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NEW CODE OF CONDUCT SHOWS THE WAY
Skånemejerier’s new code of conduct shows our willingness to take social, ethical, 
legal and sustainable responsibility. The code of conduct describes our views on 
sustainable business, including how we are working with our transportation and 
packaging solutions and the nutrients and additives in our products.

HIGHLIGHTS 2019

When consumers are able to say what they 
think about companies in the food and drink 
sector, Skånemejerier is ranked seventh best 
on sustainability. We ended up in 19th place 
overall in Sweden, out of a total of 350 com- 
panies. We are proud of this placement and  
it spurs us on in our efforts to become more 
sustainable.

CONTINUED HIGH RANKING IN THE 
SUSTAINABLE BRAND INDEX

WE ARE SUPPORTING THE 
INDUSTRY’S INITIATIVES 
Over the course of the year, we have signed up to 
two initiatives from DLF (a Swedish grocery trade 
suppliers association). The Plastic Initiative which 
involves ensuring that all plastic packaging being 
put onto the market is recyclable by 2022. And the 
Transportation Initiative where the goal is for all 
domestic transportation to be 100 per cent 
fossil-free by 2025.

Many people are familiar with cow release 
events, when the cows are let out onto green 
pasture in the spring. Cow homecoming, on 
the other hand, is not as common. In Septem-
ber 2019, one of our dedicated dairy farmers 
invited over one hundred visitors on guided 
tours of their cowshed. This allowed the visitors 
to see how the cows live indoors during the 
winter. We are proud of the work our dairy 
farmers are doing to ensure the welfare of 
their animals! 

H I G H L I G H T S  2 0 1 9
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LINDAHLS 
 SPONSOR TOUGHEST
 Lindahls was the main sponsor of Toughest,  
 the Nordic region’s largest obstacle course,  
 where competitors were given the opportunity  
 to try out some of the year’s new quark flavours.

FIRST WITH COW HOMECOMING!



WHITE GUIDE GREEN, WHITE GUIDE SENIOR,  
WHITE GUIDE JUNIOR OCH 360° EAT GUIDE
In order to highlight role models and celebrate Swedish and 
sustainable food, we worked with a large number of exciting 
partners over the course of the year. Among these was 
White Guide Green, which charts Sweden’s food shops from 
a sustainability perspective, and White Guide Senior, where 
we awarded a prize to the Senior Citizen Chef of the Year.  
We also sponsored 360° Eat Guide – a sustainable restaurant 
guide.

 PROUD SPONSOR OF  
FARMER OF THE YEAR
At the end of the year, it was announced that we are sponsoring Farmer 
of the Year 2020, a competition that aims to celebrate Swedish farmers 
and Swedish produce. We are the main sponsor of the category Dairy 
Farmer of the Year. The winner – the farmer who distinguishes themselves 
in terms of their work with sustainability, their innovativeness and the 
quality of their produce – is being announced at a gala event in Malmö in 
October 2020.

WE ARE INVOLVED IN SWEDISH AND 

SUSTAINABLE 
FOOD

Each week throughout the year, two 
deliveries of dairy products nearing 
their best before dates were sent by us 
to Skåne Stadsmission’s facilities.  
They are doing a fantastic job helping 
people living in vulnerable situations 
such as homelessness or poverty.

WIN-WIN
IS REDUCING  
FOOD WASTE

H I G H L I G H T S  2 0 1 9
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LESS PLASTIC
IN THE PACKAGING 
Our popular cooking yoghurt from Salakis was given unique 
packaging made from 60 per cent less plastic. The packaging 
consists largely of cardboard from Nordic trees and can be 
recycled entirely as cardboard. More and more consumers are 
making demands in terms of how their food is packaged. This 
an important issue and we are working constantly to improve 
our packaging from an environmental perspective.
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THE ROLE OF MILK IN  
A SUSTAINABLE FUTURE

Message from CEO
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Sustainability is attracting ever more interest, not least among our customers and consumers, who are deman- 
ding a lot from us as a food producer. We think this is a good thing. With a firm rooting in the Sustainable  
Development Goals, we are working to become Sweden’s most sustainable dairy. We have come closer to this 
vision over the course of the year, and we are now continuing our work to create the conditions for a sustainable 
dairy industry in Sweden.

M E S S A G E  F R O M  C E O

In 2019, we saw a continued decline in milk 
consumption in as yoghurt and cheese. In 
fact, we have begun to catch sight of a shift 
in protein consumption. Meat consumption  
fell by three per cent in 2019 and many  
people are eating cheese and other dairy 
products instead in order to get the protein 
their bodies need. Just under one quarter of  
the Swedish population now call themselves 
flexitarians, citing the environment, their 
own health and animal welfare as the main 
reasons. This, combined with increasing 
demand for local produce, gives milk and 
dairy products an obvious place in a 
sustainable society. 

We have to understand the world around us to 
be able to meet its needs. We must respond 
to consumer demands for nutritious, filling 
and tasty products, while at the same time 
caring for the planet. We want more people to 
understand the way in which milk and dairy 
products are part of a sustainable future 
-financially, ecologically and socially- and for 
more people to choose dairy products.

WE MUST TRANSITION  
AND THINK DIFFERENTLY
As a sustainable industry, we need to mini- 
mize any negative impact that our value chain 
activity might cause to the environment.  
The really big challenge is phasing our fossil 
fuels in the food system. Fossil fuels are used 
throughout the entire chain, to power ma- 
chinery on farms, to make synthetic fertilizers 
and packaging materials, to run refrigeration 
facilities and, not least, to transport goods to 
consumers. Adjusting our value chain produc- 
tion means to eliminate fossil fuels, moving 
to renewable energies , with our packaging 
materials as the main target. We must think 
in a more circular way to ensure that all 
resources are used in a proper way.

Besides our efforts to minimize negative 
effects, it is also fair to say though that the 
dairy industry has a positive impact on the 
environment. In May 2019, the UN’s Inter- 
governmental Science-Policy Platform on 
Biodiversity and Ecosystem Services (IPBES) 
presented a major report which showed that 
biodiversity was declining at an alarming rate. 
Almost one million species are threatened 
with extinction, more than ever before in 
human history. Here, our dairy cows are 
making a valuable contribution when they 
are out grazing, as they help to preserve a 
large diversity of plant and animal species.

