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We are exceptionally proud of our
team’s passionfor sharing their love
of cheese and their knowledge of
cheese with customers from coast to
coast

-said Nick Tranchina, President of
Murray’s Cheese

       ore than 150 varieties of cheese
are available at Murray’s, ranging from
regional favorites to one-of- a-kind
cheesesthat have won prestigious
awards/PRNewswire/ – CINCINNATI,
OHIO, DECEMBER 7 2022/ —TheKroger
Company, better known as America’s
grocer,made the announcement today
that they have opened the 1,000th
Murray’s Cheeseshop in one of their
Kroger bannerstores. This expansion
bringsthe number of Murray’s
Cheeseshops to over 30 states across
the United States.
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“Food lovers are enjoying discovering
their enormous selection of cheeses
and specialty foods,”said De La Rosa.
“We are thrilledthat Murray’s continues
to grow its presence in our stores.”
This holiday season, our customers
are looking to create memoriesthat are
rooted in family traditions, recipes,
and seasonalmoments. Our growing
numbers of Murray’s shops are ready
to help shoppers make the most of the
season with curated and award-
winning products, expert
cheesemongers, and exclusive
products.

Within Kroger
stores,Murray’s Cheese has
opened its 1,000th location

In 2008, Murray’s began opening
cheese counters in Kroger stores
with the goal of providing customers
with the same high- quality shopping
experience that is available at their
original location, which is located in
Greenwich Village. Each Murray’s
shop provides customers with a
carefully curated selection of cheese
as well as a specialized shopping
experience led by a knowledgeable
cheesemonger. In addition to being a
well- known tourist attraction in New
York City, Murray’s contributes its
genuine origins and years of
experience in the specialty food
industry to the development of a
fresh cut-and-wrap cheese program
sold in Kroger stores.

We are thrilled that customer
favorite Murray’s continues to grow
its presence in our stores

-said Dan De La Rosa, group vice president
of Fresh Merchandising at Kroger

M More than 150 exceptional cheeses, as
well as charcuterie, olives, crackers,
and other specialtyfood items
sourcedfrom all over the world, can be
foundin each and every Murray’sshop.

Cheesemongers who work at the
shopshave successfully completed
Murray’s signature Red Jacket
Training program. In this training,
they learn about the hundreds of
hand-picked products so that they
are prepared to educate customers
about the cheeses,the best
pairings,and ways to cook with the
ingredients at home.

More than 150 exceptional cheeses,
as well as charcuterie, olives,
crackers, and other specialty foods
sourced from all corners of the globe,
can be found in each and every
Murray’s shop.

This holiday season, Murray’s is
offering a wide variety of indulgent
products, including cheeses infused
with spirits and truffles, artisan
chocolates, and Iberico ham. These
products are perfect for entertaining
guests or giving as gifts. In addition,
on a daily basis, their
cheesemongers prepare baked brie
and beautiful cheese boards in the
stores, which are then made ready
for customers to enjoy at holiday
celebrations.
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Caves in which cheese is aged and new varieties
of cheese that can’t be found anywhere else in
the world are one of the distinctive aspectsof
Murray’s business, which is located in New York
City. Most recently, at the 2022 World Cheese
Awards, the Murray’sCave Aged cheese line was
recognized with several awards for its
excellence. On a global stage, Murray’s
proprietary Cave Aged cheeses competed
against more than 4,000entries from around the
world.The cheeses were evaluated based on
their flavor, aroma, body, texture, and
appearance. Murray’s cheeses came out on top.

The following are some of Murray’s honors:
Cave Aged ReserveReceived the Super Gold Award
Greensward
Cave Aged Reserve Received the Super Gold
Award The Cave Aged OriginalStockinghall
Cheddar won the Silver Award from Hudson
Flower, and the Cave Aged Original Buttermilk won
the Silver Award. Basque
Along with cheeseof the month clubs and gifts,
the Murray’s Cave Aged cheese line is one of the
many items that can be purchased on the
murrayscheese.com website.

About Kroge
At The Kroger Co. (NYSE: KR), we are dedicated to our Purpose:To Feed the Human Spirit™. We
are, across our family of companies nearlyhalf a million associates who serve over 11
millioncustomers daily througha seamless digitalshopping experience and retail food stores
under a variety of banner names , serving America through food inspiration and uplift, and
creating #ZeroHungerZeroWaste communities by 2025. To learn more about us, visit our
newsroom and investor relations site.
GSN

About Murray’s Cheese
Murray’s Cheese is a belovedmainstay of New York
City’sGreenwich Village that has evolved into a world-renowned
specialty food destination. Murray’s in New York City includes
several retail shops, a restaurant, and an e-commerce program
with gifts, monthly clubs and cheeses aged in theirstate-of-the-
art NYC cheesecaves. Cheese experts also host tasting classes
and events, and the company supplies some of the country’s
most beloved restaurants with cheese. Murray’s joined the
Kroger family in 2017 and their cheese counters and
expertscan be found within Krogerand its bannerstores around
the country.
Follow along @murrayscheese and www.murrayscheese. com
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Free From Functional Food & Health
Ingredients celebrated its 10th anniversary
with a successful  edition in Amsterdam
    ree From Funct ional  Food & Health  Ingredients ,
Europe’s  leading innovat ion platform for  the f ree
from,  organic ,  vegan,  funct ional  and ingredient  food
industr ies ,
celebrated i ts  10th edi t ion in  Amsterdam with  a  strong
number  of  at tendees and high qual i ty  of  mainstream
retai lers.  Thousands of  key decis ion makers including
representat ives f rom Albert  Hei jn ,  L id l ,  Jumbo,  COOP,
Aldi ,  Spar ,  P lus ,  Carrefour ,  Dekamarkt ,  and more
buyers f rom the mult ip les ,  passed through the doors
throughout  the two-day event.
More than 5.400 v is i tors  f rom more than 60 countr ies
global ly  at tended to meet  with  a lmost  300 suppl iers ,
learn about  the very  latest  product  innovat ions and
discover  the future t rends that  wi l l  d ictate  the course
of  the industry  in  the coming years.

Innovat ive Insights
Delegates attending th is  year ’s  show were inv i ted to
attend conference sessions examining the key topics
dominat ing the industry  agenda.  Curated around three
trends-based streams – Free-From Retai l ,  Vegan and
Plant -Based and Suppl ier  and Insights – and del ivered
by more than 65 expert  speakers including ProVeg
Internat ional ,  IRI  Wor ldwide,  Döhler ,  Foodval ley ,
Wageningen Universi ty  & Research and FMCG Gurus –
the sessions provided insights into the latest  industry
research,  analysis  and key t rends shaping the sector .
These were supported by extensive networking
opportuni t ies and the latest  product  developments
from key exhibi tors.
Ref lect ing the popular i ty  and growth in  the category ,
some of  the most  popular  sessions were in  the f ree-
f rom retai l  st ream. The gluten-f ree presentat ion by
Flor is  van Overveld f rom

AOECS dealt  with  the subject  ‘How wi l l  the rev ised
AOECS Standard and Gluten Free Addendum affect
gluten f ree Food Business Operators ’ .  This  session
drew crowds from the show f loor ,  h ighl ight ing the
growing interest  in  th is  area.  Frank Quix ,  founder
of  Q&A Insights and Consultancy ,  offered an
exclusive f i rst  look into thei r  new report
‘Foodretai l  towards 2030’  featur ing insights f rom
Albert  Hei jn  and other  b ig  reta i lers.

Equal ly ,  presentat ions in  the vegan and plant -based
stream proved to be popular ,  wi th  Mathi lde
Alexandre f rom leading internat ional  food
awareness organizat ion ,  ProVeg,  d iscussing the
debate of  p lant -based vs cel lu lar  agr icul ture.  Are
these categor ies mutual ly  exclusive or  promising
complementary  strategies?

Always interest ing for  v is i tors ,  the suppl ier
insights presentat ions provided an opportuni ty  for
companies to  share thei r  insights ,  equipping
attendees with  the very  latest  industry  inte l l igence
to help them steer  the di rect ion of  thei r  business.
Presentat ions f rom leading exhibi tors  at  the event
– including R Biopharm,  Zeelandia ,  and Ct ic  Ci ta  –
were popular  as a lways,  and included in -depth
examinat ions of  a  broad range of  topics including
al lergen management ,  the chal lenges of  g luten-f ree
products ,  insights into food t rends and the future
food and many more.

F
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Awarding Success
Celebrat ing the very  best  of  the industry ,  th is
year ’s  Awards were a  hotbed of  exci tement ,
with  organisat ions celebrated in  four  key
categor ies.  Brand of  the Year  was
awarded to Austr ian company Landgarten GmbH
& Co.  The company,  which was set  up in  1989,
offers  the development ,  manufactur ing and
ref inement  of  innovat ive snacks and the f inest
t reats  for  body & soul .  Runner -up for  Brand of
the Year  went  to  L i laLou Biscui ts.

I t  was a tough contest  in  the Product  of  the
Year  category ,  but  the deserv ing f i rst  pr ize
went  to  the Spanish company Sanygran with
their  product  vegan Tuna.  The or ig inal  a im of
the project  was to develop an extruded food
product  out  of  legumes and cereals  which could
subst i tute  meat  and
be sui table  for  people who do not  eat  animal -
based food products ,  such as vegans and
vegetar ians.  Runner  up was Zero Carb Company
with thei r  product  Zero Carb Bread.
The Newcomer of  the Year  award was handed to
the amazing Newcomer company Intolerants.
The company offers  d i f ferent  vegan and gluten-
f ree products.  The most  innovat ive product
they offer  is  a  g luten-f ree ,  vegan,  sugar  f ree
egg.  The runner  up for  the Newcomer was
Veggie Crumbz with  an innovat ive way of  f ry ing.

Bonvi ta  took home the L i fet ime achievement
award.  They have a  wide var iety  of  chocolate.  I t
does not  only  taste good but  the chocolate are
Fair  Trade,  100% vegan and gluten f ree.  The
company uses r ice mi lk  and not  cows mi lk.  This
makes the chocolate 100% vegan and th is  is  the
reason why th is  company deserve the L i fet ime
achievement  award!

Commenting on the success of  the exhibi t ion
this  year ,  Free From Funct ional  Food & Health
Ingredients event  d i rector  Ronald Holman said:
“We have been completely  b lown away again by
the response to the exhibi t ion th is  year
compared to last  year .  Not  only  d id  i t  surpass
al l  our  expectat ions in  terms of  v is i tor  and
exhibi tor  f igures but  most  important ly ,  the
atmosphere among attendees was extremely
posit ive.
Vis i tors  were able  to  ident i fy  new and exci t ing
products f rom exhibi tors ,  suppl iers  d id
business with  the retai l  and manufactur ing
contacts they wanted to meet ,  delegates spoke
extremely  posi t ive ly  of  the educat ion
opportuni t ies at
the conference and overal l  the industry
seemed to be buzzing with  l i fe  after  a  d i f f icul t
few years.  I  would l ike  to  extend my heartfe l t
congratulat ions to  the winners of  our  awards –
who have a l l  worked so hard to  get  to  where
they are today.”

Free From Functional &
Health Ingredients Expo   

2022,   22-23
November, Amsterdam

   he Free From Funct ional  &
Health  Ingredients Expo 2022
takes place in  RAI  Amsterdam
on 22 and 23 November.
I t  g ives valuable  opportuni t ies
for  nat ional  and internat ional
experts  f rom var ious f ie lds and
al l  over  the wor ld  to  meet  and
share insights into the most
important  food t rends and what
wi l l  be on the shelves in  the
coming years.

Clean label ,  organic,  vegan,
plant- based, al lergen free

Free From Funct ional  & Health
Ingredients 2022 provides
insights into the latest  t rends
in lactose-f ree ,  g luten-f ree ,
sugar -  f ree and plant -based
products ,organic ,   vegan,
protein   t ransi t ion , funct ional
food and ingredients.  I t  wi l l
a lso careful ly  address the
future t rends.

 For  example,  products that
are becoming more
mainstream are those that  are
processed as l i t t le  as possible
and that  contain few or  no
art i f ic ial  addit ives

At the same t ime,  more and
more people are  th inking
about  where thei r  food comes
from and what ’s  in  i t .  “This  is
ref lected in  the ever -
increasing ranges of  p lant -
based products being
found in  supermarkets today ,”
adds Holman.

Doing better business for
retai l  and foodservice

During the Free From
Funct ional  & Health
Ingredients Expo 2022 in
Amsterdam,  hundreds of
internat ional  manufacturers
and t raders in  food &
beverages wi l l  present  thei r
latest  product  innovat ions.

 On display wi l l  be
thousands of  re levant
products ,  ready to  be placed
on supermarket  and food
serv ice shelves ,  and on  the  
menus  of   cater ing
companies and del ivery
serv ices

In addit ion ,  numerous
expert  roundtables give
opportuni t ies for  experts
and keynote speakers to
hold more in -depth
conversat ions on specif ic
topics ,  and to open
up discussions with  food
professionals ,  buyers and
category  managers on how
to resolve some of  the
biggest  obstacles facing the
industry.

says organizer  Ronald
Holman of  Expo Business
Communicat ions.

Our mission is  to  enable
connections and dr ive
better  business for
retai l  and foodservice
in a  rapidly  evolving  
 market ,

says Holman.

T
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One of the top inventions
of 2022 according to TIME

magazine was L’Oréal’s
Colorsonic

   he acknowledgement  wi l l  help  Beauty
Leader  further  thei r  advancements in  the
beauty  technology industry.
Cl ichy ,  France,  the 10th of  November ,  2022 –
Today,  L ’Oréal  made the announcement  that
Colorsonic  has been given the honor  of  being
named one of  the TIME 2022 Best  Invent ions.
Consumers can achieve salon-qual i ty  hai r
color ing resul ts  in  the comfort  of  thei r  own
homes with  the help of  a  portable ,  l ightweight
device that  mixes hair  color  in  an innovat ive
and mess-free manner  and appl ies i t  evenly.
I t  wi l l  be recognized as a  winner  in  the
category  of  beauty  technology.

“L’Oréal  is  the cosmetics f i rm
that  has the oldest
haircolorat ion tradit ion in  the
industry  because they produced
the world ’s  f i rst  safe,  synthet ic
haircolor  formulat ion more than
a century ago.  Our  unwavering
commitment  to  innovat ion is  the
one thing that  has remained the
same throughout  the years"

according to  Barbara Lavernos,  who
serves as the Deputy  Chief  Execut ive
Off icer  in  charge of  Research,
Innovat ion ,  and Technology.

“We couldn’ t  be more ecstat ic  to
learn that  one of  our  most  recent
L ’Oréal  BeautyTech innovat ions
has been honored with  such a
prest ig ious award.”

Colorsonic  was launched dur ing the
COVID-19 pandemic when consumers
exper ienced the chal lenges of  an at -
home haircolor ing process that  has
remained v i r tual ly  unchanged for

 decades,  specif ical ly  the
messiness of  hai r  dye and the
diff icul ty  of  apply ing haircolor
to hard- to- reach places.
Colorsonic  was developed in
response to consumer needs
and ref ined over  a  per iod of
f ive years.

About  L ’Oréal
For  over  110 years ,  L ’Oréal ,  the
world ’s  leading beauty  p layer ,  has
devoted i tself  to  one th ing only :
fu l f i l l ing the beauty  aspirat ions of
consumers around the wor ld.  Our
purpose,  to  createthe beauty  that
moves the wor ld ,  def ines our
approach to beauty  as inclusive ,
ethical ,  generous and committed to
social  and envi ronmental
sustainabi l i ty .  With  our  broad
portfol io  of  35 internat ional  brands
and ambit ious sustainabi l i ty
commitments in  our  L ’Oréal  for  the
Future programme,  we offereach
and every  person around the wor ld
the best  in  terms of  qual i ty ,
eff icacy ,  safety ,  s incer i ty  and
responsibi l i ty ,  whi le  celebrat ing
beauty  in  i ts  inf in i te  p lural i ty .
With 85,400 committed employees,  a
balancedgeographical  footpr int  and
sales across a l l  d istr ibut ion
networks
(e-commerce,  mass market ,
department  stores ,  pharmacies ,  hai r
salons,  branded and t ravel  reta i l ) ,  in
2021 the Group generated sales
amount ing to  32.28 bi l l ion euros.
With 20 research centers  across 11
countr ies around the wor ld  and a
dedicated Research and Innovat ion
team of  over  4 ,000 scient ists  and
3,000 tech professionals ,  L ’Oréal is
focused on invent ing the future of
beautyand becoming a Beauty  Tech
powerhouse.
More informat ion on mediaroom
https://www.loreal .com/en/

“Co-designed by the L ’Oréal
Technology Incubator  and
hundreds of  consumers
through product  test ing ,
Colorsonic is  a  tech device
rooted in  three of  our  core
values:  personal izat ion ,
augmented performance,  and
sustainabi l i ty , ”  said  Guive
Balooch,  L ’Oréal  Global  Head
of  Research and Innovat ion ’s
Tech Incubator .  “Colorsonic  is
a tech device rooted in  three
of  our  core values:
personal izat ion ,  augmented
performance,  and
sustainabi l i ty , ”  said  Guive
Balooch.

