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Welcome  
to our 2026 
Sustainability 
Report
At Tesco, ‘Every Little Helps’ guides our sustainability 
journey. From cutting carbon and reducing waste to 
promoting healthier diets and supporting inclusive 
communities, we believe that consistent actions add up 
to big change. This report shows how we are turning that 
approach into progress to help build a food system that 
works better for people and the planet.

Information in this report relates to the Tesco Group, 
including subsidiary undertakings of Tesco PLC as set out  
in the Annual Report and Financial Statements 2026.

Our Sustainability Report is part of a comprehensive reporting suite 
that showcases our sustainability progress, including:
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Health

65%
of our UK and ROI food sales are healthy

Over

500,000 
customers served in our UK 
pharmacies every week 

Colleagues
Over

£200m 
investment in pay for our UK hourly paid Tesco store 
colleagues, delivering an above inflation pay increase 
of 5.1% which came into effect in March 2026

Over

215,000
young people have benefited from our work with 
The King’s Trust and other youth partners over the  
last four years – from employability programmes, 
developing skills and confidence, to opportunities  
for the future

Food waste  
and packaging

44,554 
tonnes
of surplus food has been  
redistributed to people  
or animals in the UK 

99%
of our Own Brand packaging  
is recyclable in the UK, of this  
87% is recyclable at kerbside

Climate change and nature

68%
reduction in emissions from our operations,  
exceeding our 2025 target of 60% across the  
Group from our 2015/16 baseline

260,000
two kilo packs of potatoes grown on our low carbon 
concept farm, went into stores in February 2026

Low carbon  
concept store 
opened in Harrogate

Communities
Since September 2024 over

15.7m
portions of fruit and veg have been  
given to children in the UK 

Over

123m
meals provided to charities,  
community groups, and  
colleagues throughout  
the Group this yearH
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impact we are aiming for, such as plant-based meat alternatives, 
towards those that are, like doing our part to remove the 
barriers customers face in accessing healthy, sustainable food.

We have also learned a lot about the challenges we and the 
industry face, and where more work is needed. For instance, 
despite our best efforts, we haven’t met our Group-wide target 
to halve food waste in our own operations by December 2025. 
We remain committed to achieving this before 2030, in line with 
UN Sustainable Development Goal 12.3. 

Many of the challenges where we need to make further progress 
are areas that no company can tackle alone. Addressing them will 
require shared responsibility across supply chains, government 
and the wider food industry — from calling for necessary 
regulatory change to supporting sustainable farming practices 
that can work at scale. This means a shift in how we think, act and 
collaborate, treating sustainability not just as the right thing to do, 
but as a business imperative. Most of all, the next phase of 
sustainability will require a partnership approach. 

We have learned the most significant progress comes from 
working together. Partnering with suppliers on our low carbon 
concept farms, supporting Tesco Sustainable Dairy Group 
farmers to stay financially and environmentally sustainable, 
working with the British Nutrition Foundation (BNF) to get more 
fruit and veg into schools, or teaming up with FareShare, Olio, 
the Coronation Food Project and Alliance Food Sourcing to cut 
food waste and redirect surplus food to those who need it most.

That’s why you’ll see us increasingly use our reach to bring 
together farmers, industry, innovators, government and civil 
society, and working together as an industry to find new and 
innovative solutions. Working together is how we will drive 
systemic change and accelerate progress.

Our focus on collaboration is just as true inside our business. 
Our dedicated colleagues continue to drive improvements 
across the Group. Without them, the progress we have made 
simply would not have been possible.

We are all living through a period of real uncertainty, nevertheless 
we remain committed to driving sustainable change in the areas 
where we can make the greatest difference, and to achieving net 
zero. Doing so won’t just be good for our planet; it will benefit the 
people who produce our food, and the customers who buy it, 
by creating a stronger, more resilient food system.

Ken Murphy
Group Chief Executive

As Chair of the Sustainability Committee,  

I have seen first-hand the determination 

across Tesco to embed sustainability into 

every part of the business. This year, the 

Committee has helped guide the transition 

from our 2025 commitments and targets to 

a sharper set of priorities which have been 

informed by our stakeholders, and will 

help us deliver the greatest impact for 

customers, communities and the planet 

while continuing to support the Board  

in embedding sustainability into our  

Group strategy.

The Committee’s oversight has spanned  

the breadth of the planet plan, from 

accelerating innovation in our own 

operations to strengthening resilience in 

supply chains. I was pleased to visit our 

new low carbon concept store in Harrogate 

(see page 13). The store demonstrates how 

practical solutions can help us decarbonise 

retail and inspire change across the 

industry. Alongside this, we have 

supported progress on healthier baskets, 

nature‑based solutions and waste 

reduction, while continuing to champion 

human rights and community programmes 

such as Fruit & Veg for Schools.

The Committee remains focused on its 

core responsibilities: overseeing delivery of 

Tesco’s sustainability priorities, monitoring 

emerging risks and supporting the Board  

in embedding sustainability into decision-

making. Through this work, we help Tesco 

use its scale to drive positive change where 

it matters most.

Year in 
review

Group CEO introduction

Stewart Gilliland, 
Chair of the Sustainability 
Committee and  
Non-executive Director

As the UK’s leading food retailer, serving our customers, 
communities and planet a little better every day, we depend on 
a resilient and sustainable food system. Without it, our suppliers 
can’t grow the food needed to feed the nation. Against an 
uncertain economic and geopolitical backdrop, we are already 
seeing the impact of a changing climate, with droughts, flash 
floods, and wildfires affecting food supply chains and the 
communities that rely on them, all around the world. 

Sustainability, and seeking the protection of workers’ rights 
across the food value chain, is central to everything we do. We 
are as committed as ever to playing our part in reducing our 
impact on the planet. It’s how we protect the shopping basket, 
remain competitive, keep food affordable over the long-term, 
and ensure a steady supply of healthy, quality food for our 
customers. It’s why our colleagues, together with our suppliers 
and partners, work tirelessly to drive sustainability across our 
operations and supply chain. Our planet plan guides our actions 
in six key areas and I’m proud that last year we achieved several 
of our near-term goals. 

We exceeded our target for Scope 1 and 2 emissions reduction; 
healthy food now represents 65% of our total sales in the UK and 
ROI, up from 58% in 2019; and we have completed the roll-out of 
LEAF Marque certification across our global fresh produce supply 
base which supplies the UK, helping to reduce emissions, protect 
nature, and increase supply chain resilience in the process.

Now many of our 2025 commitments and targets have drawn  
to a close, we are taking the opportunity to adapt and hone our 
approach, with a much sharper focus on the areas where we 
know we can make the greatest difference.

Our aim to achieve net zero across our value chain by 2050 
remains key. To help us achieve this, we have clear commitments 
on health, nature and waste, as well as remaining focused on 
reducing emissions across our own business and supply chains. 
That’s why we are shifting from things that aren’t driving the 

Ken Murphy,

Group Chief 

Executive

Many of the challenges where we need to make further 

progress are areas that no company can tackle alone.  

It will take shared efforts across supply chains, government 

and the entire food industry to overcome the most 

complex issues facing our food system. 

Tesco PLC Sustainability Report 2025/26
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Our purpose

Sustainability is core to our purpose and 
how we drive long-term value for our 
stakeholders. It is a key component of 
our strategic priority to create value for 
customers through quality, price, range 
and customer experience. 

Sustainability, including our planet plan, is governed at Board 
level by our Sustainability Committee and part of performance-
based remuneration for our senior management. In June 2025, 
Christine Heffernan was appointed as our Group Chief 
Communications and Sustainability Officer, underlining our 
commitment to being a responsible business.​

The Executive Committee supports the Board in developing the 
sustainability agenda to balance short, medium and long-term 
objectives, and reviews expenditure required to deliver our net 
zero commitments.

Defining our most important topics
In 2024/25 we carried out a materiality assessment to identify 
and understand the ESG topics that matter most to our 
business. Using a double materiality approach, we assessed 
both the issues that could have a significant impact on Tesco 
and those where our activities could significantly affect people, 
society and the environment, as detailed on the next page.  
Our process is designed to ensure our plans continue to address 
the right areas, manage risks, impacts and opportunities, and 
support our readiness for forthcoming legislation. ​

As part of the assessment, we reviewed the Group’s operations 
and mapped our value chain covering upstream, downstream 
and our own operations. A long list of ESG topics was created by 
drawing on our previous materiality assessments, our existing 
sustainability reporting, peer reporting, existing principal risks 
and sustainability frameworks such as Sustainability Accounting 
Standard Board (SASB). We conducted internal and external 
stakeholder engagement via a combination of focus groups  
and interviews. Secondary survey data was used to incorporate 
the views of customers, suppliers and colleagues, ensuring  
the output reflected our full value chain. ​

ESG topics were quantified and prioritised by scoring the 
magnitude of impact and likelihood, in alignment with our Group 
Enterprise Risk Management Framework. This was a centrally 

coordinated exercise, led by a core cross-functional team 
designed to leverage expertise to curate a consistent and 
coherent understanding of our most important 
sustainability topics. 

The output was validated by internal subject matter experts and 
senior leaders across the Group prior to review and approval at 
our ESG reporting and disclosure group, and Audit Committee.​

By defining our most important ESG topics, the outcome of our 
materiality assessment informs our approach and supports the 
prioritisation of our sustainability targets and commitments. ​

Monitoring our material ESG topics is an ongoing process. We will 
continue to perform annual reviews of our material sustainability 
topics with a more thorough update to be completed every three 
to four years or if there is a significant internal or external event. 

Our commitments
Following the conclusion of a number of our sustainability 
commitments in December 2025, our materiality assessment 
has helped inform six key long-term commitments which we 
will use to help guide our work in this space.

Net zero across the value chain by  
end of 2050 validated through SBTi

Net zero across our own operations  
by end of 2035

Achieve year on year healthy sales increase  
every year to 2030 (excluding Booker)

50% food waste reduction in  
own operations before 2030

Lead industry to accelerate the  
transition to circularity by 2035

Nature-led net zero approach

Read about our key commitments on page 6.

As food systems come under increasing pressure, sustainability is key 
to our long-term resilience. Our actions today help meet customer 
needs and strengthen supply chain stability for the future.

Christine Heffernan, Group Chief Communications  
and Sustainability Officer

NEW

NEW

NEW

Tesco PLC Sustainability Report 2025/26
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These four drivers are covered by our planet plan

Climate Nature Circular  
economy

Health People Governance

Retailers are 
increasingly exposed to 
climate‑related risks 
across the entire value 
chain. Agricultural and 
manufacturing emissions, 
pressure on global supply 
chains, and growing 
physical climate impacts 
all challenge the  
resilience of how  
we source products.

Risks are also faced in 
logistics and store 
operations, where energy 
use, fuel dependency, and 
extreme weather events 
can be disruptive. At the 
same time, customer 
expectations are shifting 
with demand for greater 
transparency into how 
food is sourced, as well as 
the impact of evolving 
regulation. Together, 
these pressures underline 
the need for retailers and 
the wider food industry to 
work towards 
decarbonisation.

Global ecosystems face 
growing pressure from 
agriculture, 
deforestation, pollution 
and the effects of climate 
change. Water is 
becoming a critical issue 
as climate change alters 
weather patterns and 
increases stress on 
resources. Nutrient 
runoff and pesticide use 
continue to be a concern, 
while biodiversity loss is 
accelerating due to 
habitat conversion and 
unsustainable land use. 
Regulatory changes  
and rising consumer, 
investor and business 
expectations are 
reinforcing the need to 
address these impacts 
within our own supply 
chains, making protecting 
and restoring nature a 
key focus.

The shift toward a 
circular economy  
is accelerating as 
regulators, investors, 
businesses and 
consumers demand 
reductions in waste  
and resource use.

Food waste is under 
intense scrutiny due to  
its environmental impact 
and cost implications. 
Packaging faces growing 
pressure from extended 
producer responsibility 
laws, restrictions on 
single-use plastics, and 
rising consumer 
expectations for 
recyclability and reuse. 
These trends reflect a 
broader move toward 
closed-loop systems, 
making waste prevention 
and material recovery 
critical for long-term 
resilience.

Health considerations are 
reshaping the food retail 
sector as consumers 
increasingly seek 
healthier, more nutritious 
options, driven by public 
health concerns and 
government regulations 
such as HFSS legislation. 

Growing focus on 
ultra‑processed foods 
(UPFs) is also influencing 
consumer sentiment and 
purchasing decisions. 
Retailers and suppliers 
have an opportunity to 
lead by reformulating 
ranges, improving 
product labelling, and 
actively supporting 
customers to make 
healthier choices through 
clearer information, 
availability and 
affordability.

Businesses today operate 
amid rising expectations 
around workplace 
culture, employee health 
and safety, and the 
protection of human 
rights across global 
supply chains. 

At the same time, 
expectations around  
fair work continue to 
strengthen. Businesses 
have an obligation to 
support fair wages, safe 
working conditions and 
respectful treatment  
of workers—recognising 
that sustainable, resilient 
supply chains depend on 
people being protected 
and rewarded fairly for 
their contribution. 

These factors continue  
to shape regulatory 
requirements, investor 
priorities and consumer 
behaviour, making them 
central to long-term 
competitiveness and 
resilience.

Strong governance is 
increasingly critical as 
stakeholders demand 
accountability for 
environmental and social 
impacts. Global 
frameworks and emerging 
due diligence laws require 
companies to integrate 
ESG risks into board-level 
oversight and supply 
chain management. 
Investors are prioritising 
transparency and 
sustainable sourcing as 
indicators of long-term 
resilience, while 
consumers expect 
brands to uphold 
responsible practices 
across global supply 
chains. These pressures 
make robust governance 
structures—covering 
strategy definition, 
performance monitoring, 
and credible reporting—
essential for compliance, 
risk management, and 
maintaining trust in a 
rapidly evolving market.

Sustainability Topics:

	– Decarbonising 
transport
	– Reducing store 
emissions 
	– Improving our products 
(reducing Scope 3 
emissions)

Sustainability Topics:

	– Water
	– Biodiversity
	– Soil health

Sustainability Topics:

	– Food waste
	– Packaging 
	– Food redistribution

Sustainability Topics:

	– Sustainable and 
healthier lifestyles

Sustainability Topics:

	– Human Rights 
	– Colleague wellbeing

Sustainability Topics:

	– Ethical business 
conduct
	– Sustainability 
governance and risk

Read more page 11. Read more page 16. Read more page 23. Read more page 29. Read more page 36. Read more page 50.
*	 UN supported studies Greenhouse gas emissions from agrifood systems. 

Global, regional and country trends, 2001–2023.

Market drivers shaping our sustainability strategy
Food production generates roughly one third of global carbon 
emissions each year and remains the primary driver of 
biodiversity loss*. Our dependence on natural resources, and 
the pressures this places on them, continues to shape climate, 
nature and environmental challenges across our value chain.

Progress in packaging recyclability, recycling collections and 
processing infrastructure, and advances in reducing food waste 
reflect growing consumer expectations for more resource 
efficient, circular solutions. At the same time, rising customer 
expectations for healthier and more sustainable diets are 
influencing product decisions, as customers increasingly seek 
affordable food that is more nutritious and less processed.

In a similar way, heightened expectations regarding fair work, 
inclusion and human rights continue to guide how we support 
our colleagues and the workers within our global supply chains.

We remain focused on balancing our long-term sustainability 
ambitions with our aim to offer customers affordable, quality 
food today. Together, these forces shape the market dynamics 
that inform the evolution of our approach  
to sustainability.

Our purpose continued

Tesco PLC Sustainability Report 2025/26
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Roadmap  
to net zero
As part of our journey to achieve net zero across our full value 
chain by 2050, we have reviewed and updated our sustainability 
commitments to ensure they remain ambitious, credible, and 
aligned with our stakeholders’ expectations. We are building on 
strong foundations, with significant progress already achieved  
in this area.

Our six updated sustainability commitments focus on the areas 
where we can have the greatest impact and accelerate change 
by leading and convening the food industry. We are placing 
greater emphasis on the systemic shifts most needed – 
sustainable farming, decarbonisation, healthier diets, circularity 
and packaging reform – while maintaining strong governance 
over our ongoing commitments.

Progress against targets, including  
those achieved and retired
As part of this refresh, we have retired 14 commitments which 
ended in December 2025. These have either been embedded  
into policy, for example our sourcing standards now include  
a requirement for all shell and ingredient eggs for the UK and ROI  
to be cage-free, and produce for the UK to be LEAF Marque 
certified. Other targets have served as stepping stones towards 
our new commitments or were interim targets. For example, 
our previous packaging targets will be consolidated into our 
commitment to lead the industry to accelerate the transition to 
circularity by 2035. In some instances, we did not fully deliver the 
impact we had hoped for, such as our target to grow plant-based 
meat alternative sales by 300% by 2025, where market decline 
and changes to customer preferences have led us to update our 
approach. We will keep our health targets under review as 
legislation evolves.