We know what our challenges are. The 2020s 
is the decade in which the focus must be on 
taking action.

HIGH AMBITIONS FOR THE FUTURE
In 2019, we raised the level of ambition of 
our sustainability efforts. We will become a 
fossil-free dairy by 2025. At which point we 
are also to have a fossil-free transportation 
fleet. No later than 2022, we will have 100 
per cent recyclable packaging – we are cur- 
rently at all of 96 per cent. In 2019, we have 
also updated our code of conduct, which 
clarifies and demonstrates our willingness to 
take social, ethical, legal and sustainable 
responsibility. The code of conduct is funda- 
mental to our strategic vision to become 
Sweden’s most sustainable dairy, and ensures 
that we are developing our business in a 
responsible way.

Together with researchers from Chalmers, over 
the course of the year, we have conducted a 
comprehensive climate calculation that forms 
the basis of our future climate strategy. Many 
of our farmers have also registered with 
Klimatkollen in order to allow them to work 
on their climate impact on the farm. Our 
Swedish dairy cows are already making an 
important contribution to biodiversity when 
they go out to graze, because this helps to 
preserve a large diversity of plant and animal 
species. This year, we have also intensified 
our research partnership with SLU (the 
Swedish University of Agricultural Sciences) 
in order to see how we can reduce cows’ 
methane gas emissions and make cows even 
more climate efficient. Swedish milk already 
has 60 per cent lower emission per kilo of 
milk than the world average. We would like to 
be involved in improving this figure even 
more together with dairy farmers, our most 
important suppliers.

CONSUMERS HAVE A  
FOCUS ON ANIMAL WELFARE
When you ask consumers what is important 
to them when they are buying dairy products, 
animal welfare emerges as a very relevant 
topic. Sweden is a country that is at the fore- 
front in terms of animal welfare. We are proud 
of being Sweden’s largest dairy that is apply- 
ing independent certification of our farms 
through a third party. This is an external in- 
spection that allows us to feel even more 
secure in the knowledge that the animals are 
healthy and feeling good.

We look back proudly on a 2019 that ended 
with record financial results. This gives us the 
muscles we need to continue our work. Being 
part of Lactalis, a world leader in dairy products, 
gives us both strength and the opportunity 
to exert influence. Facing major challenges is 
easier when part of a larger force. We have a 
very exciting, yet complex, future ahead of us. 
With our heart in the  
agricultural landscape  
of Skåne and the  
locally produced milk,  
we continue to work  
towards a more  
sustainable future. José Antonio Lalanda 

CEO SKÅNEMEJERIER
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OUR ORGANISATION
Skånemejerier AB was founded in 1964 and, 
since the summer of 2012 it is part of the 
dairy Groupe Lactalis, which is a multina- 
tional dairy company that has its head office 
in Paris. 

Lactalis is a family company founded in 
1933 by André Besnier. The Lactalis group 
currently has 84 000 employees and owns 
more than 266 factories in 94 different 
countries. Being part of a group as large as 
Lactalis means that we collaborate in net- 
works that grow increasingly over the years 
and in which experiences are shared inter- 
nationally.

The majority of the Skånemejerier group’s 
sales to the Swedish retail trade is conducted 
through Skånemejerier Försäljning AB. This 
company is also home to the group’s head 
office, management and other departments, 
all located in Malmö. 

In 2019, Skånemejerier AB integrated the 
Lactalis international brand business that the 
Lactalis Group had historically developped in 
Sweden, including the international brands 
Président, Galbani and Parmalat.

OUR PRODUCTION
The group’s production operations are now 
conducted through Malmö Mejeri AB, 
Kristianstads Mejeri AB, Hjordnära Mejeri AB 
and Kristianstads Ostförädling AB. All subsidi- 
aries are wholly owned by Skånemejerier AB. 
The parent company’s primary operational 
activity is taking responsibility for the group’s 
milk purchasing. We have around 700 employ- 
ees and 331 farms in Skåne and southern 
Sweden that provide our dairies with milk. 

Operations within the Skånemejerier group 
encompass the production and sale of milk, 
cream products, cheese, cooking fat, various 
fermented dairy products and fruit drinks. 
Production largely takes place at our own 
dairy facilities in Malmö, Kristianstad and 
Hjo, but the production of some products is 
also subcontracted to external partners.

SKÅNEMEJERIER  
OUTSIDE OF SWEDEN 
There is also a demand for our milk, yoghurt 
and other fermented products in Europe. We 
sell approximately 3 000 tonnes of products to 
Finland, Denmark and Norway. At the moment, 
Norway is our largest Nordic customer. We sell 
around 5 000 tonnes of products to the rest  

 
of the EU and we are working with France, 
Benelux, the UK, Portugal, Spain and Italy. 
Our most popular products abroad are 
Lindahls quark, Turkish yoghurt and Allerum 
cheese.

Skånemejerier
AB

BSA
International

Malmö 

Mejeri AB

Kristianstad 

Mejeri AB

Kristianstad 

Ostförädling AB

Skånemejerier

Storhushåll AB

Hjordnära

Mejeri AB

Skånemejerier

Försäljning AB

Lindahls 

Mejeriprodukter

Organisation BSA International/Skånemejerier AB.

Skånemejerier has had a strong foothold in southern Sweden for a long time and we are now happy to see a 
growing interest in our products in other parts of the country, as well as in Europe. Being part of the Lactalis 
group gives us new partnerships across international borders and allows us to share our experience.

SKÅNEMEJERIER  
– A MULTITUDE OF BELOVED BRANDS

O U R  O R G A N I S A T I O N  A N D  B R A N D S

FIGURE #1
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MEJERI

MEJERI & 
OSTFÖRÄDLING

MEJERI

Skånemejerier's 
production 
facilities.

FIGURE #2



Consumers are constantly looking for products 
that are good for both body and soul. In 2019 
we launched several new products that further 
broadened our selection. Including a unique 
concept of functional quark products,  
more thirst quenchers in Bravo’s  
refreshing line of products and  
cooking yoghurt in a climate- 
friendly container.

