Italian
style ingredients and our team is passionate about sourcing simple, good
quality products.
From sun-ripened tomatoes picked locally in the farms surrounding our Italian
tomato processing factory, to fruity olive oils, pizza bases, olives, beans, pulses,
versatile pasta and delicious cooking sauces – the range brings the flavours of
the Mediterranean into kitchens across Europe.

Crosse & Blackwell
Crosse & Blackwell is one of the best- known British soup brands and has delighted
generations of families in the UK.

Aqua Pura
Aqua Pura is sourced from a Special Area of Conservation right in the heart of the
Cumbrian countryside.
Our water flows deep below the surface of the stunning Eden Valley, filtering
naturally through ancient rocks known as an aquifer. Our aquifer is rich in minerals
that enhance the unique and refreshing flavour of Aqua Pura.
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Crisp ‘n Dry
TM

Crisp ‘n Dry is the UK’s number one vegetable oil brand – famous for its ability to
cook food to perfection.

Mazola
Mazola is a leading corn and speciality oil brand with more than a century of
heritage and experience.

Trex
Trex is an icon of British home baking.
First launched in the 1930s, it has been a baker’s best friend for generations.

Farrow’s
With its instantly recognisable label, Farrow’s giant marrowfat processed peas are
the perfect accompaniment to traditional British dishes.

Shippam’s
Shippam’s is a quintessentially English food brand with a range of sandwich spreads
based on classic flavours and traditional recipes.

Jucee
Family favourite Jucee is one of the most popular squash brands in the UK.
The entire Jucee range, whether squash, juice drink or pure juice, is 100% no
added sugar.

Vier Diamanten
Vier Diamanten has been Austria’s most popular canned fish brand for more than
50 years and has a growing presence across Europe.

Wielkopolski
Wielkopolski was launched in 2010 in Poland, and offers consumers a quality
pressed only once oil, rich in vitamin E and Omega-3 acids, that brings out the best
flavour of the dishes.
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Branston
Branston ® is one of the UK’s most iconic food brands and, since launch, Branston
baked beans has consistently been preferred in independent taste tests to the
market leading brand.
L

Batchelors
Batchelors ® has been creating top quality food products for well over 100 years,
and its range of canned peas continues to be the perfect accompaniment to
traditional British meals.
L

Flora
Flora is one of the UK’s most recognisable food brands – with its heritage based in
chilled spreads.
L

®

Olivio
Olivio ® is a unique cooking oil made with a blend of vegetable and olive oils.

L

L

Licensed Brand

Batchelors is a registered trade mark of Premier Foods Group Limited and used under licence.
Branston is a registered trademark of Mizkan Europe Limited and used under licence.
Flora and the sunflower device are registered trademarks of Unilever and used under licence.
Olivio is a registered trademark of Unilever and used under licence.
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Our customers
We work closely with our customers to develop
and provide a broad range of own-label food and
drink products through our full service offering,
using our proven expertise in managing the entire
supply chain.
Specialist Knowledge
We offer in-depth expertise across all the product categories in which we operate to deliver high quality products
to our partners, helping them meet the ever-changing tastes and requirements of consumers.
As a supplier of both brand and customer own brand products, Princes is in a uniquely placed position to advise
and support our customers. In addition to new product development, our in-house experts work in partnership
with customers on everything from food safety to category planning, logistics and buying.

Accreditation and Certifications
Liverpool Chichester
Head Office

Long
Sutton

Wisbech

Eden
Valley

Cardiff

Manchester

Bradford

Glasgow

Belvedere

Erith

Food

Food

Food

Drinks

Drinks

Drinks

Drinks

Drinks

Oils

Oils

OHSAS
18001

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

ISO 14001

✓

–

–

✓

✓

✓

✓

✓

✓

✓

AA+

AA+

AA+

AA+

A+

AA+

AA+

A+

A+

AA+

CLAS

–

CLAS

CLAS

CLAS

CLAS

Exova

Exova

CLAS

–

✓

✓

✓

✓

✓

✓

✓

✓

✓

✓

Organic

Organic

BRC Global
Standard for
Food Safety
Laboratory
accreditation
Member of
SEDEX
Other

BRC Broker

Organic
Organic
Red Tractor Red Tractor
IFS Higher IFS Higher
Lvl
Lvl

Organic
CSQA
IFS Higher
Lvl

Overseas sites
Rotterdam (Holland)

Foggia site (Italy)

Head Office

Food

Food

Food

Oils

ISO 11233:2009
ISO 22005:2008
Kosher Food Certification
BRC Global Standard: AA+
Organic certification
Member of SEDEX

MSC Chain of Custody
SA8000
IFS - Higher Level
COFRAC laboratory
accreditation
COFRAC & Labcred
accreditation
BRC Global Standard: AA+
Member of SEDEX
Member of BSCI

MSC Chain of Custody
SA8000
IFS - Higher Level
BRC Global Standard: AA
Member of SEDEX
Member of BSCI

IFS - Higher Level
Member of SEDEX

IFS Broker

Riche Terre site (Mauritius) Marine Road site (Mauritius)

Szamotuly site (Poland)
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Our Specialist Services include …
•
•
•
•
•

Technical management and support
Category management
Packaging consultancy
Quality control
New product development