“By ut i l iz ing
cutt ing-edge
technology in
tandem with
cutt ing-edge
hair -color ing
formulat ions,
th is  game-
changing
invent ion is
not  only
sat isfy ing a
previously
unsat isf ied.

T
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“This  press re lease does not  const i tute  an offer  of  sale  or  sol ic i tat ion of  an offer  to  purchase L ’Oréal
shares.  I f  you wish to  obtain  more comprehensive informat ion about  L ’Oréal ,  p lease refer  to  the publ ic
documents registered in  France with  the Autor i té  des Marchés Financiers ,  a lso avai lable  in  Engl ish on our
website  www.loreal - f inance.com.
This  press re lease may contain  forecast  informat ion.  Whi le  the Company bel ieves that  these statements are
based on reasonable assumptions as of  the date of  publ icat ion of  th is  press re lease,  they are by nature
subject  to  r isks and uncerta int ies which may lead to a  d iscrepancy between the actual  f igures and those
indicated or  suggested in  these statements.”

Advert isement
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The Brit ish skincare experts are here
– ELEMIS has landed at Boots

   uxury Br i t i sh sk incare brand
ELEMIS i s  expanding i ts  UK
presence with i ts  launch in
leading beauty reta i ler Boots –
the start of  a new partnersh ip
celebrat ing two Br i t i sh her i tage
brands .

“As the UK’s leading beauty
retailer,  we’re always on the
lookout for the biggest and
best brands to bring to our
customers. As one of themost-
requested brands from our
customers,  we’re so excited that
ELEMIS has nowjoined the l ine-
up of over 500 beautybrands
available at Boots. We love the
brand’s mission of combining
feel-good skincare with
cutting-edge technology, and
we can’t wait for our customers
to try it .”

ELEMIS wi l l  of f ic ial ly launch on
boots .com on 31 August 2022 ,and in
10 Boots stores in the UK and
Ireland from October 2022 .

ELEMIS has had phenomenal
global growth in recent years ,
and with i ts  launch into Boots ,
the iconic Br i t i shsk incare brand
wil l  be reaching beauty
af ic ionados in new reg ions across
the UK .  ELEMIS wi l l  launch
onl ine on boots .com on 31
August ,  fo l lowed by i ts  launch in
10 Boots stores across the UK
and Ireland from October .

With a new global counterdes ign ,
ELEMIS wi l l  create a unique and
engaging space for customers in-
store .  Plus ,  through
compl imentary HD Sk in
Consultat ions ,  the brand ’s  expert
team wil l  gain an in-depth
understanding of customers ’  sk in
in order to recommend a bespoke 

L

sa id Al ice Rafferty ,  Senior Beauty
Buying Manager at Boots 

We are delighted to be
launching ELEMIS in Boots.
Our ambition is to be the most
innovative luxury skincare
brand, as well as leaders within
the skincare category. Boots
has a dedicated customerbase,
as do we, and we feel honoured
to be able to give more people
around the UK the opportunity
to experience our products and
achieve optimumskin health with
our high-performance and
expertly formulated skincare
ranges.There is great synergy
between ELEMIS and Boots –
both are British heritagebrands
and have a dedicated audience
and customer – and we are very
much looking forward to seeing
this partnership thrive.”

Noella Gabr iel ,  ELEMIS Co-Founder
and Global Pres ident sa id :  

rout ine su i ted to the ir  needs .

ELEMIS wi l l   launch  in  10 Boots
stores  around  the UK and Ireland ,
includ ing London’s  Covent Garden,
Manchester Market Street ,  Shef f ie ld
Meadowhall  and Dubl in L i f feyVal ley ,
as wel l  as onl ine at boots .com. Next
Day Cl ick & Col lect wi l l  be avai lable
at 1 ,600 Bootsstores ,  enabl ing
ustomers across the UK to p ick up

their favour i te sk incare at the ir  local
store the very next day .

G S N                    J a n u a r y  2 0 2 3     i s s u e
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The Coca-Cola enterprise
publicizes accord in

Redburn CEO Conference

The enterprise invitations buyers to join a webcastof the
event at ca-colacompanymbuyers. A downloadable
book,in addition to a transcript, may be attainable
inside hours afterwards the experience on the
enterprise’s site.

The Coca-Cola enterprise NYSE: KO is a total beverage
business with products offered in more than
international locations and territories. Our company’s
goal is to brace the realm and make a difference. We
sell diverse billion-dollar manufacturers across a
number of cooler classes worldwide. Our portfolio of
brilliant smooth alcohol manufacturers contains Coca-
Cola, Sprite and Fanta. Our hydration, activities,
espresso and tea brands encompass Dasani,
smartwater, vitaminwater, Topo Chico,BODYARMOR,
Powerade, Costa, Georgia, Gold top and Ayataka. Our
foodstuff, abstract, dairy and bulb-primarily based
beverage brands include Minute Maid, without difficulty,
blameless, Del Valle, fairlife and AdeS. We’re
continuously transforming our portfolio, from reducing
sugar in our drinks to bringing resourceful new items to
bazaar. 

We are seeking to positively affectpeople’s lives,
communities and the planet through water bushing,
packaging recycling, acceptable sourcing practices and
carbon emissionsreductions throughout our value
alternation. In conjunction with our bottling partners, we
employ greater than seven hundred, people, helping
carry economic opportunity to native communities
global. Learn more at ca-colacompanym and follow us
on cheep, fb and LinkedIn. investors and Analysts: Tim
Leveridge, koinvestorrelationscoca-colamMedia: Scott
Leith, sleithcoca-colam

Giant Food 

   esterday, Giant Food announced
that local shoppers can now purchase
a selection of products in reusable
packaging thanks to a new
partnership between Giant Food and
Loop,the circular reuse platform
developed by TerraCycle.Customers
can walk into any of the 10
participating Giant supermarkets and
purchase more than 20 products from
leading consumer brands, all
packaged in reusable containers
instead of single-use packaging

   he Coca-Cola company nowadays announced that
administrator and CEO James Quincey will latest Nov.
at a.m. ET p.m. GMT at the Redburn CEO conference.

a circularreuseT

Y

Advert isement
“Giant is proud to be the first
grocery retailer on the east coast to
launch a partnership with Loop, a
global leader in eliminating waste,
and offer our customers a program
that allows them to shop for products
while helping our environment,”

said Diane Couchman, Vice President
Category Management, Non- Perishables
at Giant Food.

“We look forward to expanding our
Loop item offerings and launching in
more Giant locations in the near
future.”

G S N                    J a n u a r y  2 0 2 3     i s s u e



A note on Starbucks’ new
fulfilment feature,

Target Drive Up

1 3

When finished with a product, the empty
packaging is returned to a Loop Return
Point at any of the participating stores.
From there, the containers are sent to Loop
to be sanitized, then returned to the CPG
suppliers to be refilled and returned to the
store for future purchase. Customers are
charged a small packaging deposit at
checkout, and a full refund is given once
the container is returned.

To maintain
advanced
sanitization
standards for all
reusable
containers, Loop
consults with
Ecolab Inc. — a
global leader in
cleaning and
hygiene solutions —
to identify proper
equipment and
design on-site
cleaning
procedures.

The launch event – held at the
Cathedral Commons Giant Food store
in Washtington D.C. – was attended by
the following people: Tom Szaky,
Founder and CEO of TerraCycle and
Loop; Mary Cheh, Washington, D.C.
Councilmember of Ward 3; Stacy
Cobb, Head of Strategic Planning at
The Kraft Heinz Company; and Daniel
Wiggington, Director of Direct Store
Delivery at Giant Food. They are
pictured together cutting the ribbon at
the end of the launch event

launches Loop
platform

    Team member gives a customer stopped at a Target
Drive Up area a Starbucks order.During the hol iday
season, Target customers in a few markets can add
their  favouri te handcrafted dr inks and foods from
Starbucks Café and have the ent ire Drive Up order
del ivered to their  car via our free curbside service 240
Target locat ions in the states of Cal i fornia, Delaware,
Minnesota, New Jersey, NewYork,Pennsylvania,Texas,
Washington, and West Virginia have started offer ing
Starbucks with Drive Up service as of ear ly November.
As another another way we are invigorat ing — and
easing — the shopping experience, Target and
Starbucks are col laborat ing to offer this convenience
of freshly made Starbucks Café favouri tes through a
curbside order pickup. The f i rst  retai ler to provide this
service on this level is Target.
 What i t  does
A visi tor wi l l  indicate they are in route in the Target app
after placing a Drive Up order at a part ic ipat ing Target
store and receiving not i f icat ion that i t  is ready. Then:

The visi torwi l l  be given the opt ionto order from the
whole Starbucks Café menu. After choosing their
Starbucks i tems, they should cl ick “Add for Drive Up”
and f inish placing their
A Starbucks barista working inside the part ic ipat ing
Target store makes the Café order after the
customerhas f inished the DriveUp check-in
processand says, “ I ’m on my way.”Included in this is
the packaging of food and dr ink products to protect
their  securi ty dur ing transportat ion, such as dr ink
stoppers that t ight ly cover l id openings.
Tap “I ’m here” on the Target app after parking in the
al located Drive Up space. The freshly prepared
Starbucks order and the customer’s Drive Up
purchase are then del ivered to their  car by a
Targetteam member.

1.

2.

3.

 As we cont inue to improve the service, we wi l l  a lso
keep improving the offer.a note on Starbucks'  new
ful f i lment feature, Target Drive Up Bui lding on our
incredible store experience Starbucks with Drive Up
bui lds upon Target ’s more than 20-year partnership
with Starbucks, which today has more than 1,700
Cafés serving up comfort  in our stores around the
country.With the abi l i ty to add a Starbucks dr ink or
menu i tem to a Drive Up order,  we are making Target
runs through our same-day services even more
rewarding and convenient than ever.

Late in 2021, Target started
construct ion on the Starbucks with
Drive Up app capabi l i t ies after
customers enthusiast ical ly demanded
the opt ion. This summer, we tested
the service out on a smal l  number of
team members at a few stores. We
used their  comments as part  of  our
test-and-learn methodology to perfect
Starbucks with Drive Up before
introducing i t  to our customers.

A

An assortment of
products in
reusable Loop
containers from
well-known brands
including Kraft-
Heinz and Nature’s
Path will be found
in branded
displays at
participating
Giant stores. 
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EDEKA accelerates with regionality 

After a year, the site now has more than 500 registered vendors.

Goods and agricultural products from Thuringia,
Saxony, and Northern Bavaria travel only a
short distance to the EDEKA stores and are just
as fresh as if they were just picked up at the
farm or from a nearby speciality factory.
Regionality is a matter of heart for EDEKA, not
just a necessary portfolio to set itself apart from
the competition. And not simply because
Since the spring of 2022, the EDEKA group of
firms, which operates in Northern Bavaria,
Saxony, and Thuringia, has been providing a
new online platform for regional and local
manufacturers and producers. Here is the place
where farmers and other small to medium-sized
food producers can showcase their businesses
and their wares. In addition to a corporate
photo, logo, contact details, and other
information on delivery, you may submit pictures
and present your own items. Other information
on delivery can also be included. The objective
is to provide the merchants who are part of the
EDEKA cooperative with new business impetus,
to bring attention to desirable suppliers located
in their area, and, preferably, to conduct
business with those suppliers.After a little under
a year, the platform already has over 530
regional vendors, which is more than what
EDEKA had planned for when it first launched
the initiative. The goal of the portal is to assist
in making the product range in EDEKA stores
even more regional, which is a significant wish
on the part of both consumers and producers,
as well as being in keeping with the spirit of
EDEKA. The listings for the markets typically

as well as being in keeping with the spirit of
EDEKA. The listings for the markets typically
include thirty to forty regional manufacturers
on average. Maintainable at relatively close
distances According to the Purchasing
Director Gert Lehmann, “Parallel to the
growth of the platform, the EDEKA region has
also altered its standards so that small and
medium-sized manufacturers can now supply
our stores more readily.” As a direct
consequence of this, the responsibility for the
selection of items is increased where you
have the greatest level of familiarity, namely
with the neighbourhood EDEKA stores.
Lehmann places particular emphasis on the
fact that regional added value and diversity
are other good consequences of
decentralised supply structures, in addition to
the fact that decentralised supply structures
reduce the distance that producers must
travel. Last but not least, if a reference to the
meal’s place of origin can be derived, it helps
customers feel much more connected to the
food they select.

E center Schneidermarkt, Otto-Hahn-
Strasse 1, 95447 Bayreuth and
E center Seidl, Fritz-Hornschuch-Strasse 9,
95326 Kulmbach

First regional markets at the start
EDEKA has developed a regional store shop-
in-shop concept to put even more focus on the
regional ranges. The “farm shops” can be
found in the markets:
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ALDI’S ESSENTIAL CHRISTMAS VEGETABLES
ARE JUST 19P

ldi’s much-loved Christmas Super Six offers are making a long-
awaited comeback to shops on the 18th of December, and all of the
necessary vegetables for a Christmas dinner will cost just 19 pence
each. Get ready to have a merry feast, because these deals are
sure to be a hit.The grocery store, which was just awarded the title
of Which? Cheapest Supermarket for November, making it the
winner for the sixth consecutive month in a row, has lowered the
prices of six Christmas vegetable essentials to assist customers in
keeping their spending under control during the holiday season.

Carrots (1 kilogram),
White Potatoes (2
kilograms), Parsnips (500
grams), Red and White
Cabbage (each), Brussels
Sprouts (500 grams), and
Swede (each)are all
includedin the deal and
are pricedat 19 pence
each, providing customers
with savings of up to 80
percent. Also included in
the deal is a selection of
Aldi’stasty and fresh
vegetables, all of which
are sourcedfrom British
suppliers.

ldi’s much-loved Christmas Super
Six offers are making a long-awaited
comeback to shops on the 18th of
December, and all of the necessary
vegetables for a Christmas dinner
will cost just 19 pence each. Get
ready to have a merry feast,
because these deals are sure to be
a hit.The grocery store, which was
just awarded the title of Which?
Cheapest Supermarket for
November, making it the winner for
the sixth consecutive month in a
row,

 has lowered the prices of six
Christmas vegetable essentials to
assist customers in keeping their
spending under control during the
holiday season.ldi’s much-loved
Christmas Super Six offers are
making a long-awaited comeback to
shops on the 18th of December,
and all of the necessary vegetables
for a Christmas dinner will cost just
19 pence each. Get ready to have a
merry feast, because these deals
are sure to be a hit.The grocery
store, which was just awarded the
title of Which? Cheapest
Supermarket for November, making
it the winner for thesixth
consecutive month in a row, has
lowered the prices of six Christmas
vegetable essentials to assist
customers in keeping their
spending under control during the
holiday season.

“At Aldi ,  we believe that
access to fresh, high-quality
food is a r ight,  not a
privi lege – and Christmas
dinner is not an exception,”

said Julie Ashfield, the Managing
Director of Buying at Aldi UK
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Shoppers with hidden disabilities – such as autism, chronic
pain, mental health conditions and mobility or speech
impairments – will also be able to use the Hidden
Disabilities Sunflower store finder to locate their nearest
Aldi store. Aldi colleagues across all other areas of the
business have also completed the training – and have the
option to wear a Sunflower badge to signal to others that
they too may need extra support.

