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Preface
In front of you lies the Zwanenberg Food Group 
sustainability policy. We are working hard to make our 
business operations more sustainable, and are excited 
to share this policy document. Although this document 
formalises our goals for the first time, we have always 
been working on sustainability. It is in our family 
business' DNA. But we're not there yet. We have already 
achieved much together — and many new projects 
are starting all the time. In this way we continue to 
work on making Zwanenberg more sustainable and 
we contribute to a sustainable world! Together we can 
make a difference.

Eva Jansen
Sustainability Manager 
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Who are we?

5

Zwanenberg Food Group (hereinafter referred to as Zwanenberg) is a food group and a family business  
with a history going back almost one hundred years. We have a distinct culture with shared values: 

It is our mission to feed more people with our quality products with a low CO2 footprint.
We work hard to achieve this and believe we can bring about change on a global scale.

We produce canned meat, snacks, soups, sauces, convenience meals, vegetarian and vegan products and export 
canned meat – under the brand name ZWAN, among others – to more than a hundred countries worldwide. 
 In the Benelux and Germany, Zwanenberg is best known for the brands Kips (liverwurst, pâté, snacks, vegetarian 
products), Huls (dry sausage), SonnenBassermann (soups, meals, meal sauces) and Chicken Tonight (meal sauces).  
The production locations are located in the Netherlands, the United Kingdom and the United States.

As a family business, we always look at the long term. We are down-to-earth and have a hands-on mentality.
We realise that climate change is perhaps the greatest challenge of our time. And that we have to adapt the way 
we produce and prepare food, so we can feed the growing world population with fewer raw materials and fewer 
resources such as (fossil) energy, water and packaging material. 

We started our journey almost a century ago, and every day we improve our techniques to increase the quality of our 
products and extend the shelf life. We do not like waste and certainly not food waste, so we preserve our products 
while retaining all valuable nutrients and a great taste. We are looking for ways to use less energy and water in our 
production processes. We focus on recyclable packaging solutions that fit into a circular economy. 

We are entrepreneurs who seize opportunities and have the guts to be the first to get started on this. We retain 
the good and at the same time, we have the power and creativity to change things. Which is partially why we are 
a leading producer of vegetarian and vegan products. We believe in the opportunities provided by the protein 
transition. We have a vegetarian or vegan alternative for each of our product categories.  

Based on this mission, our family values   and because we make food for many, we are the right people to get started 
with sustainability within the food chain. We know what needs to be done and have the energy to do what it takes.

Sjoerd van der Laan
Chief Executive Officer
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Lower CO2-footprint

Enabling plant-rich food

This is what we have achieved so far
Preventing food waste

In numbers

There are 14 different nationalities  
in total within our company

In 2020 we had a revenue of approximately

€ 600 million 

Each year we produce

147.000.000 

One third of the board is female

91% of our products 

have a long shelf life outside 

 the refrigerator

35.000 kg less food waste 

in the production process due 

to a technical adjustment to the 

machine for vegetarian pâté

We currently have a vegetarian 

 or vegan variant available for 100% 

of our product categories

51.510.000  
kilogram CO2 has been  

saved since 1990

= which equals 35% 
of the total weight  

produced per year

Some vega(n)
 variants sell better 
than the meat variant

2022

kilograms of food

90% of 

our packaging

is being recycled

In managerial positions there 
are 13 women and 50 men

In 2020, 110.000  

meals have been donated  

to the Voedselbank
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This is where we are headed
In 2030 Zwanenberg feeds many 
with quality products that have 
a low CO2 footprint

7
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Responsible 
production 
and consumption
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Responsible production and consumption
The world is facing major issues, such as: given the 
expected global population growth, how do we ensure 
we can continue to feed more people in a healthy way 
with a lower CO2 footprint? How do we create a circular 
economy? How do we reduce nitrogen emissions?
 
These are major issues, but they are directly relevant 
to our business. They offer opportunities. As a family 
business, we always concern ourselves with the future 
generations. We are able to produce protein-rich food 
for many people like no other. We have been fighting 
food waste since the beginning of our existence. With  
our canned and bottled foods, we have decades of 
experience with a fully recyclable material.
 
As an internationally operating company, we want to 
seize these opportunities and contribute to solving 
the major issues. Which is why we took a closer look at 
our Corporate Social Responsibility policy at the end of 
2020 while asking ourselves: how do we contribute to 
these issues?
 