Further detail on these changes, along with performance 
against each target, is available in the relevant sections of 
this Report and in the Databook.

Our commitments

*	  �We are committed to net zero across our own operations by 2035. Our 
approach prioritises avoiding and reducing emissions first, with offsetting used 
only for residual emissions. To reflect this approach, ‘net zero operations’ is a 
more accurate description than our previous wording of ‘carbon neutral’. This 
is a change in wording only. Our targets, baselines and methodologies remain 
unchanged, and the updated language aligns with evolving expectations from 
regulators, investors and assurance providers.

2025 2030 2035
Net zero across  

our own operations

2050
Net zero across  

our value chain
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Net zero across our own operations by the end of 2035*

Reduce absolute Scope 1 and 2 emissions by 85% by 2030

Electricity procured by PPAs and owned on-site generation assets, 60% by 2030

Reduce store 
emissions
Minimise emissions from 
our stores and 
distribution centres

Work with our suppliers to increase the number reporting a reduction in food waste

Lead industry to accelerate the transition to circularity by 2035

50% food waste reduction in own operations before 2030
Eliminate waste
Reduce food waste  
and packaging from 
production through to  
our customers’ homes

Net zero across the value chain by end of 2050 validated through SBTi

Net zero across our own operations by the end of 2035*

Fully electric UK home delivery van fleet by 2030 (EV100)

Decarbonise 
transport
Reduce emissions 
created when we  
move our products

53% healthy sales by 2027 (Central Europe)

Achieve year-on-year healthy sales increase every year to 2030 (excluding Booker)

Support sustainable 
consumption
Help customers switch  
to healthier, more 
sustainable food

Net Zero across the value chain by end of 2050 validated through SBTi

Reducing absolute scope 3 emissions from energy and industrial sources by 55% by 2032

Reducing absolute scope 3 emissions from forests, land and agriculture, (FLAG) by 39% by 2032

Net zero across all scopes by 2050 via a reduction of 72% of FLAG emissions and 90% on Scope 3 non-FLAG emissions

Improve  
our products
Reduce the 
environmental impact  
of the things we sell

100% sustainable seafood (Own Brand) in the UK by December 2030

Nature-led net zero approach

100% verified deforestation and conversion-free soy (UK SOY Manifesto)

Protect nature
Work with nature to  
restore habitats, protect  
water and increase 
biodiversity

Tesco PLC Sustainability Report 2025/26

06Planet Health People Communities Governance Detailed disclosuresIntroduction



Positive impact 
for customers, 
communities 
and the planet
Our value chain, from sourcing raw materials to delivering 
products to customers, demonstrates how sustainability 
and collaboration are encouraged at every stage.

Through strategic partnerships with suppliers, NGOs, 
and local communities, we ensure environmental and 
social responsibility is integrated across our value chain 
and delivers on our purpose to serve customers, 
communities, and the planet a little better every day. 
This end‑to‑end approach ensures sustainability is 
not treated in isolation, but as a core principle that 
underpins decision‑making in relation to our value chain.

Our value chain

Upstream

Starting with our suppliers,  
we collaborate with strategic 
partners to help suppliers 
establish sustainable farming 
practices that protect nature, 
reduce emissions, and create  
fair wages across our value chain. 
We source responsibly including 
through ethical trade partnerships 
and work with manufacturers to 
drive innovation in efficiency 
and packaging.

Operations

At the heart of our business  
are our values and our people.  
We invest in our colleagues, 
stores and distribution centres to 
ensure we operate responsibly 
and sustainably. Across our 
operations, we focus on reducing 
our emissions and tackling food 
waste at our stores and 
distribution centres.

Downstream

We are focused on being the most 
convenient place to shop for 
healthy, sustainable food. We do 
this by working with customers 
and partners to reduce impacts, 
create shared value, and 
personalise the shopping 
experience to support 
healthier choices.

Health charity 
partnerships

Making healthy food  
more affordable  
and accessible  

to our customers

Food surplus 
redistribution supporting 

communities

Packaging removal 
and reduction

Promoting rights and 
equal opportunities 

for supply chain 
workers 

Nature 
programme 
initiatives

Trialling sustainable 
innovation

Customer  
EV charging

Valuing 
colleagues and 

supporting their 
wellbeing

Rolling out 
electric home 
delivery vans

Free Fruit & Veg  
for Schools

Energy  
efficiencies  

in stores and 
distribution centres

Trialling  
delivery fleet 

electrification

Converting  
food surplus  
into animal  

feed

Sourcing  
renewable  
electricity

Building on our partnership approach with 
our farmers, suppliers, communities and 
charity partners will be essential in tackling 
the most significant sustainability challenges 
we face, and will help us deliver on our core 
purpose of serving customers, communities 
and planet a little better every day.

Claire Lorains, Group Quality, Technical 
and Sustainability Director

Tesco PLC Sustainability Report 2025/26
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Tesco

We are focused on 
making a positive impact 
where it matters – in the 
heart of our communities 
across the UK, ROI  
and Central Europe.

Our 2025/26 sustainability highlights video brings 
together some of the key progress we have made over 
the last year. These highlights include opening our low 
carbon concept store in Harrogate, our Free Fruit & 
Veg for Schools programme, and ensuring our food 
redistribution programme reaches those most in need. 
It reflects the day-to-day actions across our business 
to reduce emissions and support communities, as we 
work towards our commitment to reach net zero 
across our value chain by 2050.

Press play!
Sustainability at Tesco

Up next: �

Watch more videos showcasing 
our key sustainability progress 
over the past year, highlighting 
the actions we are taking and  
the impact we are making.

Low carbon  
concept farms.

Free Fruit & Veg 
for Schools.

Tesco PLC Sustainability Report 2025/26
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Planet
01

We want to play our part to address 
the impacts the food system has on 
climate and nature. With the vast 
majority of environmental impacts 
occurring in our wider value chain, 
our focus is on partnering with our 
suppliers and farmers to ensure we 
provide our customers with healthy, 
sustainable, affordable food. 

10 	 Our planet plan
11 	 Climate change
16 	 Protecting nature
20 	 Sustainable agriculture
23 	 Circular economy

Policies
View all of our policies in the Governance section 
of this Report.

Progress towards our longer-term targets

68% 85%

24% 50%

21% 100%

Target
	

Reduce absolute Scope 1 and 2 emissions �by 85% 
by 2030 and net zero by 2035 (baseline 2015/16).

50% food waste reduction in own  
operations before 2030.

100% of UK home delivery van fleet electric by 2030.

FY 2025/26 key achievements
	– Reduced our Scope 1 and 2 emissions by 68%, 
exceeding our December 2025 operational emissions 
reduction target. 
	– Over 5,000 tonnes of surplus food has been converted 
into animal feed at our new facility.
	– Seven nature programme partnerships now in place 
helping protect nature in our supply chains.
	– Opened our new low carbon concept store in 
Harrogate.
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Our 
planet plan
We have built six pillars that cover 
our work across Planet: from 
sourcing and making products 
responsibly, to running more energy 
efficient stores and transport. We 
are helping people enjoy healthier, 
more sustainable food, while cutting 
waste across the food chain. And 
with our nature pillar, we are playing 
our part to protect landscapes 
connected to food production.

Support sustainable consumption
Help customers switch to healthier, more sustainable food

Improve our products
Reduce the environmental impact of the things we sell

Reduce store emissions
Minimise emissions from our stores and distribution centres

Decarbonise transport
Reduce emissions created when we move our products

Eliminate waste
Reduce food waste and packaging from production  
through to our customers’ homes

Protect nature
Work with nature to restore habitats, protect water  
and increase biodiversity

The pillars of our planet plan:

Global food production generates a third of greenhouse gas 
emissions, with as much as 40% of food produced going 
uneaten. Meanwhile the impact of extreme weather events such 
as droughts and floods, and threats to nature such as declining 
soil health are impacting food supply chains, including the 
farmers and suppliers we rely on. 

It is clear sustainability will become ever more critical to building 
a stronger, more resilient business. We continue to be guided by 
our planet plan, which brings together our key areas of activity 
under six pillars, and reflects the interdependencies of the food 
system and the natural environment. Alongside delivering the 
plan for our own operations, we continue to look at ways we can 
have the greatest impact, both in the supply chain, and in our 
customers’ homes. 

Our plan continues to focus on our commitment to reaching 
net zero across our full value chain by 2050, validated in line 
with the Science Based Targets initiative (SBTi) pathway for 
limiting global warming to no more than 1.5°C average above 
pre-industrial levels. 

We took some positive steps in a number of areas last year, but 
we know future progress will be harder won and will depend on 
tackling some of the most challenging issues facing our food 
system at an industry level.

We recognise the growing link between environmental and 
human impacts in our supply chain. To read more about our 
work to protect and maintain the human rights of everyone 
working in our business and our wider supply chains, please visit 
our Human rights section (page 43). 

See our data methodologies.

Read about climate risk management  
in our Annual Report (page 41).

Overview

Tesco PLC Sustainability Report 2025/26
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Climate  
change

Climate change is a global challenge 
with far reaching implications 
for our business, supply chain, 
colleagues, and customers. 
Together with environmental 
sustainability, it is recognised as a 
principal risk to our organisation, 
which is why reducing climate 
emissions is one of our core KPIs.

In 2023 we became one of the first companies globally to set 
a SBTi-aligned net zero target across our full Group value chain 
by 2050, including our forests, land and agriculture emissions 
(FLAG). This validation from SBTi follows the latest methodology 
developments and the inclusion of new data points on areas 
such as deforestation and land conversion, as well as more 
ambitious supply chain decarbonisation commitments, aligned 
with a 1.5°C pathway. 

We are taking forward recommendations from the UK 
government’s Transition Plan Taskforce (now coming under the 
International Financial Reporting Standards Foundation). Our 
planet plan strives to address emissions within our operations, 
our value chain and beyond, ensuring we play our part in driving 
system change across the industry. We continue to deploy  
our transition plan internally to deliver our strategy. For more 
information on our approach to reducing emissions, please  
see our TCFD statement in our Annual Report.

We are prioritising absolute emissions reductions. Once we 
reach our reduction targets in 2050, any residual emissions 
within Scope 1, 2 and 3 will be neutralised by carbon removals in 
line with SBTi guidance. On Scopes 1 and 2, we have committed 
to reach net zero by 2035 and will offset unabated residual 
emissions (less than 10%) annually.

We are proud to have exceeded our December 2025 operational 
emissions reduction target, reducing our Scope 1 and 2 emissions 
by 68%, ahead of our 60% reduction target against a 2015/16 
baseline. Thanks to the significant progress we have made in 
recent years in reducing our Scope 1 and 2 emissions, these now 
represent around 1% of our total emissions with the majority of 
our total footprint sitting in our value chain (Scope 3). Our total 
emissions footprint is now 68.1 million tCO2e/year, down from 
73.1 million tCO2e/year reported in 2024/25. This change has 

Commitments
Net zero across our own operations by the end 
of 2035. 

Net zero across our value chain by the end of 2050 
validated through SBTi.

Targets
Net zero across our own operations by the end of 
2035, with interim targets to:

	– Reduce absolute Scope 1 and 2 emissions by 85%  
by 2030, ahead of our SBTi target of 82% by 2032.
	– Procure Group electricity demand increasingly via 
Power Purchase Agreements (PPAs) and on-site 
generation at 60% by December 2030.
	– Fully electric UK home delivery van fleet  
by 2030 (EV100).

Net zero across our value chain by 2050, with interim 
targets to:

	– Reduce absolute Scope 3 emissions from energy and 
industrial sources by 55% by 2032, 90% by 2050 
(baseline 2019/20).
	– Reduce absolute Scope 3 emissions from forests, 
land and agriculture by 39% by 2032, 72% by 2050 
(baseline 2019/20).

Scope 1 and 2 (market-based) emissions (‘000s tCO2e)
  Scope 1   � Scope 2 (market-based method)

primarily been driven by a reduction in fuel and energy related 
activities, including the sale and use of fuel, reflecting wider 
customer behaviour change. Our latest carbon footprint data, 
covering Scope 1, 2 and 3 emissions, is summarised in the chart 
on page 12.

Operational emissions (Scope 1 and 2) 
While a relatively small part of our overall footprint (734,003 
tCO2e, 52 week basis), our Scope 1 emissions relate to the direct 
emissions that are created from our activities. These include the 
running of our home delivery vans and larger distribution fleet 
owned by Tesco, the heating, ventilation and air conditioning of 
our stores and offices, and our refrigeration units.

Scope 2 emissions relate to indirect emissions that come from 
the production of electricity to power the buildings we own or 
occupy. Since 2015/16, we have increased the proportion of 
electricity sourced through Power Purchase Agreements (PPAs) 
and direct sourcing such as through the installation of on-site 
solar. This has been done in accordance with our renewable 
electricity transition roadmap.

In 2020, we achieved our goal of 100% renewable electricity 
across the Group through a combination of renewable energy 
certificates and direct sourcing.

Meeting our Scope 1 Greenhouse Gas (GHG) reduction targets 
requires transformational change in our stores and distribution 
network. We are increasing heat pump technology to remove 
gas heating systems, and working to decarbonise refrigeration 
by switching to natural refrigerants. Separately, we are 
decarbonising our distribution fleet through a combination  
of efficiency projects and asset replacements.

Within our Group capital strategic plan, we continue to identify 
capital expenditure that specifically supports delivery of our 
Scope 1 climate transition. We have a programme of capital 
investment built into our long-term plan which supports the 
removal of Scope 1 emissions and the delivery of our target  
to be net zero in our own operations by 2035. 

In addition, to support the delivery of our decarbonisation plans 
we have an internal carbon price (ICP). This aims to ensure that 
any strategic decisions such as potential new stores, business 
acquisitions and divestments, or other decisions which would 
give rise to changes in the level or classification of our emissions, 
are identified at the earliest opportunity and mitigated 
accordingly. The price is reviewed annually and governed  
by the Group operational decarbonisation steering group.

We have exceeded 
our December 
2025 operational 
emissions target, 
reducing our Scope 
1 and 2 emissions by

68%

Tesco PLC Sustainability Report 2025/26
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Climate change continued

This year, we opened a new DC in Aylesford which is equipped 
with the largest array of solar panels across our estate. We have 
also added rooftop solar panels to 29 of our UK existing stores in 
2025/26, with a potential annual generation of over 8,000MWh. 

Booker has added solar power generation to another two stores 
– Newton Abbot and Watford, bringing the total to seven across 
the Booker estate. In Hungary, our DC in Szigetszentmiklós 
includes over 8,000 solar panels with an annual expected 
generation of 4,500MWh. 46 stores across Hungary now also 
feature solar panel systems.

In addition to this, over the past six years, we have announced 
multiple energy projects, helping us source renewable electricity 
from windfarms and solar parks across the UK. Cleve Hill Solar 
Park went live last year, with the site expected to provide 10% 
of our electricity demand in the UK. 

At the start of 2022, we introduced ESG metrics into our 
remuneration policy. The Performance Share Plan (PSP) for 2024 
and 2025 includes three ESG targets, each with an equal weighting 
of 8.3%, 25% in total. In the 2026 scheme there are two ESG 
targets with an equal weighting of 7.5%, 15% in total. 
Carbon reduction for Scopes 1 and 2 forms one of the targets in 
all three schemes, aligned with our commitment to be net zero 
in our own operations by 2035.

We launched the first of our sustainability-linked finance 
products in 2020, and now have:

	– A revolving credit facility refinanced in November 2022, 
with interest linked to the achievement of our ambitious 
environmental targets on GHG emissions reduction, food 
waste reduction and increasing the percentage of female 
and ethnically diverse colleague representation amongst 
our top global leaders to improve diversity and inclusion.
	– A sustainability-linked bond (€750m). We were the first retailer 
to launch two sustainability-linked bonds with the coupon 
linked to our Scope 1 and 2 emissions reduction targets. In 
October 2021, we issued a sterling sustainability-linked bond 
(£400m), again linked to our Scope 1 and 2 emissions reduction 
targets. The reference year for these bonds is 2025/26 
financial year. 
	– A sustainability-linked supply chain finance programme, which 
supports suppliers through preferential financing terms to 
bolster climate best practice across our broader supply base.

Powering our sites
We moved to 100% renewable electricity procurement across the 
Group six years ago (a decade ahead of our 2030 RE100 target). 
We achieved this through a combination of renewable energy 
certificates, investing in the installation of solar panels and wind 
turbines at our stores and distribution centres to generate 
renewable electricity on-site, and through off-site PPAs. 