1 7

A L D I  S U P P O R T S  S U N F L O W E R
S C H E M E

Aldi, one of Britain’s fastest-growing supermarkets, is
supporting the Hidden Disabilities Sunflower to help
provide an even better shopping experience for those with
non-visible disabilities and create a more inclusive
workplace for colleagues. Colleagues at Aldi’s more than
970 stores have undergone training around hidden
disabilities and the Sunflower symbol, so they can offer
additional assistance to customers who may require it.

“We are committed to ensuring Aldi is as accessible
and inclusive as possible – both to shop and work,
which is why we are delighted to be able to further
assist our customers and colleagues through our
support of the Hidden Disabilities Sunflower.”

“We are delighted that Aldi has joined the Hidden
Disabilities Sunflower network. Grocery shopping is a
basic requirement but can be challenging for a variety
of reasons for people with non-visible disabilities.
With such a large number of stores in the UK it means
that millions of Aldi customers that choose to wear
the Sunflower will feel confident that they will be
offered help, understanding or just more time should
they need it.”said Richard Shuttleworth, Diversity and Inclusion Director at

Aldi UK

A h o l d  D e l h a i z e  s h a r e  b u y b a c k
u p d a t e  S e p t e m b e r  2 0 ,  2 0 2 2

Zaandam, the Netherlands, September 20, 2022
– Ahold Delhaize has repurchased 739,812 of its
common shares in the period from September 12,
2022 up to and including September 16, 2022.
The shares were repurchased at an average
price of € 28.12 per share for a total consideration
of € 20.8 million. These repurchases were made
as part of the € 1 billion share buyback program
announced on November 15, 2021. The total
number of shares repurchased under this
program to date is 25,238,806 common shares
for a total consideration of € 689.6 million.

Netto Marken-Discount
relies on its own regional

HEIMAT brand for fruit
and vegetables 

Maxhütte-Haidhof, September 2022: Regional
and seasonal: The new own brand HEIMAT
from Netto Marken-Discount stands for fruit
and vegetables with short transport routes
directly from producers in the region. With the
introduction of the new Netto private label, the
food retailer is consistently expanding its
regional assortment strategy and thus
strengthening cooperation with local farmers.
The new private label range HEIMAT will be
introduced nationwide in the fruit and vegetable
range from September 5th to October 1st,
2022 as part of the net regionality campaign.
All items are available in around 4,280 Netto
Marken-Discount branches nationwide.
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Why is there an egg scarcity? 
cause UK supermarkets are attached egg

earnings amidst experiences of chicken flu

onsumers have been informed not to agi tat ion af terwards supermarkets commence
administrat ion egg purchases as farmers struggle with increasing pr ices and the have an
impact on of avian f lu.  
The Bri t ish Retai l  consort ium BRC has said retai lers are working with suppl iers to handle
the si tuat ion, wi th some import ing a baby var iety of  eggs to boost give, however there
changed into no want for subject.  
Andrew Opie, the BRC’s administrator of  food and sustainabi l i ty,  said:  “whereas avian f lu
has disrupted the provider of  some egg degrees, marketers are special ists at  managing
provide chains and are al ive compl icated to minimise have an impact on purchasers.
“Some shops accept introduced br ief  l imits on the var iety of  bins shoppers can purchase
to ensure avai labi l i ty for every person.” 
administrat ion changed into just  too easy demand, and i t  changed into not l ikely many
households would want more than three boxes of eggs at a t ime, the BRC introduced.
 UK chicken farmers were combat ing r is ing energy, fuel ,  augment and packaging fees
which accept now been exacerbated via the pressures brought about 
by avian f lu.

aer ial  f lu has been named as one of the vi ta l  accessory factors
 af fect ing farmers and egg components Charl ie Neibergal lAP
 supermarket al ternat ion, Asda, which referred to i t  sources
 i ts eggs from the uni ted kingdom, has begun proscr ibing 
egg purchases, introducing a restr ict  of  two boxes of eggs 
per c l ient throughout al l  t iers and degrees. An Asda 
spokesperson told i :  “we’re working hard with our 
suppl iers to get to the bottom of the trade chal lenges
 which can be at the moment af fect ing al l  supermarkets,  
and to make certain as abounding consumers as 
possible can buy eggs we have introduced a 
temporary l imit  of  two packing containers per 
customer.”  Lidl  has also added a l imit  
on egg purchases l imit ing valued 
cl ientele to three bins in some shops. 
whi le Tesco conf i rmed i t  current ly 
had f i rst  rate egg avai labi l i ty and 
no purchasing banned however 
become al ive with suppl iers to 
make sure i t  could meet appeal.  
Waitrose referred to i t  of fered 
Bri t ish eggs to i ts customers 
and had now not introduced 
any buy l imits in the intervening 
t ime but was “cont inuing to v ideo
 display consumer appeal” .
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Sainsbury’s admitted supermarkets were dealing with
some “give challenges” and so it became briefly
sourcing some eggs from Italy since it had a
protracted-time period commitment to most effective
stocking cage chargeless eggs.A Sainsbury’s agent
pointed out: “presently supermarkets are experiencing
some provide challenges with eggs. “At Sainsbury’s,
we are committed to sourcing British as lots as feasible
and proceed to work challenging with our suppliers
across the United Kingdom to ensure shoppers can
purchase what they want. B“To help maintain
availability were also briefly sourcing some eggs from
Italy, which might be obviously labelled on the
packaging.” The British free range Egg Producers
association BFRE has written to Sainsbury’s calling for
an urgent assembly afterwards the banker confirmed it
was importing from Italy. not surprised by way of the
building which follows warnings he fabricated in March
that the nation would be wanting British eggs by way of
Christmas if farmers had been now not paid an
acceptable cost. “We now have been admonishing for
months that declining to pay farmers a price which
allows them to accomplish an income would result in
mass de-stocking or, worse nonetheless, an exodus
from the industry,” he observed.“Seeing Italian eggs on
the shelves is a wake-up call to all retailers that they
can’t expect farmers to work for annihilation.
satisfactory is adequate.” BFRE statistics has
published the normal fee of a dozen eggs has risen

 through about p in supermarkets this year, but some
farmers have best seen a cost rise 

of amid p and p. Asda and
 Lidl are attached the 

variety of bins of eggs 
consumers can buy 

amidst supply 
disruptions Yui Mok 

The association 
noted aerial flu has 

circuitous the subject of 
egg availability,

with the disease resulting within the obligatory
alternative of a whole bunch of hundreds of egg-
laying hens throughout antecedents, barn, and
chargeless latitude programs. the United
Kingdom is dealing with its greatest ever bout of
avian flu and a mandatory apartment adjustment
turned into introduced in England in November
for all chicken and captive birds, to hold them
clear of contaminated wild birds.

when there is an established outbreak on a bird
or egg farm, all birds in the afflicted environment
are destroyed, meaning beneath eggs in the
deliver chain. The British Egg business council
BEIC said a reduction within the variety of
antecedents hens, as marketers’ circulation
towards cage free, and strong appeal from
consumers had been also elements in give
difficulties. A BEIC agent advised I: “deliver and
demand does alter with eggs however we expect
availability to return to general tiers back charge
pressures affluence. “Meanwhile, the industry will
continue to assignment intently with retailers to
get eggs from the farm onto cabinets as right now
as feasible to make certain were capable of
accommodated buyer demand for British lion
eggs, which we recognize is what consumers
predict.” The country wide Farmers’ abutment
NFU bird board chair, James Mottershead,
pointed out: “advancing soaring production
charges are placing the British chook sector
beneath gigantic drive. “Some fowl producers
were facing skyrocketing energy and feed
charges for months now, in addition to increases
in different input prices together with fuel, labour
and packaging that are all adding to the average
charges of creation on acreage. “Admits these
large inflationary pressures, producers are
carrying on with to do everything they can to
continue to produce fine, low-cost eggs and
chicken meat. “we’re exploring all avenues to
ensure farmers accept the self-belief they
deserve to continue presenting British eggs to
satisfy demand from consumers.” A Defra agent
referred to: “We remember the difficulties that
rising enter fees for feed and energy over the last
year, combined with the chook flu outbreak, are
causing for farmers and we are working with
trade to video display the bazaar. “The united
kingdom’s meals deliver alternation is resilient –
there are million laying hens throughout the
nation, and we are not anticipating any significant
influence on the typical provide
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       esco Ireland today announces a new and novel
‘modern orchard’ partnership which sees previously
international varieties of apples and pears, grown and
sourced in the first ‘modern orchard’ in Ireland. In a new
2-year deal, worth €2.5m, Tesco has partnered with
established orchard growers, the McCann family from
county Armagh, and will be its anchor customer for the
innovative new 130-acre Tullyallen ‘modern orchard’,
based in the Boyne Valley near the Louth-Meath border

Over 100,000 trees have been planted and novel new
fruit growing techniques deployed to cultivate popular
modern varieties of apples and pears – including gala
and golden delicious apples, conference and QTee
pears. This is the first ‘modern orchard’ to grow these
varieties commercially in Ireland, having previously been
imported. The ‘modern orchard’ initiative provides Tesco
customers with home-grown varieties of their most
favoured apple and pear varieties for the first time,
throughout the autumn and winter months, in line with
the Northern hemisphere season

Tullyallen Orchard is unique in that it comprises c1,300
trees per acre compared to a traditional orchard in
Ireland with just 200-350 trees per acre. Each tree is
planted being supported by wooden posts and a 3-tier
wire system in order to safely carry the fruit load when in
full crop during the growing season. In line with the
worlds ever changing climate, McCann Orchard has
installed a drip feed irrigation system throughout the
‘modern orchard’ to ensure water supply to the trees
throughout the season and when in strong demand
during the summer months of growth.Tesco and McCann
Orchards partnership brings Irish apples and pears to the
table

3.5 million home grown apples and pears will make their
way onto Tesco shelves over the coming weeks and
months, with production expected to triple to c. 11 million
by the end of 2024. Insight from McCann Orchards
suggests that when the Orchard reaches full production,
it will mean a projected reduction of 110 HGV road
journeys or 135,000 miles annually coming from
mainland Europe, eliminating 197,000kgs of C02
annually*

John Brennan, Fresh Category Director, from Tesco
Ireland said: “As we celebrate 25 years in Ireland, it’s
exciting to announce new innovation with one of our
long-standing suppliers, McCann Orchards. This is a
positive development for Tesco as we seek new
more sustainable ways to deliver for the customer.
The ‘modern orchard’ model is a great example of
being able to successfully transition to home-grown
versions of our much-loved apple and pear
varieties.The innovative growing technique adopted
by the McCann family means we can reduce our
reliance on imported produce, resulting in less air
miles and carbon emissions over the coming years,
and most importantly we are once again bolstering
our support for quality Irish food suppliers. It’s a win-
win for all concerned and we are very excited to
introduce this new quality product for our customers.

”Oliver McCann, MD, McCann Orchard added: “We
are delighted to extend our 25-year long partnership
with Tesco Ireland and with such an exciting
commitment of support to our ‘modern orchard’. The
strength of our relationship with Tesco has helped us
move this project forward and give us the confidence
to invest in new and innovative ways to grow and
harvest our produce. We’re looking forward to
delivering these tasty apples and pears to Tesco
customers.” In 2021, Bord Bia commissioned a trade
and consumer research project, “Building A Better
Future For Irish Apples,” to assist industry
stakeholders on how best to maximise the
opportunity for locally grown, sustainable apples in
Ireland. The results of this award-winning project
formed a significant part of the Irish Apple
Development Group’s ambition to develop the local
industry and included focus groups, in home
placement of several different types of apples, and
stakeholder interviews with growers, consolidators,
retailers and distributors. Results revealed that
seasonality and sustainability remain a key driver for
consumers, representing significant growth
opportunities for Irish grown apples

Lorcan Bourke, Bord Bia, Sector Manager, Fresh
Produce and Potatoes said: “At the heart of our
market research project was an ambition to help
grow the opportunities for Irish apples in the Ireland
retail market and the launch of McCann’s Boyne
valley based orchard is a wonderful example of
seeing our market recommendations come to life. At
Bord Bia, through initiatives including our
Sustainable Horticulture Assurance scheme we are
committed to working closely with our partners and
stakeholders in the supply chain to support the
continuous sustainable development of the sector”.
The modern orchard pears and apples are available
in stores and online via Tesco.ie now

T

Tesco and McCann Orchards
partnership brings Irish apples and
pears to the table
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Lidl Gb Commits To Helping Farmers
Through Harvest

         hursday 25th August: Today, Lidl GB announces
support for its fresh fruit and vegetable produce suppliers
across Great Britain, helping them tackle the challenge of
a growing quantity of stunted crop due to the hottest and
driest weather seen in half a century. The retailer has
today written to all of its British fresh produce suppliers to
offer support and look for ways to ensure that high quality
British crops are not going to waste. The supermarket will
work closely with suppliers to identify key crop
challenges, and where possible work to accommodate
these products within its existing lines. Through this
flexible approach, Lidl will help to prevent perfectly good,
quality produce from going to waste because of variations
in specifications, for example a different size to what
shoppers are typically used to.

Ryan McDonnell, Lidl GB CEO said: “Farmers across the
country are facing a big challenge this year due to the
extreme weather conditions experienced over the summer
months. Whilst the crop coming out may look and feel a bit
different to what we’re all used to, it’s still the same great
British quality. We therefore want to show support for our
suppliers by working with them to find solutions to help.
“Lidl is built on the foundation of making good food
accessible and affordable to everyone, and our fresh
produce range is key to achieving this. Whilst some
supermarkets have chosen to create a separate ‘wonky
veg’ label for items that don’t quite fit a certain
specification, we don’t believe in a creating a false market.
Instead, we have always strived to work collaboratively
with our suppliers to ensure that we are flexible with
variations in specifications at different times of the year.
However, now, more than ever, it’s critical that we and the
rest of the sector get behind our suppliers. That’s why we
have written to all of our British fresh produce suppliers,
and I would urge other supermarkets to do the same, so
that together we can ensure that perfectly good produce
isn’t going to waste.” Lidl has also committed to funding
and implementing 10 whole chain food waste projects by

 2025 to work with suppliers to find further solutions
to reducing waste and creating additional value in
the supply chain .This builds on Lidl’s initiatives to
tackle food waste throughout the supply chain. The
discounter was one of the first supermarkets to sign
the NFU Fruit and Veg Pledge in 2016, underlining a
commitment to help work in a sustainable way with
all growers. For customers, Lidl GB launched Too
Good to Waste boxes in 2019 to help tackle in-store
food waste. Priced at just £1.50 for approximately
5kg, the boxes contain fruit and vegetables from the
store shelves that would have otherwise been
thrown away but are still perfectly food to eat. They
are put together daily by the discounter’s dedicated
in-store Freshness Specialists and are available
whilst stocks last.
About Lidl GB Since establishing itself in Great
Britain in 1994, Lidl GB has experienced continuous
growth and today has over 28,000 employees, over
930 stores and 13 distribution centres in England,
Scotland and Wales. As part of the Schwarz retail
group, Lidl is one of Europe’s leading organisations
in the food retail industry. The supermarket, which
has more than 360,000 employees globally, currently
operates approximately 12,000 stores and more than
200 warehouses and distribution centres in 31
countries. The supermarket takes pride in providing
its customers with the highest quality products at the
lowest possible prices throughout Great Britain, from
Kirkwall to the Isle of Wight. Social responsibility and
sustainability are at the core of the company’s daily
operations, with the company placing a strong
emphasis on its responsibility for people, society,
and the environment. Lidl GB is passionate about
working with British producers and sources two
thirds of its products from British suppliers. The
Schwarz Group, which operates worldwide as a
retail group, generated a turnover of €133.6 billion in
the financial year 2021

T
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   almart and Sustainable Beef LLC announced today
that Walmart signed an agreement to acquire a
minority stake in Sustainable Beef LLC, a rancher
owned company based in North Platte, Nebraska.
Walmart’s equity investment is part of a broader
strategic partnership to source top-quality angus
beef from Sustainable Beef LLC’s new beef
processing facility. 
This partnership helps supplement the current beef
industry and provides additional opportunities for
ranchers to increase their business. 
As part of the investment, Walmart will also have
representation on Sustainable Beef’s board.
Walmart’s investment will help Sustainable Beef LLC
open their beef processing facility in North Platte,
Neb. The facility is expected to break ground next
month and open by late 2024, creating more than
800 new jobs. Walmart’s work with Sustainable Beef
LLC will create more capacity for the beef industry.
“At Walmart, we are dedicated to providing
high quality, affordable beef to our customers, and
an investment in Sustainable Beef LLC will give us
even more access to these products,” said Tyler
Lehr, senior vice president of merchandising for deli
services, meat and seafood, Walmart U.S. “We know
Sustainable Beef LLC has a responsible approach to
beef processing, one that includes creating long-
term growth for cattle ranchers and family farmers.
This investment provides greater visibility into the
beef supply chain and complements Walmart’s
regeneration commitment to improve grazing
management.”