Social Development Goals  
The Social Development Goals (SDGs) of the United 
Nations (UN) are seventeen goals that contribute to 
making the world a better place. These SDGs also pro- 
vide us at Zwanenberg with the tools to strive for above 
average performance on the journey to a sustainable 
world. We focus in particular on SDG 12, 'Responsible 
consumption and production', because we expect to 
be able to make the most positive impact there.  

We have set ourselves the following three big goals  
in this area:

Fighting food waste 
 

Achieving a lower CO2footprint 
 

Enabling plant-rich nutrition

The following pages discuss what these goals mean in 
concrete terms and how we intend to achieve them.  

In addition to SDG 12, we have also included SDG 2 
‘No Hunger’, SDG 3 ‘Good Health and Well-being’ and 
SDG 8 ‘Decent work and economic growth’ in our 
strategy. With our product portfolio we contribute to 
food security and we are working daily on improving 
nutrition. In addition, as an employer we are also 
concerned with the health and well-being of our 
colleagues and our environment.

“As a family business, 
we have always been 
concerned with future 
generations. We are able  
to produce protein-rich 
food for many people  
like no other.  
We have been fighting  
food waste since the 
beginning of our existence. 
Because of our  
canned and bottled  
foods we have decades  
of experience with a fully 
recyclable material.”

“

” 
9
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Fighting  
food waste
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In 2030 

10% less food 

waste compared  

to 2020

We work on the efficient use  
of materials by wasting less 
food, reducing loss of material,  
and gaining better insight.

We develop new products 
that make good use  
of waste streams.

What we are already doing to fight food waste

Cans and glass jars are it!  
We make people increasingly aware  
of the added value of cans and glass jars 
by highlighting the benefits.

In our production locations we  
reprocess good products with  

a different appearance.
As a result, we do not have to  

throw these products away.

We offer smaller quantities.  
We already have a smaller packaging 

 for Easy Chicken Tonight and Kips, 
and we will also develop it  
for several other products,  

tailored to consumer needs.
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In 2030 

10% less food 

waste compared  

to 2020

Our goal for 2030

1 Sources: www.samentegenvoedselverspilling.nl
and www.toogoodtogo.nl

Together against food waste
The 'Samen Tegen Voedselverspilling' 
foundation focuses on preventing, reducing 
and adding value to food waste throughout 
the entire food chain. Within the foundation, 
organisations, government and knowledge 
institutions are jointly committed to fighting 
waste by joining forces and working towards 
one common goal: making the Netherlands 
one of the first countries in the world to 
reduce food waste by half. And thus become 
a frontrunner and a world example in 
realizing Sustainable Development Goal  
12.3 (Food Loss & Waste). As Zwanenberg  
we are proud to be part of, and contribute to, 
this progressive network.

Using waste streams from  
the food chain in production  
 

Reduction of food waste in  
our own production process

At the moment, a third of all food worldwide is being  
wasted. In the Netherlands this comes down to two  
billion kilograms of food every year, which is equivalent 
to the food for more than 5 million people in one year. 
This is not only a waste of food, it is also bad for the 
climate: food waste is responsible for 8% of the total 
global greenhouse gas emissions. The Netherlands 
has therefore committed itself to halving food waste 
by 2030. This means we need to waste one billion 
kilograms less food per year in the Netherlands.1

At Zwanenberg we contribute to this goal. We have 
been experts in fighting food waste from the very 
beginning of our existence. Almost a hundred years 
ago, Theodorus Sebastianus van der Laan started 
extending the shelf life of meat by brining it in his own 
bathtub. He managed to expand the intensive process 

of brining, so that other butchers from the region of 
The Hague had their hams brined at his place. This 
is how the first contours of the van der Laan family 
business, which later became Zwanenberg, emerged. 
Almost a century later, the bathtub has been replaced 
by high-tech production locations and the preservation 
techniques have been supplemented with sterilization, 
pasteurization, preserving and drying. We make foods 
last longer by heating and preserving them in closed 
cans and glass jars. As a result, the ingredients remain 
fresh for a long time without energy-consuming 
refrigeration. This prevents a lot of food waste. 

In 2021, we joined the foundation 'Together against 
Food Waste' as the hundredth partner.