NEW
SOME OF OUR

PRODUCTS IN 2019

O U R  O R G A N I S A T I O N  A N D  B R A N D S
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With our broad product portfolio, we create 
food experiences every day. The pace of our 
innovation increased in 2019 and we 
launched products including:

Skånemejerier Bara, a 100 per cent natural  
fruit yoghurt, completely free from additives,

Lindahls Pro, a quark with a new protein mix 
that contributes to increased muscle mass 
when training,

Salakis cold sauces and Salakis cooking 
yoghurt in small packs with 60 per cent less 
plastic than other packaging in the category, 

Skånemejerier MåVäl lactose-free choco- 
late milk, the first chocolate milk with no 
added sugar or sweetener,

Bravo Lemonizer, a thirst-quenching juice 
made from 100 per cent fruit,

Allerum Crème, the first spreadable cheese 
with an extra-matured taste , 

Allerum Gold, an entirely new type of cheese 
inspired by Dutch cheeses. 

At the same time as Skånemejerier remains 
strong in southern Sweden, thanks to our 
innovations, we have increased our presence 
in the national grocery market in 2019. 
Consumers are now able to enjoy Skåneme-
jerier’s milk, yoghurt, cream and quark 
throughout the entire country and, according 
to the market research company YouGov, 
Skånemejerier was the fifth most positively 
discussed brand in the Swedish grocery 
market in 2019.

Bravo is the most well-known juice brand in 
Sweden – every other juice and smoothie 

sold in the grocery market is a Bravo. Lindahls 
continued its run of success in 2019 and 
expanded its leading market position in the 
quark category. Over the course of the year, 
Lindahls was the main sponsor of the Nordic 
region’s largest obstacle course Toughest, 
where competitors were given the opportunity 
to try out some of the year’s new products. 

SMART PRODUCT PLANNING  
REDUCES FOOD WASTE
Skånemejerier has a commitment to farmers 
to collect all the milk they produce in order to 
give their work security and continuity. 
Guaranteeing this requires a broad product 
portfolio. Some of this work means that we 
have entered into partnerships with customers 
in order to make their own brands (private 
label). In this way, we can gain an outlet for 
potential milk surpluses and create products 
with added value instead of wastage. We are 
continually working to optimise the process 
in a close dialogue with our partners. Active 
management from our side results in sustain- 
able development in this area.

DEMAND FOR ORGANIC PRODUCTS
The Swedish government has set as a goal 
that, by 2030, 30 per cent of Swedish agri- 
cultural land will be certified organic and  
60 per cent of the public-sector consumption 
of foodstuffs shall consist of certified organic 
products. 

Skånemejerier currently works with 55 organic 
farms, which is the equivalent of 15 per cent 
of the volume of milk we receive. We take 
good care of animals, nature and people, 

and organic agriculture helps us to paint a 
vivid description of this. However, the organic 
market in Sweden went nowhere in 2019, 
after having almost tripled over the period 
2012–2018. Organic fell in terms of both 
sales value and market share. Our sales of

MILK 43  %

CREAME 11  %

YOGHURT, 
SOUR MILK & QUARK 19  %

CHEESE 5  %

JUICE 21  %

OTHER 1  %

SHARE 
OF PRODUCTS
IN OUR RANGE

(VOLUME)

Andel produkt i vårt sortiment 2019.

When we summarise the financial year 2019, we can conclude that customers continue to demand products  
that are good for both body and soul. We create innovative and nutritious products, with a focus on animals, 
nature and a sustainable future. And with extra consideration for the Swedish milk farmer and the diversity of 
the Swedish dairy market.

A DIVERSITY OF BRANDS

O U R  O R G A N I S A T I O N  A N D  B R A N D S

FIGURE #3
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organic products fell by two per cent from 
2018 to 2019 – juice and yoghurt fell most, 
while sales of organic cheese, butter and 
cream increased. Hjordnära remains a strong 
market leader in Skåne. 

The total market for Swedish organic dairy 
products fell by five per cent in 2019, which 
means that 30–40 per cent of the milk 
weighed in had to be sold at a loss as conven- 
tional milk. 

This means that the government’s goal of 
30 per cent organic acreage by 2030 may be 
difficult to achieve. It is now up at around  
20 per cent but, according to Ekoweb, it is 
expected to decrease in 2021. 

Naturally, we would like sales of our organic 
products to increase. That is why we have, 
over the course of the year, been reinforcing 
our message that organic is good. We have 
communicated this on our packaging and 

have participated in EKO September, a cam- 
paign to increase consumers’ knowledge of 
organic. We have also launched several new 
Hjordnära products.

SKÅNEMEJERIER HIGHLY  
RANKED IN TERMS OF SUSTAINABILITY
The fact that we, as consumers, are making 
the right choices in the shop has an impact 
not only on ourselves, but also on the planet. 
In SBI’s (Sustainable Brand Index’s) brand 
survey for 2019, three quarters of Swedish 
consumers said that sustainability has an 
impact on their shopping decisions. When 
these consumers were asked about Swedish 
companies’ work with sustainability, Skåne- 
mejerier ended up in an impressive 19th 
place of a total of 355 Swedish companies. 
If we zoom in on the food industry, we find 
that we are in seventh place. This is good, 
but we continue to fight for first place.

Sustainable Brand Index also produces a 
ranking of how Swedish companies are per- 
ceived by their commercial contacts. In SBI’s 
Business to Business survey, we are able to see 
how decision makers at small and medium- 
sized enterprises perceive Skånemejerier in 
terms of our responsibility for environmental 
and social issues. The study ranks a total of 
75 Swedish companies, and we are proud 
that Skånemejerier is in tenth place in the 
ranking for 2019. This is important because 
we know that our work with sustainability has 
an impact on whether or not we are chosen 
as a supplier.

Do you want to find out  
more about our work outside  
of Sweden?  
Read the interview with  
Anders Lundqvist, Key Account 
Manager on our website.

O U R  O R G A N I S A T I O N  A N D  B R A N D S
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In 2019, the Greta effect 
spread throughout the 
world and we received a 
strong signal from young, 
committed people that it 
is essential that we change 
the way we live for the  
sake of the climate.

S U S T A I N A B I L I T Y  T R E N D S



In 2019, the Greta effect spread through-
out the world and we received a strong 
signal from young, committed people that 
it is essential that we change the way we 
live for the sake of the climate. Plant-based 
diets have seen a genuine surge in popular- 
ity and increasing numbers of people are 
now describing themselves as flexitarians.