Food to Go, International and Co Packing services
supply branded products across canned food,
Italian cuisine and edible oils via direct trading
relationships and distributor models. Alongside our
branded business we also manufacture own brand
Our Food To Go team thrive on creating solutions
products for many customers who are delighted
designed to meet customers needs with products
supplied from our own factories and supply partners with our sourcing and production credentials, high
around the world. Many customers already use our
standards and efficient supply of premium British
products as ingredients in a wide range of Food to
grocery products.
Go and off the shelf products, which are then sold
to end consumers by the some of the largest food
We also offer leading co packing services to brand
retail names in the U.K. Our Industrial range includes owners. We see every product that leaves our
manufacturing sites as one of our own and our
pulses, pasta, sweetcorn, olive oil, sunflower oil,
partners are assured that the expertise and high
baked beans, tuna, salmon and corned beef.
quality that we put into our own brands, applies
equally to all the brands that we produce. Our long
Princes is passionate about driving our world class
term partnership mind-set lends itself to co pack
branded portfolio and supplying customer own
supply and we are a business that brand owners
brand products across markets outside of the UK.
can trust.
We have a dedicated sales resource who focus on
Africa, Middle East and Pacific Rim regions and
Our proven track record in supplying customer own
brand products is not limited to multiple retailers.
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New products and marketing activities
Princes takes a long term view of its business
activities. Through research and development,
we are constantly looking at new ways to drive
today’s consumer habits and lifestyles and
influence future trends. Within the last 12 months,
we have launched a variety of new and innovative
products for today’s consumer, supported by
exciting marketing activities.

Aqua Pura bottles are made from 50%+ recycled plastic
Aqua Pura is sourced from a Special Area of Conservation right in the heart
of the Cumbrian countryside. Surrounded by the lush and green expanse of
the Eden Valley in Cumbria it’s easy to see why we’re so passionate about
the environment.
We are committed to sustainability and have objectives in place to ensure we
keep our ecological footprint to an absolute minimum. That is why Aqua Pura
now uses 50%+ recycled materials in the bottles, and we advocate that
consumers should recycle their bottles after consumption.

The Branston Bean Challenge
Branston has reduced salt and sugar 100 tonnes and 350 tonnes
respectively. Research on the new recipe showed the majority of beans
consumers preferred the taste of Branston compared to the market leader
in blind taste tests. The ‘Branston Bean Challenge’, was launched on
Instagram (@branstonbeanchallenge) following this research and supported
with a digital media and press campaign. The Branston Bean Challenge
will engage consumers, encouraging the nation to take the challenge and
try Branston beans. As part of the challenge, Branston is offering consumers
a money back guarantee in the unlikely event they do not prefer the taste
of Branston!
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Batchelors Peas
Batchelors has continued its partnership with Rugby Super League and
England Rugby League in 2018. This campaign has been supported with
press, digital and social media activity. Exclusive ‘Money can’t buy’
competitions have run in store with retailers, on national radio and on TV.
This activity has reached over 32 million consumers this year.

Crisp ‘n Dry on TV
A national TV campaign showcased a set of brand new TV adverts
positioning Crisp ‘n Dry as the “unsung hero of delicious cooking”. The
adverts were shown on a number of national TV channels and supported
by a series of new radio adverts which was played on Smooth FM in the
Crisp ‘n Dry heartland regions of the North West, North East, Scotland
and Wales.
The new campaign featured Crisp ‘n Dry’s new and refreshed brand
design and logo. In addition, the UK’s number 1 branded cooking oil also
has a new website which is packed with recipes, mouth-watering recipes,
product information and competition page: https://www.crispndry.co.uk/

European Range
Wielkopolski Superbrands Award
For the second year in a row, Princes Polish teams received a SUPERBRANDS
award for our leading Wielkopolski oil brand. This time the brand was chosen not
just by consumer research but also via the votes of the Superbrands Brand
Council, consisting of Poland's top marketing, PR and branding experts. This
prestigious award reinforces our brand strategy and explains why Wielkopolski
brand awareness and preference among our consumers, customers and wider
industry is constantly growing in Poland.

Keep the Stork with Wielkopolski
The population of the iconic White Stork in Poland has been reducing in recent years, a concern due to
the fact that Poland is home to c 40% of the global population. Together with the Polish Society for the
Protection of Birds (PTOP), Wielkopolski is helping to restore feeding grounds and
up to 400 nests and will help drive consumer awareness and support for the PTOP
and the White Stork program.

TV Sponsoring with ‘Cooking Catrin’
Our Austrian seafood range Vier Diamanten sponsored an episode of leading food
blogger ‘Cooking Catrin’ TV show where recipes were created with our product
together with Michelin Star cook Oliver Hoffinger. A number of delicious, quick to
make, family friendly meals were made with our MSC certified tuna and the chefs
and kids that helped them demonstrated how easy it is to make great meals from
canned tuna. Vier Diamanten presence was visible throughout the broadcast and
the show was a great way to close our 2018 media campaign.
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Napolina Gluten Free
Vegetable 'Highly
Commended' by The Grocer
In October 2018, Napolina, the
Number One Italian Cooking Brand*,
was awarded a ‘Highly Commended’
prize by industry magazine “The
Grocer”, for its innovative range of Gluten Free
Vegetable pasta. The range of three pastas is
100% organic and includes Green Pea, Red Lentil
and Chickpea variants, all of which are one of your
five a day, high in protein and fibre. This follows on
from the success in the same awards in 2017 of the
Napolina 50%/50% pasta range which combines
whole wheat semolina with regular semolina, to
create a pasta with a similar look and taste to
regular pasta, but with ‘hidden’ whole wheat.

Napolina’s new products
Napolina has launched a range of new products
meeting consumer trends around health, convenience
and added value. The new products include Passata
Sauces, Soffritto & Rustica Passata, microwaveable
Risotto Bowls & Stew Pots, and three canned pulses
products; Barley, Spelt & Mixed Beans.