We will continue to work hard to prevent food waste 
in the coming years. We have set ourselves ambitious 
goals for 2030: to reduce food waste with 20% together 
with our chain partners, and to make an active effort to 
enable the reduction of food waste for consumers. We 
do so by focusing on:

12

Offering smaller packaging 

Increasing awareness of the value of cans 
and glass for people and the environment



13who are we?  — responsible production and consumption — fighting food waste — achieving a lower CO2 footprint — enabling plant-rich nutrition — what else we do

for people and the environment. Cans and glass need 
to become cool again! 

Offer smaller packaging
The number of one- and two-person house-

holds is increasing, according to the Central Bureau 
of Statistics. To prevent food waste in these smaller 
households we offer smaller packaging, so that these 
consumers are no longer stuck with half-empty large 
cans and jars that are eventually thrown away after a 
while. In recent years we have already developed Easy 
Chicken Tonight Kleintjes, Kips Kleintje Spread Liver 
Sausage and other small variants of our products.  
We are currently looking at which packaging we  
could also convert to smaller quantities. For 2030,  
we want to expand this with at least three products  
or product groups.

Using waste streams from  
the food chain in production  

Waste streams are by-products or waste products from 
other processes, and products that differ slightly in size 
or colour from what the consumer is accustomed to. 
As a result, these products often end up as animal 
feed or as biomass for energy generation, while we 
can actually make soups and sauces from them. These 
products may look a bit less attractive than products 
sold in the super-market, but they still have the same 
good nutritional values. We want to use these waste 
streams by processing them in our current products or 
by developing new products for them. We are currently 
in conversation with growers, vegetable suppliers and 
processors and we are investigating the possibility 
of incorporating these products into various existing 
soups. We are also discussing making products for 
private labels which contain processed waste streams. 

Reduction of food waste in  
our own production process

We are committed to minimising waste in our own 
production process. For example, we are always 
looking for the best adjustment of the machines 
to prevent wastage of raw materials and we bring 
leftover products to the Voedselbank (Dutch food 
bank). In 2020 we donated nearly 110,000 meals to the 
Voedselbank. In the coming years we will investigate 
where we can further reduce waste in our process. In 
addition, the animal by-products that can no longer 
be used for consumption are not thrown away, but 

are converted into biogas through fermentation. 
Unfortunately, as with any large factory, food does 
sometimes still go to waste. We are well aware where 
big progress still needs be made and we are working 
on gaining a better understanding of the efficient use 
of resources. In this way, we want to have achieved a 
7% waste reduction within our own process by 2030.

Increasing awareness of the value of cans
and glass for people and the environment

At Zwanenberg we have been working with cans and 
glass jars for decades. Cans are fully recyclable. Both 
types of packaging help halting the spoilage process 
of food by heating fresh ingredients in an airtight can 
or glass jar. This means the ingredients stay fresh for a 
long time outside the refrigerator, so that we do not 
need refrigerated transport, and the long shelf life 
means there is little loss and waste.

Contrary to what people sometimes think, there are 
few preservatives in products that are packaged in 
cans and glass, and the shelf life has long ceased to 
be at the expense of the taste, texture and nutritional 
value of the product.  
Most of the food that is currently lost concerns refrige-
rated and short-life products. So we will really have to 
change something if we want to continue to provide 
food for everyone, and food packaged in cans and 
glass can be an excellent solution to this. That is why 
we want to commit ourselves in the coming years to 
increase awareness of the value of cans and glass jars 
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In 2020  
we donated 
almost 110,000 
meals to the 
Voedselbank.

“

” 
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Achieving a  
lower  CO2 footprint
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We have insight into our scope 1,2 and 3 
CO2 emissions at item level.  
This offers us opportunities for  
additional targeted CO2 reduction.

What we are already doing to achieve a lower CO2 footprint 

We research the energy impact 
of adjustments to our process.  
For example: making adjustments 
to the steam boilers, creating a heat 
buffer, and working differently with 
compressed air.

CO2 footprint in 2030 

60% lower than in 2020

We make a difference through  
sustainable procurement, 
starting with renewable energy.