In 2025/26, the equivalent of 24% of Group electricity demand 
was covered by electricity generated through on-site generation 
and off-site PPAs. This falls short of our interim December 2025 
target of 45%. This figure increases to 32% based on contracted 
average generation from operational sites. Including the delivery 
of future projects, the PPA agreements in place are contracted 
to cover 48% of our electricity demand. 

We have experienced challenges in our Central European and 
Irish businesses as the renewable electricity markets are less 
advanced, or highly competitive and therefore not as 
commercially viable. Looking ahead, we recognise achieving our 
target of sourcing 60% of our Group electricity through PPAs 
and on-site generation assets by 2030 will be challenging in the 
current environment. 

Our total footprint has been calculated using Scope 1 and 2 emissions from 2025/26, 
fuel related emissions from 2025/26 and other Scope 3 emissions based on 
2024/25. Our net zero validated targets are based on the SBTi scope, which excludes 
certain emissions, such as those from cooking the food we sell, or consumers driving 
to our stores. Our total 2025/26 emissions within SBTi scope were estimated at 
55.7 million tCO2e per year. We report on the categories that are material to Tesco 
based on their contribution to our end-to-end footprint. Upstream leased assets 
(category 8) are not singled out as a separate category as any emissions coming from 
leased buildings are already incorporated into our operational footprint. Our Group 
inventory shows a reduction of 7% of emissions since our baseline in 2019/20. 
Our total emissions footprint is now 68.1 million tCO2e/year, down from 73.1 million 
tCO2e/year in 2024/25. This change has primarily been driven by a reduction in fuel 
and energy related activities, including the sale and use of fuel, reflecting wider 
customer behaviour change. Deloitte have assured selected categories of our 
Scope 3 footprint to the value of 15,709,312 tCO2e. Deloitte’s full assurance 
statement is available here. 

Our total emissions footprint  
(based on 52 weeks)

68.1m
tCO2e/year

Scope 1 

 � Refrigerants, HVAC, transport (logistics)� 1% 

Scope 2 

  Purchased electricity� 0%

Scope 3 

 � Purchased goods and services  
(including deforestation) (Cat 1)� 53%

 � Fuel- and energy-related activities (Cat 3)� 5% 

 � Upstream transportation  
and distribution (Cat 4)� 1%

 � Downstream transportation  
and distribution (Cat 9)� 5%

  Use of sold products (Cat 11)� 33% 

 � End-of-life treatment of sold products (Cat 12)� 1% 

  Investments (Cat 15)� 0% 

 � Capital goods, waste generated in operations,  
business travel and employee commuting, processing 
use of sold products, downstream leased assets and 
franchises (Cat 2, 5, 6, 7, 10, 13, 14)� 1%

Tesco PLC Sustainability Report 2025/26
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Climate change continued

Operating our stores and distribution centres
In the UK, we have continued to reduce energy consumption 
by fitting doors to our store fridges. Doors have been added 
to fridges in 79% of UK convenience stores, and 332 of our 
large stores. Fridges fitted with doors use approximately a third 
less energy than open-fronted fridges. We are also replacing 
older fridges with high-tech models which will also use doors, 
reducing air spilling out into the store. These measures mean 
fridges need to use less electricity to keep cool, and less heating 
is needed to maintain the ambient temperature in store.

For our heating, ventilation and air conditioning systems, we are 
removing gas boilers and transitioning to electric heat pumps. In 
the UK, more than 95% of our convenience stores now use heat 
pumps, as well as 45 of our larger stores. We are also optimising 
heating settings and decommissioning older, less efficient 
combined heat and power units. 

In April 2025, we introduced our new Group Energy Control 
Centre. The facility remotely monitors assets and identifies any 
energy-related issues with our maintenance team. This helps to 
ensure we track and govern energy efficiencies appropriately, 
helping us operate our buildings in a more sustainable way.

This year we signed a three-year agreement with EDF who are 
providing us with cutting-edge Battery Energy Storage Systems 
(BESS) optimisation – enhancing energy efficiency at three of 
our superstores while supporting grid stability. This works by 
converting electricity into chemical energy for storage and  
then back into electrical energy when required. Trialling new 
technology such as this helps drive sustainable, flexible energy 
solutions for the future.

This year, we also opened our low carbon concept store  
in Harrogate.

Harrogate store,  
built different

Achieving our climate ambitions requires transformational 
change across our stores and distribution network.

Our low carbon concept store in Harrogate brings together 
our latest thinking and technology to create a store designed 
with sustainability at its heart, as we work towards our 
commitment to be net zero across our own operations 
by 2035.

From its timber frame and recycled concrete slab, through 
to the solar panels that will power 20% of the store’s 
expected electricity needs, the design and development of 
the building is shaping the future of low carbon buildings in 
the UK, playing a key role in the new Pilot UK Net Zero Carbon 
Buildings Standard.

Spotlight on:

More than

95% 
of our convenience stores in 
the UK now use heat pumps 

45
larger stores operating with 
heat pumps in the UK

Materials
UK-grown timber was 

used in the façade 

construction, along with 

reused stone repurposed 

from a local stone yard.

Heat pump 
technology
Heat pump heating and cooling 

is used in-store, rather than a 

traditional gas boiler.

Rainwater 
harvesting
The store will collect 

rainwater to help  

flush its toilets and 

conserve fresh water.

Shopfloor
The shopfloor has been 

made using materials 

including stone from 

Derbyshire quarries.

Solar panels
Solar panels on the roof  

are expected to generate 

20% of the store's  

electricity demands.

Local 
craftsmanship
The roof was made in 

Yorkshire with the help 

of local expertise.

Community garden
We created a community 

garden in partnership with 

local groups, designed for 

long‑term community use 

and care.

Recycled 
foundations
The building is on the site 

of an old gas works – the 

concrete base was crushed 

and recycled to build the 

store foundations.

Fridge doors
Doors have been installed  

on the fridges and freezers 

to keep the cool air in, 

reducing the amount of 

store heating needed.

Timber frame
The timber frame emits  

81% less carbon than steel 

during its construction.

Lower-impact 
refrigerants
Our first store to use 

low impact refrigerant 

gas across both heating 

and cooling the store, 

as well as for its fridges 

and freezers.
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LESS CO2

Climate change continued

Transport
Within the Group’s operations, transport constituted around 
50% of our footprint for 2025/26. We are on course to deliver 
our target of all our UK home delivery fleet to be electric by 
2030. This year we introduced 547 electric vans across the UK, 
with 1,249 in total in operation, representing 21% of the fleet.

We are also working to switch all our distribution fleets to 
low-carbon alternatives by 2035 where possible, based on 
available market solutions. As a result, we expanded trials 
for alternative fuels. This year we have trialled Hydrotreated 
Vegetable Oil (HVO) across the entire Booker Best Food Logistics 
fleet, in one Tesco UK distribution centre and in three One Stop 
distribution centres to understand whether this alternative fuel 
could work in our operations. We have since moved away from 
adopting it due to concerns around commercial viability, but 
continue to monitor the market for potential use in the future. In 
our UK distribution fleet, 42 new Bio-CNG trucks have been rolled 
out at Livingston distribution centre, cutting GHG emissions by up 
to 83% compared to similar diesel trucks, whilst also providing 
more fuel-efficient deliveries. We view these trials as an interim 
measure while we wait for long-term technological and 
infrastructural advancements to come online. 

Alongside our fuel trials, we have deployed five solar panelled 
refrigeration units across our UK distribution fleet to keep our 
products cold during transit, reducing our reliance on diesel. 

We have also replaced 170 diesel fridge trailers with electric 
fridges in Booker Best Food Logistics. These allow our fridge 
trailers to be powered by electricity when on the road. 

We are also working directly with suppliers and partners on 
sustainable long-term solutions. This includes transport 
efficiencies such as backhaul and double stacking trials, and 
deploying electric hook up points across our distribution 
centres, increasing driver telematics and ensuring all new 
vehicles in our Booker business are fitted with low-rolling 
resistance tyres to improve efficiency. Additionally, where 
we use third party transport providers such as in ROI, we 
are working closely with our partners to trial lower emission 
vehicles, with the associated emission reductions falling into 
Scope 3. We are also moving more freight on our dedicated 
rail system.

Accelerating 
towards an 
electric �eet 
We are committed to rolling out a fully electric 
home delivery van fleet in the UK by 2030. So far, we 
have 1,249 electric home delivery vans in the UK (21% 
of the fleet), seven electric home delivery vans in 
ROI, and five electric Booker branch delivery vans. 

Heavy Goods Vehicle (HGV) electrification is more 
challenging as the technology and infrastructure 
required is not yet available. Limits to electrical 
network capacity, significant costs and wait times for 
upgrades mean that we are using a site-by-site strategy 
for our distribution centres. Our strategy includes a 
range of options from full electrification to lower 
emissions fuels as an interim solution. 

So far in our distribution fleet, we have four electric 
large goods vehicles, avoiding around 30,000 diesel-
fuelled road miles every year, and 42 trucks powered 
by biomethane produced from animal and food waste 
– saving up to 6,473 tonnes of CO2e annually.

Spotlight on:

20 years  
on track
In 2026, we will celebrate 20 years of Tesco rail, following  
the launch of our first service from Daventry to Scotland in 
2006. Our network has since grown to 10 regular services per 
week, with an additional service operating during the busy 
Christmas period. Over two decades we have continued to 
innovate, including the introduction of refrigerated and frozen 
services across the network.

HGVs account for around 21% of the UK’s domestic transport 
emissions, so expanding our rail freight network is a key 
opportunity to cut our carbon footprint by moving more  
goods off the roads and onto lower‑emission rail.

Using rail also enables us to deliver directly to stores from 
rail terminals which removes the need for intermediate 
distribution centres, reducing road miles and handling time, 
and ensuring faster, fresher deliveries.

Once our trains have delivered goods to their destination, we 
work closely with suppliers located near rail terminals to load 
goods onto the return journey. This reduces empty mileage 
and maximises the environmental benefit of rail, making sure  
each journey, outbound and return, carries goods – cutting even 
more road miles from our operations and those of our suppliers.

Spotlight on:

2006
First service launched 

– Daventry to Scotland

2010
First service to London 

launched – moving trunks 

from Daventry Grocery  

to Thurrock

2012
Opened Daventry 

International Rail Freight 

– a fully integrated 

road‑to‑rail logistics 

operation enabling us to 

load trains directly on-site 

2024
10th service to 

Manchester launched 

– moving direct to store 

loads for the North West

2026
We currently move on 

average seven million 

cases per week using 

Tesco rail. In addition,  

40 of our suppliers also 

use this service

Tesco PLC Sustainability Report 2025/26
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Climate change continued

Emissions in our value chain (Scope 3)
With almost 99% of our total carbon footprint coming from 
production of goods in our supply chain and the use of our 
products by customers, collaboration across our value chain 
is essential. We are currently focused on where we have the 
greatest influence in our supply chain to deliver impactful 
projects in line with our strategic commitments. 

Agriculture is one of the most significant sources of our 
emissions, accounting for 38% of our total footprint.

We work directly with our farmers and suppliers in forums 
including our Sustainable Farming Groups, where much of our 
work is currently focused. The majority of emissions come 
directly from farming activities – such as enteric methane from 
livestock, land use change including deforestation linked to soy 
grown for animal feed in poultry and pig supply chains, fertiliser 
application, and fuel used on farms.

	– Reducing these agricultural emissions requires transforming 
how food is produced, and collaborating across the supply 
chain. Key activities include livestock improvements, adopting 
precision agriculture to increase yields without increasing 
inputs, and seeking to stop deforestation and ecosystem 
conversion across our supply chains.
	– Encouraging low carbon farming practices which also support 
the protection and restoration of nature on farms, is central  
to this shift. This year we introduced financial incentives for 
more than 400 of our Sustainable Farming Group farmers  
to help achieve joint environmental goals, including animal 
welfare improvements, biodiversity and soil health, and 
emissions reduction.
	– We also launched a significant extension of our environmental 
data baselining programme to help up to 360 British lamb and 
beef farmers capture soil, water and nature data at scale for 
the first time. The scheme, in partnership with Soil Association 
Exchange (SAX), will provide farmers with tailored advice to 
strengthen farm resilience and efficiency, and accelerate 
progress towards a more sustainable food system.
	– Our two low carbon concept farms in our arable and livestock 
supply chains continue to trial innovative farming techniques, 
including low carbon fertilisers, cold storage technology, and 
nature-based solutions such as herbal leys and cover crops.
	– Building resilience, protecting soil health, and restoring 
ecosystems will help ensure our supply chain is better 
prepared for the impacts of climate change. Both climate 
mitigation (reducing emissions) and climate adaptation 
(responding to extreme climate impacts) are essential to 
securing a future‑fit agricultural system in a net zero economy.

Our sustainability-linked supply chain finance programme, in 
partnership with Santander, rewards suppliers with preferential 
financing rates for addressing and reporting emissions.

Emissions data and climate-related  
risks reporting
Tracking progress against our targets requires measuring and 
reporting, which can be complex. We have been investing to 
improve the way we measure Scope 3 emissions. For example, 
we work closely with the British Retail Consortium (BRC) Mondra 
Coalition which brings together the food industry to tackle the 
challenge of consistent carbon reporting across the value chain. 
By developing cross-industry tools and standards for product-
level sustainability data, we can generate key insights to 
accelerate decarbonisation whilst ensuring we measure 
progress accurately.

Our latest footprint includes improvements in data capture 
compared to our previous inventory. Our Purchased Goods and 
Services emissions now include 9% primary data, reflecting the 
work of a number of our key suppliers, including Arla, Müller, 
Hilton, Avara, Noble, DPS, Cranswick, 2 Sisters, Dunbia and ABP, 
who have all been able to share high quality farm data which we 
independently assessed, to include in our latest footprint. This 
will continue to improve as we develop our supplier engagement 
in the next year. Our inventory now also includes our work with 
Mondra, which allocates emission factors at ingredient level in 
an automated way, rather than at a product line level. This 
means the resulting emission factor is specific to the product 
and thus more accurate. About 68% of food and beverages 
emission factors used in our inventory were derived from 
Mondra. We will continue to refine these data points, and start 
addressing other categories beyond food & beverages.

In addition, in 2025/26 Deloitte was engaged for the first time to 
provide independent limited assurance of the fuel elements of 
category 3 and category 11 Scope 3 emissions. We know good 
data is an enabler to help inform priorities and action, and is 
also critical to track progress against our net zero targets.

Read more about our data methodologies.

High quality data and strong collaboration with our suppliers 
remains central to driving meaningful action, and we are continuing 
to evolve how we work together to accelerate progress.

Secaro, formerly Manufacture 2030, has supported our supplier 
engagement in previous years, and we appreciate the role it has 
played. At this stage, however, we have decided to shift towards 
an approach that focuses on more direct and targeted 
engagement, reflecting the practical support our suppliers tell 
us is most helpful. With this in mind, we are no longer a member 
of Secaro and will not be participating in the 2026 campaign. 
We will continue to monitor developments within Secaro and 
will keep future options under review as we shape our wider 
supplier engagement approach. 

Understanding our exposure to climate change is also important 
to prioritise action where it is most needed. We continue to 
model and report on this using the Taskforce for Climate-related 
Financial Disclosures (TCFD) framework. The impact of climate 
change to the business is detailed in our TCFD report.

Read more about how we model exposure to climate change 
risks in our TCFD statement (page 34 in our Annual Report).

	– We have invested into the landscape project, Exchange Market, 
managed by SAX. The scheme supports UK arable farmers to 
reduce on‑farm emissions through tailored, advisor‑supported 
mitigation plans. In 2025, participating farmers received an 
average of £6,600 for actions such as lowering conventional 
fertiliser use, switching to lower‑emission nutrient sources, 
reducing fuel use, and integrating grazing into farming systems 
to recycle nutrients. 

Jump to future-fit farming.

Emissions driven by manufacturing in our upstream supply 
chain, including energy for heating and cooling in manufacturing 
processes, are estimated to be around 4% of our total 
emissions. We have asked our suppliers to set science-based 
targets and transition to net zero. We also engage our top 
suppliers annually to measure progress. This allows them to set 
ambitious roadmaps, helping to reduce emissions in our supply 
chain. We are working closely with our top 50 food and grocery 
supplier partners, accounting for over 46% of our business, to 
develop joint sustainability plans which can be integrated into 
our long-term commercial plans. Of these, 88% have already set 
a public net zero commitment, and 60% have science-based 
targets validated through SBTi.