Walmart Announces Equity Investment in
Sustainable Beef LLC To Provide More High-
Quality, Affordable Beef to Shoppers 

Sustainable Beef LLC will work with cattle feeders
and ranchers to understand critical elements of the
supply chain cycle, such as grain sourcing and
grazing management. 
Animal care will follow the Five Freedoms, and there
will be a consistent approach to antibiotic use and
reporting across herds in line with Walmart’s
Position on Antibiotics in Animals, which asks
suppliers to adopt and implement American
Veterinary Medical Association Judicious Use
Principles of Antimicrobials. 
All of these components will help Sustainable Beef
LLC to improve and refine the beef supply chain to
provide quality beef for our customers.
 “We set out on a journey two years ago to create a
new beef processing plant to add some capacity to
the industry and provide an opportunity for
producers to integrate their business of raising
quality cattle with the beef processing portion of the
industry and do it in a sustainable manner, said
David Briggs, CEO of Sustainable Beef LLC. “During
this journey we found that Sustainable Beef and
Walmart aligned on continuing to improve how we
care for our animals and crops and provide
consumers the positive experience of enjoying
quality beef.” Walmart’s investment in Sustainable
Beef LLC is the latest step in the retailer’s
commitment to increasing access to high quality beef
at an affordable price for its customers, while
boosting capacity for the beef industry and ensuring
long-term economic viability for cattle ranchers

W
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   rom today, M&S will only be selling 100%
slower-reared fresh chicken across its UK stores,
becoming the first national retailer to do so. M&S
has committed to deliver trusted value for
customers – great value products that never
compromise on quality, sourcing or animal
welfare standards.
A study conducted by YouGov on behalf of M&S
highlighted that 81% of UK adults think that it is
important that food retailers focus on the better
treatment of farm animals* In line with the Better
Chicken Commitment, the retailer has moved to a
Hubbard breed which will also benefit from higher
welfare standards. 
These include a multigrain diet, which has been
designed to support slower natural growth and
muscle development, whilst also ensuring the
best flavour for customers. As the birds are
slower reared they will be more resilient and
robust, particularly to higher temperatures. Birds
will also have 20% more space alongside an
enhanced environment, with more pecking aids
and perches to encourage natural behaviours.
The significant investment builds on M&S’
existing leading animal welfare standards. 
The retailer offers more RSPCA Assured
products than any other retailer, was the first
retailer to sign up to the Better Chicken
Commitment and has been in tier one of the
Compassion in World Farming annual Business
Benchmark on Farm Animal Welfare since 2013.
Andrew Clappen, M&S Food Technical Director,
said: “At M&S we have a long history of driving
animal welfare standards across the industry.
This year marked 25 years since we first
introduced 100% free range whole eggs and we
were the first retailer to sign up to the Better
Chicken Commitment. 
When it comes to chicken, we want to keep
raising the bar to improve welfare – it’s something
we know our customers care deeply about and
we do too. “Improving animal welfare is an
important part of our trusted value commitment –
we are introducing slower-reared, higher welfare
chicken offering better quality and better flavour
for our customers.” We first introduced our
Oakham Gold chicken in 2020 and customers
have responded well as they have seen the extra
benefits of better welfare and multigrain diet on
flavour. Mike Baker, CEO of RSPCA Assured,
said: “M&S’s move to offer 100% slower-reared,
RSPCA Assured fresh chicken is the biggest
positive change to chicken farming

in a generation. It’s a landmark achievement for
animal welfare, which we hope will set a leading
example for other retailers. “The positive impact
this will have on M&S’ chickens is enormous,
allowing these alert and curious birds more
comfort and freedom to enjoy their natural
behaviours. “We’re really proud to partner with
M&S in extending their commitment to higher
welfare farming, with the conversion of all of their
fresh chicken to RSPCA Assured. M&S already
have the widest range of RSPCA Assured
products of any UK retailer. This move further
extends that leading position, and means they
can now assure their customers that they are
buying fresh chicken reared to the RSPCA’s
higher welfare standards throughout their entire
range.” Dr Tracey Jones, Global Director of Food
Business at Compassion in World Farming, said:
“We applaud M&S for leading the UK retail
sector, having successfully transitioned their
entire fresh chicken supply to the criteria of the
Better Chicken Commitment. “The roll out of their
‘Oakham Gold’ fresh chicken is testament to their
ongoing commitment to improve the lives of the
chickens in their supply, by using more robust
breeds that lead longer, healthier and more
fulfilled lives.“Making higher welfare chicken the
baseline standard for consumers is a priority for
Compassion and we urge all retailers to follow
their lead, so that we can drive the market
towards better chicken for all.” Martin Sweetland,
M&S Oakham Gold farmer, said: “I’m really
enjoying farming the M&S Oakham Gold
chickens – they are much more inquisitive than
other breeds, have more room to dust bath,
perch and play with pecking objectives. Seeing
them exhibit natural behaviours makes me proud
to farm these birds and I believe this translates
into a more tasty eating bird – this is a real game
changer and it makes me proud to be an
Oakham Gold farmer”With value front of mind for
customers, M&S has locked the prices of over
100 products in its Remarksable value range,
including chicken wings (750g -£1.30), chicken
drumsticks (600g – £1.25) and chicken legs
(600g – £1.20). All slower-reared and RSPCA
Assured. Customers can find out more about
slower-reared chicken in a special episode of
M&S’ Fresh Market Update campaign, airing
across ITV and Channel 4 from 3rd October.
Fresh Market Update showcases the lengths
British farmers and growers go to deliver
customers’ favourite product.

M&s becomes first national retailer to offer
new entry tier offer of higher welfare fresh
chicken, oakham™ gold, 100% rspca assured
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Carrefour is contributing €350,000 to a plan to
revitalise france’s regions by developing

organic farming under a government agreement 

      arrefour is the number one organic
retai ler in France. In keeping with i ts role
as the retai l  sector ’s leading supporter of
organic farming, i t  has just  announced
that i t  is  to contr ibute €350,000 under an
agreement to revi tal ise the rural
economy, the aim being to create new
organic product l ines. 

In the Ain region, Carrefour is helping
f ive farmers working alongside Moul in
Marion on making the switch to
organic farming for their  wheat f lour,
on sale in Carrefour stores. 
In the Alpes-Mari t imes regions,
Carrefour is support ing the Fédérat ion
Départementale des Groupes
d’Études et de Développement
Agricole (regional federat ion for
invest igat ing and developing farming),
helping i t  to create an organic cut
f lower product l ine, the aim being to
diversi fy and rotate crops so as to
improve the qual i ty of  farmland.

Carrefour and the French government are
support ing the creat ion of  s ix new
organic product l ines in France Several
in i t iat ives to create new French organic
product l ines are underway in var ious
regions throughout the country – they wi l l
get f inancial  support  f rom Carrefour to
help them take shape: 

C

The Group is seeking to support  farmers
and give them f inancial  support  wi th
var ious projects.  These include switching
to organic farming (which can be
technical ly complex and cost ly) ,
protect ing and improving soi l  qual i ty and
developing new product ion l ines.

This f inancial  help can be used in
conjunct ion with other state support  and
is to be paid to al l  benef ic iar ies in the
form of operat ing subsidies, start ing in
the second quarter of  2022 to fund six
projects to introduce new organic product
l ines
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In the Côte-d’Or region, the Del in
dairy is gett ing investment support  to
extend i ts product ion si te and the
faci l i t ies i t  uses to make organic UHT
milk.  
In the Haute-Garonne region, the
Group is subsidis ing Jardins de la
Croix so they can develop organic
squashes. In the Pyrénées-
At lant iques region, Carrefour is
support ing start-up Hopen, so i t  can
develop organic hops and offer
consumers 100% French organic beer
– with no imported hops.
In the Savoie region, members of  the
Poisy Verger Expérimental
associat ion are gett ing f inancial  

support  f rom Carrefour to help frui t -
growers switch over to organic farming
methods, the aim being to increase
product ion of  organic pears,  volumes of
which are st i l l  very low across France. 

This in i t iat ive is in l ine with the ambit ious
aims that the Carrefour Group set for
i tsel f  in 2018 to develop new product
l ines, whi le at  the same t ime offer ing
f inancing solut ions to help producers
make the switch over to organic farming
methods. Buoyed by i ts purpose – to
faci l i tate the food transi t ion for everyone
– Carrefour is once again conf i rming i ts
commitment to promoting the sustainable
agricul tural  t ransi t ion. 

Advert isement
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T h e  C o c a - C o l a  C o m p a n y  L a u n c h e s  “ R e c y c l e d  
R e c o r d s ”  w i t h  M u s i c a l  I c o n s  

M a r k  R o n s o n  a n d  M a d l i b
The Coca-Cola Company has jo ined up with  two of
the most  i l lustr ious f igures in  the h istory  of  music
sampl ing,  Mark Ronson and Madl ib ,  to  produce
“Recycled Records,”  a  dar ing musical  exper iment.
Recycled Records is  the resul t  of  a  col laborat ion
between The Coca-Cola Company and two of  the
most  i l lustr ious f igures in  the h istory  of  music
sampl ing,  Mark Ronson and Madl ib.  ( Image from
Business Wire)

Recycled Records is  the resul t  of  a  col laborat ion
between The Coca-Cola Company and two of  the
most  i l lustr ious f igures in  the h istory  of  music
sampl ing,  Mark Ronson and Madl ib.  ( Image from
Business Wire)

Along with  a  f lex ib le  sound l ibrary ,  the campaign
debuts an or ig inal  EP made up of  sounds gathered
from the bott le - to �bott le  recycl ing process.  Fans
wi l l  be able  to  remix the same sound l ibrary
ut i l ised by the two musical  legends into or ig inal
songs of  thei r  own using an interact ive d ig i ta l  beat
machine in  addit ion to  l istening to  these special ly
created t racks.

“Sampl ing is  a  form of  art  that  is  a lways evolv ing.
The smal lest  sound,  whether  i t  comes from an old
record or  the envi ronment ,  can serve as the
inspirat ion for  a  complete p iece of  music.  The
GRAMMY® Award-winning producer  and sampl ing
guru Mark Ronson said ,  “ I  learned f rom my heroes,
DJ Premier  and Q-Tip ,  who al l  made fantast ic
records through sampl ing.  I t ’s  remained a v i ta l
part  of  my work up t i l l  today

Simi lar  to  how clear  p last ic  is  to  recycl ing ,  a  sound
sample is  to  music.  A new track uses an old  sound,
which is  then reversed into a  newer  t rack ,  and so
on.  
This  process is  known as music  sampl ing.  I t  was
t ime for  a  moment  of  c lar i ty  because when green
plast ic  is  recycled,  i t  is  typical ly  made into s ingle-
use th ings that  are  not  recycled again.  
The c lear  p last ic  bott les for  Spr i te ,  Fresca,  and
Seagram now make i t  more l ike ly  that  they wi l l  be
converted into new bott les

To commemorate Spr i te ,  Fresca,  and Seagram’s
switch to  c lear  packaging,  musical  geniuses Mark
Ronson and Madl ib  looped,  warped,  and edi ted
recycled sounds,  vocals ,  and ambient  noises into a
creat ive col lect ion of  s ix  or ig inal  t racks.  The EP
i l lustrates the wonder  of  repeated reuses with
sounds l ike a  fork l i f t  beeping,  a  conveyor  bel t ’s
tonal  beat ,  and ai r  being pushed into a  p last ic
bott le  for  a  h i -hat

Award-winning pioneer  producer  and iconic
musician Madl ib ,  a lso known as the “Loop Digga,”
“Quasimoto,”  and many other  a l iases,  once said:
“A fantast ic  sample doesn’ t  have to  come from
other  music ,  i t  just  has to  make you move.”  “A
plast ic  bott le ’s  thud as i t  passes through a
recycl ing centre  is ,  in  a  sense,  a  work of  art ;  i t
has the power  to  t ransform. The adaptabi l i ty  of
sound is  best  demonstrated by the abi l i ty  to  take
sounds f rom the recycl ing process that  are  so
different  f rom what  I ’ve  ut i l ised in  the past  and
transform them into an ent i re ly  new format.  Any
cat  now has the chance to create some sick
noises of  thei r  own
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Fans may f ind out  more by watching a
documentary-sty le  short  f i lm narrated by
celebrated music ian and female rap pioneer  MC
Lyte ,  who makes a strong connect ion between the
history  and spir i t  of  music  sampl ing and the c losed
loop recycl ing process.  The enthral l ing
documentary  explores the making of  “Recycled
Records,”  including in -depth sound recordings at
recycl ing faci l i t ies  across the country  and an
intr iguing look inside Mark Ronson and Madl ib ’s
studios.  I t  is  f i l led with  lush soundscapes,  unique
beats ,  and r ivet ing images.  

The Coca-Cola Company is  exci ted to  have
partnered with  Mark Ronson and Madl ib  to
commemorate the switch f rom green to c lear
plast ic  in  our  portfol io.  According to  Kurt  R i t ter ,
v ice president  and general  manager  of
sustainabi l i ty  for  The Coca-Cola Company North
America ,  th is  sonic  a l l iance is  a  part  of  The Coca-
Cola Company’s  larger  Wor ld  Without  Waste a ims.
We’re  thr i l led about  the change s ince i t  expands
the market ’s  supply  of  premium,  food-grade
recycled plast ic  and,  as a  resul t ,  enables our
brands to use more recycled plast ic  in  thei r
packaging.

The chal lenge of  p last ic  waste cannot  be resolved
by packaging innovat ion a lone.  The Coca-Cola
Company real ises i t  has a  duty  to  cont inuously  
 improve i ts  process,  and th is  is  just  one of  the
steps the company is  doing to  do so.  The move
away f rom green plast ic  is  just  one of  many steps
required to  dr ive a  c i rcular  economy.

Customers can see the movie  and ut i l ise  the
Recycled Records beat  machine to  make thei r  own
musical  composit ions at  the Recycled Records
website  start ing on December  14.  

About  The Coca-Cola Company 
The Coca-Cola Company (NYSE:  KO) is  a  total
beverage company with  products sold in  more than
200 countr ies and terr i tor ies.  Our  company’s
purpose is  to  refresh the wor ld  and make a
difference.  We sel l  mult ip le  b i l l ion-dol lar  brands
across several  beverage categor ies wor ldwide.  Our
portfol io  of  sparkl ing soft  dr ink brands includes
Coca-Cola ,  Spr i te  and Fanta.  Our  hydrat ion ,  sports ,
coffee and tea brands include Dasani ,  smartwater ,
v i taminwater ,  Topo Chico,  Powerade,  Costa ,
Georgia ,  Gold Peak,  Honest  and Ayataka.  Our
nutr i t ion ,  ju ice ,  dai ry  and plant -based beverage
brands include Minute Maid ,  S imply ,  innocent ,  Del
Val le ,  fa i r l i fe  and AdeS.  We’re  constant ly
t ransforming our  portfol io ,  f rom reducing sugar  in
our  dr inks to  br inging innovat ive new products to
market .  We seek to  posi t ive ly  impact  people ’s
l ives ,  communit ies and the planet  through water
replenishment ,  packaging recycl ing ,  sustainable
sourcing pract ices and carbon emissions
reduct ions across our  value chain.  
Together  with  our  bott l ing partners ,  we employ
more than 700,000 people ,  help ing br ing economic
opportuni ty  to  local  communit ies wor ldwide.  
Learn more at  www.coca-colacompany.com and
fol low us on Twit ter ,  Instagram,  Facebook and
LinkedIn.
Bai ley  Rogers 
barogers@coca-cola.com 
Source:  The Coca-Cola Company 

Advert isement

 improve i ts  process,  and th is  is  just  one of  the
steps the company is  doing to  do so.  The move
away f rom green plast ic  is  just  one of  many steps
required to  dr ive a  c i rcular  economy.