Digital Campaign

ITV Primetime TV Sponsorship
Napolina continued its sponsorship of ITVs Gino’s
Italian Escape – now in its sixth series hosted by
charismatic chef Gino D’Acampo. The travel and
food lifestyle series delivers high reach to
Napolina’s core target audience of ABC1 women
with 40 seconds of Napolina idents during the
show. During the eight episodes we featured our
new brand proposition ‘ For the love of Italian food’
whereby Napolina focusses on our products being
combined to create delicious Italian food at home.
*Kantar 52w/e 9th September 2018, household penetration

Napolina launched an Instagram channel in 218
to engage with a younger demographic and share
our expertise and passion for Italian cuisine. The
brand also continues to support our YouTube
channel which houses 60 recipe videos and is
a perfect way to showcase our product range
and inspire consumers to create recipes following
our step by step guides.

29

Four great new soups from
Great British farms
Crosse & Blackwell’s Best of British range of soups all
include British sourced key ingredients. Aligning with
current consumer health trends, Crosse & Blackwells
developed four new unique recipes which reflect the
ongoing trend amongst younger health conscious
consumers for ingredients such as quinoa, kale and
grains all of which are emerging product areas and
increasingly relevant to health conscious consumers.

Princes Tuna Fillets won The
Grocer New Products Award
After going through rigorous consumer
and expert judging process, Princes
Ventresca Tuna Fillets Infused in Chilli
Oil won The Grocer New Products
Award 2018 in “Store Cupboard”
category. Princes Salmon Filler with
Sweet Chilli Mayo was also a finalist
in these awards.

Partnerships with McCain and Green Giant
In partnership with McCain’s Jacket Potato’s and
Green Giant Sweetcorn we launched an in store and
online joint marketing campaign to drive brand
awareness and inspire usage for simple and nutritious
meal solutions at home. The activity included digital
banners, press advertising and recipe barkers at in
store fixtures.

Princes – 4 pack multipacks of tuna
On our number 1 selling product we have invested at
our manufacturing site to introduce a ring pull to our
4 pack format to improve the convenience of these
products and encourage out of home consumption.
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Corporate responsibility
Princes has a proven track record of providing
high-quality products that meet our customers
and consumers’ ever changing needs. Our supply
chains and operations are truly global. Corporate
responsibility is therefore a fundamental
component of our strategy. We must continue
to grow sustainably and have a positive impact
on our communities.
Our efforts are focused on three pillars:
• Climate Change & The Environment
• Fair Partner & Good Employer
• Health & Wellbeing
Cross functional work streams ensure we continue to improve across each of these pillars, through the setting of
targets and monitoring of progress. In addition, we operate a separate Seafood Sustainability working group and
Energy Forums at a site-by-site level. We also seek to engage every employee positively in the actions we take to
advance our CR position.
We seek outside counsel in our corporate responsibility efforts, learning from and collaborating with social,
economic and environmental leaders and organisations to ensure we have the most up-to-date information and
understand issues as deeply as possible.
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In 2015 the United Nations approved 17 objectives,
broken down into 169 targets, to be reached by
2030 – the Sustainable Development Goals (SDG).
Attaining these goals is not the responsibility of one organisation but a shared global
challenge for government, private sector, civil society and consumers.

There are specific goals that are particularly pertinent to our business activities and sphere of influence,
where we can make a real contribution. However every goal is of relevance to Princes and we continually
assess how we can contribute.
ZERO HUNGER
End hunger, achieve food security and improved
nutrition and promote sustainable agriculture

RESPONSIBLE CONSUMPTION AND PRODUCTION
Ensure sustainable consumption and
production patterns

QUALITY EDUCATION
Ensure inclusive and equitable quality education
and promote lifelong learning opportunities for all

CLIMATE ACTION
Take urgent action to combat climate change
and its impacts

CLEAN WATER AND SANITATION
Ensure availability and sustainable management
of water and sanitation for all

LIFE BELOW WATER
Conserve and sustainably use the oceans, seas
and marine resources for sustainable development

DECENT WORK AND ECONOMIC GROWTH
Promote sustained, inclusive and sustainable
economic growth, full and productive employment
and decent work for all

LIFE ON LAND
Protect, restore and promote sustainable use of
terrestrial ecosystems, sustainably manage forests,
combat desertification, and halt and reverse land
degradation and halt biodiversity loss

Princes Limited supports the SDGs
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“We also engage with a wider range of stakeholders
to ensure that we can continually learn, collaborate
and make improvements to the social, economic
and environmental impact of our business.”
Employees

Government
and NGOs

Media

Climate Change &
The Environment

Corporate
Responsibility
Customer
and
Suppliers

Health &
Wellbeing

Mitsubishi
Corporation

Fair Partner &
Good Employer

Consumers

Unions

“Our primary responsibility is to provide safe,
nutritious, responsibly sourced food and drink
to millions of consumers every day.”
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Our CR activities
Snapshot of 2018
Climate change and the environment
•	UK sites sending zero waste to landfill ahead of
2020 target

•	Ongoing partnership with FareShare for food
donations

•	51% recycled PET in our soft drinks and edible
oils bottles

•	Committed to UN Sustainable Development Goal
12.3 on food waste reduction

•	Ongoing packaging reduction with over
800 tonnes of PET removed from drinks and
oils bottles

•	UK only Packaging Recovery Notes investing in
UK recycling

•	Group energy and water reduction of 3% and
5% since 2014/15

•	Over 90% of all branded tuna meets responsible
sourcing criteria
•	Ongoing support and investment in Indian
Ocean Fishery Improvement project

Fair partner and good employer
•	Achieved full membership of the Ethical
Trading Initiative
•	100% of our Italian tomatoes from farms with
independently accredited ethical status
•	Princes Tuna (Mauritius) Marine Road site
SA8000 certified
•	Enhanced modern slavery and trafficking
statement published

