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We live in a fast-changing world. We operate in an 
industry in which new issues emerge before old 
ones are solved. Understanding how to build  
a business, that can grow sustainably and make  
a contribution, is a challenge that successive 
generations of Heineken management have been 
addressing, since the Company was founded 
nearly 150 years ago.

Today though, we are luckier than our predecessors. 
We have the benefit of more than a hundred years  
of science and experience. Today’s generation  
of Heineken management knows more about our 
impact on society, understands more and is able  
to deliver more in this regard, than any before it. 
 
With our acquisition of key parts of the Scottish  
& Newcastle business, I am pleased to say that  
we will welcome into Heineken, individuals who 
have helped to build a strong reputation for 
citizenship and sustainability. My colleagues  
and I are looking forward to sharing ideas and 
learnings in order to build a stronger business  
and social agenda. 

This report helps us to explain our social agenda 
as well as our achievements against it. The explicit 
focus on seven areas last year was a significant 
step in the transparency of our operations and 
received positive feedback from many groups  
of stakeholders. Real, two-way communication 
between our stakeholders and Heineken is crucial. 
That is why in 2008, we will continue to actively 
seek dialogue with stakeholder groups across 
these seven focus areas.
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Specific energy consumption
MJ/hl

Our specifi c performance in CO
2
 emissions 

(the amount of CO
2
 emissions per hectolitre of 

beer brewed) has improved from 10.9 kg CO
2
/

hectolitres in 2006 to 10.5 kgCO
2
/hectolitres in 

2007 in line with our target. Given the increases 
in volume and acquisition, our total carbon dioxide 
emissions have increased from 1,510 ktonnes 
in 2006 to 1,670 ktonnes in 2007 (including our 
malting plants).

The specifi c thermal energy consumption – the 
amount of heat needed to brew one hectolitre of 
beer – has decreased from 103 MJ/hl to 98 MJ/hl, 
meeting the target for 2007 amongst others, as a 
result of the activities mentioned above. 

As a result of the activities described above, our 
specifi c electricity consumption – the amount of 
electricity needed to brew one hectolitre of beer – 
has decreased from 9.46 kWh/hl to 9.31 kWh/hl, 
which is close to the target of 9.3 kWh/hl that we 
set for 2007, amongst others. 
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%97
of Group suppliers responded  
that they meet our requirements

From our experience in 2007, we have learned that 
local implementation is significantly more complex 
than we had foreseen. Hence, the original target 
date for full implementation in all our majority-
owned operations (2008) no longer seems realistic. 
We now believe we will finish implementation in 
the course of 2010.

We will continue our regular supplier audits with 
inclusion of the requirements of the Supplier Code.

Integrate supply chain responsibility in the 
periodic quality audits and subject at least  
20 per cent of group suppliers to a quality audit 
Further integrate supply chain responsibility  
in the supplier assessment process 
Start the expansion of the Supplier Code  
to local contracts for raw material, packaging, 
promotional materials and investment goods 
from operating companies in our regions of 
Western Europe, Central & Eastern Europe and 
Africa & Middle East (to be completed in 2008) 
Define a process for integrating the Supplier 
Code in goods and services other than those 
mentioned above (for example, utilities, 
advertising, maintenance and repair work).

•

•

•

•

“ Our actions are governed by our Code of 
Conduct. We are now aligning our suppliers 
to our requirements as well.” 

Supplier Code implementation Greece
Just before the summer of 2007, Athenian Brewery started the 
implementation of the Supplier Code. As a first step, the Heineken 
Supplier Code was translated into Greek and it was made a part of the 
company policy with its integration into the local purchasing policy 
manual. As a second step, all suppliers with a purchasing value of over 
€50,000 or in possible risk areas were listed. 

Within the Greek purchasing team, a dedicated person was appointed  
to explain to individual suppliers what was expected of them.  
In line with Heineken policy, suppliers who do not comply with the  
pre-requisites from the Code are granted time in which they are to 
improve their standards to reach full compliance.

“We made a good start in 2007 and are in the process of training  
our purchasers at all our sites,” says Andreas Geragidis, Supply Chain 
Planning & Purchasing Manager with Athenian Brewery. “For each 
employee working in the purchasing department we are establishing 
their training needs based on the context of the purchasing manual  
to deal with this issue in a correct way. We aim to conclude necessary 
training in the first few months of 2008.” 