This year, we launched a series of webinars open to all suppliers, 
aimed at sharing best practice to support the decarbonisation of 
manufacturing and transport emissions across our supply chain. 
The aim is to upskill suppliers and inspire them to accelerate 
decarbonisation in their own operations and their supply chain. 

In addition, we have undertaken site visits with key suppliers to 
gain deeper insight into their decarbonisation efforts within their 
manufacturing operations. These visits help us strengthen  
our understanding and allow us to share practical learnings  
with suppliers.

While transport emissions remain challenging to reduce in our 
supply chain, we coordinated a roundtable with major suppliers 
to identify key solutions to roll out in partnership with wider 
industry and government. This roundtable will now take place 
twice a year. 

The extraction, manufacture and use of fuel in customers’ cars 
is a material source of emissions within our business at 23% of 
our total footprint. Decarbonising these emissions relies on 
scaling electric vehicles in the markets we serve. 

Engaging all our suppliers on their own decarbonisation journey 
is critical to transitioning to a net zero economy, and we 
remain committed to supporting our suppliers on this journey. 

Looking ahead

We will continue to work with key suppliers to 
decarbonise our emissions hotspots, including 
agricultural emissions in beef, dairy, poultry and pork, 
and drive decarbonisation in manufacturing operations 
within our supply chain.

We will encourage our key agriculture suppliers to 
measure farm‑level carbon footprints, generating 
insights to support decarbonisation and improve the 
accuracy of our supply chain emissions reporting.

Engaging all our suppliers on their own 
decarbonisation journey is critical to 
transitioning to a net zero economy.
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Protecting nature

Protecting and restoring nature 
is fundamental to our business 
resilience. Our ability to source 
quality food relies on healthy soils, 
clean water, thriving ecosystems, 
and a stable climate. Climate 
volatility and ecosystem loss 
reduces yields and puts key 
sourcing regions at risk. We must 
play our part to protect and restore 
nature to ensure long-term food 
security, build supply chain 
resilience, and deliver net zero.

We work with our suppliers and farmers to help them protect 
nature on farms and build supply chain and on-farm resilience 
through sustainable sourcing practices. These efforts prioritise 
our highest risk commodities, including working towards:

	– Deforestation and conversion-free supply chains for our 
key forest risk commodities.
	– Supporting suppliers to comply with the delayed EU 
Regulation on Deforestation-free Products (EUDR). 
	– Completing the rollout of LEAF Marque certification across 
our global grower base supplying Tesco UK.
	– 100% sustainable seafood (Own Brand) in the UK by the end of 
2030, with ongoing partnerships to protect marine ecosystems 
and improve fishery practices.
	– Support farmers in our key UK supply chains to address 
nature risks and opportunities.

Read more about LEAF Marque certification  
in sustainable agriculture.

Read about climate risk management  
in our Annual Report (page 41).

We also collaborate with other organisations through 
partnerships that aim to protect nature within sourcing regions 
and food production landscapes. Highlights include:

	– Launching three landscape projects (bringing the total to 
seven) with suppliers and nature experts through our Nature 
Programme which are driving restoration and protection in 
at-risk habitats and catchments and piloting nature friendly 
interventions.
	– Collective action on water as part of the UK Food and Drink 
Pact’s Water Roadmap: working with suppliers and partners 
to address water related risks in key sourcing locations.
	– As a founding investor in the Responsible Commodities Facility, 
collaborating with investors to scale up financial incentives for 
Brazilian farmers to produce deforestation and conversion-
free soy, driving landscape level change and supporting 
resilient, low carbon supply chains.

Industry collaboration is a key part of our action on 
deforestation. We recognise there are limits to what we can 
achieve alone, and we can have a greater impact when we work 
with others. We are part of the Consumer Goods Forum’s 
Forest Positive Coalition, as well as the Retail Soy Group, 
Retailers Palm Oil Group, UK Soy Manifesto and UK Sustainable 
Commodities Initiative. We use these groups to discuss shared 
challenges and solutions, facilitate collaborative action in 
sourcing landscapes, and engage with government on public 
policy that supports our objectives on forests.

To inform our work, we assess emerging risks and opportunities 
to ensure our focus areas remain relevant. Through the Taskforce 
on Nature-related Financial Disclosures (TNFD) LEAP approach, 
we have identified that nature-related risks, including soil 
degradation, water scarcity, pollinator loss, and rising pest and 
disease pressures—are increasing in significance, intensified by 
climate change, regulatory shifts and wider environmental 
degradation. As a result, this year we have expanded our climate 
change principal risk to include nature-related risks. We have 
focused our efforts on taking forward recommendations from 
our assessment, working closely with sourcing teams and 
suppliers to embed insights, define practical mitigation actions 
and leverage opportunities. We are also integrating these 
outcomes in our approach to build resilience and futureproof 
our highest risk ingredients. 

For more detail on how we are engaging with the TNFD 
framework, see our Annual Report (page 32).

Supporting supply chain resilience through 
sustainable sourcing practices
Sustainable sourcing is a key priority for us. We use sustainable 
sourcing practices to protect and restore nature and to ensure 
our supply chains remain resilient for the long-term.

Deforestation and conversion-free supply chains 
We know the biggest impact on nature happens at the start of the 
supply chain, where raw materials are produced. This is 
particularly the case for forest risk commodities such as soy, palm 
oil and cocoa. For our key forest risk commodity supply chains, 
our aim is to source from deforestation and conversion-free 
supply chains that support net zero and supply chain resilience. 

Read more on our Protecting Forests policy.

It remains challenging to source fully traceable commodities due 
to the complexity of global supply chains. The delayed EUDR sets 
requirements to trace products back to farm level by providing 
farm geolocation data to verify that plots are deforestation free. 
We support the aims of this regulation and have been working 
with our suppliers to prepare for EUDR in compliance with the 
law. We are investing in data systems to improve traceability and 
due diligence processes, and support our ability to identify and 
address deforestation risks. 

By requiring evidenced deforestation free production across 
multiple commodities and markets, the EUDR will raise 
standards across whole industries and drive increased 
traceability through supply chains. We support the adoption 
of aligned regulation in the UK to continue driving the 
transformation of forest risk commodity supply chains.

Commitment
Nature-led net zero by 2050.

Targets
100% wild caught sustainable seafood (Own Brand) 
in the UK by the end of 2030. 

100% verified deforestation and conversion-free soy 
(UK Soy Manifesto – industry ambition).

We also collaborate with others through 
partnerships that aim to protect nature 
within sourcing regions and food 
production landscapes. 
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Protecting nature continued

Our work on deforestation in our Own Brand supply chains 
predates EUDR. We committed to achieving deforestation, and 
where relevant, conversion-free supply chains, for our key 
forest risk commodities by the end of 2025. This work has been 
driven by a mix of certifications that include requirements for 
deforestation and conversion-free production, engagement 
with the suppliers and traders that have most influence in 
commodity markets, and pre-competitive collaboration to 
address shared challenges through industry-specific groups in 
the UK, as well as through the Consumer Goods Forum’s Forest 
Positive Coalition. 

Delivery of these plans also forms part of our climate work, with 
land use change a key contributor to achieving our SBTi net zero 
emissions targets. We recognise that action to protect forests 
and natural ecosystems must also balance and support the 
needs of communities that rely on forests for their livelihoods, 
particularly smallholders. 

We recognise that landscape-level action is required to address 
the issue of agriculture-driven deforestation and conversion, 
and to build supply chain resilience. We collaborate with NGOs, 
industry and investors on landscape projects in sourcing regions 
to address risks and drive improvements. 

Jump to building resilient landscapes section.

Our progress toward achieving our commitments is set out 
below, with detailed data reported in the databook:

	– Soy: We are founding members of the UK Soy Manifesto and 
committed to verified deforestation and conversion-free 
(vDCF) soy in Own Brand products by the end of 2025. Supply 
chain complexity and regulatory uncertainty have made it 
difficult to achieve this target. As of December 2025, 14% of 
soy across our Group supply chains is verified deforestation 
and conversion-free. We remain committed to this goal and 
will continue to work toward it by working with industry groups 
such as the Retail Soy Group and UK Soy Manifesto, engaging 
with the traders that play a critical role in global soy markets, 
and investing in the Responsible Commodities Facility, which 
provides a direct incentive to producers to protect native 
ecosystems (see page 19). 

See more on our approach to sourcing soy responsibly.

	– Palm oil: Across the Group we continue to be 100% RSPO 
certified across all palm oil types including derivatives. In 
addition, we committed to ensuring 100% of the palm oil 
(crude palm oil and palm kernel oil, excluding derivatives), 
in our Own Brand products across the Group is vDCF by 
December 2025. Against this target, we achieved 99% vDCF 
crude palm oil and palm kernel oil via sourcing RSPO certified 
palm oil under a segregated chain of custody, where no mixing 
of certified and uncertified materials has taken place. The 
remaining volume was due to a small number of suppliers 
continuing to use mass balance, including while they 
transitioned to segregated supply during 2025. The 
requirement for vDCF palm oil will now be moved into our 
sourcing policy. Limited availability of segregated derivatives, 
due to complex supply chains, means not all palm oil 
derivatives in our supply chain are vDCF. We will continue 
to work with the industry to develop options for sourcing 
deforestation and conversion-free palm oil derivatives, while 
working to support smallholders in palm oil supply chains 
(see page 19). 

See more on our approach to sourcing palm oil responsibly.

	– Cocoa: We committed to ensuring 100% of the cocoa in our 
Own Brand products is deforestation free, and set a target of 
achieving this by the end of 2025. Currently all cocoa in our 
products is certified under standards that require 
deforestation-free production. However, traceability is limited in 
the cocoa sector, due to the mixing of cocoa from certified and 
uncertified farms. Our ability to influence this is limited. As a 

result, 19% of our cocoa is vDCF. For our Finest block chocolate, 
we are working with our supplier to build on-farm resilience and 
improve farmer livelihoods (see page 19).
	– Wood and paper: We continue to meet our commitment 
for 100% deforestation-free wood and paper in Own Brand 
products by requiring FSC or PEFC certification for any 
non-recycled content. The requirement for vDCF wood 
and paper will now be moved into our sourcing policy.

See more on our approach to sourcing timber responsibly.

	– Coffee: We committed to ensuring 100% of the coffee in our 
Own Brand products is deforestation-free. We set a target of 
achieving this by the end of 2025. Although this target was 
delivered in 2024, in 2025 this dropped to 95% as some supply 
chains moved to models in which certified and uncertified 
material is mixed in the supply chain. We are working with 
suppliers to address this. 100% of the coffee used in our Own 
Brand products is Rainforest Alliance or Fairtrade certified. 
	– Beef: In 2018 we took the decision to stop sourcing beef from 
Brazil due to the high risk of deforestation, traceability 
challenges, and limited leverage to change supplier practices. 

Our approach to marine supply chains
The marine environment faces a wide range of complex 
challenges that make sourcing sustainable seafood increasingly 
difficult. Overfishing of key stocks, Illegal, Unreported and 
Unregulated fishing (IUU), and impacts on non‑target species 
and marine ecosystems all contribute to the pressure on global 
fisheries, alongside persistent human rights concerns. 

These risks are heightened by the complexity of global supply 
chains, where seafood may pass through multiple owners and 
processing stages, leading to limited traceability which can 
increase exposure to fraud, mislabelling, and forced labour. 
Similar challenges exist within aquaculture, where environmental 
impacts, fish welfare issues, and the sustainability of feed 
remain key areas of concern. 

Our marine strategy covers both wild-caught and farmed fish 
products and focuses on the health of fish stocks, impacts on 
non-target species, and the health of the marine ecosystem. We 
work with the Sustainable Fisheries Partnership (SFP) and other 
partners to collect data on our source fisheries, risk assess 
them, and work with our suppliers on any improvements that 
are needed. 

We aim to sustainably source all our wild-caught seafood 
through certification. Where certification is not yet available, 
we work with our suppliers to engage in Fishery Improvement 
Projects (FIPs). As recognition of our progress towards 100% 
sustainably sourced seafood (Own Brand) by the end of 2030, 
we were awarded MSC Retailer of the Year in 2025. This award 
acknowledged the growth in the number of our MSC-certified 
products, including meeting our commitment to source 100% 
MSC-certified tuna across Tesco UK and Booker by the end of 
2025. We have now moved this requirement into our sourcing 
policy. At the beginning of 2026, 85% of our wild-caught seafood 
was MSC certified in the UK. 

Over the last year we have worked with our partners and 
suppliers to protect the health of non-target species. This 
included one of our suppliers implementing the trial of FloMo 
technology to reduce the impact of trawl gear. By modifying the 
in-trawl environment, this technology provides more favourable 
conditions that maximise the survival of non-target species and 
improves the overall quality of the catch.

99%
vDCF crude palm oil and palm kernel oil 
via sourcing RSPO certified palm oil under 
a segregated chain of custody

We will continue to work on delivering deforestation and conversion-free 

supply chains by implementing our sourcing policies for the most material 

forest risk commodities in our supply chains.
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Protecting nature continued

Building resilient landscapes through 
collaboration
We are playing our part to protect nature by collaborating 
with others to support landscape scale initiatives across our 
agricultural supply chains. These initiatives aim to address 
systemic issues including water pollution, water scarcity and 
deforestation, as well as support our understanding of how we 
can measure outcomes of nature-based interventions in key 
sourcing regions. 

Due to the early stage of industry-wide methodologies for 
measuring nature-based impacts, and the complexity of our 
supply chains, it remains challenging to set robust metrics or 
targets, including those related to emissions reduction. However, 
we are investing in baseline data to track relevant outcomes 
through projects in our nature programme. We are exploring 
appropriate indicative measures for nature recovery aligned 
with the TNFD framework, providing a foundation to strengthen 
measurement as standards continue to mature.

Our nature programme 
We launched our nature programme in 2023, partnering with 
suppliers and nature experts to implement nature-led net zero 
solutions, while protecting and restoring nature at a landscape 
level. The programme provides a total of £500,000 of funding to 
partners each year. Three further partnerships were established 
this year, adding to the four existing projects:

	– Working with Rural Hub Herefordshire on landscape recovery 
to help protect the River Wye.
	– Working with the Sea Ranger Service to restore seagrass 
habitats in the Netherlands.
	– Working with Earthworm Foundation and cocoa supplier, 
Baronie to support smallholder farmers in Ivory Coast 
integrate nature-based solutions. 

As part of our nature programme we also continue to 
support collective action on water through WRAP’s UK  
Food and Drink Pact Water Roadmap. 

Recognising the critical importance of protecting water 
resources for food security, nature and local communities, 
as well as supporting our suppliers to build resilience against 
increasing water-related pressures, we continue to support a 
combined industry aim of sourcing 50% of the UK’s fresh food 
and drink from areas of sustainable water management by 2030.

Alongside other signatories, we fund several multi-year water 
stewardship projects, coordinated by WRAP and led locally by 
delivery partners such as local Rivers Trusts, WWF and Good 
Stuff International, to support suppliers, farmers and local 
communities to improve water quality, availability and resilience 
in key sourcing regions across our UK and global supply chains. 

In 2026, WRAP will be developing a Water Roadmap Results 
Framework, with outcomes and indicators that chart progress 
and further strengthen reporting. 

Given our nature programme is still at an early stage, we are 
primarily focused on supply chains that supply into our Tesco UK 
business. As our programme grows we will explore opportunities 
across the Group. 

Nature‑led 
farming in Spain
As part of our nature programme, we have partnered with 
local e-NGO ANSE (Asociación de Naturalistas del Sureste), 
AMT FRESH (part of AMFRESH Group), and a number of our key 
produce suppliers, to strengthen biodiversity and support a 
more resilient food supply chain in southeastern Spain.

We are working with nine suppliers to collect baseline data 
on soil health, water use and biodiversity, and provide 
tailored support to help growers implement nature-friendly 
practices, including planting hedgerows, incorporating 
organic matter to improve soil health, and trialling water-
efficient irrigation systems.

These measures aim to enhance the overall resilience of 
farming systems, and support continuous improvement 
against the Linking Environment and Farming (LEAF) 
certification standards, with learnings shared with the 
wider industry. 

Since the launch of the project in 2024, we have made good 
progress, implementing on-farm improvements, including 
the planting of more than 22 hectares of native plants, 
such as hedgerows, grasses, shrubs, and trees to support 
sustainable pest control, water management and soil health. 

As the project progresses, the hedgerows and permanent 
ground cover will mature, providing habitats for wildlife and 
improving soil health and water retention. Over time, these 
practices aim to contribute towards creating a farming 
system that is resilient to climate change and supports 
long-term food production, while contributing to the 
protection of the Mar Menor basin. 