In the dairy sector, it is milk production 
itself that accounts for the majority of the 
climate impact and a great deal of work is 
already taking place here to improve and 
change. Regenerative agriculture and 
investing in soil health will, in the future, be 
important issues for Skånemejerier in our 
partnership with milk producers. Integrating 
cultivation and grazing animals is vital if 
we are to prevent the soil being depleted. 
Research is also being conducted into other 
means to reduce greenhouse gas emissions 
from agriculture and this is where Skåne- 
mejerier is actively participating in 
research projects together with SLU. 

We see a trend towards packaging that is 
increasingly recyclable and produced from 
fossil-free raw materials. At the same time, 
packaging needs to protect products better 
so that they keep for longer and to be 
designed in a way that reduces waste. 

In 2020, in order to ensure that we a mov- 
ing forward with the right issues sufficiently 
quickly, we begin our journey towards 
setting Science Based Targets, an interna- 
tional initiative for ensuring that companies 
set targets that are consistent with the 
Paris Agreement. According to the IPCC, 
humanity needs to reduce carbon emis- 
sions by 45 per cent by 2030 and be entirely 
fossil free by 2050.

Large-scale agriculture is contributing to the 
loss of biodiversity. According to the UN, 
we have only 60 years of agriculture left if 
agricultural land continues to be lost at the 
current rate. Agriculture consisting of 
monoculture leads to low biodiversity and 
few insects that are able to pollinate the 
crops that are to be turned into food. Bio- 
diversity is vital to our food production. 

In Sweden, biodiversity is also being 
depleted by overgrown meadows and 
pastures. Few places have as rich a flora 
and fauna as a diverse cultivated land- 
scape. Grazing animals keep the landscape 
open and different crops are grown alter- 
nately on the fields. Good livestock farming 
has a positive effect on diversity by keeping 
the landscape open and the soil nutrient 
rich and alive. Healthy soil contains entire 
ecosystems of bacteria, fungi and other 
microbes that contribute to binding carbon. 
That our suppliers have grazing dairy cows 
is important to Skånemejerier. We also look 
forward to the Paris agreement on biodiver- 
sity that is being worked out during 2020.

A strong trend in the food industry is 
health. Consumers are looking for healthy 
food in many different areas; everything 
from stomach health to “brain food”. The 
concept of “health” encompasses not just 
the body but also mental health – people 
talk about holistic health, where both the 
body and the soul, the stomach and sleep 
are included. People want to eat their way 
to good health by excluding or increasing 
consumption of various nutrients. Many 
consumers have read up on how diet 
influences health. 

How this trend will develop remains to be 
seen but at the time of writing it seems 
very likely that the Corona pandemic will 
have an effect on consumption. In a time 
when immunity is discussed on every news 
broadcast it is, for example, reasonable  
to believe that the interest in food that 
strengthens the immune system will 
increase. Food as therapy is also important 
in times of isolation and social distancing 
which can be seen not least in the large 
spike in yeast sales.

As a major food producer, Skånemejerier 
has a major responsibility to supply nutri- 
tious products with good health benefits. 
We have an ambition to develop our range 
and offer more healthy products with, for 
example, less sugar, fewer additives and 
higher nutrient content. These products 
are being launched in accordance with 
Skånemejerier’s criteria for health product 
development. 

SUSTAINABILITY TRENDS  
AFFECTING SKÅNEMEJERIER
Twenty nineteen was the year in which climate change was really moved up on the agenda, which is also expressed 
in trends for the future. Skånemejerier has identified three major sustainability trends that will affect the dairy 
industry in the future.
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ONE TWO THREE

FOCUS ON   
CLIMATE

BIODIVERSITY  
IS VITAL

HOLISTIC HEALTH FOR 
BODY AND SOUL
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VISION
“The most sustainable dairy in Sweden”

For Skånemejerier, sustainable business is about running the company with 
the future in mind. We want to be part of the solution to society’s collective 
challenges by creating nutritious products and minimising the risk of negative 
impact on humans and the environment – at the same time as we embrace 
the business opportunities that arise through new, innovative business models 
that create value.

MISSION STATEMENT
We create value for our consumers by providing them with high-quality, nutri- 
tious and innovative dairy products and juices. We add value to all stages of 
the value chain by protecting nature, creating partnerships, collaborating 
with suppliers, involving our employees and offering our customers the best 
option – in a profitable manner. 

OUR VALUES 
– ambition, commitment, simplicity
As any other subsidiary of the Lactalis Groupe, we share the same values: 
ambition, commitment and simplicity. This forms the basis of how we work 
and achieve results together.

We act as entrepre- 
neurs, are respon- 
sible and loyal.

We are accessible, 
flexible, open and 
pragmatic.

We strive towards 
collective and individual 
achievements that deve- 
lop both the company 
and people.

AMBITION
COMMITMENT WITH 

SIMPLICITY

Our values in relation to our vision and mission.

VISION, MISSION  
STATEMENT & VALUES

V I S I O N ,  M I S S I O N  S T A T E M E N T  A N D  V A L U E S
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V I S I O N ,  M I S S I O N  S T A T E M E N T  A N D  V A L U E S

15
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T H E  S U S T A I N A B L E  D E V E L O P M E N T  G O A L S

Five of the UN Sustainable Development 
Goals are Skånemejerier’s guiding principles 
on the road to 2030. These goals have been 
chosen as they represent the positive impres- 
sion our business can make, i.e. what we think 
the company can contribute to in terms of 
sustainability. The five goals also represent 
areas of value creation that entail clear bene- 
fits and strengths for the business’ sustainable 
development and its stakeholders.

OUR CONTRIBUTION TO  
SUSTAINABLE DEVELOPMENT
In our improvement work the starting point 
is that we must be able to manage our risks 
at the same time as our positive influence 
propels the operations forward. When we aim 
for our five lodestars we have chosen to focus 
on the intermediate goals that are described 
in the table on the next page, in order to 
make clear our contribution within each area 
up until 2030.

The world’s leaders have committed themselves to 17 global goals to end extreme poverty, fight inequality, solve 
the climate crisis and promote peace and justice by 2030. If these goals are to be achieved, everyone must be 
familiar with them. That is why we have chosen to create a direct connection to them in our mission statement.

THE SUSTAINABLE  
DEVELOPMENT GOALS

We create value  for our consumers by providing high quality, 
nutritious  and innovative dairy products and juice.  
We add  value in every stage of the value chain,  by  
protecting nature, creating partnerships,  collaborating with 
suppliers,  engaging our employees  and representing the 
best option for our cutomers in a profitable way.