Over 90% of our 
packaging material  

is recycled in  
the Nederlands.
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Our goal for 2030

In line with the Paris Agreement, Dutch politicians aim 
to reduce greenhouse gas emissions in the Netherlands 
by more than half (55%) by 2030 compared to 19902. 
To make this goal concrete for ourselves, we looked 
at what we have already achieved in terms of CO2 
reduction between 1990 and 2020. This is difficult: the 
purchase of new production locations and the sale of 
divisions makes it difficult to compare the years. A lot 
of data has not been retrieved or has been lost in the 
years between 1990 and 2020.

An important energy audit (EED) took place in 2020, 
which means we have a clear reference year from 2019 
for achieving a 60% CO2 reduction. Based on this, the 
following step-by-step plan has been drawn up: 

• 2022: 2% reduction by implementing  
the certain energy-saving measures from the  
energy audit (EED report);

• 2023: 50% reduction by using green electricity  
and closure of the Voorthuizen location;

• 2023-2030: 8% reduction by, among other things, 
striving to produce all vegetarian and vegan and 
Dutch branded products in a climate-neutral 
manner and by making further investments in our 
production process.

This results in the following two main objectives:

CO2 reduction through changes  
in our food production processes

Energy-efficient production 

With all the measures taken, we estimate that it should 
be possible to reduce our CO2 emissions by 60% by 2030. 
We also aim to achieve a 55% CO2 reduction by 2027. 

CO2 reduction through changes 
in our food production processes 

To achieve this objective, we focus on limiting the total 
energy demand in the food processes and on reducing 
our raw material consumption in regard to, among 
other things, our packaging. 
 

Limiting the total energy demand
in the food production processes
Producing all the food takes a lot of energy: at the 
moment about 13.5 million Nm3 of gas and 41 million 
kWh of electricity. The recent energy audit (EED) 
has already shown us that there are opportunities 
to limit the total energy demand in the food 
production processes. In this way we can use our 
energy more sparingly and make more efficient use 
of our production capacity. We will start with this by 
immediately implementing all certain measures. These 
actions include adjustments to lighting and insulation. 
This can already save us 2% CO2 in 2022. We are also 
working on obtaining additional CO2 insight, which 
will help us further determine where we can make the 
biggest gains. For example, we are investigating the 
impact of modifications to the steam boilers, creating 
a heat buffer, working differently with compressed air, 
cooling with braking energy and interim storage in 
conditioned spaces.  

Reduce resource use
In addition to reducing food waste, we also reduce 
industrial waste in the production locations and we 
have the objective of further reducing waste. We 
separate waste, both in the factory and in the office.
We reduce our paper consumption by printing less. As 

2  This target has been set in 2022 based on the laws and regulations that 
applied at the time. If they will be tightened in the upcoming years, we 
will of course follow and adhere to them. 

CO2 footprint in 2030 

60% lower than in 2020
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for ways to further improve shelf life and thus 
food security.

We are taking various actions to make the other 
product packagings more sustainable. For example, we 
have removed the plastic openers from the packaging 
of our Kips brand from the beginning of 2022, which 
saves more than 5,000 kilograms of plastic per year. 
That's ten times the weight of a giraffe! Next year we 
will reduce the size of the bags for further savings. We 
use an optimal pallet height, so that our carrier always 
drives with full trucks. We use shrink packaging, which 
reduces the packaging material, and by 2021, 24% of 
the film we purchase will be recycled plastic. All our 
cardboard is FSC certified and more than 90% of our 
total packaging material is recycled for more than 90% 
in the Netherlands. 

 

Energy-efficient production
We want to produce all vegetarian and vegan products 
and all Dutch products of our own brands in  
a completely climate-neutral way by 2025 — starting 
with our Huls and Kips brands. Then the other brands, 
such as Easy Chicken Tonight, Sonnen Bassermann and 
ZWAN will follow. We will do so through the afore-
mentioned savings in the production process, and 
by purchasing all remaining required electricity 
sustainably or generating it ourselves in a sustainable 
way. For this purpose, we have insight into our scope 
1,2 and 3 CO2 emissions at item level. This offers us 

opportunities for further and targeted CO2 reduction.
In addition to electricity we also use gas, in particular 
for the steam boilers that heat a share of our products. 
Our ambition is to eventually replace them with 
sustainable heating techniques and/or use sustainable 
gas for this purpose.

We want to  
produce all our 
vegetarian and 
vegan products 
and our own Dutch 
brand products 
completely climate 
neutral by 2025.

a result, we have saved a total of 139 trees in the 
past four years. An even bigger step can be achieved 
by digitising all checks and registrations in the 
production locations.  
 