•	Strong collaborative approach with multiple
external stakeholders to improve the lives of
workers in our supply chains
•	Princes Vision and Values launched across
the group
•	Over 700 managers attended Leadership
Essential training programme

Health and wellbeing
•	0% added sugar in any of our branded
soft drinks

•	Ninth consecutive year of support for Cancer
Research UKs Race For Life

•	350 tonnes of sugar removed from Branston
baked beans per annum

•	Love Canned Food programme to guide
consumers on nutrition, convenience and waste

• Ongoing promotion of fruit and oil rich fish

•	Committed to responsible marketing of our
products and focussed on reformulation to
reduce sugar and salt where we can

•	Over 200 branded products provide consumers
with 1 of their 5 A Day

Business Report 2018/19

34

Climate change and the environment
All companies have a responsibility to minimise the
impact their operations have on the environment
locally, nationally and globally. Princes takes that
responsibility very seriously, and place continuous
improvement at the heart of our operations. We
constantly review our production and sourcing
methods, revise targets and move our commitment
forwards – this is both a moral and commercial
imperative for our business.
Progress against our targets
Target

Status

Energy

Reduce primary energy from our group
controlled sites manufacturing sites by 10%
by 2020 (measured by case produced from
baseline 2014/15*).

Energy reduction at 3% across group controlled
sites per case produced.

Water

Reduce total amount of mains water used
throughout manufacturing operations
(measured by case produced from baseline
2014/15).

Water reduction at 5% across group controlled
sites per case produced.

Landfill

Zero food and packaging waste to landfill
by 2020.

In the year ending March 2018 our UK sites sent
no waste at all to landfill.
For our overseas operations in Italy and
Mauritius 98.6% of all waste is recycled.

PET

Maintain recycled material within our PET
soft drinks bottles at 25 per cent.

During 2018 we have implemented 51%
recycled content into all the PET bottles we
use in both soft drinks and edible oils –
see page 36.

*adjusted from 2012/13 to incorporate acquired manufacturing facility.

Our targets on energy, water and other metrics are being reviewed and we will set new goals next year for the
coming decade. We will increase our focus on renewable energy and carbon emissions reduction in our
operations and supply chain.
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Food Waste
Wasting food clearly has a significant negative environmental impact ; it takes fresh water, land, labour and
energy to produce our food and drink yet there remains a significant problem with over 10 million tonnes of edible
food being binned in the UK each year.*
The vast majority of the food and drink we manufacture or import is ambient shelf stable groceries which lend
themselves to low levels of wastage in the factory and in the home but we know there is are not complacent and
know there is more we can do to reduce waste in our operations and from field to fork.

FareShare

Sustainable Development Goal 12.3

Since 2013 we have been partnered with
FareShare, the UKs leading charity tackling
hunger and food waste. Their army of volunteers
distributed surplus food and drink to over 6,700
charities and community groups every week

We fully support the UN Sustainable Development
Goals and this year pledged our commitment to
goal 12.3.

All food and drink that we cannot sell is donated
to FareShare and many of our UK customers
have a similar arrangement.
Since this partnership was established we have
donated over 45,000 cases of branded and
customer own brand products.
We are currently exploring options to make a
similar arrangement with an Italian charity to
ensure that any surplus tomato or pulses
products from our Foggia site are donated.

By 2030, halve per capita global food waste at
the retail and consumer levels and reduce food
losses along production and supply chains,
including post-harvest losses.
We are currently mapping out every food waste
stream across our operations. In addition to
reducing this waste, we will challenge ourselves
to find alternate uses for this waste and our
priority will be ensuring it re-enters the human
food chain.
We will publish our food waste data in May 2019
and our target will be to reduce food waste in
our operations by 50% by 2030.
We need to do more however to address waste
in the wider supply chain with our suppliers and
also our consumers.
We commit to taking action with suppliers to call
on them to commit to SDG 12.3 and also to
understand our role in their food waste and
challenge ourselves if we can order raw materials
differently which minimises waste for them.
Through our brands we will increase consumer
communication about using our products in the
home and seek to offer tips and guidance to
help them reduce any waste from our products.

*//www.wrap.org.uk/sites/files/wrap/Estimates_%20in_the_UK_Jan17.pdf
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Plastics packaging recycling and recyclability
No issue has seen greater focus in our industry in 2018 than plastic packaging, its recyclability and its
devastating impact on marine ecosystems. While we have been active for some time on reducing plastic weight
and increasing recycled content, we have also significantly increased our focus this year on the plastics we use.
We recognise that far too much plastic packaging is thrown away and that more effort needs to be made by
industry and other stakeholders to fulfil our shared responsibility to reduce, re use and recycle all types of plastic.
We are committed to playing our part and are guided by four key commitments on plastic:
1. We will continually seek to increase the recycled content and recyclability of all types of plastic we use
2. 	We will continue to reduce the weight of the plastic packaging we use and explore ways to replace plastics
with alternatives that are less harmful to the environment
3. 	We will increase consumer communication through our brands about our packaging and the recycling and
disposal behaviour we encourage
4. 	We will continue to engage with the recycling industry in the UK and seek to close the loop with appropriate
sources of plastic that can be recycled domestically