Spotlight on:

We are working with 

9 
suppliers to collect baseline 

data on soil health, water use 
and biodiversity

22+
hectares of native  

plants planted to support  
sustainable pest control

We are playing our part to protect nature by collaborating 

with others to support landscape scale initiatives across 

our agricultural supply chains.

Tesco PLC Sustainability Report 2025/26

18Introduction Health People Communities Governance Detailed disclosuresPlanet



Protecting nature continued

Transparence Cacao in partnership with Baronie 
and Earthworm Foundation
Through our Finest block chocolate range, and in partnership with 
our key supplier Baronie, we are supporting the Transparence 
Cacao programme, an initiative focused on producing high-quality 
chocolate while improving the sustainability of cocoa sourcing. 
The programme works with farmers and cooperatives in the 
Dominican Republic, Ecuador, Peru, Sao Tome and Cote d’Ivoire, 
focusing on four priorities: improved livelihoods, product quality, 
traceability and environmental protection. Agroforestry has been 
central from the start, promoting biodiversity while enabling 
farmers to diversify their income streams.

To deepen environmental impact beyond certification, 
Earthworm Foundation has joined the partnership as part of 
our nature programme, and will work over the next two years 
with farmers in the Tonkpi region of Cote D’Ivoire.

Beginning with two cooperatives within our supply chain, 
Earthworm Foundation will carry out whole-farm diagnostics 
and develop tailored improvement plans to build resilience 
through crop and income diversification, soil restoration, and 
ecosystem protection. The project promotes agroforestry, 
composting, reduced synthetic fertiliser use, responsible 
pesticide practices and improved access to finance, while 
supporting living income initiatives, helping both farming 
communities and natural ecosystems thrive.

Sustainable palm oil production in Papua New Guinea (PNG) 
with WWF 
Building on the legacy of our partnership with WWF (2018–2023), 
we are helping to support a more sustainable future for palm oil 
production in PNG. Our shared goal is to support the protection 
of forests and indigenous and local community rights from 
commercially-driven deforestation, backed by investment in 
practical, on-the-ground initiatives. PNG, a major sourcing region 
for the UK and a principal target for UK DCF palm initiatives, is 
home to the world’s third largest rainforest, covering 65% of its 
land area. However, the future of this rich forest basin is under 
threat, with large-scale palm oil production a serious issue. 

Our contribution has enabled WWF-PNG to establish essential 
relationships with the PNG government, industry bodies, palm 
oil grower associations, and local communities responsible for 
wildlife management. The WWF-PNG team assessed challenges 
of land tenure to inform policy advocacy, completed an 
economic assessment to identify socio-economic challenges 
impacting smallholder livelihoods and their palm oil production 
practices over time, and engaged with the local community and 
government to support a rapid biodiversity assessment, with 
the aim of re-establishing the wildlife management area 
adjacent to plantations. 

South Africa: Water 
Roadmap collective action
We are supporting action as part of the UK Food and Drink Pact’s Water Roadmap to restore and 
protect water systems for food production in South Africa’s Western Cape – a major global fruit 
supplying region providing around 20% of the UK’s citrus and grapes. Climate pressures such as 
prolonged drought and flooding are disrupting harvests and supply chains in the region.

The Upper Breede River is a vital source of water for agriculture and local communities. In 
partnership with WWF South Africa and working with local landowners, suppliers and community 
members, our investment has helped deliver positive economic, social and environmental impacts. 
From April 2023 to September 2025, we have engaged 60 farmers to ensure ongoing management. 
The project has also delivered: 

Spotlight on:

£1m
of funding unlocked for on-the 
-ground action restoration activities

100+
local jobs created for water  
restoration activities, generating 
opportunities for youth and women 
experiencing unemployment

10,000
native trees and shrubs planted to 
manage workflow and enhance soil 
water retention

2,500
hectares of land protected  
to restore ecosystems

Outcomes of this work will enable further advocacy 
opportunities in PNG and the UK, with public and private sector 
engagement helping to support farmers and local communities 
protect biodiversity.

The Responsible Commodities Facility
We are founding investors in the Responsible Commodities 
Facility (RCF), a fund that provides financial incentives for farmers 
in Brazil who commit to deforestation and conversion-free soy 
cultivation. We have co-funded this initiative, alongside other 
UK retailers, providing low-interest loans to farms that have 
produced 244,000 tonnes of deforestation and conversion-free 
soy since the initiative began. The project is now in its fourth year, 
with our founding £5m investment catalysing further investment 
from several commercial and concessional investors, which has 
enabled the fund to scale to six times its original size. The current 
cycle is expected to enable the production of more than 
300,000 tonnes of deforestation-free soy while conserving 
around 40,000 hectares of native vegetation. 

The project represents a strategic investment in the development 
of deforestation and conversion-free production of our most 
prominent forest risk commodity through a scalable financial 
mechanism that provides clear financial incentives to producers 
on the ground. By working with others to reach more producers 
through the RCF we aim to support the growth of a resilient, low 
carbon soy sector in Brazil.

Looking ahead

We will continue progressing toward the UK Soy 
Manifesto goal of 100% deforestation and conversion-
free soy as a priority, while working with suppliers and 
industry to address shared challenges in achieving this.

For products facing the highest nature-related risks, 
we will continue to partner with key suppliers to embed 
actions that protect nature and help build resilient, low 
carbon supply chains.

Through our nature programme, we remain focused on 
partnering with key suppliers and supporting farmers 
to adopt nature-friendly practices that improve soil 
and water health and strengthen biodiversity.
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Sustainable agriculture

Future-fit 
farming

Commitment
Net zero across the value chain by end of 2050 
validated through SBTi.

We work closely with our farmers 
and suppliers to ensure we have 
long term, resilient agricultural 
supply chains that uphold high 
ethical and animal welfare 
standards, minimise the impact on 
the climate, and protect nature, 
while also being economically viable 
for all parts of the supply chain.

Reducing the environmental impact of how we produce our 
food, and ensuring we protect and restore nature, make up two 
key pillars of our planet plan, so it’s critical we continue to help 
develop and promote sustainable agriculture practices.

We have long-standing partnerships with many of our farmers 
and growers, including through our Sustainable Farming Groups 
(SFGs), which cover our key agriculture supply chains, allowing 
us to test and trial innovation, while sharing knowledge and 
best practice.

Supporting our farmers 
We know conditions for farmers in the UK and elsewhere remain 
challenging, and we recognise our role in helping them build 
businesses that are financially and environmentally sustainable. 
In January 2025, we published our Greenprint for UK Farming 
report alongside our partners Harper Adams University’s School 
of Sustainable Food and Farming. Informed by our farmers, the 
report set out several recommendations for the industry and 
government to help with the transition to a low carbon agriculture 
sector. Since its publication, we have been acting on the report’s 
recommendations, including supporting our farmers across the 
five key areas of the report: setting a clear vision for the sector; 
promoting financial certainty; getting innovative technology 
onto farms; a standardised approach to data and insight; and 
attracting future talent. This work has included introducing 
financial incentives for over 400 farmers to help achieve shared 
sustainability goals, rolling out a data baselining programme for 
farmers, as well as calling for a standardised environmental data 
framework across the UK, and testing and scaling innovation on 
our two low carbon concept farms.

We continue to listen to our farmers about how we can best 
support them. During the summer of 2025, we surveyed 
hundreds of farmers across the UK to ensure the areas 
identified in our Greenprint for UK Farming report remain 
relevant. We also held an in-person listening event, Greenprint 
Live, at our UK headquarters. The event saw more than 50 of 
our SFG farmers come together to share knowledge, take part 
in roundtable discussions, and hear from expert speakers on 
several aspects of sustainable agriculture.

Read our Greenprint for UK Farming report.

Our Sustainable Farming Groups 
The work we do through our SFGs is key to addressing challenges 
in the farming sector. Our SFGs include groups dedicated to our 
milk, cheese, beef, lamb, pig and potato farmers, who all benefit 
from fair and transparent pricing structures, as well as utilising 
long-term contracts. Farmers on the groups work together to 
share evolving knowledge and best practice, as well as helping 
to shape and build sustainability at farm level, improving 
environmental, economic and animal welfare outcomes.

Our work with our SFG farmers this year has included:

	– Our Tesco Sustainable Dairy Group (TSDG) was set up in 2007 
to tackle milk price volatility, and it continues to offer our 
371 British dairy farmers support at a time when the market 
price for milk remains unstable. All our TSDG farmers are paid 
according to a cost of production+ model. In 2025/26 we paid 
over £6m on top of the model to support our farmers through 
a period of market volatility.
	– 160 farmers on our Tesco Sustainable Lamb Group now benefit 
from three-year contracts. Farmers are paid a bonus above the 
factory price for delivering against a bonus matrix. Incentives in 
the first year of the contract were linked to productivity metrics 
and the planting of herbal leys – diverse pastures of grasses, 
legumes and herbs which are used to enhance soil health, 
improve livestock nutrition, and boost biodiversity. Farmers in 
the group have also benefited from our environmental data 
baselining programme, run in partnership with Soil Association 
Exchange.

Incentivising 
sustainable 
farming
In August 2025 we launched a programme of additional 
financial incentives and data collection support for 
more than 400 farmers across our dairy, pig, lamb and 
beef SFGs to achieve key environmental and animal 
welfare goals. As part of the programme, 260 of our 
British dairy farmers which make up a significant part 
of our TSDG can earn up to an extra 2.5p per litre of 
milk if key targets on emissions reduction, animal 
health, feed conversion efficiency and genetic 
improvements are achieved, with the group also taking 
part in a year-long baselining exercise to establish 
targets for soil, water and biodiversity improvements. 
Farmers can benefit from more than £9.5m worth of 
additional payments in the scheme’s first year. 

Our farmers tell us collecting data is vital to measure 
and drive improvements in sustainability and efficiency 
on farms. To help them achieve this, we launched our 
Sustainable Farming Programme with the Soil 
Association Exchange (SAX). The programme is helping 
hundreds of our British lamb and beef farmers capture 
soil, water and biodiversity data at scale for the first 
time, as well as providing farmers with tailored advice to 
strengthen farm resilience and efficiency, accelerating 
progress towards a more sustainable food system.

Spotlight on:

Over

400
farmers across our dairy, pig, lamb and beef SFGs 
offered support to achieve key environmental and 
animal welfare goals
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Sustainable agriculture continued

	– The Tesco Sustainable Beef Group includes our British farmers 
who supply Aberdeen Angus British beef for the Tesco Finest 
range. We provide additional payments over the base rate 
to farmers who achieve sustainability linked targets. These 
targets focus on efficient production and the use of selective 
breeding to improve outcome measures such as animal 
welfare. During 2025/26 we paid nearly £3m in bonuses to 
Beef Group farmers.
	– We relaunched the Tesco Sustainable Pig Group (TSPG) at 
the start of 2025. The group enables us to work with farmers 
and processors so they can improve welfare, trial innovation, 
increase quality standards and build collaboration within the 
industry, with bonus incentives linked to adaptive farrowing, 
health and welfare data collection and carbon reduction plans.
	– Financial assistance is available for over 1,500 Tesco farmers 
who switch to sustainable farming methods through our 
partnership with NatWest.
	– We remain committed to developing sustainable feed cost 
models that deliver fair, transparent pricing for our Own Brand 
egg and poultry suppliers, recognising that feed accounts for 
more than 70% of their production costs.

Animal welfare
Rearing livestock well and ensuring high welfare standards apply 
throughout an animal’s life are vital to ensuring high-quality 
products. Animal health is a key consideration for our customers 
and is an important part of our wider sustainable farming 
agenda, interconnected with minimising farm gate losses and 
net food wastage.

Our approach includes our Tesco Welfare Approved (TWA) 
standards, which are species‑specific, and apply to farms 
supplying Tesco UK and ROI, irrespective of country of origin. 
These standards are aimed at ensuring transparency across our 
supply chains and are regularly reviewed by industry experts 

to drive improvement. All farms supplying Tesco must also 
comply with a recognised farm assurance scheme, such as 
Red Tractor or RSPCA Assured, in addition to meeting our TWA 
requirements. We also focus on responsible antibiotic usage and 
action on antimicrobial resistance as part of the Food Industry 
Initiative on Antimicrobials (FIIA) and in line with our antibiotic 
use commitments, which include publicly reporting progress. 

December 2025 saw the deadline for a number of our animal 
welfare and sustainable sourcing commitments. 100% of our 
shell eggs and our ingredient eggs for Tesco UK and ROI are now 
sourced from cage-free hens. This commitment will now be 
incorporated into our sourcing policy for eggs. Due to market 
challenges in Hungary and Slovakia, and avian influenza challenges 
in Booker’s catering supply chain, we fell short of achieving our 
shell egg commitments in Central Europe and Booker. 97% of our 
key suppliers now report animal welfare outcome measures 
across the UK and ROI, which aids our insight into animal welfare 
and where we can improve.

In March 2025, we met our aim for all UK fresh chicken to be 
reared at a maximum stocking density of 30kg/m², giving birds 
20% more space than the industry standard.

Building resilience in our global supply chains
LEAF Marque certification requires farms to take a whole 
business approach to delivering more sustainable farming, with 
growers encouraged to continuously improve against a number of 
key metrics, including climate resilience, biodiversity, soil health, 
and greenhouse gas emissions reduction. We have achieved our 
commitment of rolling out LEAF to our entire global grower base 
supplying the UK with fruit and vegetables (over 5,600 growers). 
While rollout is complete, 9% are still progressing through the 
two‑year LEAF Marque transition process. This requirement will 
now be moved into our sourcing policy.

50
tonnes of broccoli and purple 
sprouting broccoli, grown using  
low carbon techniques, went into 
stores in September 2025

260,000
two kilo packs of potatoes, grown 
using low carbon techniques, went 
into stores in February 2026

100%
of our shell and ingredient 
eggs in Tesco UK and ROI 
are now sourced from 
cage-free hens

Partnering on 
low carbon 
farming
A key part of our approach to sustainable agriculture is 
understanding the barriers farmers face, and the support  
they need to lower emissions. Informed by our farmers, our 
Greenprint for UK Farming report set out recommendations 
for industry and government to help farmers transition to  
a low carbon agriculture sector. One of the key areas identified 
in the report was supporting innovation.

Our low carbon concept farms – in partnership with key 
vegetable suppliers, and with livestock processor, ABP, are 
exploring current and future innovations such as low carbon 
fertilisers, alternative fuels, state-of-the-art cold storage,  
and GHG removal techniques, as well as improvements in soil 
health, grazing management, biodiversity assessment and 
management, and genetic improvements. The farms aim  
to provide farmers in our supply network with a practical 
demonstration of a route to net zero.

Low carbon concept farm in Lincolnshire
In partnership with our suppliers Branston, TH Clements and 
Heygates, we have successfully grown potatoes, broccoli and 
wheat on the farm this year.

50 tonnes of broccoli and purple sprouting broccoli hit our 
shelves in September 2025, giving customers a taste of veg 
grown using a variety of low carbon techniques including  
cover cropping, which locks nutrients into the soil and 
improves drainage.

Potatoes have also been grown using low carbon methods, with 
around 260,000 two kilo packs of potatoes available in stores 
in February 2026. The potato crops grown at the farm have 
benefitted from a variety of growing techniques to reduce their 
environmental impact. As we begin the second year of the 
project, we will be adding peas and leeks into the rotation 
with our supplier Greenyard Frozen.

Spotlight on:
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Sustainable agriculture continued

Agri T-Jam
We know the crucial role innovation plays in developing a resilient 
farming sector. However, farmers tell us gaining access to 
innovation funding, as well as the ability to test and scale practical 
innovations on farm, continues to be an issue. To drive agri-tech 
innovation, and to help innovators gain access to our supply chain, 
we delivered another successful year of the Tesco Agri T‑Jam, our 
annual competition which showcases breakthrough ideas set to 
transform the future of farming and food supply. The winning 
innovation gains fast-track introductions to our supplier network, 
as well as a trial with one of our supply chain partners. The 2025 
competition focused on technologies that help businesses 
achieve net zero, protect and restore nature, and improve animal 
health and welfare. This year’s winner, Proton DX, has developed  
a portable molecular diagnostics platform that identifies key 
infections in under 30 minutes. This rapid, on-site testing 
revolutionises herd health by eliminating the weeks-long wait for 
external lab results and is now engaging with our supply base to 
scope industry trial work. Trials in our supply chain will evaluate 
real-world performance—speed and accuracy of detection, 
impact on antibiotic stewardship, welfare outcomes, and 
operational fit—creating a clear pathway for responsible scale-up 
across sectors. Through this work, Agri T‑Jam continues to turn 
promising ideas into tangible benefits for farmers, suppliers, 
animals, and the environment. Previous winners include Crop 
Intellect, whose R-Leaf technology breaks down nitrous oxide 
from the air into harmless nitrogen and oxygen, feeding plants and 
reducing greenhouse gases. R-Leaf is currently being used on our 
low carbon concept farm in Lincolnshire.