MISSION STATEMENT

 Our mission.FIGURE #4
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End hunger, achieve food security 
and improved nutrition and pro-
mote sustainable agriculture. 

Promote sustained, inclusive and 
sustainable economic growth, full 
and productive employment and 
decent work for all.  

Ensure sustainable consumption 
and production patterns.

Protect, restore and promote 
sustainable use of terrestrial eco- 
systems, sustainably manage 
forests, halt and reverse land degra- 
dation and halt biodiversity loss. 

Strengthen the means of imple- 
mentation and revitalize the global 
partnership for sustainable deve- 
lopment.

2.4 Ensure sustainable food 
production systems and imple-
ment resilient agricultural practices 
that increase productivity and 
production. This helps maintain 
ecosystems, which strengthens 
capacity for adaptation to climate 
change, extreme weather, drought, 
flooding and other disasters and 
that progressively improve land 
and soil quality.

8.4 improve progressively through 
2030 global resource efficiency in 
consumption and production, and 
endeavor to decouple economic 
growth from environmental degra- 
dation in accordance with the 10- 
year framework of programs on 
sustainable consumption and prod- 
uction with developed countries 
taking the lead.

8.5 Achieve full and productive 
employment and decent work for 
all. By 2030, achieve full and pro- 
ductive employment and decent 
work for all women and men, 
including for young people and 
persons with disabilities, and equal 
pay for work of equal value.

12.5 Substantially reduce waste 
generation through prevention, 
reduction, recycling and reuse.  
This responsibility stretches from 
resource management and waste 
management to production and 
consumption.

15.5 Protect biodiversity and 
natural habitats.  Take urgent and 
significant action to reduce the 
degradation of natural habitats, 
halt the loss of biodiversity and, by 
2020, protect and prevent the 
extinction of threatened species. 

17.16 Enhance the Global Partner- 
ship for Sustainable Development, 
complemented by multi-stakeholder 
partnerships that mobilise and 
share knowledge, expertise, techno- 
logy and financial resources, to 
support the achievement of the 
Sustainable Development Goals in 
all countries, in particular deve- 
loping countries.

A larger population requires us to 
use the earth’s resources in a 
responsible manner. Sweden is a 
natural dairy country with access 
to land, open landscapes, bio- 
diversity, good animal welfare, 
efficient production and compe- 
tent farmers. The dairy industry 
and its working methods and 
ethics shall contribute to develop- 
ment and a secure food supply in  
a sustainable perspective.

We strive to improve efficiency in 
consumption and production, to 
maximize value creation avoiding  
environmental degradation. Our 
code of conduct and diversity policy  
shall protect employees’ rights and 
improve the work environment for 
all employees. We want to increase 
economic productivity improving 
diversity and equality, technologi-
cal development, training and 
innovation. The partnerships we 
enter into shall lead to sustainable 
growth.

Through close collaboration with 
suppliers, customers and consumers, 
we work to prevent waste linked to 
both our production processes and 
our products. Skånemejerier also 
supports target 12.3 which involves 
halving per capita global food 
waste at the retail and consumer 
levels and reduce food losses along 
production and supply chains. 

Grazing cattle provide benefits that 
are difficult to mimic. Ecosystem 
services and biodiversity are impor- 
tant to sustainable development 
and natural pastures are one of the 
environments in the Swedish agri- 
cultural landscape that is most rich 
in species. A large portion of these 
pastures are grazed by dairy cattle, 
and we must preserve them. 

Achieving the Sustainable Develop- 
ment Goals requires a collective 
sustainability agenda with more 
stakeholders and partnerships be- 
tween governmental, private and 
non-governmental organisations, 
as well as universities and the com- 
munity. Skånemejerier wants to be 
part of those sustainability agendas 
that are relevant to the industry 
and to exchange knowledge and 
strategies in order to strengthen the 
implementation of the Sustainable 
Development Goals. We want to be 
part of the solution in order to redu-
ce the industry’s climate impact in 
partnership with the research 
community.

17
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 The planet sets the boundaries Source: Stockholm Resilience Center.

The three dimensions of sustainability – environmental, social and economic – cannot be seen as separate parts; 
they are all dependant on each other

The term planetary boundaries was first 
published in 2009 and identifies nine global 
processes that are linked to changes in the 
environment that are driven by human acti- 
vity. Exceeding the planetary boundaries en- 
tails great risks for present and future societies. 
As things stand, four of the planets sustain- 
able boundaries are assessed to have been 
exceeded. It is climate change, loss of bio- 
diversity, altered land use and altered flows 
of nitrogen and phosphorus on which we 

need to focus in order to achieve sustainable 
development. 

We have chosen to describe how these are to 
be met in the figure that shows our business 
model on the next page. This business model 
will be revised further during 2020 on the 
basis of a stakeholder analysis that was carried 
out in 2018. This is being done in order to 
create clear areas of strategic focus that are 
in line with our stakeholders and the Sustain- 
able Development Goals.

The goals are integrated and indivisible and 
we thereby understand that Skånemejerier 
has an impact on all 17 goals, however to 
different extents, scope as well as in different 
stages of our value chain. We have identified 
five goals that have a direct connection to 
our mission and a further three goals where 
we have a significant impact and can make  
a difference. 

RISK MANAGEMENT WITH A  
FOCUS ON PLANETARY BOUNDARIES

FIGURE #5
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Ensure access to water and sani- 
tation for all.

Take urgent action to combat 
climate change and its impacts. 

Conserve and sustainably use the 
oceans, seas and marine resources 
for sustainable development.

6.3 By 2030, improve water quality 
by reducing pollution, eliminating 
dumping and minimizing release of 
hazardous chemicals and materials, 
halving the proportion of untreated 
wastewater and substantially 
increasing recycling and safe reuse 
globally.

13.3 Increase knowledge and 
capacity for dealing with climate 
change through improved edu- 
cation, awareness-raising and 
human and institutional capacity 
on climate change mitigation, 
adaptation, impact reduction and 
early warning.

14.1 By 2025, prevent and signifi-
cantly reduce marine pollution of 
all kinds, in particular from land-ba-
sed activities, including marine 
debris and nutrient pollution.