We think it is important to be smart about our water 
use, and to use it sparinglu. Which is why water 
consumption within our companies is precisely 
measured. We reuse the water used in the cooling 
process in the sterilisation process. We also reduce 
the amount of waste water and reduce the degree of 
pollution of our water by 5%. Organic substances are 
extracted from the wastewater in the form of sludge, 
which is then used as fuel in biogas plants. 

Sustainable packaging
For almost a century, we have contributed to 
preventing food waste and increasing food security 
by using recyclable packaging in which food has a 
very long shelf life: cans and glass jars. These materials 
are 100% recyclable. Products in both cans and glass 
jars have a long shelf life and do not need to be 
refrigerated. This leads to less food waste because 
products spoil less quickly and can reach people in 
more remote areas (e.g. economically less prosperous 
countries). An additional advantage of food security 
as a result of canning or storing in glass is that waste 
streams (meaning: high-quality ingredients that have 
been rejected due to their shape or colour) can be 
used. This also reduces food waste. At Zwanenberg, 
we encourage employees and suppliers to jointly look 

“

” 
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Enabling  
plant-rich nutrition
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We are investigating  
whether we can offer our  

vegetarian and vegan products 
 in more countries, and whether  

we can collaborate with our  
chain partners to achieve this

What we are already doing to enable plant-rich nutrition

We contribute to the  
protein transition  

by offering more and  
more vegetarian and  

vegan products.

We focus on the  
product development 
and marketing of vegetarian 
and vega(n) variants.

We make

plant-rich  
nutrition 

possible
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Developing and marketing a vegetarian  
or vegan variant for every product category
At the moment we already have a vegetarian or 

vegan variant available for all our product categories. 
To increase the number of variants, we are focusing on 
further product development.

Increasing the number of 
vegan products  

The vegetarian variants are developed into vegan 
variants where possible by converting animal proteins 
into plant based proteins.  
In addition, we are developing new innovations in the 
field of vegan products.

Increasing the market share of  
vegetarian and vegan products

At Zwanenberg, we believe a transition to plant-rich 
food is important. Of course the consumer makes 
their own decision in regard to what proteins they 
consume. Nevertheless, we at Zwanenberg make our 
contribution to the protein transition. On the one hand 
by offering more vegetarian and vegan products.  
On the other hand, by increasing sales. For example,  
in the coming years we want to investigate whether  
we can offer more vegetarian and vegan products in 
more countries.

Our goal for 2030

In addition to fighting food waste, another very 
effective way to reduce CO2 emissions is to eat less 
meat. More and more studies and recommendations 
(including those from the Council for the Environment 
and Infrastructure) state that we are ideally moving 
towards a ratio in our consumption pattern of 70% 
plant based and 30% meat. In order to provide the 
growing world population with sufficient protein in 
the future, we will have to consume alternative protein 
sources in addition to known protein sources such as 
meat and dairy.

We think it is important that everyone can choose for 
themselves which proteins they consume. This requires 
nutritious and tasty vegetarian and vegan alternatives. 
Which is why we take pride in the fact that our team of 

marketers, product managers and product developers 
have invested a lot of time and money in recent years 
to develop a vegetarian or vegan counterpart for every 
meat product in our range. Some vega(n) variants sell 
even better than the meat variant!

At the moment, a significant part of our turnover 
already comes from plant-rich products of which 
meat is not the main ingredient, such as soups, sauces 
and meals. Together with our vegetarian and vegan 
products, these product groups already represented 
more than half (57%) of our Dutch turnover in 2021. 

Our goal is to make vegetarian, vegan and plant-rich 
food possible for everyone. For example, by 2030 we 
want to have introduced a vegetarian and vegan range 
in at least five European countries and 50% of our 
capacity for new product developments will be used 
for vegetarian and vegan variants. Which is why, in the 
upcoming years, we will be working on:

Developing and marketing a vegetarian  
or vegan variant for every product category

Increasing the number  
of vegan products   

Increasing the market share of  
vegetarian and vegan products

We make

plant-rich  
nutrition 

possible
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We currently 
already have  
a vegetarian or  
vegan variant 
available for 100% 
of our product 
categories.

“

” 
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What else  
we do
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In addition to our focus on SDG 12 'Responsible 
consumption and production', we practice corporate 
social responsibility in the rest of our organisation too. 
Here is an overview of what else we are committed to.