Recycled content and recyclability
The majority of our plastic use is in PET (polyethylene terephthalate) bottles in our soft drinks and oils
business. PET is widely recycled in the UK and is one of the few materials to be collected at kerbside by all
UK local authorities.
Specific challenges remain however. The UK recycling rate for all PET is 74% yet the rate for small ‘on the
go’ consumption products is only c 3%. It is for this reason that we support the implementation of a well
designed UK wide deposit return scheme which should see a higher rate of return of bottles for recycling
as well as reducing litter.
In 2015 we reached the milestone of 25% recycled PET (RPET) in all of our soft drinks bottles and over the
last three years have worked in partnership with our supplier to implement 51% UK sourced RPET content
in all our soft drinks and oils. That’s over 900 million bottles which represents c 7% of the UKs total.
This is a leading position within the UK for a business of our scale and while we want to move this figure on,
we are also dependent on greater consumer engagement, deposit return schemes and more recycling
capacity to deliver more material for use to re-use.
We have also implemented 30% recycled HDPE onto our chilled juice drinks produced at Manchester and
by March 2019 we will have implemented 50% recycled content on clear and printed plastic film used to
package our products and on consumer multipacks.
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“It is clear that the old linear model of take, make
and dispose to plastics no longer applies. We are
aware of our historical role in this and that we
can also act as an agent of change.”
Reducing weight and alternatives
Light weighting bottles is a permanent activity within Princes and we
are committed to ongoing reduction projects.
Recent examples of reduction include 200 tonnes removed through
changes to our 5 litre water bottles at Eden valley, 145 tonnes removed
from our Jucee range, and 500 tonnes at our Edible Oils Limited sites
through reducing the neck sizes and in house blowing of bottles.
We are very much aware of the concern expressed over straws by consumers and government and are
actively seeking a non-plastic alternative to fix to rigid beverage cartons. Plastic straws have been historically
used as they have the inherent strength to penetrate a strong carton seal that has to be durable from factory to
kitchen cupboard.
We are removing any PVC (polyvinyl chloride) from our products due to its limited recyclability and expect to
achieve this by the end of March 2019.
In all the work we do we will always take a holistic view and consider the long term implications of changes we make.

Consumer communication
We are implementing OPRL recycling messaging onto all of our brands in order to provide clearer guidance to
consumers of the recyclability of the packaging we use. Where we have introduced recycled content into products
we will also communicate this on pack.

Recycling industry
We want plastic to remain in the UK for recycling with high quality material re used. We welcome the fact that the
UK government is committed to reforming the Packaging Recovery Note (PRN) system to increase transparency
of how and where businesses annual compliance payments are being used.
We want to close the loop on all our packaging – particularly plastics – to ensure that material placed onto the
UK market is recycled and reused within the UK. It is for this reason that in 2018 all of our PRN obligations on all
packaging was met with UK recyclers.

“We purchase more UK evidence than any other compliance scheme in the UK, and by Princes
supporting us in this way, we can ensure their evidence costs are channelled to UK reprocessing.
This type of decision helps us direct funding towards UK reprocessing on behalf of our
customers and therefore help investment in UK capacity.”
Steve Gough, Valpak CEO
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While our product ranges
currently span over 20 different
categories, our roots are in
imported seafood and we remain
rightly famous for canned fish
to the present day. We are very
much aware of our responsibility
to source seafood responsibly
– particularly tuna – and it is in
our interests to protect natural
resources.
While our product ranges currently span over
20 different categories, our roots are in imported
seafood and we remain rightly famous for canned
fish to the present day. We are very much aware of
our responsibility to source seafood responsibly –
particularly tuna – and it is in our interests to protect
natural resources.
Even though we do not own or operate any fishing
boats we still expect that our high standards are
reflected in the actions of our suppliers. We proactively
engage with a range of organisations in the global
seafood industry to improve sustainability and protect
ecosystems.
Our standards are consistent throughout Princes global
business, from our tuna processing sites in Mauritius,
to food manufacturing sites and procurement teams in
the UK and Netherlands.

To ensure the quality and
integrity of our seafood we:

3

• Supply quality and nutritious products
•	Work only with approved supply partners who
ensure Princes high standards of quality and
sourcing are adhered to
• Ensure full chain traceability
•	Support the principle of Marine Protection
Areas and Marine Reserves
•	Fully support and comply with ISSF’s efforts
and measures to reduce bycatch and control
fishing capacity
•	Play an active role in the debate over catch
methods, bycatch and sustainability and
shape our approach based on the latest
scientific information
• Audit our suppliers against our standards.
•	Comply with all relevant regional, national
and EU legislation
•	Ensure large-scale purse seine vessels used
to source tuna are registered on the ProActive
Vessel Register (PVR)
•	Adhere to the internationally-recognised strict
standards of the Earth Island Institute (EII)

We do not:

7

• Source any IUU seafood
•	Permit long-line caught fish on our branded
products
•	Trade with companies or vessels that have not
banned the practice known as shark finning
• Permit at sea transshipment
•	Trade in any species listed as endangered or
critically endangered on the International Union
for Conservation of Nature (IUCN) Red List of
threatened species
•	Over-package our products and we aim to use
recyclable packaging materials wherever possible

Our Goal is by the end of 2019 to source all of tuna from fisheries that are MSC
Marine Stewardship Council (MSC) certified or in a time bound Fishery Improvement
Project (FIP) with the objective of MSC certification.
We currently source 91% of all of our branded tuna – all brands, all countries – from one or more of our
current responsible sourcing targets. These are limited to fully traceable pole and line and Purse Seins FAD
Free fisheries, MSC certified fisheries and also Purse Seine Fisheries engaged in a FIP with the aim of
attaining MSC certification.
We also source tuna from vessels registered on the ISSF Proactive Vessel Register which independently
validates the positive steps skippers and crew are taking to implement commitments designed to improve
practices n tuna fishing. Over 96% of all vessels we source from are registered on the PVR.
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Partnerships
Sustainable Indian Ocean Tuna Initiative
(SIOTI)
The SIOTI is an alliance-driven
Fishery Improvement Project
(FIP) to help the purse seine
fishery in the region meet Marine
Stewardship Council (MSC)
sustainability standard.
The FIP focuses on the key areas of sustainable
sourcing – healthy fish stocks, minimal and reversible
impact on ecosystems, and effective fisheries
management – to ensure that best practices are
adhered to. The FIP covers the catches of skipjack,
yellowfin and bigeye tuna species from around
40 French, Italian, Spanish, Mauritius and Seychelles
– flagged purse seine vessels.
The FIP also focuses on supporting the recovery
plan of the yellowfin stock in the region and will work
closely with the Indian Ocean Tuna Commission to
improve fisheries governance in the region.
For more information on the IO FIP, please visit:
https://www.wwf.org.uk/what-we-do/projects/
indian-ocean-tuna-fishery-improvement-project