The Greek Supplier Code will be an integral part of the purchasing 
contracts and will be subject to regular audits. “We are quite happy 
with the Supplier Code as it emphasises that Athenian Brewery,  
being one of the leading companies in Greece, takes its responsibility 
towards society seriously. This is a good signal to both my own 
colleagues and to our society at large”.

Andreas Geragidis
Supply Chain Planning &  
Purchasing Manager
Athenian Brewery, Greece

Implementation in Athenian Brewery
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never encourage alcohol misuse. Our brand 
communication only targets people above the 
legal drinking age, never features people who  
are, or appear to be younger than 25 years of age 
and our advertising only appears in media whose 
audience is more than 70 per cent of legal drinking 
age or above. 

Enjoy Heineken Responsibly
The message Enjoy Heineken Responsibly  
was launched in 2004 on all bottles, cans and 
packaging of the Heineken brand. In order to  
help create awareness amongst consumers and 
support informed decisions and choices, the 
message was accompanied by a logo displaying 
the ‘Enjoy Heineken Responsibly’ internet address. 
It is now displayed on commercial communication 
across many markets and forms a distinct 
communication platform for the Heineken brand. 
In markets such as Italy, the Netherlands, Greece 
and the USA, the platform has already been used 
for dedicated television advertising.

The website now appears in eight languages and  
is the basis for websites being developed for other 
brands in the Heineken portfolio.

Employees as Ambassadors – Cool@Work
We believe that our employees are the 
ambassadors of our Company. To this end, a core, 
Company-wide programme, Cool@Work provides 
employees with information on the meaning  
of responsibility and training when necessary. 
Specific elements such as sales force training and 
support for individuals who may have a problem 
dealing with alcohol are also elements of the 
programme. It is mandatory that all employees  
are made aware of their special responsibility  
as Heineken employees at least once every two 
years. The Cool@Work programme is implemented 
by the operating companies and supervised by our 
Group Head office.

Compliance with all three strategic pillars of our 
Alcohol Policy are subject to periodic audit by  
our Group Internal Audit department and the 
results are shared with the responsible Regional 
Presidents, the Executive Board and the 
Supervisory Board.

Commercial communication in Italy 

Gianluca Di Tondo 
Marketing Director 
Heineken Italia, Italy

“�We�believe�that�consumers�‘reward’��
a�company�and�a�brand�that�promotes�
responsible�behaviour.”�

Responsible beer consumption 
Heineken recognises the need to balance its commercial practices 
with its social responsibility, having our established rules for 
responsible commercial communication.

“Being responsible is not only the respect of law or launching an 
advertising campaign, but it has to do with a complex programme 
regarding the whole company and the company culture itself,”  
says Gianluca Di Tondo at Heineken Italia. “In Italy the media and  
the government are very focused on the alcohol abuse issue.”

Heineken started a proactive approach in 2004 with regards to 
responsible consumption building the Enjoy Heineken Responsibly 
platform. In a heavily broadcasted television campaign (named 
Pensaci) Heineken Italia stressed the insight that if you drink and drive, 
you are not only a danger to yourself, you are a danger to others as well. 

“Even when you talk about a potential negative aspect of our product, 
the appropriate approach is to adopt a responsible and pro-active 
attitude in order to gain credibility towards our stakeholders”, says 
Gianluca Di Tondo. “The research results show we strengthen our 
brand equity positively.”
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We live in a fast-changing world. We operate in an 
industry in which new issues emerge before old 
ones are solved. Understanding how to build  
a business, that can grow sustainably and make  
a contribution, is a challenge that successive 
generations of Heineken management have been 
addressing, since the Company was founded 
nearly 150 years ago.

Today though, we are luckier than our predecessors. 
We have the benefit of more than a hundred years  
of science and experience. Today’s generation  
of Heineken management knows more about our 
impact on society, understands more and is able  
to deliver more in this regard, than any before it. 
 
With our acquisition of key parts of the Scottish  
& Newcastle business, I am pleased to say that  
we will welcome into Heineken, individuals who 
have helped to build a strong reputation for 
citizenship and sustainability. My colleagues  
and I are looking forward to sharing ideas and 
learnings in order to build a stronger business  
and social agenda. 

This report helps us to explain our social agenda 
as well as our achievements against it. The explicit 
focus on seven areas last year was a significant 
step in the transparency of our operations and 
received positive feedback from many groups  
of stakeholders. Real, two-way communication 
between our stakeholders and Heineken is crucial. 
That is why in 2008, we will continue to actively 
seek dialogue with stakeholder groups across 
these seven focus areas.
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