What else we do

Good employerSupply chain management 
& ethical business conduct

Safety, health  
& well-being

Less 
saturated  
fat and less salt 
in our product range

0%
added sugar  
in soups

The possibility of following 
(internal) training courses

Anti-smoking courses

No over- 
exploitation

Strict anti-corruption 
policy

Strict requirements on 
ethics and animal welfare

More  
vegetables  
in our products A good and market-based salary, 

supplemented with suitable  
fringe benefits such as  
an end-of-year bonus

Sustainable 
logistics

27%
of our fleet is  
electric or hybrid

Quality marks

Beter Leven quality mark

V-label

Halal

Social 
activities

In 2020 we  
have donated
110,000 meals  
to the Voedselbank 
(Dutch food bank)

We support
Holland Stellenbosch 
Medical Foundation 
& Stichting 
Hartcentrum Twente
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Safety, health & well-being
Together with our suppliers, we ensure that 

the work is organised and carried out at all locations 
in such a way that the performance of the work does 
not endanger the health of colleagues or third parties, 
or damage the environment. Risk assessments identify 
all risks in terms of working conditions and effective 
risk management. We do this to recognise hazards and 
then remove them or bring them to an acceptable 
safety level. Physically heavy work is reduced as part of 
the vitality and sustainable employability programme. 

We take an active stance when it comes to the 
relationship between consumption and health. 
Together with other partners, we are taking steps to 
further reduce salt and saturated fat in our foods. We 
are therefore also a signatory to various covenants, 
such as the NAPV covenant (Nieuwe Aanpak Product 
Verbetering: new approach to product improvement), 
the meat products covenant and the soup and sauce 
covenant, in which we promise to adjust our recipes 
accordingly. In recent years, for example, the salt and 
fat content has been reduced in 90% of our range. 

We have also been offering products that contain less 
saturated fat and less salt for years. For example, there 
are more and more variants within our 'lean' or 'light' 
ranges. This also applies to our brands. For example, 
we supply a growing number of low-fat products 
with our Kips brand and we have not added sugar to 
our soups for several years now. We are also working 

on increasing the proportion of vegetables in our 
products. For example, we introduced Easy Veggie 
Tonight, which consists of 80% vegetables. 
 

Sustainable logistics
Our long-life items are transported bundled 

by Nedcargo and Bakker Transport, which yields 
considerable environmental benefits. Müller Fresh 
Food Logistics, our logistics partner for refrigerated 
products, has also drastically reduced its CO2 emissions 
by 36% in the past five years. 

In addition to transporting our products, we also 
encourage our colleagues to travel sustainably. For 
example, 27% of our fleet is now electric or hybrid.
 

Supply chain management  
and ethical business conduct

Farmers are at the beginning of the food chain. At the 
end of the chain is the end consumer, each with their 
own specific wishes. Consumers have a right to honest 
and safe products, which is why we set strict require-
ments for ourselves and for our partners in the chain.
We comply with strict food safety requirements —
including the Hazard Analysis Critical Control Points 
(HACCP), the requirements of the British Retail 
Consortium (BRC) and the International Food Standard 
(IFS). All production sites are certified and are checked 
periodically. With regard to our collaborations and the 

supply of other goods, we set strict requirements in 
regard to child labour, integrity, anti-corruption and 
animal welfare.

We only buy raw materials and ingredients that do 
not involve abuse or overexploitation of the natural 
environment, and that do not involve any child labour. 
We want long-term relationships with suppliers and 
clients and have a strict anti-corruption policy.

In the coming years, we will also develop guidelines for 
purchasing based on sustainable business practices. 
Together with our subsidiaries and partners, we are com- 
mitted to high standards of compliance with applicable 
laws and regulations and ethical business conduct.

Our Code of Conduct has been drawn up for all our 
suppliers, which they must adhere to. This code of 
conduct is based on the Ethical Trading Initiative (ETI) 
Base Code. By ‘suppliers’ we mean any (sub)contractors, 
vendors, agents, consultants or parties that provide 
goods or services to us.
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Keurmerken

Animal welfare — the ‘Beter Leven’  quality mark
We buy the meat that we process. Animal welfare is 
a social theme that we take very seriously. We notice 
an increase in the demand for meat products with 
additional animal welfare requirements. Which is why 
we respond to these developments in market demand. 
For example, we are working on increasing the share 
of products carrying a ‘Beter Leven’ (Better Life) quality 
mark. Suppliers must meet all of our animal welfare 
requirements. For example, suppliers must have a ‘Beter 
Leven’ certification from the ‘Beter Leven’ Foundation.