We invest in water purification, 
measurements and the follow-up 
of discharges. We produce our 
products in accordance with the 
best possible methods and techno- 
logies.

We are investing in green energy, 
efficient logistics chains, fossil-free 
fuels and supplier agreements. 

We follow up improvement efforts 
on the farm and train employees in 
order to ensure we have control 
over environmental aspects in rela- 
tion to carbon dioxide emissions.

We ensure we have control of plant 
nutrient balances, water use and 
chemical management in order to 
set a high standard and achieve 
sustainable agriculture. 

 Business model.

RISK MANAGEMENT WITH A  
FOCUS ON PLANETARY BOUNDARIES

FIGURE #6
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SUSTAINABLE    SKÅNEMEJERIER'S 
DEVELOPMENT GOAL (SDG) DESCRIPTION OF THE GOAL TARGET CONTRIBUTION TO THE TARGET

STAKEHOLDERS FOCUS AREAS

OWNERS

NATURE
VISION

MISSION

VALUES

LEGISLATION & INTERNATIONAL STANDARDS

FARMERS

ANIMALS

SUPPLIERS

EMPLOYEES

CUSTOMERS

CONSUMERS

GOAL 2 Ensure nutritious and 
sustainable food production 
systems and resilient 
agricultural practices.

GOAL 8 Promote sustained, 
inclusive and sustainable 
economic growth, full and 
productive employment and 
decent work for all.

GOAL 15 Protect, restore and 
promote sustainable use of 
terrestrial ecosystems, sustai-
nably manage forests, combat 
desertification, and halt and 
reverse land degradation and 
halt biodiversity loss.  

GOAL 17 Strengthen the means 
of implementation and revita-
lize the global partnership for 
sustainable development.

GOAL 12 Ensure sustainable 
consumption and production 
patterns.
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G O V E R N A N C E  A N D  P R I O R I T I Z A T I O N

As the senior management group consists of 
representatives from the entire company, 
with optimal insight into Skånemejerier AB’s 
activities, most decisions linked to tangible 
sustainability efforts are dealt with at the 
senior management group level. If substan- 
tial changes are made to the focus areas and 
goals, this has to be decided by group mana- 
gement in accordance with the model below. 

Skånemejerier works to ensure that sustaina- 
bility permeates every aspect of our business 
and leads to efficient work to achieve our goals 
in line with defined action plans. The direction 
of our sustainability efforts is set by the senior 
management group, but the commitment 
and driving force come from within the busi- 
ness, where responsibility for this is shared 
between representatives from the entire 

supply chain in the form of Skånemejerier’s 
sustainability group. In 2020, sustainability 
ambassadors and sustainability leaders within 
the organisation will be appointed in order to 
further reinforce the implementation of the 
goal of becoming Sweden’s most sustainable 
dairy.

GOVERNANCE 
AND PRIORITIZATION
Skånemejerier is a part of the Lactalis group but the local sustainability work is established by Skånemejerier’s 
board of directors.

VD

KOMMUNI-
KATION MARKNAD CONTROLLING INDUSTRI KVALITETHRFÖRSÄLJNING INKÖP FORSKNING & 

UTVECKLING
SHARED 

SERVICE CENTER STORHUSHÅLL MJÖLK-
INSAMLING

CEO

CORPORATE 
COMMUNI-

CATIONS
MARKETING CONTROLLING INDUSTRIAL QUALITYHUMAN 

RESOURCES
RETAIL

COMMERCIAL
SUPPLY
CHAIN

RESEARCH &
DEVELOPMENT

SHARED 
SERVICE CENTER

FOOD
SERVICE

MILK
COLLECTION

UNIT FOR DECISION-MAKING DESCRIPTION

Lactalis senior  
management group

The senior management group in Lactalis is represented  
by managers and directors with skills within different areas. 
The senior management group supports Skånemejerier  
in its decision-making within relevant areas.

Skånemejerier’s  
board of directors

In accordance with the Companies Act the board of direc-
tors’ responsibilities include the company’s management 
and organisation as well as making an assessment of the 
company’s financial position. Skånemejerier’s board of 
directors is represented by the CEO of Skånemejerier, three 
representatives from the Lactalis group, two employee 
representatives and two deputy employee representatives 
(appointed by the company’s trade unions). At the board 
meetings the accounts and the annual budget is reported 
and evaluated.

Skånemejerier’s 
management board 

A management board including the CEO of Skåne- 
mejerier and some of Skånemejerier’s heads of depart-
ments meet each week to push forward the operational 
activities that are required for the daily activities.  
The management board is ultimately responsible for the 
company having efficient risk management.

Sustainability group
The sustainability group may partake in the expanded 
senior management group meetings to highlight issues 
and risks and make suggestions. 

Heads of  
department

Skånemejerier is organised in different departments  
such as Sales, Marketing and Industry.

LACTALIS’ SENIOR  
MANAGEMENT GROUP

SKÅNEMEJERIER'S 
BOARD OF DIRECTORS

CEO  
SKÅNEMEJERIER

MANAGEMENT 
BOARD

SW
EDEN

FRANCE

SUSTAINABILITY 
GROUP

HEAD OF  
DEPARTMENT

Organisation and governance.FIGURE #7
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Skånemejerier’s sustainability group contains 
experts on everything from milk collection, 
production, purchasing, logistics and HR to 
environment, quality, research and develop- 
ment, marketing and communication. This 
allows us to cover economic, environmental 
and social sustainability issues from an 
interdisciplinary perspective. 

With the starting point being a systematic 
improvement process, the UN Sustainable 
Development Goals and our prioritised 
sustainability areas, the sustainability group 

discusses Skånemejerier’s challenges in a 
forum governed by clear targets. 

Working in an interdisciplinary manner is the 
right path to more effective solutions, where 
knowledge and experience lead to improve-
ments across departments and processes. 
The sustainability group is coordinated by 
the corporate sustainability manager who 
secures strategic support by presenting the 
group’s results and issues at expanded 
senior management group meetings.

THE SUSTAINABILITY GROUP –  
COMMITMENT FROM INSIDE AND OUT
What really drives our sustainability efforts is our committed employees. Together we cover the entire value  
chain within the company.