Supporting the next generation of farmers 
One of the main challenges affecting the agriculture industry  
is in attracting the next generation of farmers. We want to 
champion sustainable agriculture as much as we can, and 
further strengthen UK farming as an innovative sector that can 
drive green growth in the wider economy. With this in mind,  
we launched the Future Farmer Programme in July 2023,  
in partnership with Harper Adams University’s School of 
Sustainable Food and Farming. The annual nine-month course, 
which is now in its third year, includes events and mentoring 
sessions on business operations and personal development,  
and is designed to help up-and-coming British farmers develop 
their skills in sustainable agriculture. A new element on 
regenerative agriculture was introduced in 2025. 

Learn more about the Tesco Future Farmer Programme.

Future Dairy Partnership 
Many of the challenges we face in the food industry will require 
collaboration and effective partnerships between retailers, 
suppliers, and government. Now in its second year, the Future 
Dairy Partnership aims to accelerate the reduction of carbon 
emissions, enhance animal welfare and protect and restore 
nature, whilst promoting a shared vision for a sustainable dairy 
industry in the future.

Working with our milk processors, Arla and Müller UK and ROI, 
the group will build on the success of the Tesco Sustainable 
Dairy Group, and drive progress across several key areas, 
including innovation. This year the partnership has launched a 
number of projects, including enhanced soil testing, enhanced 
grass quality testing and nature-led initiatives such as habitat 
mapping and nutrient balances. Additionally, the partnership will 
review how to scale up these innovations for adoption across 
the whole of the UK dairy industry. 

We need a long‑term vision for UK agriculture that creates  
a level playing field across the food industry and protects  
the high standards we have built. British farmers need clarity  
on the role they can play in the UK’s transition to net zero, 
alongside the right policy conditions to invest in and benefit 
from that transition.

Ashwin Prasad, UK CEO

Looking ahead

We will continue to support and champion UK 
agriculture through our supplier partnerships and 
Sustainable Farming Groups by sharing best practice 
and incentivising change that will ensure a more 
resilient UK agriculture sector. 

We remain committed to working with farmers to drive 
improvement through the standards we use, such as 
LEAF Marque certification, which we have rolled out 
across 400 UK farms and over 5,600 global growers.

We will keep supporting our farmers in reducing the 
risks of trialling new innovations, drawing on learnings 
from our Sustainable Farming Groups and our low 
carbon concept farms in Lincolnshire and Wiltshire.
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Packaging

We are supporting a circular 
economy through our strategy for 
packaging and plastics, including 
championing reuse, and our 
redistribution model for food 
surplus. This approach is designed 
to support societal shifts towards 
closed-loop production and 
consumption. 

Packaging plays a vital role in protecting products, extending 
shelf life, and preventing food waste, but it also contributes to 
environmental impacts when systems fail to collect, recycle 
or reuse materials effectively. Balancing these trade-offs is 
becoming increasingly complex. In addition, there is growing 
customer expectation for retailers to offer more sustainable 
packaging with simple, convenient and affordable reuse options.

Our 2025 target was to achieve 100% recyclability across all 
Own Brand packaging. Today, 99% of our Own Brand packaging 
by weight in the UK is recyclable through kerbside collection, 
council collection sites, soft plastic collection points at large 
supermarkets, and bespoke in-store recycling services. Of this, 
87% of our Own Brand packaging by weight is recyclable in the 
UK at kerbside. This has been a significant achievement and we 
are proud of the progress we have made. We aim to get as close 

to 100% as possible, but a small proportion of materials remain. 
For example, they may be hard to recycle or required for 
product safety, or they are used to extend product shelf life – 
such as seals on milk bottles and corks in wine bottles. 

Our target that all paper and board used in the UK will be 100% 
sustainable by December 2025 was not met due to limitations 
with transparency in this space.

After years of voluntary industry commitments on packaging 
reduction, the introduction of Extended Producer Responsibility 
(EPR) and Deposit Return Scheme (DRS) legislation in the UK will 
help create the much-needed level playing field to drive even 
greater change. We will now retire our voluntary targets, and 
focus on how we can work together across the food industry 
to achieve our new commitment – to lead the industry in 
accelerating the transition to circularity by 2035, starting 
with an effective packaging EPR and DRS.

Setting a 2035 deadline aligns this commitment with our wider 
sustainability roadmap, including net zero in our own operations 
by 2035, and reflects the time needed for infrastructure reform 
and widespread customer behaviour change. It is an ambitious 
but achievable goal, focused on making circularity the norm 
through design innovation, reuse systems and policy advocacy, 
so that packaging never becomes waste. We will continue to 
share progress in future reporting.

We are committed to delivering DRS in the UK by autumn 2027 
in line with government legislation. DRS plays a critical role in 
increasing recycling rates and reducing litter, which in turn 
cuts plastic pollution and supports a circular economy. To 
ensure success, positive customer engagement is essential. We 
are applying lessons learned from our operations in ROI, Hungary 
and Slovakia to design a customer-centric scheme for the UK. 
We are also collaborating closely with Defra and advocating for 
the Welsh government to support a UK-wide approach that 
achieves the scale needed to deliver meaningful environmental 
benefits. Our goal is to align and be ready to launch a successful 
scheme in 2027, covering plastic and metal drink containers.

We have also been part of the Deposit Management Organisation 
(DMO) which is focused on creating a sustainable closed-loop 
system for beverage containers in the UK. 

Separately, we are committed to meeting our obligations under 
the UK’s EPR regulations, which require businesses to cover the 
full net cost of collecting, recycling, and disposing of household 
packaging waste. Our priority remains on helping to build a 
circular packaging system by actively reducing packaging. 
EPR shifts the onus for packaging waste onto producers. 

For us, that means taking full responsibility for our Own Brand 
products, while suppliers remain accountable for their branded 
goods. We see these changes as a positive opportunity to 
accelerate progress toward a circular economy.

While EPR and DRS are mandatory, leading in this area means 
influencing how these systems operate in practice and driving 
faster, more effective implementation across the sector. This 
includes going beyond compliance to help shape a circular 
packaging system that works for customers, suppliers and 
the planet.

Driving industry collaboration
Although our new commitment and continued focus on our 
4Rs strategy (Remove, Reduce, Reuse, Recycle) provides a clear 
framework for closing the loop on packaging, we cannot deliver 
the scale of change required alone. Progress depends on a 
consistent, joined‑up approach across packaging and recycling 
systems, and stronger collaboration across retailers, suppliers, 
recyclers and government.

We collaborate with industry and NGO partners, including 
PackUK, the organisation responsible for managing the UK’s 
new packaging EPR system, WRAP, and the Ellen MacArthur 
Foundation (EMF) to accelerate progress on circular packaging. 
Through the UK Plastic Pact we support cross‑industry action 
to reduce plastic waste, and through our work with the EMF we 
access training, shared innovation platforms and expert guidance 
on infrastructure, reuse systems and flexible plastics. These 
partnerships strengthen our ability to drive credible, aligned 
industry change.

We have also been appointed Deputy Chair of the Scheme 
Administrator Steering Group (SASG) for PackUK. This group brings 
together government, local authorities, and industry leaders to 
support the rollout of the EPR scheme, shaping a system that 
maximises environmental benefits from packaging while ensuring 
efficiency and effectiveness.

Circular economy

Commitment
Lead industry to accelerate the transition to circularity 
by 2035, starting with effective packaging Extended 
Producer Responsibility (EPR) and Deposit Return 
Scheme (DRS).

DRS in action
We offer customers a deposit return on bottles in stores 
nationwide in Slovakia and Hungary. The scheme in 
Hungary launched in 2025, and is available at 152 stores 
across the country. It allows customers to bring back 
PET and glass bottles, and aluminium cans to claim back 
a deposit made on purchase. Customers can choose to 
receive their deposit back via bank transfer, vouchers, 
or in the form of a donation to charity. To date 
customers have returned over 500 million bottles. 
In Slovakia we operate a similar scheme which has 
been in place in 135 stores since 2022. 

Tesco Ireland now has 345 Reverse Vending Machine 
(RVM) units in its 191 stores. In the second year of the 
scheme, almost 8.4 million customers returned 
247 million containers – an average of 29 containers 
per customer visit. The scheme also has an excellent 
return rate, versus containers sold, with customers 
returning 104% overall, reflecting the fact customers 
are also returning containers bought elsewhere.

Spotlight on:

500 
million
bottles have been returned 
to date in Hungary
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We have taken on the role of Chair of the Reuse Packaging 
Partnership—a major UK initiative involving nine leading grocery 
retailers, supported by WRAP and the UK Government. This 
partnership is working to develop standardised, compatible 
systems for reusable packaging, with a shared goal of reducing 
single-use packaging by 2030. In July 2025, the group published 
a Statement of Intent, inviting the wider supply chain to 
collaborate and develop scalable reuse solutions for food retail.

Continued progress with our 4Rs approach 
We remain focused on reducing single-use packaging and 
advancing a circular economy through our 4Rs strategy: 
Remove, Reduce, Reuse, Recycle. Since 2019, this framework 
has guided every packaging decision we make. Our approach 
is clear: we remove plastic and packaging wherever possible, 
reduce it where we can’t, increase the use of reusable 
packaging, and recycle what’s left.

Beyond our own operations, we work closely with suppliers 
across our supply chain to help improve packaging. It’s been 
eight years since we introduced our Red-Amber-Green (RAG) 
system, designed to ensure packaging materials support 
recyclability, reduce environmental impact and packaging 
waste, and promote a circular economy.

Amber:
Restricted materials – require approval before use

Red:
Prohibited materials – must not be used

Green: 
Preferred materials – fully recyclable and aligned with 
sustainability goals

We continue to collaborate across the value chain to ensure the 
system remains relevant and effective, consulting with experts 
to maintain a clear view of packaging performance. We also use 
this to provide educational webinars that explain the packaging 
standards we expect for the products we sell. In addition, we 
offer short, bite-sized training modules for our supplier 
network, covering topics such as packaging component 
functionality and design choices that align with the recycling 
infrastructures within the markets we operate.

Packaging reduction and removal progress 
We have continued to make strong progress this year by 
removing plastic packaging wherever possible and switching 
products to paper alternatives. Key highlights include 
over 18 million pieces of plastic removed from our pre-packed 
avocado range, nearly five million pieces removed from our 
Finest and Organic blueberries and raspberries, and over 
four million pieces removed from our exotic fruit range.

Where we can’t remove plastic packaging entirely, we focus on 
minimising it as much as possible. Over the past year, we have 
continued to reduce packaging across both Own Brand and 
branded products, By working closely with suppliers, we are 
driving more sustainable packaging beyond our Own Brand 
products helping accelerate industry-wide change. 

In October 2025, we partnered with our supplier Mondelez to 
launch a trial of approximately 300,000 Cadbury Heroes paper 
tubs, instead of plastic, in Tesco stores across the UK to support 
Mondelez’s long-term goal of reducing virgin plastic. The paper 
tubs include on-pack recycling labels to help customers recycle 
correctly. 

Circular economy continued

Switching 
from plastic to 
cardboard trays
At Booker, Farm Fresh catering mushrooms are now 
packaged in cardboard trays, reducing the amount of 
plastic used. Our catering customers have responded 
positively to the change. As well as reducing single‑use 
plastic, the new packaging can be flattened and 
recycled more easily than before, saving customers 
recycling bin space and helping to reduce their overall 
trade waste disposal costs.

This switch is forecast to save over 280 tonnes of 
plastic waste annually.

Spotlight on:

280 tonnes
of plastic waste saved annually

...5 million 
pieces of plastic removed  

from our Finest and Organic  
blueberries and  

raspberries, and…

This year

18 million+ 
pieces of plastic  
removed from  

our pre-packed  
avocado range…

...4 million+
pieces of plastic removed  

from our exotic  
fruit range.

Tesco PLC Sustainability Report 2025/26

24Introduction Health People Communities Governance Detailed disclosuresPlanet



Circularity 
Home and Clothing 
Across Home and Clothing, we are improving our capability 
to ‘design for circularity’. This means creating products 
which are designed for durability and longevity, whilst also 
considering how products can be managed when they reach 
the end of their lifespan. 

We look to design products which are possible to recycle, so the 
materials have an extended lifespan rather than going to waste. 
We incorporate recycled content in our design where possible to 
help close the loop and move towards a circular system. To build 
this capability, during 2025 we trained colleagues in the UK and 
across our sourcing hubs on circular design principles. We also 
delivered workshops for suppliers, and appointed circularity 
champions in each hub to support implementation on the ground. 

We operate over 2,000 clothing takeback and textile recycling 
bins in around 900 UK stores in partnership with the Salvation 
Army Trading Company Limited. This helps to ensure donated 
textiles are managed responsibly by sorting them for reuse or 
recycling. In 2025, we collected over 28,000 tonnes of textiles 
and footwear. 

Recycling Initiatives
We are committed to reducing unnecessary packaging and 
waste across our value chain while advocating for stronger, 
more consistent recycling systems and clearer customer 
guidance. In the UK, we are awaiting further details from 
government on upcoming kerbside collection changes, which 
are essential to keep recycling simple and convenient for 
customers, as well as meeting recycling ambitions.

Recycling in the UK remains fragmented, with varying systems 
across nations and even local authorities. This inconsistency 
makes it harder for customers to know what can be recycled 
and creates inefficiencies. Without a coherent, UK-wide 
approach, the system cannot deliver the scale and reliability 
needed to support a truly circular economy.

To help fill the gap, we provide soft-plastic collection points in our 
large UK stores to help recycle materials that are not currently 
widely recyclable at home. Each collection point provides clear 
guidance on what can and cannot be accepted. Once collected, 
the plastics are sorted to remove unsuitable items and then 
processed. Where possible, they are recycled into new products 
such as bags for life, garden furniture, and planters. 

Circular economy continued

From crisp 
packets to 
classroom 
gardens
Hundreds of thousands of pieces of soft plastic, 
such as bread bags and crisp packets, are 
dropped off by customers at Tesco stores every 
year. Some of these have been used to make 
planters and donated to schools to help children 
learn about growing fruit and vegetables.

Through our Stronger Starts programme,  
around 500 schools across the country already 
benefit from our Free Fruit & Veg for Schools 
initiative and received recycled plastic planters 
last year. These planters give pupils the chance 
to grow their own produce. 

To help them get started, we partnered with 
horticulture supplier Westland to provide 
compost along with strawberry, cucumber,  
and tomato seeds. 

Spotlight on:

1,400 tonnes 
of plastic hangers were collected and reused 
between December 2024 and November 2025 

Hanger reuse 
made easy
Our hanger reuse programme is designed to 
make it easy for customers to help reduce 
plastic waste. As part of the programme, during 
2025 we launched collection boxes at checkouts 
in our large UK stores to encourage customers 
to return their unwanted hangers. 

These hangers are then sent through our 
distribution network to specialist suppliers, 
where they are cleaned and sorted for reuse in 
our garment factories. By participating, 
customers directly contribute to reducing the 
number of new plastic hangers needed each 
year and help us close the loop on packaging 
waste. Between December 2024 and 
November 2025, we collected and reused 
over 1,400 tonnes of plastic hangers.

Spotlight on:

Looking ahead

We will lead industry collaboration to scale reusable 
packaging solutions and eliminate plastic waste, 
working closely with government and industry to 
implement a UK-wide DRS by autumn 2027.

We will continue to focus on our role and requirements 
within the development of packaging legislation, in 
particular the European packaging and packaging waste 
regulations (PPWR) and the development of the UK’s 
circular economy strategy.
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Circular economy continued

Food waste

We have a longstanding 
commitment to reduce food waste 
from farm to fork – redistributing 
surplus food and converting it to 
animal feed, supporting our 
suppliers to cut waste, and helping 
customers reduce waste at home. 
Our efforts support UN SDG 12.3, 
and drive progress towards halving 
global food waste by 2030.

Food waste remains one of the most significant environmental 
and societal challenges facing the global food system. Around 
a third of all food produced is lost or wasted, contributing an 
estimated 8-10% of global greenhouse gas emissions. Food 
waste occurs at every stage of the supply chain — from surplus 
at farm level, manufacturing and transport, to operational 
waste in stores and distribution centres, through to waste in 
customers’ homes. Meaningful progress therefore relies on 
industry‑wide collaboration with suppliers, redistribution 
partners, policymakers and other retailers.