Earth Island Institute (EII)
Established in 1982, the EII runs a specific international
monitoring programme aimed at eliminating any impact
on dolphins, turtles, sharks and other sea life as a
result of tuna fishing. Its monitoring helps ensure that
catch methods used by tuna suppliers are legitimate,
responsible and dolphin friendly.
Princes is always EII compliant and does not source
tuna from any supplier that deliberately sets on
dolphins in order to locate schools of tuna.

ISSF and Fisheries Management
As one of the founding partners of the
International Seafood Sustainability Foundation
(ISSF), Princes plays an active leadership role
in the organisation’s important work and
projects. WWF, one of the world’s largest and
most respected independent conservation
organisations, is also a founder partner of the
ISSF. ISSF’s current (2018-22) strategic plan
has four core areas of focus:
1.	Science: Advance the sustainability of tuna
stocks and their ecosystems through
continuous improvement – measurably
demonstrated – across global tuna fisheries.
2.	Influence: Exercise influence among
stakeholders to promote and expedite actions
necessary to advance the sustainability of
tuna stocks and their ecosystems.
3.	Verification: Maintain and enhance credibility
through transparency and compliance.
4.	Support FIPs: Act as an enabler across all
areas of focus, seeking to expedite the
achievement of MSC certification standards
without conditions across global tuna
fisheries.
The ISSF calls on the relevant Regional Fishery
Management Organisations to improve tuna
fisheries and Princes fully supports these calls
to action.

Marine Stewardship Council (MSC)
The MSC is a globally recognised certification
programme for sustainable seafood and it is our policy
to source MSC certified seafood wherever possible.
The MSC has three principles required from a fishery
in order to meet its standard:
• Fishing activity must be at a level which ensure
sot can continue indefinitely
• Operations mush be managed to maintain the
structure, productivity, function and diversity of
the ecosystem
• Compliance with relevant laws and have a
management system that is responsive to
changing circumstances
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Fair partner and good employer
Princes recognises the exceptional value our
employees bring to our business, and the
importance of long-term partnerships with
suppliers and customers.
Our business growth depends on the strength of those relationships. Our own team and our partners play a
fundamental role in our mission to provide quality food and drink. We also continue to make significant progress
in promoting positive practices across our entire supply chain.

Leadership Development at Princes
In 2016 we embarked on the journey of putting a more structured development path in place for all existing and
new managers across Princes, the first part of this was to launch a new Leadership Essentials training
programme. This programme is aimed at all managers across all sites and was the start of a more structured
approach to developing management capability. To date over 700 managers have now attended this training, it’s
three days long and covers the fundamentals of what a great manager and leader look like at Princes.
The training has received formal Programme Recognition from the National Skills Academy for Food and Drink,
this means the content has been independently reviewed to ensure it delivers the skills and behaviours required
to be a great leaders across the Food and Drink Industry. The process we went through to achieve this was no
mean feat and it’s something we are very proud to hold and tells us we are raising the bar of leadership across
our business. Achieving accreditation means our managers are walking the walk and talking the talk and can be
seen as credible leaders in their role.
21 managers from Liverpool and Bradford attended a Leadership Essentials Graduation ceremony hosted by
Board and Louise Codling the CEO of the National Skills Academy in October 2018 and this number is set to rise
as we progress through our Accreditation process.
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Apprenticeships
Through the introduction of the Apprenticeship Levy in May 2017 our Learning and Development team are
now managing a funding account with circa 450k per annum. The Apprenticeship Levy has given us a real
opportunity to review our current Professional Development approach and work with many externally
approved training providers to create programmes which support ongoing people development strategy
across our UK sites.
We have had a Food and Drink Maintenance Engineer Apprentice programme in place for many years
across our UK sites, we currently have 54 Apprentices in place and 15 of which are now on the new Levy
funded Trailblazer programme. The development of new Trailblazers has given us the opportunity to
explore these programmes for our existing employees and we have 54 of our colleagues studying for
Apprenticeships such as ILM Level 3 & 5, Chartered Institute of Purchase and Supply, CIPD & Business
Analyst programmes. Working with external providers has made it possible to develop some in-house
programmes which support the overall Princes people development strategy.

Gender Pay Gap
Our people are at the heart of our strategy to be a first choice food and drink group and we continuously review
how we operate to ensure we do not discriminate against anyone – this applies to remuneration, career
development, training and bonuses. Taking into account national and industry statistics, our Gender Pay Gap is
low. Overall, we are performing well when compared to the economy as a whole, the manufacturing sector and
most of the other comparative organisations who have reported.
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Ethical trading and human rights
Being a fair partner means working collaboratively
with our suppliers and customers to ensure ethical
working conditions throughout our supply chain.
Princes is committed to respecting, protecting and
championing the human rights of all those who
come into contact with our operations.
Our vision
Improve the lives of all the workers in our supply chain, ensuring we remain the first choice food and drink
group for our consumers, customers, suppliers and colleagues.