G S N                    J a n u a r y  2 0 2 3     i s s u e



PRICES LOCKED LOW: PRODUCT EXAMPLES WAS NOW

MORRISONS BRITISH SIRLOIN STEAK 227G £4.85 £4.35

MORRISONS 2 BREADED CHICKEN KIEVS 260G £2.60 £2.25

MORRISONS THE BEST JACKET POTATOES 700G £1.49 £1.29

MORRISONS LOOSE AUBERGINE £0.79 £0.69

MORRISONS CONFERENCE PEARS 4PK £1.59 £1.39

MORRISONS CORONATION CHICKEN 400G £2.89 £2.50

MORRISONS BRITISH YORKSHIRE HAM (MARKET
STREET COUNTER)

£1.50 £1.20

WARBURTONS 800G SEEDED BATCH FIVE SEEDS £1.75 £1.45

YEO VALLEY ORGANIC NATURAL YOGHURT 150G £0.85 £0.75

ALPRO SOYA SMOOTH 4 X 125G £2.00 £1.79

MIGHTY BIG 3 ROLL KITCHEN TOWEL £4.99 £3.99

DETTOL SANITISER 2.5L £9.00 £6.00

HIGHLAND STILL WATER 1.5L £0.99 £0.89

SCHWEPPES SLIMLINE INDIAN TONIC WATER 12 X
150 ML

£5.60 £4.00

SAN MIGUEL 4 X 400ML £5.00 £4.49

Morrisons lowers the cost of 1,000
well-liked goods, keeping prices low.

3 0

Another 820 well-liked products will have their prices
lowered by Morrisons today, bringing the total
number of price reductions for customers in January
to over 1,000. Morrisons will continue to assist its
consumers through the January pinch and ongoing
cost of living concerns by locking in all price
reductions for a minimum of eight weeks.

Popular  goods,  including household
brands and fresh food,  have had their
pr ices lowered and locked in.  – There
has been an average pr ice decrease of
20%.

The most recent shift sees prices decreased and
locked on fresh produce, closet basics, and family
meals to let customers buy excellent products at a
price that will help their money go further. Customers
may save an average of 20% thanks to this newest
adjustment.

Products including sirloin steaks, fruit and vegetables
like potatoes, pears, and aubergines, sandwich fillers
like ham and poultry, as well as sweet indulgences, have
been reduced in price or shut out. Also included are
basic household items like toilet paper, shampoo, and
laundry detergents.

Morrisons reduced the cost of 130 of its lowest-priced
Savers items earlier this month, including fresh foods,
freezer favourites, and household necessities.

The January investment comes after several price
initiatives, including price cuts for popular café meals,
important holiday products, and the introduction of My
Morrisons Exclusives for My Morrisons members, by the
end of 2022.

In addition to the price reductions we made to the
Savers range at the beginning of the month and our
subsequent gasoline sale, we are currently lowering the
price on even more well-liked products to help our
customers’ wallets.

“Today’s cuts indicate our continuous
commitment to doing everything we can to help
when it comes to the cost of food shopping,” 
 said David Potts, CEO

These Price Locked Low reductions are in all of
Morrisons 498 supermarkets and the majority of
products can be found online.

 In order to support customers during this difficult
period, it also provided a 5p off a litre of petrol
campaign, underscoring its commitment to lowering
prices whenever possible.

 Along with Morrisons own brand products, household names like Warburtons, Patak’s, and Dettol are included,
allowing customers to keep using the goods they already know and love.
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Sainsbury’s and Nectar announce the tastiest
fads for 2022 in “What the Nation Ate.”

    he food and drink items that were most popular last
year, according to Sainsbury’s and Nectar, including a
rise in alcohol-free beverages and a billion bananas.

Over 190,000 pots of hot chocolate and more than
18,000 packages of marshmallows were purchased,
showing that consumers were strongly behind this trend.
Families and friends gathered in December as the year
came to a close to celebrate the Christmas season; it
appears that there wasn’t a dry turkey in sight as
customers purchased an astounding 3.5 million pots of
gravy for the big day! Additionally, shoppers purchased
more than 1 million packets of Yorkshire puddings to go
with their Christmas Day meal.

The report is released at the same time as Nectar’s Year
in Review, which will be back on the Nectar app
tomorrow and highlight users’ top purchases of 2022.

National celebrations fueled by food and drink
dominated 2022, with events like the Platinum Jubilee
weekend and England’s Women’s Football Team’s Euro
win among them.

As Nectar’s Year in Review returns for digital consumers
on the Nectar app tomorrow, Sainsbury’s and Nectar
have today revealed the culinary fads that swept the
nation in 2022. Beginning in 2022, customers may
anticipate receiving a personalised breakdown of their
buying preferences, along with a list of their top three
most frequent purchases. The business has identified
customer shopping trends from the previous year using
data from 17.6* million Nectar customers.
As 2022 got underway, more people participated in dry
January, and purchases of alcohol-free goods increased
by 20% year. Veganuary was also well-liked, with
purchases of vegan goods increasing by over 9% from
2021 to 2022.
With over 900,000 lemons and nearly 2 million packs of
eggs bought in the week preceding Shrove Tuesday, it
goes without saying that Brits had an egg-cellent
Pancake Day in March. Customers didn’t just prioritise
eggs on Pancake Day; throughout the weeks preceding
up to Easter Sunday, a staggering 10.7 million chocolate
eggs and 3.5 million hot cross buns were bought.
The country joined together in June to commemorate the
late Her Majesty Queen Elizabeth II’s Platinum Jubilee.
Over the long weekend, scones were a must-have item
on the menu at street parties where families, friends,
and neighbours gathered. With around 95,000
consumers purchasing a package on the first day of the
Jubilee Weekend alone, a victorious 1,167,000 scones
were devoured!
The remainder of the summer provided many more
occasions for celebration, with shoppers purchasing
341,000 pots of cream and 3.5 million pieces of
strawberries at Wimbledon. Customers purchased
almost 900,000 bags of crisps and nuts, over 125,000
dips, and about 1.5 million bottles and cans of beer on
the day of the final to celebrate the England Women’s
Football team finally winning!
Nectar launched The Great Fruit & Veggie Challenge,
which will last for 7 weeks, as the summer break began.
A staggering 88 million servings of fruit were purchased
for the digital challenge, up 59% over the challenge in
2021. Customers continued to go bananas for bananas,
purchasing more than 1 billion of the fruit—more than
they did for apples and oranges combined!

“Nectar’s Year in Review is always a moment I
look forward to as not only is it great to discover
my top purchases, it’s also fantastic to see the
goods our customers adore and the celebrations
and trends they enjoy,”
said Alex Naisby, Director of Loyalty & CRM at
Sainsbury’s.

As is customary, food and drink played an important role
in the nation’s celebration of various milestones last
year. We’re happy to have encouraged our clients to
enjoy and celebrate while simultaneously helping them
in choosing healthier options. I’m eager to observe how
changing consumer purchasing patterns pan out in
2023!

From January 20, 2023,digital Nectar customers** will
have access to their Year in Review figures via the
Nectar app, which will indicate if they are the #1 top
buyer for a product in their preferred retailer as well as
their top three most frequently bought items.

Additional information will be displayed, such as the top
categories of purchases, the amount of fruit and
vegetables purchased, the total number of transactions,
and the number of Nectar points accrued. Additionally,
based on their location, new Nectar customers can
access Year in Review, which includes regional data.

Remember to swipe or scan your Nectar card when you
purchase at Sainsbury’s and download the Nectar app to
take part in Nectar’s upcoming Year in Review.
* As of December 2022, based on the Nectar database.
**
You must have data showing the number of stores
visited, the contents of your basket, and the top three
products in order to be presented a personalised Year in
Review.

By purchasing a pumpkin, approximately 800,000 people
did so this year, an increase of 6% from the previous
year. The first week of November saw hot chocolate
stations become a trend on Instagram, which got people
thinking about winter warmers. 

T
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Customers of SPAR Norway participated in a
recycling lottery, raising close to €335,000 for

the Red Cross

Customers of SPAR Norway have contributed seven
million Norwegian kroner ($670,000) to the so-called
Recycling Lottery (Pantelotteriet). This is a lottery in
which empty bottles and cans are recycled through a
Reverse Vending Machine and converted into a stake
in a national lottery. As of the beginning of
December, SPAR Norway customers had contributed
seven million Norwegian kroner ($70,000). One half
of this sum is distributed to regional Red Cross
chapters located all over the country.

The funds from the Pantelotteriet help, among other
things, to strengthen preparedness, combat
loneliness and social exclusion, and create safe
areas for children and young people in your
immediate environment. These are all important
goals.

Each entry into the Recycling Lottery costs 50
Norwegian krone, and players have the chance to win
prizes ranging from 50,000 to 1,000,000 Norwegian
krone. Every participant gets a printout of their
lottery ticket from the Reverse Vending Machine, and
on that printout, the results of the draw are
communicated to them directly.

In Norway, the Recycling Lottery is run by a company
called Norsk Pantelotteri AS. This company is owned
by the Olav Thon Group and the Norwegian Red Cross
equally.

The year 2022 is shaping up to be a difficult one for
many people. The generosity of SPAR Norway’s
customers enables the Red Cross to provide
assistance to a greater number of people. Safe
gathering places and conversation services are 

Together, we are able to make a positive impact on
the lives of tens of thousands of people. Once again,
I want to express my gratitude to all of you for
selecting the “Red Cross” button during the donation
process,” said Ann Christin Hland, who serves as the
Key Account Manager for Business and Social
Responsibility at the Red Cross.

About SPAR Norway 
NorgesGruppen ASA is the parent company of SPAR
Norway. It is the market leader in the Norwegian
grocery market. NorgesGruppen AS signed the SPAR
licence for Norway in 1984. In February 2013,
NorgesGruppen purchased 49% of the Dagrofa Group
– the licence partner operating the SPAR Brand in
Denmark. SPAR Norway operates two retail formats:
EUROSPAR and SPAR. 

 provided by the organization’s volunteers on a daily
basis in an effort to save lives, reduce feelings of
isolation, and improve the quality of life for children
and young people in general.
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Mondi assists Noel Alimentaria in reducing the use
of plastic in the packaging of fresh foods.

NEW PAPER-BASED FOOD TRAYS FOR A
LINE OF ANIMAL AND PLANT-BASED FOODS
ARE BEING DEVELOPED BY NOEL
ALIMENTARIA AND MONDI.
THE RELAUNCHED VERDAY LINE IS
CONTAINED IN A PERFORMING TRAY MADE
OF PAPER BY MONDI.
GERMAN ORGANISATION
PAPIERTECHNISCHE STIFTUNG TESTED
THE RECYCLABILITY OF AN INNOVATIVE
PAPER TRAY BEFORE APPROVING IT.

      ondi, a global leader in packaging and paper, has
partnered with Noel Alimentaria, supporting them and
their choice of a paper-based solution for food
products that greatly reduces the use of plastic.

Mondi worked closely with Noel Alimentaria to identify
the best possible packaging solution for their range of
plant-based and meat food. 
The collaboration resulted in Noel Alimentaria choosing
Mondi’s PerFORMing paper-based tray to pack its
rebranded range of sliced plant-based food and
vegetarian burgers ‘Verday’. 
Verday is used by Marks and Spencer’s for its ‘Plant
Kitchen’ range in the UK and supplied to Nordic
markets for ham and charcuterie products.

Being formable, the trays can be moulded and adapted
to a range of different-sized food products, with high
symmetrical stretch for uniform formability, ideal for
shallow food trays. 
PerFORMing offers strong barrier protection against
moisture and oxygen, keeping the food fresh
throughout the storage and distribution process. 
The trays consist of 80% paper compared to the
industry standard where they are made of 100% plastic,
which means the plastic content of the tray has been
greatly reduced. 
The paper tray is designed for recycling and passed the
recyclability tests by German institute PTS
(Papiertechnische Stiftung, method RH:021/97).

By working very closely with Noel Alimentaria
from the outset, we were able to ensure we
delivered the best possible option for the entire
range of meat and meat free products, using a
tray made from renewable and responsibly
sourced material that still provides maximum
protection for the goods.

Falk Paulsen, Sales & Business Development
Director, Mondi

 “We deliver our premium foods across Europe,
so the right packaging is essential, in order to
maintain the freshness of the products properly
and protect them. At the same time,
sustainability is on top of our agenda, and it was
a pleasure to work so closely with Mondi to find
the most suitable solution. We were able to run
the new paper-based trays on our existing
machinery and will now be using the same
solution for our further ranges of ham and other
meat products.”

Maria Sánchez, Corporate Marketing Director,
Noel Alimentari

M
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The recycled paper that Mondi produces wins awards
from Sustainable Packaging News and further

contributes to the development of a circular economy

Awards have been given out to recognize
EcoVantage’s innovative combination of virgin and
recycled fibers in their sustainable and food-safe
shopping bags.
 In order to complete the cycle, Mondi is recycling the
corrugated waste produced by Tesco’s warehouses in
order to produce EcoVantage paper. 
These awards highlight Mondi’s commitment to
developing circularly driven solutions in line with the
company’s MAP2030 sustainability targets. 
At the Sustainable Packaging News Awards 2022,
Mondi, which is a global leader in sustainable
packaging and paper, was recognized in two
categories: the circular economy 
category and the overall category. 
The awards, which are presented by 
the magazine Sustainable Packaging
 News, recognize environmentally
 friendly and innovative solutions 
for recycling and packaging, as
 well as improvements in 
packaging-related operational 
processes such as production, 
logistics, and distribution. 
The shopping bags sold by Tesco,
 which are made out of EcoVantage 
paper that was manufactured at 
Mondi’s tt mill in the Czech 
Republic, are an example of how
 manufacturers and retailers can 
work together to develop circular systems and
convert waste into a valuable resource. 
The EcoVantage paper from Mondi combines the
advantages of a fresh fibre top layer in terms of its
strength, printability, and appearance with the
advantages of a recycled fibre inner layer in terms of
its sustainability. 
Paper made from recycled materials is used for
Tesco shopping bags.

The goal of the partnership between Mondi and the
retailer is to complete the cycle by coordinating
efforts across the entire supply chain. 
As part of the partnership, Mondi will recycle the
waste corrugated paper packaging that is produced
at Tesco and convert it into EcoVantage paper. 
The customers of Tesco Central Europe use the
shopping bags that are produced by Mondi’s
converting network after they have finished their
shopping. Through this partnership, Tesco is able to
work toward its goal of achieving net zero emissions

 by using a shopping bag that is both recyclable and
effective. Our objective is to develop a grade of

recycled paper that is not only 
environmentally friendly but also 

durable enough to fulfill the 
requirements of shopping bags used 
in food and non-food retail settings. 
The fact that we have been honored 
with two awards demonstrates that 
we are heading in the right direction

 thanks to the extensive collaboration
 that we have had with our client Tesco. 

Mr. Jiri Ransdorf is the Manager of
 Technical Sales and Service 

for Mondi tt. About Mondi Mondi is
 a global leader in packagin and paper

, contributing to a better world by 
making innovative solutions that 

are sustainable by design. Our business is integrated
 across the value chain – from managing forests and
producing pulp, paper and films, to developing and
manufacturing sustainable consumer and industrial
packaging solutions using paper where possible,
plastic when useful. 
Sustainability is at the centre of our strategy, with
our ambitious commitments to 2030 focused on
circular driven solutions, created by empowered
people, taking action on climate.

In 2021, Mondi had revenues of €7.0 billion and
underlying EBITDA of €1.2 billion from continuing
operations, and employed 21,000 people worldwide.
Mondi has a premium listing on the London Stock
Exchange (MNDI), where the Group is a FTSE100
constituent, and also has a secondary listing on the
JSE Limited (MNP).
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ALDI will  be the first supermarket
to join the podback recycling

scheme

As part of its membership, the supermarket will be the first in the industry to include its own-label pods in
the Podback scheme. Additionally, as part of its membership, the supermarket will assist in the promotion
of the free recycling service to customers in over 980 stores across the nation.

    ustomers will be able to recycle their used coffee, tea, and hot chocolate pods with the assistance of
Aldi, which will soon become the first supermarket to participate in the Podback recycling scheme.