In the past eight years, a quarter of our products have 
already been awarded the ‘Beter Leven’  1-star quality 
mark. This means that 71% of the meat volume sold 
in the Netherlands is BLK certified. We want to expand 
this further where possible in the coming years.

V-Label3 — Quality mark for vega(n) products
Our vegetarian and vegan products have had the V-label 
since 2018. This label is an internationally recognised, 
registered quality mark for the certification of vegetarian 
and vegan products and services.  
For consumers, the international quality mark is a simple 
and reliable aid in choosing products. With the V-Label, 
companies offer consumers transparency and clarity. 
Standardised criteria guarantee that the V-Label is a 
unique quality mark for vegetarian and vegan products 
throughout Europe.

Good employer
We pursue a proactive social policy and 

provide our employees with optimal opportunities to 
develop themselves and to work safely and healthily. 
For example, we offer courses to stop smoking. We have 
had a new work health policy since 2021. Our starting 
point is that we investigate together with our 
colleagues what specific circumstances, wishes and 
support they need to keep working in good health. 
We also offer our colleagues various training courses, 
like Dutch language courses, training through various 
external training companies, and internal training for 
a variety of roles, from production staff to for example 
all-round operator.

We are committed to a fair and equal workplace for all. 
Respect for each other is a central value. We adhere to 
the United Nations' Universal Declaration of Human 
Rights. Aggression, violence, mistreatment, ignorement, 
intimidation, or sexual harassment is unacceptable. 
Bullying, threatening behaviour, or making statements 
that could harm the company and/or employees is 
unacceptable. Everyone should be treated equally 
regardless of race, colour, national origin, religion, sex, 
gender identification, sexual orientation, age, disability, 
marital status or political views and discrimination 
based on these or any other grounds is unacceptable.  
These rules apply both to employees and to anyone 
with whom employees interact in the context of 
their work. Employees should feel comfortable 
speaking up and feel valued for their contributions 

at work. Within Zwanenberg we have trust persons 
(‘vertrouwenspersonen’) to whom inappropriate 
behavior can be reported.

We also advocate freely chosen labour, within 
Zwanenberg but also with our suppliers. Local labor 
laws are to be complied with. In addition, we maintain 
the position that child labour is not permitted. This 
means we do not employ persons aged 15 or under, or 
persons under the age of compulsory education — 
with the exception of holiday employees. 

Compensation paid to our employees meets or 
exceeds minimum legal standards or industry 
standards, whichever is higher, and is clearly and 
comprehensibly communicated to employees in 
writing prior to employment. 
Employees also receive a written pay slip for each pay 
period. Deductions from wages other than those 
permitted by law or as a disciplinary measure are not 
permitted. We allow membership in unions or other 
employee organisations and make our locations 
available for meetings.

3https://www.v-label.eu/nl/https-www-v-label-eu-nl-v-label
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Social activities
Profitability is a necessary condition for 

continuity. Profit enables us to continue to invest. In 
good, sustainable products with and without meat. In 
our people, training, working conditions, production 
methods, energy-efficient equipment and countless 
other sustainability initiatives. To further increase 
our social contribution, we facilitate social activities 
as described below, both in the Netherlands and far 
beyond. 

We at Zwanenberg believe that promoting good 
health is essential. We produce many healthy 
food products and we work in a healthy working 
environment. We also make substantial contributions 
to numerous health charities, such as the Holland 
Stellenbosch Medical Foundation and Stichting 
Hartcentrum Twente.

Apart from the charities we structurally support, we 
also support other great initiatives where possible 
when they cross our path. In 2022, for example, we 
supported six-year-old Morris who sold his favorite 
sausage (Huls Kosterworst) in his fight against 
leukemia to raise money for Princess Maxima Center for 
Children's Oncology. We also sponsor sports clubs and 
have a long-term partnership with the Voedselbank in 
the Netherlands. In 2020 we provided 110,000 people 
with a free meal. Currently (end of 2022) we also 
contribute to the food supply of the inhabitants 
of Ukraine.
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