Modern Slavery Act (2015)
We will continue to report in our Modern Slavery Act Statement the risks we have identified and the progress we
are making in mitigating and responding to ethical trade challenges in our supply chain.

External Stakeholder Engagement
Princes recognise the benefit in collaborating with a broad range of stakeholders such as Non-Governmental
Organisations, charities, trade union organisations, customers and our competitors to drive meaningful change
and address some of the root cause issues of large and complex modern slavery incidences.
Ethical Trading Initiative (ETI): A leading alliance of companies, trade unions and NonGovernmental Organisations that promotes respect for workers’ rights around the globe.
Since joining as a Foundation Stage member in May 2017 we graduated to Full Member
status in July 2018 recognising Princes’ rapid progress in its ethical trade and human
rights strategy.
Food Network for Ethical Trade (FNET): Since 2018 Princes has chaired the Governance
Group of FNET, a supplier-led initiative aimed at moving beyond audits in an aligned way,
using the collective leverage of suppliers and UK retailers to bring about change in global
food supply chains.
Stronger Together is a multi-stakeholder business-led initiative aiming to reduce modern
slavery particularly forced labour, labour trafficking and other hidden third party exploitation
of workers.
Princes is a member of the Supplier Ethical Data Exchange (Sedex), a member organisation
dedicated to driving improvement in responsible and ethical business practices in global
supply chains. We use Sedex to help us assess and manage compliance across our
manufacturing sites and direct suppliers.
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Princes has graduated from Foundation Stage Member to Full Member of the ETI
– 12 months ahead of schedule!

ETHICAL TRADE & HUMAN RIGHTS
SUPPLIER NEWSLETTER - SEPTEMBER 2018
Our vision: Improve the lives of all the workers in our supply chain,
ensuring we remain the first choice food and drink group for our
consumers, customers, suppliers and colleagues
As part of our on-going ethical outreach work with external stakeholders, Princes
Industrie Alimentari were proud to host Her Majesty's Ambassador to Italy and San
Marino. Further details contained in this edition.

Training, Awareness & Capacity Building
•	We have launched a quarterly Supplier Ethical Newsletter to provide suppliers
with useful legal and industry updates.
•	We have trained our internal teams on how to tackle modern slavery in our
businesses, provided by Stronger Together.
•	We have delivered bespoke ethical trade and human rights training to Princes
procurement teams.
•	In order to improve our ability to identify and monitor ethical trading risks, our
Ethical Trading Controller has completed the Social Systems Lead Auditor
Training provided by SGS Academy.

A Beyond Audit Approach
In addition to independent audits, Princes continues to enhance our approach to
identify and mitigate risks within our supply chain.

Case Study – Princes Industrie Alimentari S.r.L. (PIA)
Since it was formed in 2012, PIA has taken a proactive approach on the issue of
illegal labour in Italian agriculture, reaching out and communicating with growers
in our supply chain, taking our own action and also collaborating with third parties.
Some of the activities we have undertaken include:
•	Processing only tomatoes from farms with Global GAP/GRASP accreditation
or SA8000 certification for social compliance during the 2018 season.
•	Representing the ETI’s Italian working group at the Oxfam Italy’s roundtable
event in Rome to bring together industry players to find common approaches
to addressing the issue of modern slavery in the supply chain.
•	Holding annual ethical events since 2013 to reiterate the importance of compliance,
hosting speakers from major UK retailers and also the Ethical Trading Initiative.
•	Mapping out all of our suppliers and tomato growers to support our risk assessment.
•	Collaborating with on-the-ground charity, Caritas, we have supported the “Lavoro
Senza Frontiere” (Work Without Borders) scheme to find roles at our PIA factory
for victims of modern slavery in southern Italy.
•	Hosting the UK’s Ambassador to Rome & San Marino at our factory to discuss
ethical standards in the tomato supply chain.
•	Amending supplier contracts to highlight the importance of the observance
of all legislation relating to migrant labour.

Case Study – Princes Tuna (Mauritius) Limited
Our Princes Tuna (Mauritius) Riche Terre site has held the Internationally recognised
SA8000 certification for social accountability since 2003 and was the first global supplier
of canned tuna to do so. Our second site acquired in 2015, PTM Marine Road, also
obtained SA8000 certification in December 2017.
Princes Tuna (Mauritius) Limited continues to support the Leadership Group for Responsible
Recruitment and the Employer Pays Principle where no worker should have to pay for a job.
We are continuing to support the development of a common framework for improving worker
protection addressing risks debt bondage linked to the recruitment of migrant workers.
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Health and wellbeing
Consumers are more conscious
than ever of how food and drink
contribute to a healthy lifestyle.
We want to inform consumers
about the nutritional value of our
products so they can make the
best decisions for themselves
and their families.
Princes commitment to consumers’ health and wellbeing is most evident in our approach to packaging, labelling
and the marketing activity that supports all our brands. Our product ranges are regularly reviewed to ensure they
meet all relevant regulation, and provide all the information customers and consumers want included on the food
and drink they purchase.