Recycled pods that have been sent in through
Podback are reprocessed in the UK. Recycled
aluminium pods are put to use in the production
of beverage cans and components for
automobiles, while recycled plastic coffee pods
are transformed into products such as furniture,
industrial packaging, and building materials. The
spent coffee grounds are put through a process
called anaerobic digestion, which results in the
production of biogas and an additive that makes
the soil more fertile.

Own-brand coffee pods are one of Aldi’s most
successful product lines, and the retailer also
offers Specialbuys on name-brand alternatives.
Customers who utilise the Podback service have
the opportunity to contribute to the recycling of
up to 268 tonnes of plastic and 20 tonnes of
aluminium from Aldi’s own-brand coffee pods on
an annual basis.

This represents a significant turning point for the
programme, and we are excited to collaborate
with Aldi to promote our service to the customers
of their store. We are hopeful that other retailers
will follow Aldi’s example and provide the option
for customers who purchase their own�brand pods
to recycle them through Podback. 

Customers of Aldi will soon be able to visit the
Podback website, where they will have the option to
either place an order for recycling bags, which they
can then fill and bring to one of the 6,500 Collect+
drop off points, or register for kerbside collections, if
they live in a local authority area that is participating
in the programme.

The coffee pod recycling service known as Podback
was the first of its kind to be established in the UK
when it began operations last year. Nestle and
Jacobs Douwe Egberts UK were the original founders
of the organisation, and since then, it has expanded
its membership to include 16 other brands operating
in the coffee industry

“We’re pleased to be joining Podback on this
journey – especially as the first supermarket
member,”
said Richard Gorman, who is in charge of plastics
and packaging at Aldi.

 “It’s important to us that we help customers
do the right thing once our hot drink pods
have been used, and we’re looking forward
to seeing how our partnership with Podback
develops,”
said the company

We are delighted to welcome Aldi as the first
supermarket brand member of Podback,” 
Rick Hindley, Executive Director of Podback, said

C
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Boots will  switch 10 million units of
cotton wool to be 100% organic

this year
Boots will switch its own brand cotton wool products to GOT (Global Organic Textiles Standard) certified
organic alternatives in its bid to help customers make simpler, more sustainable choices – at no extra cost.

According to WWF , current cotton production methods are environmentally unsustainable. Non-organic
cotton has been dubbed the ‘world’s dirtiest crop’ as it accounts for 16% of global insecticide use – more
than any other single crop. Traditional cotton production requires substantial amounts of water, so it
depletes local water reserves, impacts and wildlife and affects the health of farmers.

The GOTS certification means the cotton is farmed
without the use of toxic, persistent pesticides or
synthetic fertilisers, and in fact sustains the health of
soils and the environment. This supports the farmers
of cotton, allowing them to grow additional crops
alongside cotton, like food, which they can use
themselves or as a source of income.

The move is Boots’ latest sustainability commitment
after pledging to remove all wipes containing plastic
fibres from it’s shelved by the end of 2022 and
removing all unnecessary plastic from its Christmas
gifting range

John Sweeney, Head of Product Sustainability at
Boots, said, “In total, Boots sells over 10 million
cotton wool products across its beauty and baby
ranges each year, so this is a really important move.
It takes into account the entire supply chain and
ultimately benefits the cotton farmers and in turn
their families and the local community. What’s even
better is that we’re doing this at no extra cost to our
customers, helping make organic cotton wool easily
accessible for anyone who wants to make this
sustainable switch for the good of others and the
planet.”

Organic cotton farming can reduce greenhouse gas emissions, as well as delivering a number of other
environmental, human health and social benefits. Boots own brand organic cotton wool is now available on
boots.com and is expected to be available in most stores by the end of the year. For customers wanting to
be more sustainable in their habits, Boots has a ‘Be More’ edit on boots.com featuring over 400 eco-friendly
products to help customers to more easily make sustainable choices

Boots will remove all wet wipes that contain plastic fibres from its shelves and boots.com by the end of
2022 
100% of Boots seasonal gift range is free from secondary plastic this Christmas, removing over 2,020
tonnes of plastic. 
Boots operates plastic free boots.com deliveries – equating to eliminating 157 tonnes of plastic per
year* 
Customers using the innovative ‘Recycle at Boots’ scheme have deposited over one million hard to
recycle beauty, health and wellness products. It’s the first scheme of its kind in the UK, accepting all
products including those not purchased at Boots, utilising Scan2Recycle technology to encourage more
sustainable habits. Since September 2020 over 19 tonnes of plastics have been recycled

This pledge is the latest change Boots has introduced as part of its sustainability commitments: 
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Mug small 300 ml 
Mug large 400 ml 
Small bowl 600 ml 
Divided bowl 1,000 ml 
Large bowl 1,200 ml

The regood mugs and bowls are available in the
following sizes:
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Regood – EDEKA introduces a
new reusable system

T he EDEKA group is taking a further step in terms of
waste prevention and is introducing its own reusable
system for out-of-home consumption with regood.
Whether hot counter, salad bar or catering business –
the regood cups and bowls can be used anywhere.
Customers can purchase the reusable containers for a
deposit at their participating EDEKA or Marktkauf
store and return them after use for a refund of the
deposit. The reusable containers made in Germany
will be available from January 2023.

regood – a reusable system for everyone 
Reusable instead of disposable: This has been the
motto of the EDEKA association for a long time. Under
the regood brand, EDEKA is now providing the EDEKA
retail trade with an environmentally friendly and more
sustainable alternative to single-use plastic
packaging. At the same time, the association creates
a more sustainable shopping experience for
customers by implementing its own deposit system
and establishes an exclusive solution for out-of-home
consumption. The cups and bowls in different sizes
can be used at the hot counter, the salad bar, the
bakery or in the catering area. When developing the
regood containers, EDEKA focused primarily on high
quality and a more sustainable design. The durable
mugs and bowls made from recyclable material can
be used flexibly and are even suitable for the
microwave and dishwasher. They will also be certified
with the Blue Angel seal, which identifies
environmentally friendly products and services.

Simple implementation in practice
The regood process is extremely uncomplicated: for a
deposit, depending on whether it is a bowl or mug,
EDEKA customers can purchase the containers for
their to-go food and drinks directly in the participating
EDEKA and Marktkauf markets. After use, the
containers can be returned there against
reimbursement of the deposit value. Perfectly cleaned
by the merchants, they can be used again. In this way,
EDEKA wants to help avoid disposable materials, save
resources and thus protect the environment overall.

Simple implementation in practice 
The regood process is extremely uncomplicated: for a
deposit, depending on whether it is a bowl or mug,
EDEKA customers can purchase the containers for
their to-go food and drinks directly in the participating
EDEKA and Marktkauf markets. After use, the
containers can be returned there against
reimbursement of the deposit value. Perfectly cleaned
by the merchants, they can be used again. In this way,
EDEKA wants 

Mug small 300 ml 
Mug large 400 ml
Small bowl 600 ml
Divided bowl 1,000 ml
Large bowl 1,200 ml 

to help avoid disposable materials, save resources
and thus protect the environment overall. 
The regood mugs and bowls are available in the
following sizes: 
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Sainsbury’s is making significant progress toward
eliminating lids made of single-use plastic, which

will result in an annual reduction of 71 million
pieces of plastic

S ainsbury’s has made the announcement that
beginning in 2023, all of its own-brand dip pots
will no longer have lids made of single-use plastic.
This comes as a result of the removal of one-time-
use plastic tops from containers of yoghurt, crème
fraiche, sour cream, cream, cottage cheese, and
custard.

In addition, single-use plastic lids won’t be
available for purchases from the Sainsbury’s
Christmas range this year. The next product in
Sainsbury’s own-brand ranges that will have their
lids replaced will be the dips; this is part of the
retailer’s plan to remove more single-use plastic
lids in the near future. The sale of dips that are
staples in many households, such as guacamole,
tzatziki, and sour cream and chive dip, will no
longer include single-use plastic lids beginning in
March 2023. 

Sainsbury’s has eliminated single-use plastic lids
from a wide variety of products as of the year
2019, including cream, crème fraiche, custard,
cottage cheese, and sour cream. In the beginning
of this year, Sainsbury’s eliminated the one-time
use plastic lids from all of its own-brand yoghurt
products.

Customers will be able to purchase Sainsbury’s
own-brand brandy butter without plastic lids this
holiday season. This move follows Sainsbury’s
decision from the previous year to remove plastic
lids from its own-brand brandy cream. As a result,
the retailer will be able to save an average of
581,000 pieces of plastic.

In total, the elimination of the plastic lids
designed for a single use will result in a savings
of 71 million pieces of plastic per year, which is
equivalent to 220 tons of plastic.

Sainsbury’s has introduced reusable lids that can
be purchased in all of its superstores in England,
Scotland, and Wales, as well as online, for a price
of £1.25 each. These lids are intended for
customers who prefer to use a lid when storing
products in their homes.

Customers will be able to find the lids in the dairy
section of the store. These lids are compatible with
some branded containers, such as those made by Yeo
Valley, Onken, and Alpro, as well as the store’s own
brand of pots. Before they can be used again, the
silicone lids must first be cleaned thoroughly after
each use, either by hand or in the dishwasher,
depending on your preference.

The retailer has committed to reducing the amount of
its own brand packaging made of plastic by 50
percent by the year

2025, and one of the ways it is working toward this
goal is by eliminating plastic lids that are only used
once. Recently, Sainsbury’s switched its entire coffee
pods range from plastic to aluminum pods, making it
possible for customers to recycle the pods in their
own homes while also contributing to the annual
reduction of over 10 million pieces of plastic waste.
Sainsbury’s also introduced new toilet paper rolls
that are twice as long, which will cut the amount of
plastic packaging they use by thirty percent, which is
equivalent to eighty-four tons
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        will  be exiting from Russia three months
after suspending operations there following
the country’s invasion of Ukraine

Nike

Nike will be making a full exit from Russia three
months after suspending operations in the country
following its invasion of Ukraine, Reuters has
reported.
Back in March the sportswear giant initially halted
online orders and closed the stores it owned in the
country and while store operated by local partners
have continued to trade, the company said it is
winding down those agreements.
Nike has now joined a host of other major Western
brands, including McDonald’s and Google, in
confirming it will leave the country completely. 

Squeezed shoppers
sticking to brands

over 
private label

T he latest NielsenIQ Scantrack data reveals a
complex but interesting picture with regard to
BWS sales in multiples, at odds with the broader
shift among shoppers from brands to private
label.

Mike Watkins, NielsenIQ’s UK head of retailer and
business insight, explained: “Liquor is one of the
most heavily branded categories with some strong
brand equity, so it is a sector a little more
protected from ‘trading down’.

“Purchase behaviour is also a little different from
the rest of FMCG categories, as it’s a category
less frequently purchased than others, both in
terms of frequency and percentage of
households.” In addition, within the wine sector,
there has been more aggressive promotional
pricing from established brands, especially with
the recovery of New Zealand Sauvignon Blanc to
prime promotional position, following a year of
muted promotions due to availability issues. The
Ned, Brancott Estate, Mudhouse are just a few
returning to price cutting, playing a role in the all-
important footfall drive. South Africa’s Kleine
Zalze is also at ongoing low price at Morrisons, at
just £7.25, reducing the pricing differential with
private label.

NielsenIQ Homescan survey of shoppers in August
revealed that the majority of consumers are
focusing on three main coping strategies to deal
with escalating inflation: monitoring the cost of
their overall shopping basket (26%); opting for
private label products (27%); and switching to the
discounters (23%). Some, however, are simply
opting to cease purchasing certain products
(23%). 
By Angela Mount

In a bid by consumers to manage rising costs,
major UK retailers have seen a marked rise in
sales of own/private label, with data for the four
weeks to 8 October showing a value rise of +6%,
compared to brands at +2.4%, with the former
accounting for over 53% of total till spend.

However, in terms of BWS specifically, contrasting
Nielsen Homescan FMCG data for the last 12
weeks actually shows a minor fall in private label
share from 23% of sales last year to 21% this year,
with recognised and trusted drinks brands still
attracting consumer spend. This is set against a
volume sales decline of -4.4% for BWS over the
same 12-week period, with alcoholic drinks
experiencing one of the biggest volume
purchasing declines among grocery categories
across the multiple retail landscape.
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Netto Marken-Discount relies on
German origin for its own brand pork

“By converting our listed own-brand products to
pork from exclusively German origin, we are
sending another clear signal to domestic
agriculture and are clearly committed to
producers from Germany,”
 SAYS CHRISTINA STYLIANOU, HEAD OF NETTO
CORPORATE COMMUNICATIONS.
 Animal welfare and husbandry

THE PROMOTION OF LOCAL AGRICULTURE
AND MANUFACTURING COMPANIES IS A
CENTRAL CONCERN FOR NETTO MARKEN-
DISCOUNT AS PART OF ITS MORE
SUSTAINABLE PRODUCT RANGE
ORIENTATION. THE CONVERSION OF PORK
IN THE PRIVATE LABEL SEGMENT IS
ANOTHER IMPORTANT STEP AND ENABLES
TARGETED SUPPORT FOR GERMAN PIGLET
PRODUCERS. THE 5D MARKING MAKES IT
CLEAR THAT THE PORK – FROM THE BIRTH
OF THE ANIMALS THROUGH REARING TO
SLAUGHTER AND OTHER PROCESSING
STEPS – COMES EXCLUSIVELY FROM
GERMANY.

WITH THE RANGE FOCUS ON MEAT FROM
GERMAN ORIGIN, NETTO SUPPORTS LOCAL
FARMERS IN THE TRANSFORMATION TO
MORE ANIMAL WELFARE AND BETTER
HUSBANDRY CONDITIONS. IMPORTANT
TOPICS THAT HAVE A HIGH PRIORITY IN THE
NET PRIVATE LABEL PORTFOLIO AND ARE
CONTINUOUSLY DEVELOPED ALONG THE
ENTIRE VALUE CHAIN. THE TRADING
COMPANY IS PLANNING TO CONVERT ITS
ENTIRE RANGE OF OWN BRANDS TO
HIGHER FORMS OF HUSBANDRY. THE PORK
FROM THE GUT PONHOLZ OWN BRAND HAS
ALREADY BEEN CONVERTED TO HUSBANDRY
LEVEL 2 OR HIGHER. NETTO HAS ALSO
CONTINUOUSLY EXPANDED THE RANGE OF
ORGANIC MEAT AND SAUSAGES WITH
HUSBANDRY LEVEL 4 IN RECENT YEARS.

Netto is a founding member and one of the largest
contributors to the Animal Welfare Initiative (ITW).
As part of the ITW, for example, piglet breeders
receive reliable financial support from a fund. The
other participating farms also receive financial
support from the ITW for the implementation of
animal welfare measures. Since it started in 2015,
Netto has been able to support the initiative with
almost 80 million euros and thus make an
important contribution to more animal-friendly and
sustainable meat production. 

Net brand discount in profile:
 With over 4,280 branches, around 81,800
employees, 21 million customers a week and sales
of 14.7 billion euros, Netto Marken-Discount is
one of the leading companies in the food retail
industry. With around 5,000 items and a focus on
fresh products, Netto Marken-Discount has the
largest selection of groceries in the discount
landscape. As a premium partner of the free
DeutschlandCard, Netto customers benefit from
the multi-partner bonus program with every
purchase. The assumption of responsibility is part
of the net corporate culture – the trading company
focuses on four main areas: Social and social
commitment, fair cooperation with employees and
suppliers, careful use of resources and the
orientation of the purchasing strategy towards
sustainability aspects. 