THE SUSTAINABILITY GROUP

Top left: Eva Liv, Håkan Reveman, Christian Göransson, Rikard Villell. Middle left: Joakim Åkesson, Anita Normann, Richard Löfgren, Cecilia Nilsson, Marie Ysberg,  
Madelene Risén, Pernilla Fagerlin, Christina Wennberg. Bottom left: Natalie Axelsson, Caroline Hagman, Jeanette Flodqvist, Linnéa Axelsson, Catrin Shevtzoff,  
Anette Gregow.
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” In the sustainability group we discuss  
 challenges within different areas and  
 we work together to produce sugges- 
 tions for improvement. The group is a  
 great support as they secure support  
 for the sustainability work and make  
 sure it is incorporated in the entire  
 company. Sustainability cannot only  
 be governed from above but must  
 permeate the whole company.  
 That makes the sustainability group  
 an important forum.”

JEANETTE FLODQVIST  
CORPORATE SUSTAINABILITY MANAGER 
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The main selection criteria for participants in 
the stakeholder analysis were that they were 
to have a relationship with Skånemejerier. 
Consequently, those who took part in the 
stakeholder dialogue were food entrepreneurs, 
customers from the private sector, packaging 
and haulage suppliers, dairy farmers, trade 
organisations, municipalities, members of 
staff, students and consumers.

In order to capture a broad stakeholder pers- 
pective, the survey consisted of a combina-
tion of qualitative extended interviews and a 
questionnaire with quantitative questions. 

The qualitative section consisted partly of open 
discussion questions that gave stakeholders 
the opportunity to reflect broadly on sustaina- 
bility, partly on specific questions connected 
to the stakeholder’s role or organisation. In 
addition, there were questions related to how 
Skånemejerier’s sustainability efforts and 
communication concerning sustainability is 
perceived. The quantitative section of the 
survey was based on 27 selected sustaina- 
bility questions that were taken from Skåne- 
mejerier’s previous materiality assessment, 
business intelligence and evaluation system. 

In order for the analysis to capture both an 
internal and external perspectives, the quan- 
titative result – i.e. the ranking of the 27 selec- 
ted sustainability topics – was set in relation 
to the corresponding ranking carried out by 
Skånemejerier’s Sustainability Group. The 
sustainability group’s perspective was then 
compared with the perspective of all stake- 
holder groups. Doing this made it possible for 
the analysis to seize on the perspectives of 
both Skånemejerier and the stakeholders, with 
a specific focus on the sustainability topics 
that have been listed as very important.

PRIORITISATION OF OUR 
SUSTAINABILITY EFFORTS

In order to ensure the focus of our sustainability efforts is relevant, an extensive stakeholder analysis is carried out 
every three years on the basis of the Global Reporting Initiative’s (GRI’s) standards. The most recent stakeholder 
analysis was conducted in 2018. Through the stakeholder analysis, Skånemejerier’s most material sustainability 
topics are defined; those that will form the core of our sustainability efforts. In 2019, our priorities have been 
made clear by grouping the material topics that have emerged in the stakeholder analysis into four prioritised 
sustainability areas – climate, animal welfare, health and relationships.

G O V E R N A N C E  A N D  P R I O R I T I Z A T I O N
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STAKEHOLDERS IMPORTANTTOPICS THAT WERE RAISED* CHANNELS FOR DIALOGUE OUR REACTION 

Stronger partnership

More efficient use of resources

Efficient and safe transportation

Transparency in terms of impact  
on sustainability, introduce  
“Sustainability Footprint”

Sustainable feed

Biodiversity

Fossil-free production

Implementation of  
Science Based Targets

Animal welfare

Food waste

Sustainable packaging materials 
and reducing plastic in packaging

Preventing consumers’ food waste

Collaborating to optimise trans-
portation

Taking action for good animal 
welfare

Strengthening sustainability  
requirements placed on suppliers 

Climate neutrality

Minimising the quantity of plastic

Fuel use 

Work environment and health

Good working conditions

Holistic view of the value chain

Measuring and demonstrating 
greenhouse gas emissions in the 
entire chain

Traceability 

Work environment 

Value chain perspective

Circular perspective

Energy efficiency

FARMERS

THE INDUSTRY 

CUSTOMERS

EMPLOYEES

SUPPLIERS

TRANSPORT 
OPERATORS

Visits, training and internal audits as well  
as third-party certification within Farm 
Certification ISO 9001.

Collective action relating to joint initiatives 

Participation in LRF Milk’s reference groups 
in specific issues linked to communication, 
sustainability and nutrition

Collaboration and funding of research 

Participation in DLF’s trade association 
through committees within logistics, market 
and sales, and law.

Other trade organisations that we are 
working together with are the Swedish Food 
Federation, Skånes Livsmedelsakademi,  
FTI and KRAV.

Continual customer contact within areas 
including product development, market,  
sales and logistics

Specific collaborative projects with  
customers within sustainability

Continual efforts to improve packaging to 
reduce food waste

Developing personal contacts within  
logistics, sales and product development.

Employee survey and follow-up 

Daily debriefing and interaction

Conferences and training programmes

Annual performance reviews

Work environment reviews 

Strategic work, management systems  
and KPIs

Code of conduct

Separate meetings in the purchasing process

Annual supplier meeting 

Specific collaborative projects within 
sustainability

Supplier assessments within the scope of 
Lactalis’ and Skånemejerier’s evaluation 
templates

Quality reviews

Climate calculation of milk

DLF forum 

Daily debriefing and interaction

Purchasing process

We have a close and strong partnership with 
farmers, who are our most important 
suppliers of produce. 

Through partnerships with both farmers and 
researchers, we are working to strengthen 
initiatives that promote collective action by 
Skånemejerier and farmers in a sustainable 
direction. 

In 2019, we entered into a partnership 
relating to Farmer of the Year, and we have 
initiated a partnership relating to “Future 
Farmers” and conducted a climate calcula- 
tion of our products in which farmers 
participated. 

Skånemejerier works with initiatives and 
dialogue in order to improve and develop 
route optimisations for our transport.

Skånemejerier wants to contribute to moving 
the industry in a sustainable direction by 
collaborating with others and participating in 
important partnerships. We are engaged in 
ongoing dialogues and partnerships with 
various organisations within the field of 
sustainability.

Skånemejerier engages in a close and 
frequent dialogue with its customers and 
works with them to contribute to solutions to 
various sustainability challenges. We partici- 
pate in various industry initiatives such as the 
Plastic Initiative and the Transportation 
Initiative (DLF).