In 2025/26, we handled a total food surplus of 142,503 tonnes 
across our operations. Of this, 53,747 tonnes was redistributed to 
charities, communities, and colleagues, ensuring that surplus food 
fit for consumption reached those who need it most. In addition, 
5,388 tonnes was converted to animal feed.

The residual food waste amounted to 73,390 tonnes, 
representing 0.5% of total food handled.

Despite our best efforts and the support of our colleagues 
across the business, we missed our Group-wide target to halve 
food waste across our own operations by December 2025, 
recording a decrease of 24%. This is an improvement from 14% 
in the previous full year. As previously reported, the target was 
missed primarily following an internal review which showed that 
food in the UK we believed was being processed for animal feed, 
was in fact going to anaerobic digestion. However, we continue 
to make good progress across our other markets, with Booker 
and Central Europe meeting the 50% reduction target. 

Commitment
50% food waste reduction in own operations before 
2030, against our 2016/17 baseline.

Targets
Work in partnership with our suppliers to increase the 
number reporting a reduction in food waste.

Halve food waste at the retail and consumer levels and 
reduce food losses along production and supply chains 
by 2030 (UN SDG industry ambition).

Our food waste hierarchy
Our approach is focused on embedding the food waste hierarchy across the Group.

We use AI to optimise 
store orders and 
reduction levels, 
reducing excess 
while maintaining 
availability. 

We also continue to 
invest in technology 
that helps colleagues 
to rotate stock, 
identify close-to-
expiry products, and 
separate surplus so it 
can be directed up 
the food‑waste 
hierarchy. Surplus 
food is first offered to 
customers through 
our yellow sticker 
reduction, helping 
prevent waste and 
deliver value for 
customers. 

1

Prevent and  
reduce waste

We redistribute 
unsold food that’s 
still good to eat every 
day through our 
partnerships, 
ensuring safe, 
high‑quality food 
reaches those who 
need it most. 

Over the past year, 
this has provided over 
123 million meals to 
colleagues, charities 
and community 
groups across our 
business.

2

Redistribute  
and donate

When food isn’t 
suitable for human 
consumption, we 
convert it into animal 
feed or pet food. 
For example, in 
partnership with 
engineering company, 
RenEco, we have 
opened a 
first‑of‑its‑kind facility 
that processes 
surplus plant‑based 
food from our stores 
into animal feed.

3

Convert into 
animal feed and 
pet food

We recover energy 
from any remaining 
food through 
anaerobic digestion, 
with incineration 
used only as a last 
resort. Tesco stores 
in the UK and Ireland 
have not sent food 
direct to landfill since 
2009, reflecting our 
longstanding 
commitment to 
responsible waste 
management.

4

Recover  
energy
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Circular economy continued

We grew the percentage of unsold food safe for human 
consumption redistributed to people or animals in the UK 
from 82% last year to 87% in 2025/26, exceeding our target 
of 85%. We remain committed to tackling food waste across 
our operations. This year, we made halving food waste before 
2030 one of our six key sustainability commitments, it is also 
embedded in our 2027 and 2028 PSP metrics and directly 
linked to leadership remuneration.

Support for Sustainable Development Goal 12.3 
As the UK’s leading food retailer, we recognise the role we need 
to play to tackle food waste from farm to fork. Our approach 
centres on supporting both suppliers and customers to reduce 
waste at every stage.

Helping suppliers
We know measurement drives progress. For over eight years, we 
have been working with suppliers to measure their food waste 
data and drive reductions. This information is shared with us and 
leading NGOs. 114 of our suppliers reported their food waste to 
us in 2025 – in the UK more than 60% of Tesco’s fresh sales by 
volume are provided by suppliers reporting on food waste.

To drive reductions, we actively encourage our Own Brand 
suppliers to donate surplus food to organisations including 
FareShare and Company Shop, ensuring that good food reaches 
those who need it most. In 2025/26, through webinars and 
workshops, we supported suppliers to overcome barriers, 
share best practice and co-develop effective solutions.

AI will play an increasingly important role in how we prevent and 
reduce food waste across our supply chain. Emerging tools can 
analyse live data from manufacturers to identify surplus earlier, 
predict where waste is likely to occur, recommend, and in some 
cases automatically implement, targeted interventions before 
food becomes inedible. We are beginning to champion these 
solutions with our suppliers, helping them adopt technology that 
strengthens forecasting, supports more effective redistribution 
and donations, and ultimately reduces waste at source.

Did you know:

Converting 
surplus into 
animal feed
The UK has historically lacked the infrastructure 
needed to convert supermarket food surplus into 
animal feed at scale. To help close this gap, we 
partnered with engineering company, RenEco to 
co‑design and commit long‑term surplus volumes to 
a first‑of‑its‑kind UK facility that converts surplus 
plant‑based food into high‑quality animal and pet 
feed. Purpose-built for retail, the facility processes 
surplus efficiently and at scale.

Opened in 2025, it now handles suitable plant-based 
surplus from our operations that cannot be 
redistributed for human consumption via our food 
donations programme. At the site, surplus is 
de‑packaged, broken down and blended into a 
nutritious cattle feed, keeping valuable nutrients in 
the food system. This demonstrates how food surplus 
can be diverted from waste streams. At scale, this 
can contribute to reducing the need for additional 
land and resources to grow animal feed, supporting 
a more sustainable and circular economy.

Over the past year, over 5,000 tonnes of surplus 
food has been converted into animal feed at the 
site, with plans to expand further next year.

While this innovation directly supports our food 
waste reduction targets, the facility is designed to 
benefit the wider food retail sector too, providing 
the infrastructure to move more food up the waste 
hierarchy. This partnership demonstrates how 
innovation and collaboration can drive industry‑wide 
progress on food waste reduction.

Spotlight on:

We are now actively 

championing the use 

of AI technologies, 

which are already 

showing promising 

results in helping 

manufacturers and 

suppliers turn data 

on food surplus into 

action and cut waste 

more effectively.

Over

5,000 
tonnes
of surplus food has been 
converted into animal 
feed at our new facility
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Circular economy continued

Helping customers
Supporting customers is central to reducing food waste 
across the value chain. Research shows that a significant 
proportion of UK households continue to throw away unused 
or unopened food, costing a family of four an average of  
£1,000 a year. 

We are committed to helping customers reduce food waste 
at home. To support this, we have introduced a number of 
measures in the UK:

	– In 2014 we stopped buy-one-get-one-free promotions on 
highly perishable fruit and veg products, helping customers 
buy only what they need.
	– Designed packaging to keep food fresher for longer.
	– Removed dates from products and switch from use-by to 
best-before dates where it is safe to do so.
	– Encouraged customers to adopt a “Use Up” day each week, 
including through our 2025 Christmas campaign, which helped 
customers waste less food over the Christmas period by using 
up leftover food and condiments. 
	– Provided free toolkits, practical tips, and over 300 food 
waste-friendly recipes on the Tesco Real Food website. 
	– Collaborated with WRAP and leading food businesses to 
co-design and pilot the Rushmore Love Food Challenge — 
a household food waste reduction initiative. 

By taking a supportive and practical approach, our aim is to 
empower customers to make small changes that add up to 
make a big difference.

Read our latest impact report.

Tackling food 
waste and 
insecurity
We are a key partner in the Coronation Food Project, launched 
in November 2023 as a flagship initiative of the King Charles III 
Charitable Fund. Working with the Institute of Grocery 
Distribution (IGD), the project brings together major retailers, 
manufacturers and redistribution charities — including 
FareShare and The Felix Project — to tackle food waste and 
food insecurity by unlocking more surplus food across the 
UK supply chain.

As part of this work, we play an active role in the Alliance 
Food Sourcing (AFS) coalition, a cross-industry group driving 
systemic change in how the food production and retail sectors 
manage surplus. The coalition brings together retailers, 
manufacturers and redistribution partners to identify 
underused ingredients, packaging, labour and production 
capacity, and converts these resources into nutritious food 
for communities in need. This collaborative model has already 
resulted in the redistribution of thousands of tonnes of surplus 
food since 2022 and continues to open up new opportunities 
through shared repacking facilities, increased redistribution 
infrastructure and joint innovation projects.

In May 2025, we played our part in the “Let’s Make a Meal of It” 
campaign alongside three other retailers, aimed at fighting 
hunger in the UK. For seven days we encouraged customers to 
round-up at the till. Thanks to the generosity of our customers, 
the campaign raised more than £317,000, enabling FareShare to 
redistribute over two million meals, and helping to make a real 
difference to their charities.

To read more on our wider food redistribution programme, 
see page 49.

Spotlight on:

Over

£317,000
was raised thanks to the generosity of our 
customers, enabling FareShare to redistribute

2 million+
meals, helping to make a real 
difference to their charities

Did you know:

Research shows that a 

signi�cant proportion of  

UK households continue  

to throw away unused or 

unopened food. Throwing 

away good food costs a 

family of four an average 

of £1,000 a year. 

Looking ahead

We are working towards our target of halving food 
waste before 2030. Our focus is on preventing food 
waste at source, including scaling surplus innovations 
higher up the food waste hierarchy, ensuring more 
food is given to people, and converted to animal feed.

We will continue to work with suppliers, redistribution 
partners, innovators and industry bodies to make 
sustained, practical progress on food waste reduction 
across the value chain.
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Health
02

We believe that  
maintaining an affordable,  
well balanced, healthy and  
sustainable diet is one of the  
best ways we can look after our  
health and the health of the  
planet. Over three-quarters  
of our customers tell us they 
want their supermarket to  
help them eat more healthily.

30 	 Overview
30 	 Healthy, sustainable diets
34 	 Healthy communities
35 	 Healthy partnerships

Our targets and 2025/26 progress

Target

65%

	65% of sales are healthy in UK and ROI by 
Dec 2025 | 53% in Central Europe by Dec 2027.

Policies
View all of our policies in the Governance section of 
this Report.

FY 2025/26 key achievements
	– 65% of UK and ROI food sales are now classified  
as healthy. 
	– In May 2025, together with our health charity partners, 
Cancer Research UK, Diabetes UK and the British Heart 
Foundation, we urged the UK government to mandate 
standardised health reporting across the food  
industry, to help support the nation’s health. 
	– We are the UK’s third largest pharmacy provider with 
365 in-store pharmacies serving over 500,000 
customers every week.
	– We have seen a 10% increase in fresh fruit and veg sales 
since 2022, driven by value initiatives such as our Fresh 
5 and Aldi Price Match, alongside improvements in 
quality and availability. Our 5-a-day campaign, Free Fruit 
for Kids and Free Fruit & Veg for Schools have helped 
drive increased awareness of the importance of fruit 
and veg in balanced diets. 
	– Inviting 2.4 million customers to earn personalised 
Clubcard stamps on fresh fruit and veg, which could  
be converted into bonus Clubcard points and vouchers.
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Diet plays a critical role in shaping the health and wellbeing of 
people globally, and unhealthy diets are a major risk factor for 
diseases, including heart disease, type 2 diabetes and cancer. 
In the UK today, more than 7.6 million people are living with heart 
and circulatory diseases, more than 4 million people are living 
with a diagnosis of type 2 diabetes and nearly one in two people 
will get cancer in their lifetime. Obesity carries an estimated 
annual economic and societal cost of £126bn, and health now 
ranks alongside the cost of living as one of the biggest concerns 
for families. 

We are committed to helping millions of customers make 
healthier, more sustainable choices by ensuring nutritious food is 
affordable, accessible and convenient. Everyone should be able 
to access healthy options, wherever they live and whatever their 
budget. Not only is eating well good for the health of the nation, 
the Eatwell Guide reports that shifting to a healthier, more 
balanced diet — with more fruit, vegetables, wholegrains and 
plant proteins, and less saturated fat, salt and sugar — could 
reduce UK diet‑related greenhouse gas emissions by around 31%. 

As the UK’s largest food retailer, we continue to take meaningful 
action through reformulation, pricing, product innovation, and 
supportive in-store and online information that make healthy 
choices easy and enjoyable. In 2019, we set an ambitious target to 
increase the proportion of healthy sales from 58% to 65% by the 
end of 2025 for UK and ROI. We are proud to have achieved this 
target, reaching 65% healthy sales in December 2025. This is an 
important milestone and was driven by the decisions and actions 
of our colleagues working closely with our supplier partners to 
drive positive change. 

Overview

We are committed to supporting 
the diets of millions of customers 
who shop with us every week by 
making healthier, more sustainable 
choices affordable, accessible, 
simple, and convenient. Healthy 
food should be accessible to 
everyone—wherever they live, 
whoever they are, and whatever 
their budget.

Healthy, 
sustainable 
diets

Commitment
Achieve year-on-year healthy sales increase every year 
to 2030 (excluding Booker).

Our target

53% healthy sales by 2027 (Central Europe).

Tesco PLC Sustainability Report 2025/26
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We know there is more to do, and we are committed to 
making further progress. This year, we also introduced a new 
commitment to increase healthy sales every year to 2030*, 
using the same methodology as our previous commitment. 
We are also accelerating our health strategy by embedding 
nutrition into our ranges and promotions, helping customers 
make healthier choices every day, and ensuring those choices 
are always relevant, affordable and inspiring. 

While the majority of our work has taken place in the UK and ROI, 
we recognise health is also a focus in our other markets. With this 
in mind, we continue to work towards our target of 53% healthy 
sales across Central Europe by 2027, with a focus on growing 
fresh produce sales, and the introduction of innovative products, 
including pre-packed salads and healthy snacking ranges. 

However, we recognise that sustained behavioural and structural 
change cannot be delivered by retailers alone. Transforming the 
nation’s diet requires coordinated action at a national and 
industry level. A more consistent, regulated approach across 
the whole food system is essential in driving healthier outcomes, 
and ensuring progress is fair and measurable across sectors.

That is why we have called for clear, evidence‑based regulation 
and aligned metrics for reporting healthy sales across the food 
industry. We are actively collaborating with government and 
industry partners through a range of forums to help shape 
these policy frameworks, including the development of the UK 
government’s 10 Year Health Plan and anticipated updates to 
dietary guidelines, the Nutrient Profiling Model, and associated 
reporting standards. Quality data and aligned metrics will help 
measure industry-wide progress and support interventions, 
as well as reducing inconsistencies with how businesses report. 
Consistent expectations help ensure no single business is placed 

at a commercial disadvantage in a highly competitive market 
and will ultimately enable healthier and more sustainable 
choices to become easy and accessible for everyone.

Improving healthy sales, and aligning to the 
Eatwell Guide 
We support healthy eating through promoting the 
recommendations of the Eatwell Guide – increasing fibre, fruit 
and vegetables, while reducing calories, saturated fat, salt and 
sugar. Our colleagues across the business continue to work hard 
to ensure we increase sales across key areas of the Eatwell 
Guide, to help deliver balanced diets for our customers. 

Key areas where we continue to drive progress to help support 
customers health: 

	– Fewer than 20% of adults and 10% of children are getting their 
5-a-day. The NHS advises that fruit and veg should make up at 
least a third of our diet, as they contain essential vitamins, 
minerals and fibre – important to lower the risk of serious 
health problems, such as heart disease, stroke and some 
types of cancer. 
	– We have seen a 10% increase in fresh fruit and veg sales since 
2022, driven by value initiatives such as our Fresh 5 and Aldi 
Price Match, alongside improvements in quality and availability. 
	– Our 5-a-day campaign, Free Fruit for Kids and Free Fruit & Veg 
for Schools have helped drive increased awareness of the 
importance of fruit and veg in balanced diets. 
	– During our 5-a-day campaign in September 2025 and January 
2026, we sought to encourage customers to eat more fruit and 
veg via rewards, incentives and highlighted Clubcard prices 
across selected fresh, frozen, tinned and dried fruit and veg. 
	– As part of the Eatwell Guide, the NHS recommends we eat two 
portions of fish a week, one of which should be oily. According 
to the MSC, only 21% of people in the UK eat the NHS 
recommended amount, with one in four eating less fish than 
two years ago**. Through competitive pricing and improving 
space within our stores, we have increased the volume of 
fresh fish sales by 7% this year. 
	– We know snacking is an area where our customers struggle to 
make healthier choices. We sold 34 million additional portions 
of prepared fruit and veg compared to last year. Over 28% of 
these additional portions were from fruit and veg pots in our 
lunchtime meal deal, where we have continued to expand the 
range for customers. For the past two years our protein egg pot 
has been the most popular meal deal snack across our chilled 
snacking selection, as our customers look to increase their 
protein intake at lunchtime. Last year we sold the equivalent 
of 22 million eggs as part of our meal deal snacking option.