Netto is a partner of WWF Germany: in addition to
expanding and promoting the more sustainable
private label range, Netto is also working on eight
key areas to further reduce its own ecological
footprint. With more than 5,480 trainees, the
company is also one of the most important
training companies in the German retail sector and
prefers to fill management positions with
committed talent from within its own ranks. to
further reduce their own ecological footprint. With
more than 5,480 trainees, the company is also one
of the most important training companies in the
German retail sector and prefers to fill
management positions with committed talent from
within its own ranks. to further reduce their own
ecological footprint. With more than 5,480
trainees, the company is also one of the most
important training companies in the German retail
sector and prefers to fill management positions
with committed talent from within its own ranks.
Netto Marken-Discount 
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SPAR Italy recognised in Best
CustomerService 2022-2023

survey

offering a high-quality service in Italy within their
market for Italy’s Best Customer Service 2022-
2023. Each brand was assessed on a scale from 0
to 10 (with 10 representing the top score) in five
domains. These accounted for 50% of the score,
while the rest of the rating was based on how
likely customers would recommend the company
to others. In the Retail – Supermarket category,
DESPAR stood out for its service availability and
the professional skills of its staff. “We are
delighted to see our customers’ loyalty and how
much they value our brand. This recognition gives
us a renewed drive towards our future goals,
knowing that people notice how we care for their
needs. Our customers are also willing to
recommend DESPAR: we intend to increasingly
honour their consistency and affection in this
delicate phase in the country’s economy, which
will become even more challenging in the coming
months”, comments Filippo Fabbri, General
Manager of DESPAR Italia. The excellent
performance comes on top of another major
recognition DESPAR Italia received in 2022 for
the second year running, the ‘Retailer of the Year’
award in the Supermarket category. 

SPAR Italy, locally known as DESPAR Italia,
stood out in the first edition of Italy’s Best
Customer Service survey 2022- 2023. This
major survey involved about 16,000
consumers in the country, who evaluated
companies based on five criteria: customer
service availability, customer service
quality, professional competence, quality of
communications, and variety of customer
service oriented solutions.

In total, some 2,800 companies were examined across 200
categories. The market research was carried out by
Statista on behalf of L’Economia, a weekly financial
supplement to leading newspaper Corriere della Sera.
Statista, an international research and analysis company,
compiled a list of 522 brands 
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Dairy farmers unite to bring back threatened
swifts and swallows to UK countryside

I n recent years these species, which are all
summer migrants and fly 6000 miles to Africa to
raise their young and feed on insects, have been
dwindling and failing to return due to habitat loss
and climate change. But now Tesco is working
with its network of 500 dairy farmers on a project
to provide a safe haven for these migratory birds
and boost biodiversity. The farmers, all members
of the Tesco Sustainable Dairy Group (TSDG), are
being encouraged to install 5000 nest boxes on
their farmland – an ideal habitat to the birds as it
provides them with a natural shelter and also
their insect diet.
Among the group taking part are Nina and Jon
Sigley, pictured, who look after a herd of 130
cows near the small town of Leek in north
Staffordshire. Nina said: “We have lots of large
hedgerows and corridors dividing our fields
where nature can thrive, creating the perfect
environment for these protected birds. “We’re
installing nest boxes across the farm, focusing
on areas where we’ve spotted swifts, swallows
and martins before, so they can return to a place
that’s familiar.

“All three species feed off small insects, so we’re
also making changes to enhance biodiversity. This
benefits our cows too by creating a more natural
environment with lots of trees and hedges offering
plenty of shade – a real bonus.” Working closely
with WWF, the TSDG promotes initiatives that
support biodiversity across British farms and reduce
their carbon emissions, including providing funding
for farmers to plant herbal leys in their cow
pastures.

TSDG farms have been providing Tesco and its
customers with high quality fresh milk for more than
15 years, and in return, the supermarket guarantees
long-term contracts and the financial security they
need to invest in making their farms more
sustainable. Tesco Agriculture Manager Tom Atkins
explains: “We want to ensure we’re doing all we can
to continue to support our farmers and help make
our dairy farms some of the most sustainable in the
world. “That’s why we’re striving to increase
biodiversity through initiatives like the swifts,
swallows and house martins project.” 
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With the largest capacity for its class — the 
reliable performance of the Bespoke AI™ 

Washer and Dryer will transform laundry day
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   amsung Electronics today announced the release of
the Bespoke AI™ Washer and Dryer, delivering the
most sustainable, efficient and intelligent Samsung
washer and dryer to date. Equipped with a large
capacity and space-saving design, the Bespoke AI™
Washer and Dryer pair offers powerful and reliable
performance that saves users energy, resources and
costs. Further expanding on Samsung’s signature
Bespoke line-up from the kitchen to the rest of the
home, the new washer and dryer offer an experience
that is both beautifully designed and functional. The
Bespoke AI™ Washer and Dryer will launch in stores in
Europe and the Middle East in August.

Save Energy, Water and Detergent With Every Load
Samsung’s new Bespoke front-load laundry pair
deliver a level of convenience and efficiency that
allows consumers worldwide to save energy, water
and detergent through AI�powered sustainability. The
new Bespoke AI™ Washer offers AI Ecobubble™, which
turns detergent into bubbles that quickly get
absorbed into the laundry. Using Ecobubble
technology, the washer reduces energy usage by up
to 70%1 — delivering the same level of cleanliness to
clothes, even in cold water. What’s more, the
technology also improves soil removal by 24%2 and
provides 45.5%3 better fabric care, making every load
cleaner and more cared for than ever. Users can also
reduce energy waste with AI Wash Cycle, a smart
feature that washes clothes thoroughly and gently

with less water and detergent. By detecting the weight
and softness of the fabric in each load and analyzing
the levels of water turbidity, AI Wash Cycle actively
monitors the ongoing soil level of the laundry. By
optimizing the perfect amount of water and detergent
using Auto Dispense and continually adjusting the
soaking, rinsing and spinning times, this feature quickly
and efficiently achieves the best results for laundry,
every time.

 In particular, the Auto Dispense feature uses the exact
amount of detergent and softener needed for each load,
taking the guesswork out of laundry. It holds enough
detergent for up to one month of washing,4 so there is
no need to fill up the detergent tank after every load.
When it comes to drying items, the Bespoke AI™ Dryer
also offers a variety of energy-saving options. Heat
pump technology in Bespoke AI™ Dryers provides a more
energy�efficient, cost-effective and gentle way to dry
clothes. With an energy rating of A+++,5 the Bespoke
AI™ Dryer uses eco�conscious Digital Inverter
Compressor technology to dry loads as quickly and
efficiently as possible. The AI Dry technology, in
particular, continually monitors the temperature and
humidity while adjusting the settings to ensure that
laundry is optimally dried and no energy is wasted. By
using recycled warm air, the dryer can also reduce its
overall run cost and carbon footprint. Finally, as with all
Bespoke appliances, both parts of the Bespoke front-
load laundry pair are integrated with SmartThings,
allowing users to take charge of their energy usage at
home using SmartThings Energy

S
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The service lets users easily monitor and manage
their energy use and recommends ways to be more
efficient, so anyone can practice everyday
sustainability with their laundry routine. In addition,
SmartThings Clothing Care provides optimal clothing
management services customized to users’ lifestyles.
Based on the garments’ material, usage patterns and
the current season, SmartThings Clothing Care will
recommend the best wash and dry cycle for clothes
while also letting users schedule laundry, order
detergent and more. Bespoke AI Laundry main2T

Performance You Can Trust, Year After Year
Purchasing a washer or dryer is a big investment, and
Samsung wants to ensure that it is built to last.
Unlike traditional motors, the advanced Digital
Inverter Motor on Bespoke AI™ Washer and Dryers
utilize strong magnets for a quieter and more
powerful performance — all while consuming less
energy. Offering a leading level of durability, this
motor uses high-quality components and eliminates
the use of brushes that wear out. As such, Samsung
provides a 20-year warranty6 for the Digital Inverter
Motor in machines sold in Europe and made in the
U.S., outlining its commitment to building products
that are, above all, sustainable. For more details, visit
Samsung.com.

Designed With Your Lifestyle in Mind Laundry rooms
can be both stylish and functional. With this in mind,
the Bespoke AI™ Washer and Dryer are designed in
line with Bespoke’s vision to create an overall user
experience that considers both the usage and space
of a product. SpaceMax™ technology, in particular,
creates more space inside the machine to optimize
the mechanical design, incorporating a larger drum
without increasing the external dimensions.

Consumers can enjoy the washer’s 11-kilogram
capacity, the largest available within the 600-
millimeter category. What’s more, the new Bespoke
front-load laundry pair features a modern, flat-front
design that blends into any interior design theme.
Finished with a round, tempered-glass door that
delivers both style and durability, the Bespoke AI™
Washer and Dryer’s simple yet clean form factor is
the perfect choice for any modern home. The
Bespoke Flat Design lineup also offers convenience
and flexibility in installation. Whether stacked
vertically or installed side-by-side, the pair can find a
way to fit any user’s home. In addition, the washer
and dryer are available in Silver, Black and Morning
Blue, offering a focal point for any laundry room.

1 Tested in accordance with IEC 60456-2010 / 4kg
Wash Load / Super Eco Wash cold (WF80F5E5U4W) vs.
Cotton 40°C without Ecobubble (WF0702WKU).
Individual results may vary. 2 Tested in accordance
with IEC 60456-2010 / 4kg Wash Load / Super Eco
Wash cold (WF80F5E5U4W) vs. Cotton 40°C without
Ecobubble (WF0702WKU). Individual results may vary.

3 Tested in accordance with IEC 60456-2010 / 4kg
Wash Load / Super Eco Wash cold (WF80F5E5U4W) vs.
Cotton 40°C without Ecobubble (WF0702WKU).
Individual results may vary. 4 Auto Dispense holds
detergent for up to 1 month’s washing, based on 2~3
washes per week (5kg load/standard usage). May vary
depending on the washing load and settings. 5 A+++
rating provided by the European commission. 6 20-
year warranty is limited to products sold in Europe and
the U.S. For products sold in the U.S., limited to the
Digital Inverter Motor of washers assembled in the
U.S. purchased on 7/1/2022 or later. A purchase
receipt indicating the purchase date is required for a
claim. Additional restrictions and limitations apply;
see warranty for details. 
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The sale and leaseback transaction involving
Morrisons has been f inal ised.

Today ,  Wm Morr i son  Supermarke t s  L im i ted  succes s fu l l y  comple ted  a  sa le -and- leaseback
t ransac t ion  w i th  ICG that  was  wor th  £220 mi l l i on .  Th i s  t ransac t ion  invo lves  seven
d i f f e ren t  proper t i e s  in  the  UK ’ s  log i s t i c s  i ndus t ry .  As  a  component  o f  the  dea l ,  Morr i sons
has  commi t ted  to  leas ing  the  proper t i e s  fo r  a  per iod  o f  up  to  25  years  a f te r  the
comple t ion  o f  the  t ransac t ion .  The  Ch ie f  F inanc ia l  O f f i ce r  o f  Morr i sons ,  Jo  Go f f ,  made
the  fo l low ing  s ta tement :  Th i s  t ransac t ion  w i l l  he lp  to  f i nance  add i t i ona l  inves tment s ,
wh i ch  we cont inue  to  make as  par t  o f  our  s t ra tegy  to  make our  company b igger ,
s t ronger ,  more  we l l - known ,  and  eas i e r  to  acces s .  The  purchase  o f  McCo l l ’ s  ear l i e r  th i s
year  gave  us  a  lead ing  pos i t i on  in  the  conven ience  marke t  in  the  UK .  We p lan to  open a
fur ther  f i ve  supermarke t s  acros s  the  UK in  the  fo l low ing  year ,  i n  add i t i on  to  mak ing
add i t i ona l  inves tment s  in  our  manufac tur ing  opera t ions .  
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IN ORDER TO MAXIMIZE THE SPEED AND
POWER EFFICIENCY OF LARGE-SCALE AI
MODELS, THE TWO COMPANIES PLAN TO
COMBINE THEIR RESPECTIVE STRENGTHS IN
SEMICONDUCTOR DESIGN AND
MANUFACTURING WITH THEIR ESTABLISHED
CAPABILITIES IN AI.

NAVER Corporation, a global internet company with
top-notch AI technology, and Samsung Electronics, the
world leader in advanced memory technology, have
announced today that they will be working together on
a wide-ranging project to develop semiconductor
solutions that are tailored for hyperscale artificial
intelligence (AI) models. This collaboration will have a
significant impact. Using technologies such as
computational storage, processing-in-memory (PIM),
and processing-near-memory (PNM), as well as
Compute Express Link (CXL), the companies intend to
pool their hardware and software resources in order to
significantly accelerate the handling of massive AI
workloads. This will be accomplished by leveraging
Samsung’s next-generation memory technologies.
Recent developments in hyperscale artificial
intelligence have resulted in an explosion in the
amount of data that needs to be processed. However,
the performance and efficiency limitations of today’s
computing systems present 

significant challenges when it comes to meeting
these heavy computational requirements, which
fuels the need for new AI-optimized semiconductor
solutions. In order to develop such solutions, there
must be a significant convergence of the fields of
AI and semiconductors. In order to create solutions
that take the performance and power efficiency of
large-scale AI to a new level, Samsung is
combining its expertise in semiconductor design
and manufacturing with NAVER’s experience in the
development and verification of AI algorithms and
AI-driven services. Memory and storage that are
able to support high-speed data processing in AI
applications have been introduced by Samsung
over the course of many years. These innovations
range from computational storage (SmartSSD) and
PIM�enabled high bandwidth memory (HBM-PIM) to
next�generation memory that is able to support the
Compute Express Link (CXL) interface. Together
with NAVER, Samsung will now work to improve the
performance of these memory technologies in
order to advance large-scale AI systems. NAVER is
going to continue to work on improving
HyperCLOVA, a hyperscale language model that has
more than 200 billion parameters, while also
working to improve its compression algorithms.
This will result in a model that is both simpler and
significantly more efficient in terms of
computation.
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According to Jinman Han, Executive Vice President
of Memory Global Sales & Marketing at Samsung
Electronics, “Through our collaboration with
NAVER, we will develop cutting-edge
semiconductor solutions to solve the memory
bottleneck in large-scale AI systems.” NAVER is a
search engine that specializes in artificial
intelligence. “With tailored solutions that reflect
the most pressing needs of AI service providers
and users, we are committed to broadening our
market�leading memory lineup, including
computational storage, PIM, and more, in order to
fully accommodate the ever-increasing scale of
data,” the company stated. “With these solutions,
we will be able to expand our market share.”

In a new partnership, Samsung Electronics and
NAVER will collaborate to develop semiconductor
solutions that are optimized for hyperscale
artificial intelligence. “We believe we can create an
entirely new class of solutions that can better
tackle the challenges of today’s AI technologies by
combining our acquired knowledge and know-how
from HyperCLOVA with Samsung’s prowess in the
manufacturing of semiconductors,” said Suk Geun
Chung, Head of NAVER CLOVA CIC. “HyperCLOVA is
where we gained our knowledge and know-how,”
With the help of this strategic partnership, we are
looking forward to enhancing our capabilities in the
field of artificial intelligence (AI) and gaining a
further advantage over our competitors in this
field.
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The digital  t ransformation
has led to new partnerships

with suppl iers

SPAR country organizations are able to benefit
from new supplier agreements that offer the
most recent technological innovations as a
direct result of SPAR’s international digital
transformation projects. These innovations
are designed to assist SPAR country
organizations in meeting the ever�changing
expectations of consumers. SPAR
International is committed to maintaining its
partnerships with companies that provide
technological services in order to assist SPAR
country organizations in the introduction of
innovative and adaptable solutions in a variety
of domains, including e-commerce, delivery
The digital transformation has led to new
partnerships with suppliers. To read this
feature in full in SPAR Contact International,
click here. SPAR International’s Contact
International magazine is available in seven
languages (English, German, Spanish, French,
Italian, and Chinese). The online quarterly
publication covers a wide range of retail
industry subjects, reflecting our diverse and
global business
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Relationship between
HealthyLife and
SuperPharmacy is
expanded to offer
customers a ful l  l ine
of health and
wellness products

    ealthyLife, the health and wellness subsidiary of
Woolworths Group that is independently operated,
will extend its relationship with SuperPharmacy. 
This will give customers easier access to scheduled
and non�scheduled health products as well as
complementary health programmes.