0%

of our branded
soft drinks
products contain
any added sugar

350

tonnes of sugar
removed from
Branston baked
beans annual
volume

Over
200

branded products
supplied by
Princes count as
1 of your 5 A Day

Over 353
million
calories removed
from branded
soft drinks we
supply since 2015
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Sugar and soft drinks
Consumers continue to be rightly concerned about the levels of sugar in the food and drink they consume.
A Food Standards Agency survey from August 2018 showed that 55% of respondents were more concerned
about the levels of sugar in their food than the price of it, rising from 39% in 2010.
Such attitude change is understandable in the context of several years of high profile media coverage of sugar
in our food, the long term challenges faced by the NHS in treating obesity and the World Health Organisation
recommendation that sugars should make up no more than 5 per cent of people’s daily diets.
The soft drinks industry has long been held responsible for rising obesity rates in the UK and to tackle this, the
Soft Drinks Industry Levy (SDIL) came into effect in April 2018. The levy is placed on products with more than
5g per 100ml of added sugar.
Princes have been active on sugar reduction for several years; since 2011 we have removed over 45 billion
calories from the own brand soft drinks we supply and reformulated our brands to remove added sugar.
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This was achieved ahead of the SDIL implementation by starting early on this journey and evolving recipes over
time to ensure consumers acceptance. The same approach was taken with our own brand customers and out of
a total of 980 individual products we manufacture only 35 were impacted by the levy.
Pure fruit juices which contain only naturally occurring sugars are not currently impacted by the SDIL but are
subject to voluntary sugar reduction targets set by Public Health England for industry. We cannot legally
reformulate pure juice as it is a natural product but we can contribute to these targets and will be changing
the size of our single serve cartons from 200ml to 150ml in 2020.
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Nutrition

Each serving (150g) contains
Energy
1046kJ
250kcal

13%

Fat

Saturates Sugars

3.0g 1.3g
LOW

LOW

4%

7%

Salt

34g 0.9g
HIGH

38% 15%

of an adult’s reference intake
Typical values (as sold) per 100g: 697kJ/ 167kcal
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The NHS body Public Health England (PHE) has
turned its attention in 2018 to the level of total calories
in foods that are not directly targeted at children but
are nonetheless consumed in significant amounts by
under 18’s.
Of fifteen categories identified by PHE, meat
products, cooking sauces, pastes and ready meals
with carbohydrate accompaniments are the most
pertinent to Princes Ltd.
PHE recommend manufacturers undertake
reformulation, portion size reduction or the promotion
of lower calorie options. For some of these products
reformulation and portion size is extremely challenging
when sourced from third party supply partners but we
are reviewing what changes we can make.
In the meantime we have implemented directional
‘Have You Tried ‘information on our www.princes.co.uk
website for consumers to direct them to try existing
lower calorie options such as our Lean Deli Ham and
Lean Corned Beef options.
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Food Nutrition

Limit fruit juice
and/or smoothies
to a total of
150ml a day.
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https://www.nhs.uk/live-well/eat-well/
the-eatwell-guide/

Use the Eatwell Guide to help you get a balance of healthier and more sustainable food.
It shows how much of what you eat overall should come from each food group.

ith

We consider the vast majority of our
products to be healthy when consumed
as part of a balanced diet. Our core
range of fish, fruit, vegetables, pulses,
meat, pasta, oils, juice and water can all
be found on the NHS ‘Eat Well Plate’
which provides guidance on maintaining
a balanced diet. We are not complacent
however and continually seek to improve
the nutritional content of our food and
drink and provide healthier options to our
consumers.

Eatwell Guide

Check the label on
packaged foods

2000kcal

Oil & spreads

Choose unsaturated oils
and use in small amounts

2500kcal = ALL FOOD + ALL DRINKS
© Crown copyright 2016

Princes brand
The last National Diet and Nutrition Survey
identified that consumption of oil rich fish and
fruit and are still below recommended levels for
the UK population.
Our iconic Princes brand has continued this year
to promote the health benefits of our fish and
fruit ranges, encouraging consumption via
recipes, promotions, competitions and dietary
advice from nutritionist Lucy Jones.
Princes fruit in juice is
promoted with advice
on consumption ideas
at breakfast, ensuring
an easy way to get One
of 5 A Day at the start
of the day.
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Branston
Baked Beans –
Salt & Sugar
In 2016 we started a
project to review our
Branston Baked beans
recipe as the focus on
nutrition moved from soft
drinks to other categories.

Aqua Pura – Health & Hydration
Aqua Pura, our British Natural Mineral Water brand,
focuses its messaging on health, hydration and an
active lifestyle.
In 2009 our British Natural Mineral Water brand Aqua
Pura first partnered with Cancer Research UK and
supported its Race For Life events with water for
participants and on pack fundraising.

This was a real challenge
for our Development,
Marketing and Technical
teams as Branston Beans
has built up a loyal following for its taste –
the thick, rich tomato flavour of the sauce.
Several recipes were developed and researched
with blind taste testing with consumers – ranging
from baked bean aficionados to occasional
buyers – and our new reduced salt and sugar
recipe was preferred in 2018 by a majority and
received Good Housekeeping Institute approval.

In 2018 we handed out 640,000 bottles to participants
in Race for Life, Pretty Muddy and Shine events and
have raised over £150,000 through on pack donations.

The new recipe means we will use 350 fewer
tonnes of sugar – that’s around 1.4 billion
calories – and 105 fewer tones of salt per annum
The Branston Bean Challenge was launched
across social media following this research with
a money back offer to consumers if they do not
prefer the taste of Branston Baked Beans.

Our partnership with the Great Run and Swim series
of events continued with support for 40 events
nationwide. At the Great North Run over 350,000
bottles were handed out at eight hydration stations
to the thousands of runners raising money for their
chosen charities and we worked with the organisers to
ensure that all bottles were sent straight to a recycler.

Love Canned Food
Throughout 2018, our Love Canned Food initiative,
developed in partnership with Crown Foods Europe,
continued to drive awareness of the practical
advantages of buying canned food. Messaging on
taste, quality, nutrition, convenience, affordability and
lack of preservatives, minimising waste and the
endless recyclability of the can itself have been used to
engage, educate and encourage consumers directly.
Since launch, 44 videos have been viewed 1.9 million
times across YouTube and Instagram. Social and
digital advertising efforts have garnered 36.9 million
impressions on the content produced.
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