2.4 
million
customers were invited 
to earn personalised 
Clubcard stamps on 
fresh fruit and veg

Healthy, sustainable diets continued

5-a-day 
campaign
Helping customers eat more fruit and veg is one of the 
simplest and most effective ways to help support the 
health of the nation. The government’s ‘Good Food Cycle’ 
rightly identified the importance of eating more fresh 
product to benefit peoples’ health. 

With customers telling us that cost, convenience and lack 
of confidence in the kitchen makes it harder for families  
to follow a healthy diet, we launched a summer 2025 
campaign to help millions eat more fruit and veg. We used 
Clubcard and personalisation to guide customers toward 
healthier options tailored to their needs and preferences, 
and to incentivise and reward healthier choices.

Running across our stores and online, the campaign 
featured a range of initiatives aimed at helping improve the 
accessibility and affordability of healthier food including:

	– Inviting 2.4 million customers to earn personalised 
Clubcard stamps on fresh fruit and veg, which could be 
converted into bonus Clubcard points and vouchers.
	– Launching Clubcard challenges, offering customers  
the chance to earn extra points on frozen fruit and veg, 
beans and pulses.
	– Introducing new Clubcard prices and offers on fruit,  
veg and healthy lunchbox snacks.
	– Bringing back Free Fruit for Kids for three weeks during  
the school summer holiday period.

We repeated the campaign in January 2026 with results 
showing:

	– 70% of customers were aware of the campaign and  
41% said it reminded them to make healthier choices.
	– 66% of customers were aware of our Free Fruit for 
Kids offer.
	– Volume uplift across participating frozen and fresh 
produce.
	– Over 1.3 million pieces of free fruit were given out  
to kids across the UK in our stores and through  
selected Click+Collect sites.

Spotlight on:

*	 Excluding Booker.
**	 MSC 2024.
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Healthy, sustainable diets continued

Ultra-processed foods (UPFs)
81% of customers say they are trying to reduce their UPF 
consumption**. 

The conversation around UPFs and their impact on health 
continues to evolve and customers are telling us that they can 
find this a confusing area to navigate. We are committed to 
making sure healthy choices are as simple and accessible as 
possible, and are monitoring the latest scientific evidence, 
industry best practice and policy developments, and will 
evolve our policies as needed.

While we continue to support diet shifts towards healthier, 
lower high in fat, salt and sugar diets aligned to the Eatwell 
Guide, we are also committed to increasing transparency 
around UPFs, given our customers’ desire to see simpler, 
more recognisable ingredients on pack.

We include specific requirements for our Own Brand suppliers 
on additive use, asking that ‘kitchen cupboard’ ingredients are 
used as a first port of call, with additives only used where 
necessary for food safety, shelf life or quality, and in the 
minimum amount needed. 

In addition to this, there are 114 additives – up from 65 last year 
– which are either banned outright in Tesco Own Brand (for 
example, artificial colours, aspartame and monosodium 
glutamate), or are subject to restrictions and prioritised for 
innovation and supplier engagement (for example, mono-and 
diglycerides of fatty acids). We have also added a dietary and 
lifestyle filter on our online site, where customers can filter for 
products without additives. 

As we navigate our role in the conversation around UPFs, our 
commitment to food safety and quality remains paramount. 
We will continue our work to make health as simple and 
accessible as possible – making it easy to shop quality whole 
foods (including fruit and veg, whole grains, beans and pulses) 
at prices customers can afford. 

Making healthy choices easy and inspiring
We know healthy choices also need to be delicious and simple 
to prepare. With 2,300 healthy recipes for customers to choose 
from, our Tesco Real Food website is helping families across the 
UK discover new healthy recipes, whether that’s clever ways to 
get more veg into family favourites, baby weaning recipes, or 
healthy cooking on a budget. 

We have also been working with well-known faces to help inspire 
customers to create tasty recipes across a variety of different 
health needs, from parents looking for time saving meals, to 
those who are looking to manage their heart health. 

From January to March in 2025, our health-focused social media 
content was viewed by millions of customers, as we created 
more healthy recipes and worked with an even greater variety 
of creators to produce engaging, colourful, tasty food that’s 
simple to make. 

We have continued to make it easier for families to choose better 
lunchbox fillers as they head into a new school year. We make sure 
any products in campaigns aimed at kids, including products 
featured in our back-to-school campaign, have a Healthy Nutrient 
Profiling model score, and are not high in fat, salt or sugar (unless 
naturally occurring). 

Our 5-a-day campaign ran alongside the back-to-school period, 
with great value offers on fruit and veg snacking for kids. As a 
result, we have the smallest difference in price between healthy 
and unhealthy lunchbox options across the industry*. 

As well as providing healthy products, we want to inspire and 
empower healthier choices through clear labelling and 
signposting – making it simpler for customers to understand the 
nutritional benefits of what they buy. We are helping customers 
navigate healthy choices as they shop through our dietary, 
lifestyle and allergen filters on our grocery home shopping 
platform. It’s now easier for our customers to find items that 
meet their own personalised health needs. We have introduced 
even more filters this year, including the top 14 allergens, and 
with shoppers looking for more protein content in their baskets, 
we have also introduced ‘source of’ and ‘high’ protein filters**. 

We want healthy choices to be simple to navigate, as well as 
appealing and eye catching. We are evolving how health shows 
up visually for customers to make identifying healthy choices and 
understanding the benefits simple and consistent. We make sure 

Improving products 
We continuously look to improve our products, with health a key 
priority. We have robust principles and criteria to ensure we are 
making products as healthy as possible, while not compromising 
on quality or taste. 

Where we can, we make our Own Brand products healthier by 
reducing fat, salt and sugar, and adding in veg, protein and fibre, 
while maintaining the taste and texture our customers love. 

Examples of recent work to improve the makeup of our 
products include: 

	– Kids yoghurts: By working with Own Brand suppliers, and 
brands like Yoplait, we are reducing sugar across family 
favourite brands such as Frubes and Petit Filous. For example, 
we have reduced the sugar content in our Apricot Creamfields 
Multipack by over 21% per 100g when compared to the same 
product in 2023. By doing this, we are ensuring customers 
shopping for their families, aren’t compromising on nutrition. 
	– Ready meals: We know convenience is key for customers as 
they shop, and often pre-prepared meals can be time saving. 
28% of our ready meals contain beans, legumes or pulses 
and over half contain at least one of your 5-a-day, supporting 
our customers to get more fruit and veg in their diets*. Our 
reformulation efforts in prepared foods have also focused on 
increasing fibre and protein and reducing fat, salt and sugar. 
	– Increasing fibre: In the UK, most adults don’t consume enough 
fibre. We know upping fibre content is becoming more 
important to customers, with three out of four looking for high 
fibre foods when they shop**. Since 2015, the average fibre 
content in our Own Brand products has increased by 14%.

With 2,300 healthy recipes for customers to 

choose from, our Tesco Real Food website is 

helping customers in the UK discover new 

healthy recipes.

we lead with a specific health benefit when we speak to 
customers about health, as well as embracing colour and vibrant 
photography to make healthier products fun and enticing. 

We are also responsible with the way we market and advertise 
our products and are in line with or ahead of UK government 
legislation, to help support customers as well as drive 
momentum with suppliers. We do not advertise High in Fat, Salt 
and Sugar (HFSS) products on TV and UK on-demand services 
between 5.30am and 9pm or paid-for online services. We also 
restrict the promotion of HFSS products by location and 
voluntarily stopped volume price promotions like ‘buy one get 
one free’ ahead of government legislation in October 2022***.

***	 Excluded party food and frozen.

*	 Food Foundation State of the Nations Food Industry Report 2025.
**	 Worldpanel Navigating Nutrient Beliefs 2025.
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Meeting our customers evolving health needs 
We recognise health will mean different things to different 
people and that many of our customers have specific health 
needs that continue to evolve.

Our health ranges were created with clear benefits that 
empower customers to take control of their wellbeing. With a 
strong nutrition focus, we launched Gut Sense and High Protein 
ranges at the beginning of 2025, consisting of 29 new Own Brand 
products across kefir, yogurt, granola, porridge, ready meals, 
bakery and pasta, developed to robust criteria with our 
company nutritionist. 

We are continuing to evolve these ranges to meet our 
customers’ needs, and to explore how we can further support 
existing and evolving health requirements for our customers.  
We look at key areas of health as we develop our holistic health 
offering, including gut health, hormonal health and a range  
of health services through our in-store pharmacies. 

We are proud of our Free From range, which also helps meet 
changing customer health needs by offering greater choice and 
quality for people with allergies, intolerances or specific dietary 
requirements. We are now the UK’s largest Own Brand Free 
From retailer and continue to grow and improve the range 
so more customers can access the products they need.

40%
of customers aiming to eat 
more legumes, beans and 
grains, we are focused on 
expanding wholefoods and 
naturally plant-based products

Plant-based 
We want to help customers eat more plant-based protein 
in line with Eatwell Guide recommendations. Foods such 
as beans, pulses, legumes and tofu can be a great way for 
customers to consume protein in a healthy, affordable way. 
We will continue to provide plant-based ranges at accessible 
prices, alongside more personalised recipes to inspire cooking 
with these versatile ingredients.

With 40% of customers aiming to eat more legumes, beans  
and grains*, we are focused on expanding wholefoods and 
naturally plant-based products. 

Reflecting this shift, we have retired our 2020 target to grow 
plant-based meat alternative sales by 300% by 2025. The wider 
plant‑based market has seen year‑on‑year decline, with 
customers increasingly opting for familiar, affordable options 
and more veg‑led meals. As a result, plant‑based meat 
alternative sales have slowed, and we have not met our target. 
We remain committed to supporting plant‑forward diets and 
continue to develop products that help customers incorporate 
more vegetables and plant proteins into their meals.

While the market for meat alternatives hasn’t grown at the 
rate we expected, we know these products have a dedicated 
customer base and that significant innovation is taking place.  
We continue to optimise our meat alternative ranges and 
innovate across this space to complement natural plant-based 
protein demand.

In line with our participation in the WWF basket initiative, we 
report on the sales split of plant-based protein as a percentage 
of our total protein sales each year, so that we can track 
progress on shifting towards more sustainable protein 
consumption. We have been doing this since 2021 and  
were the first retailer to publicly share this information. 

Beans on  
the rise 
Beans are high in fibre, one of your 5-a-day, low in fat and 
an affordable source of plant-based protein, making them 
a brilliant wholefood and a great way to boost essential 
nutrients.

We are really pleased to see increasing interest in beans from 
our customers, with organisations such as Beans is How and 
the Food Foundation both undertaking campaigns to increase 
bean consumption in the UK. According to Clubcard data, 
customers who have the highest proportion of beans in their 
basket also tend to have healthier baskets, with higher protein 
and fibre content, and ingredients that indicate they are more 
likely to cook from scratch, including herbs, spices and 
fresh veg.

To help make it easy and affordable for all our customers to eat 
more beans, we have increased feature space for beans across 
our stores, ensuring beans have a greater presence in high 
footfall areas as well as across our convenience formats. With 
many of our Own Brand tinned beans on Aldi Price Match we 
are also ensuring they are affordable to customers. We also 
have over 700 bean recipes on our Tesco Real Food website, 
providing great recipe inspiration for our customers and 
helping them cook more fibre-filled recipes. 

Over the past three years we have sold 52 million units of new 
or improved products containing beans, including our new 
range of grain pouches, which include beans and pulses such 
as lentils and haricot beans to create a tasty and varied source 
of fibre. 

Over

700 
bean recipes available on Tesco Real Food 
website providing inspiration

52 million
units of new or improved bean‑based products 
have been sold over the past three years

Spotlight on:

Healthy, sustainable diets continued

*	 Worldpanel Navigating Nutrient Beliefs 2025.
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Supporting menopause health
Following a successful trial last year, we have launched the UK’s 
first permanent menopause-friendly bays in collaboration with 
GenM, rolling them out across over 90 of our stores, supporting 
customers and colleagues going through menopause. These 
dedicated bays aim to provide reassurance, education, and 
easier access to products that can help ease symptoms.

The bays feature products certified with GenM’s MTick symbol, 
which recognises items meeting GenM’s criteria for being 
menopause-friendly. The bays include products to support 
common symptoms such as skin and hair changes, dry eyes, 
muscle and joint pain, digestive issues and mood changes.

Young people 
With only approximately 9% of children aged 11 to 18 getting their 
5-a-day, the need for access to nutritious food and building 
healthy eating habits has never been greater. 

Working alongside the British Nutrition Foundation (BNF), our 
ongoing Free Fruit & Veg for Schools programme supports pupils 
in schools with a higher-than-average ratio of free school meals. 
This fruit and veg provides a nutrient boost for growing kids 
— increasing their intake of vitamin A, which supports immunity, 
vision and healthy skin; vitamin C, which helps protect cells, 
form collagen and strengthen bones, teeth and gums; folate, 
which plays a key role in producing red blood cells and reducing 
tiredness; and fibre, which is essential for good gut health and 
helps lower the risk of disease later in life.

We also know after-school cookery lessons and parent-child 
sessions are helping to empower families to learn and cook 
together. Donated slow cookers and garden planters are 
increasing the opportunities for pupils to learn about fruit 
and veg.

We also brought back Free Fruit for Kids last summer in all 
our large stores across the UK, giving out 1.3 million apples. 
Free Fruit for Kids ran again from 30 December 2025 to 
13 January 2026, when over 3.2 million apples were distributed 
to over 800 stores.

Read more in our Communities section, page 45.

Healthy 
communities

Our commitment to health goes beyond  
the food we sell. With thousands of stores 
embedded in communities across the UK, 
we are uniquely positioned to help meet  
local health needs and empower people to  
make healthier choices. In addition to our 
Pharmacy network, we are always looking  
for new ways to support the health and 
wellbeing of all of our customers.

Pharmacy
We know access to local healthcare services and trusted advice 
is essential to improving health outcomes. We are the UK’s third 
largest pharmacy provider with 365 in-store pharmacies serving 
over 500,000 customers every week. 

Customers can access services including flu jabs, blood 
pressure checks and our Weight Loss Management service, 
along with free advice on cancer, heart disease and diabetes 
as part of our ‘Lets Talk’ programme, designed alongside our 
Health Charity Partners (HCPs).

365
in-store pharmacies, we are the  
UK's third largest pharmacy provider

500,000
customers are served in our in-store 
pharmacies every week 

Boosting awareness  
and prevention
Working with our HCPs, we are committed 
to continuing to raise awareness of 
diet-related conditions, and to providing 
expert information and support for our 
customers. A key element of this plan is the 
customer-facing campaigns we run, 
focused on heart and circulatory diseases, 
type 2 diabetes and cancer awareness. 

In summer 2025, we ran our annual 
diabetes campaign encouraging customers 
and colleagues to understand their type 2 
diabetes risk through a convenient 
conversation at our in-store pharmacies, 
supported by Diabetes UK’s online 
assessment tool. We also continue to offer 
balanced and affordable diabetes recipe 
inspiration in partnership with Diabetes UK.

Tesco Real Food diabetes recipes.

In November 2025, in partnership with 
Cancer Research UK, we launched our first 
joint cancer early detection campaign to 
continue the dialogue around cancer 
symptoms or concerns. 

Cancer Research UK trained our 
pharmacists to guide customers in 
accessing the right cancer support and 
treatment and we are proud to be the only 
major food retailer offering early cancer 
diagnosis services. Early-stage cancer, 
when still small and localised, is far more 
likely to be treated successfully.

In February 2026, we ran our annual heart 
health campaign in partnership with the 
British Heart Foundation (BHF), 
encouraging free blood pressure checks 
at our in-store pharmacies and sharing 
affordable and balanced meal inspiration 
through Tesco Real Food recipes endorsed 
by the BHF. The campaign sought to further 
engage the five million undiagnosed in the 
UK at risk of symptomless high blood 
pressure, building on the success of our 
2025 campaign. 

Tesco Real Food Heart healthy recipes.

Spotlight on: Did you know:

We have partnered 

with Be My Eyes, a 

global accessibility 

app, to make in-store 

shopping easier for 

customers with sight 

loss. Through a 

six-month pilot 

launched on World 

Sight Day 2025, blind 

and partially sighted 

customers can 

connect with 

colleagues via the app 

for real-time visual 

support — from 

checking product  

and Clubcard offers  

to navigating self 

service checkouts.

We are offering free 

Pampers preemie 

protection nappies  

to new parents in  

over 350 of our 

pharmacies in 

partnership with 

Pampers. One in 

13 babies in the UK 

is born prematurely 

and these nappies 

have been specially 

designed with 

neonatal experts to 

care for skin that  

can be twice as 

delicate as that of  

full term babies.

Health continued
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https://realfood.tesco.com/diabetes-recipes.html
https://realfood.tesco.com/heart-healthy-recipes.html