 Turner of HealthyLife Pharmacy. 
Access to health advice from reputable medical
professionals, as well as a wide variety of telehealth
consultations and complementary health programme
options. 
Access to a comprehensive selection of beauty,
health, and wellness products for the home Ananth
Sarathy, Managing Director of HealthyLife, stated
that “Since the launch of HealthyLife a year ago, our
goal has been to help Australians live healthier lives
by providing trusted health advice and a curated
range of health and wellness products.” 
HealthyLife was established with the intention of
assisting Australians in leading healthier lives. “As a
result of the pandemic, an increasing number of
customers are looking to the digital environment to
fulfil their health requirements. 
The existing health and wellness business that
HealthyLife operates is enhanced by the addition of
SuperPharmacy. Customers will be able to access
their health needs in a time-efficient manner both
online via the HealthyLife platform and in-store at a
HealthyLife Pharmacy as a result of the
arrangements that have been made with
SuperPharmacy. 
The proprietor of SuperPharmacy, Warren Turner,
stated that “this is a natural step for both
SuperPharmacy and HealthyLife.” It will provide
greater access and the delivery of care as required
by our customers seeking to obtain their health and
wellness needs online. This will allow for greater
convenience for our customers. “
At HealthyLife Pharmacy, we will continue to offer a
comprehensive selection of pharmaceutical and
prescription medicines, and we will also be
expanding our holistic health programmes and
support services.” The completion of the transaction
is contingent upon the fulfilment of the standard
closing conditions. 

H

As a result of this partnership, HealthyLife will be
able to acquire important technological and
warehouse assets. In exchange, HealthyLife will
provide e-commerce, related technological services,
branding, platform, and warehouse wholesale
services to SuperPharmacy under the banner name
‘HealthyLife Pharmacy.’ Since 2021, Woolworths
Group’s Everyday Rewards programme has counted
SuperPharmacy as a partner. 

Additionally, since August 2022, the website
HealthyLife.com. au has counted SuperPharmacy as
a third-party merchant. Since the year 2000, the staff
at SuperPharmacy has been meeting the wellness
requirements of Australians by supplying them with
prescription and over-the-counter medications. 

In their current locations in New South Wales,
Victoria, Queensland, South Australia, and Western
Australia, the six physical SuperPharmacy
pharmacies will continue to be owned and operated
independently, but they will do so under the banner
of HealthyLife Pharmacy.

HealthyLife will become a destination for all of your
health and wellness needs as a result of the
rebranding of SuperPharmacy stores to HealthyLife
Pharmacy and the increased presence of the
rebranded HealthyLife Pharmacy on
healthylife.com.au.

 HealthyLife will provide the following services and
more as a result of these changes: A comprehensive
selection of pharmaceuticals and prescription 
 medications, all of which are dispensed through 
 eScript under the direction of pharmacist Warren
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"The LuLu Group has aligned
its ambitious growth goals
with the vision of the energetic
and far-sighted leadership of
Saudi Arabia,"
 said Executive Director, Mr. Asraf Ali
M.A.

5 3

LuLu Group Opens Its Twenty-Ninth
Store in Saudi Arabia

     r. Khalaf bin Houssan Al Otaibi, Vice Chairman of the Board
of Jeddah Chamber, launched the 29th LuLu Hypermarket in
Saudi Arabia on the bustling Al Madinah Al Munawarah Road in
the Al Ruwais neighborhood of Jeddah.
As a result of the flooding that struck Jeddah on Thursday, the
LuLu Group promptly reduced the budget for the opening
ceremonies and gave the money to over 1,500 impacted
families through the Nafa Charity Society.

The 90,000-square-foot, single�story store is situated on a vast 190,000-square-foot property and offers all
shopping comforts, including 16 checkout counters and 275 designated parking spaces. The newest LuLu will offer
all the same conveniences as the Group's Hypermarket chain, including an extensive selection of fresh fruit,
vegetables, meat, and seafood from around the world, an in-house bakery serving freshly baked breads and
pastries, and shopping options that capitalize on new award�winning trends. These include a vast array of plant-
based meat alternatives and snacks, as well as unique organic and superfood selections and a large range of 'free-
from' products.The store also features well-known LuLu shopping stations such as  LuLu Fashion, the electronics 
section LuLu Connect, and the
beauty and cosmetics department
BLSH. Mr. Ashraf Ali stated that the
launch of the new store is consistent
with the LuLu Group's commitment
to the new economic vitality that has
made the Kingdom of Saudi Arabia a
lively investor destination and a
crucial link in the LuLu Group's
expansion. He lauded the vision and
drive of the Saudi government for a
prosperous future.This year, the
Group is already  planning additional
store openings in the country.

Advert isement

Shehim Mohamed, Director of LuLu
Hypermarket Saudi Arabia, Rafeek
MohammedAli, Regional Director
of LuLu Hypermarket Western
Province, and other authorities
were also present.

M

"The LuLu Group is committed to the community, and
we have decided to share the humanitarian obligation
by assisting 1,500 flood-affected households."

Mr. Ashraf Ali M.A., Executive Director of the LuLu Group, who was
present at the event, stated

"As we near the end of a
successful 2022, I am pleased to
announce that our 2023 strategic
plan will include significant
expansion in Saudi Arabia."

 "Without a doubt, the LuLu Group
is positioning itself as a driver of
economic growth; we perceive that
Saudi Arabia is prepared for a
large business expansion, and we
are eager to be the catalysts of
economic relationship there."
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Apple releases Freeform, a potent new tool 
for teamwork and creative ideation

Visual communicat ion 
is now easier than ever 
thanks to Freeform 

for iPhone, iPad, 
and Mac.

   he most recent releases
ofiOS, iPadOS, and macOS
now feature the brand-new
programme Freeform.
Freeform gives users the

ability to see, share, and communicate all in one location without worrying about layouts or page widths
by assisting them in organising and graphically organising content on a flexible canvas. Without ever
leaving the board, users can add a wide variety of files and preview them inline. 
Freeform, which was created for collaboration, makes it simpler than ever to invite people to work on a
board with you.

T

On a FaceTime call, users can even collaborate
with others. Users can sync their Freeform boards
between devices because they are stored in the
iCloud. Using Freeform, users of the iPhone, iPad,
and Mac have countless opportunities to interact
graphically, according to Bob Borchers, Apple's
vice president of worldwide product marketing.
Freeform "creates a shared area for brainstorming
that users can take anywhere," according to the
developers, with a limitless canvas, support for
uploading a variety of files, iCloud connectivity,
and collaborative features. A Creativity-Building
Canvas with Simple Tools The ideal whiteboard
setting for finding inspiration and ideas in one
spot is Freeform. When working with several files
or collaborating with others, the endless canvas
extends as new content is added to the board.
With the help of the board's built-in gesture
functionality, users can navigate it with ease. The
programme provides a selection of brush types
and colour schemes that may be used to doodle
concepts, make remarks, and create diagrams.
Freeform has notes with Scribble and a variety of
drawing tools on iPad Pro. iPhone and iPad users
may draw anywhere on the canvas with their
finger, and with support for Apple Pencil, Freeform
makes it easier than ever to sketch ideas on iPad
while on the go. Users of Freeform can unleash
their creativity by writing notes with Scribble,
sketching using the drawing tool, or colouring with
the crayon or fill tool. A broad variety of assets
are supported by Freeform, including images,
video, audio, documents, PDFs, links to other
websites and map locations, sticky notes, shapes,

and diagrams. Even scanning documents or
inserting images into the board can be done using
the cameras on iPhone and iPad devices. Freeform
offers customers over 700 options from its whole
collection of shapes, allowing them to alter the
colour and size, add text, and even build and save
custom shapes. Users can drag and drop items
from other applications, including as Files and
Finder, onto the board. Thanks to the board's built-
in alignment guides, it is simple to keep the board
organised. Without ever leaving the board, users
can preview content with Quick Look, and
numerous video files can play simultaneously to
create a dynamic display. Freeform is the ideal
tool for drawing ideas on top of floor plans for a
home renovation project or for coaches to map out
plays on an image of a basketball court. Content
like photographs and PDFs can be locked into
place on a board, and collaborators can then
annotate on top of or around the object. On the
iPad Pro, freeform boards can support a variety of
files. Freeform boards are the ideal solution for
gathering documents for a school project or
arranging an upcoming trip because they handle a
variety of files and users may preview inline
without ever leaving the board. A Space for
Collaboration Freeform is immensely helpful for
solo tasks or while working with others, whether a
user is at a desk or on the road. When working on
group projects or even organising a trip with
friends, Freeform creates a shared space for
creation with the opportunity to collaborate with
up to 100 contributors in the same board. 
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By simply dragging a Freeform board into a
Messages thread, users can invite others to a
Freeform board, taking use of the new
collaboration features in Messages. The boards
will instantly invite all participants in that
discussion, at which point they can start
contributing right away. Activity updates will
appear at the top of the Messages thread
whenever someone makes an adjustment.Users
can start a FaceTime call within Freeform by
hitting the collaboration icon in the top right
corner of the screen because FaceTime is
already integrated into the software. With fast-
sync features and iCloud connection, all
collaborators may see each other's

 contributions as they add content or change
existing content. Freeform boards may be
exported as a PDF or screenshotted, and they
are synchronised between iPhone, iPad, and
Mac. Users can also invite people by email or a
link. Using the iPad Pro's FaceTime call
collaboration function, freeform. Freeform is
built for collaboration and makes it simpler than
ever to invite people to work on a board with you
thanks to the integration of FaceTime and
iCloud. Availability Freeform is now available
without charge on all iPhone, iPad, and Mac
devices running iOS 16.2, iPadOS 16.2, or macOS
Ventura 13.1. 
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Apple expands Self Service Repair to Mac
notebooks

APPLE ANNOUNCED SELF SERVICE REPAIR
WILL BE AVAILABLE TOMORROW FOR
MACBOOK AIR AND MACBOOK PRO
NOTEBOOKS WITH THE M1 FAMILY OF CHIPS,
PROVIDING REPAIR MANUALS AND GENUINE
APPLE PARTS AND TOOLS THROUGH THE
APPLE SELF SERVICE REPAIR STORE. SELF
SERVICE REPAIR FOR IPHONE LAUNCHED
EARLIER THIS YEAR AND THE PROGRAM WILL
EXPAND TO ADDITIONAL COUNTRIES —
BEGINNING IN EUROPE — AS WELL AS
ADDITIONAL MAC MODELS LATER THIS YEAR.

    elf Service Repair for MacBook Air and MacBook Pro
offers more than a dozen different repair types for
each model, including the display, top case with
battery, and trackpad, with more to come. Customers
who are experienced with the complexities of repairing
electronic devices will be able to complete repairs on
these Mac notebooks, with access to many of the same
parts and tools available to Apple Store locations and
Apple Authorised Service Providers.To start the Self
Service Repair process, a customer will first review the
repair manual for the product they want torepair by
visiting support.apple.com/self-service-repair. Then,
they can visit the Apple Self Service Repair Store and
order the necessary parts and tools.Every genuine
Apple part is designed and engineered for each
product, and goes through extensive testing to ensure
the highest quality,safety, and reliability. Customers
can send replaced parts back to Apple for
refurbishment and recycling,and in many cases receive
credit of their purchase by doing so.The Apple tools
are custom designed to help provide the best repairs 
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 for Apple products,and are engineered to withstand
the rigours of high-volume, professional repair
operations where safety and reliability are the utmost
priority. Apple will offer rental kits for $49, so that
customers who do not want to purchase tools for a
single repair still have access to these professional
repair tools. Customers will have access to the tool kit
for one week and it will be shipped free of charge. Self
Service Repair is part of Apple’s efforts to further
expand access to repairs. For the vast majority of
customers who do not have experience repairing
electronic devices, visiting a professional repair
provider with certified technicians who use genuine
Apple parts is the safest and most reliable way to get a
repair.apple Over the past three years, Apple has nearly
doubled the number of service locations with access to
genuine Apple parts, tools, and training, including more
than 3,500 Independent Repair Providers. A global
network of more than 5,000 Apple Authorised Service
Providers supports more than 100,000 active
technicians. As a result, in the US, eight out of 10
Apple customers are located within 20 minutes of an
authorised service provider. 

S
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Anti-Counterfeiting And Traceability 
For A Safer Beauty

      n  recent  weeks,  the European Union
Intel lectual  Property  Off ice – EUIPO – through
the European Observatory  on Infr ingements of
Inte l lectual  Property  Rights has highl ighted in  a
report  on the ECONOMIC PERFORMANCE OF IPR
INDICATORS the EU-wide upswing in  the
registrat ion of  patents and inte l lectual  property
cert i f icat ions,  which have returned to pre-covid
levels.  Whi le  th is  t rend is  posi t ive  for  the
Union’s  economic recovery ,  i t  is  nevertheless
essent ia l  to  protect  the resul ts  of
companies ’ investments in  research and
development  f rom the threats posed by product
counterfe i t ing.

Addressing counterfe i t ing means also protect ing
consumer safety  as fakes products can have
damaging consequences on heal th  and safety  of
consumers.  Involv ing stakeholders ,  producers
and organizat ions to  seek real  solut ions,  in  a l l
industr ia l  sectors is  necessary.  Worth
ment ioning in  th is  context  is  the BLOCKATHON
FORUM support ing a  b lockchain based project
whose object ive is  to  develop a solut ion for
product  authent icat ion and help enforcement
author i t ies in  the f ight  against  counterfe i t ing.
The Forum serves a lso to  ra ise awareness of
companies on the chal lenge of  product
authent ic i ty ,  so to  faci l i tate  the search for
solut ions and technologies that  are  f i t  for
purpose The topic  of  ant i -counterfe i t ing and
traceabi l i ty  is  a lso very  t imely  for  the cosmetics
industry.

 In  ear ly  June,  EUIPO publ ished a SURVEY on the
behaviour  of  young people onl ine and thei r
re lat ionship with  the purchase of  counterfe i t
products and access to  p i rated dig i ta l  content .  The
survey revealed that  37% of  young people have
voluntar i ly  purchased one or  more counterfe i t
products ,  register ing a  s ignif icant  increase
compared to the pre-pandemic scenar io.  In
part icular ,  hygiene and personal  care products ,
cosmetics ,  and perfumes made up 12% of  the
counterfe i t  products that  young people most  often
purchase intent ional ly

Ant i -counterfe i t ing and t raceabi l i ty  of  cosmetic
products were the centra l  topics of  a  Cosmotalks
session dur ing the latest  edi t ion of  Cosmoprof
Worldwide Bologna,  TRACK & TRACE IN THE
BEAUTY INDUSTRY:  HOW BRANDS TAKE CARE OF
THEIR CONSUMERS.  To f ind out  how industry
experts  are  tackl ing counterfe i t ing in  the
cosmetics industry  and i ts  possible  solut ions,
watch the ta lk  on-demand Ant i -counterfe i t ing and
traceabi l i ty  of  cosmetic  products were the centra l
topics of  a  Cosmotalks session dur ing the latest
edi t ion of  Cosmoprof  Worldwide Bologna,  TRACK &
TRACE IN THE BEAUTY INDUSTRY:  HOW BRANDS
TAKE CARE OF THEIR CONSUMERS.  To f ind out  how
industry  experts  are  tackl ing counterfe i t ing in  the
cosmetics industry  and i ts  possible  solut ions,
watch the ta lk  on-demand.

I
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Sony Group Further Supports Humanitarian Relief for 
Ukraine Emergency

Tokyo,  Japan – Sony Group (“Sony”)  cont inues
to make contr ibut ions and product  donat ions
to support  humanitar ian a id  efforts  for  the
affected populat ions in  Ukraine and in
neighbor ing countr ies. In  a  new in i t iat ive ,  Sony
Corporat ion of  America ,  a  whol ly  owned
subsidiary  of  Sony Group Corporat ion ,
announced on August  3  (EDT) the donat ion of
1 mi l l ion U.S.  dol lars  to  support  the United
Nat ions Chi ldren’s  Fund (UNICEF) ’s  Learning
Passport ,  help ing to  ensure that  chi ldren and 
thei r  fami l ies impacted by the cr is is  have
access to qual i ty  learning and cr i t ical
resources.  Sony Sony Group companies have
also donated Xper ia™ smartphones to UNHCR,
the UN Refugee Agency ,  to  support
humanitar ian a id  efforts  in  Ukraine and in
neighbor ing countr ies ,  as wel l  as audio and
video systems to chi ldren’s  shel ters  in  Ukraine
to a l lev iate  psychological  st ress.Through
these efforts ,  Sony ’s  total  amount  of  

contr ibut ion to  date ,  including the ones
announced on March 2 and March 31,  has
reached approximately  6.56 mi l l ion U.S.
dol lars.

Sony wi l l  cont inue to  col laborate c losely  with
partner  organizat ions to  explore medium- to
long-term support  for  those affected by th is
global  humanitar ian cr is is.  We s incerely  hope
that  peace wi l l  be restored in  Ukraine and
around the wor ld
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