Skånemejerier shall have a good physical, 
social and organisational work environment 
where a close dialogue with employees is 
the foundation.

More information can be found in the 
chapter Relationships and the Climate.

By placing demands and engaging in  
dialogue, Skånemejerier contributes to 
increasing the level of our suppliers’ work  
with sustainability and improves the 
traceability of our raw materials. 

We are working to improve the transparency 
concerning ISO certification of our milk 
suppliers and to ensure that animal welfare 
standards remain high on our farms.

The dialogue with our transport operators 
takes place continually and we are working 
together to contribute to solving various 
challenges. We participate in industry initia- 
tives such as the Transportation Initiative 
(DLF), among others.

STAKEHOLDER OVERVIEW 

G O V E R N A N C E  A N D  P R I O R I T I Z A T I O N
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* Issues raised by stakeholders in the stakeholder survey conducted in 2018.
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THE SENIOR MANAGEMENT GROUP’S 
EVALUATION OF RESULTS
The qualitative and quantitative sections 
were then used as a basis for discussions 
during a workshop involving senior manage- 
ment group. The workshop focused on the 
combined results of the responses from all 
stakeholders, with a particular focus on the 
sustainability topics that have been listed as 
very important. The participants were asked 
to assess the sustainability topics’ positive or 
negative impact on the economy, environ-
ment and society – from low to high. The 
results are illustrated below.

RESPONSIBILITY  
THROUGHOUT THE VALUE CHAIN
The workshop, together with the assessment 
of how our operations influence and control 
sustainability efforts at all stages from raw 
material to the finished product, finally led to 
a decision regarding Skånemejerier’s most 
material sustainability topics connected to 
the entire value chain, see figure #8. 

The risks are divided up into our most signifi- 
cant risks and opportunities along the whole 
value chain and are governed either directly 
or indirectly. The direct governance encom- 
passes the environmental, social and the eco- 
 

nomic impact of our operations and that we 
therefore have more of an opportunity to make 
an impact. For the most important topics, we 
have developed key performance indicators 
in order to measure and minimise risks and 
thereby monitor the impact we are having. 

Our business has an indirect impact in many 
respects as a result of our essential partner- 
ships and business relationships. This impact 
is outside Skånemejerier’s direct control but 
we always have an opportunity to improve 
the situation through the influence we have. 
Risks are minimised by auditing and evalua- 
ting our suppliers.

 Results of Skånemejerier’s stakeholder analysis.

G O V E R N A N C E  A N D  P R I O R I T I Z A T I O N

FIGURE #8
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MOST MATERIAL TOPICS Impact 
Ability 
to influence 

Impact
Direct/Indirect

Description/ 
See chapter

1 Manage climate-related risks High High Direct/Indirect 
Our responsibility for the 
planet & production 

2 Reduce environmental impact  
on the farm 

High Medium Indirect
Our responsibility for  
the planet 

3 Support animal welfare on the farm Medium Medium Indirect 
Our responsibility for  
the planet

4 Offer healthy products  High High Direct
Our responsibility for  
the planet

5 Offer careers and competence  
development to employees 

High High Direct Our responsibility for humans

6 Reduce climate impact and  
resource use in our diaries 

High High Direct
Our responsibility for  
production

7 Work with packaging options with  
a lower environmental 

High Medium Direct
Our responsibility for  
production

8 Prevent food waste and waste High Medium Direct/Indirect Our responsibility for the 
planet & production 

MATERIAL TOPICS Impact 
Ability 
to influence

Impact
Direct/Indirect

Description/ 
See chapter

9 Maintain biodiversity Medium Medium Indirect
Our responsibility for the planet/ 
Report deviations 

10
Evaluate suppliers based on 
environmental, ethical and social 
responsibility 

Medium Medium Indirect Our responsibility for humans 

11 Efficient transport Medium Medium Direct/Indirect
Our responsibility for 
production 



STAKEHOLDERS EVALUATION SYSTEMS

OWNERS

 

KEY RATIOS

NATURE
 

FARM CERTIFICATION

 
FARM CERTIFICATION

 
AGREEMENTS & AUDITS

 EMPLOYEE SURVEY

 
COMPLAINTS

 INSPECTIONS AND 
ENVIRONMENTAL REPORT 

 BUSINESS ATTITUDES, 
AUDITS AND COMPLAINTS 

 YOUGOV / SUSTAINABILITY 
BRAND INDEX / FACEBOOK /
CONSUMER CONTACT 

 

FARMERS &
ANIMALS

SUPPLIERS

EMPLYEES

NEIGHBOURS

AUTHORITIES

CUSTOMERS

CONSUMERS

SURVEY OF OUR SUPPLIERS 
Our products are the result of well-executed 
work in which our material sustainability 
topics are at the centre. We work with a num-
ber of different suppliers around the world 
and ensuring that sustainability is taken into 
account, along with cost-effectiveness and 
results.

In order to get a better picture of our suppli- 
ers and how they relate to the organisation’s 
products and brands, see the survey in figure 
#10 on the next page.

COLLABORATION WITH STAKEHOLDERS
We engage in continual dialogue with our 
stakeholders. Collaboration and follow-up are 
currently taking place in various ways. See 
the list of evaluation systems in figure #9. 

Many of the topics highlighted in the stake- 
holder analysis are captured in these systems. 
The next step in order to develop our work is 
to integrate specific qualitative topics into a 
business model that highlights areas such as 

alternative protein solutions and climate- 
positive initiatives. These are topics that have 
been raised by farmers, business representa-
tives and customers. We are working more 
on this in 2020 and hope to return to it in the 
next sustainability report.

KEY PERFORMANCE INDICATORS FOR OUR 
MATERIAL SUSTAINABILITY AREAS
A continual effort to improve is taking place 
through defining and following up key per- 
formance indicators linked to our material 
issues. The key performance indicators we 
currently have are presented on page 27. 
These key performance indicators are fol- 
lowed up when necessary during expanded 
senior management group meetings and 
during the management briefing.

Skånemejerier's evaluation systems.FIGURE #9
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 SUPPLIER  TYPE OF PRODUCT/ 
 PRODUCT GROUP (TYPE AND NUMBER) LOCATION RAW MATERIAL/SERVICE BRANDS

Finished products 30 contract manufacturers            Scandinavia Juice 
  of products   Central Europe  Yoghurt
     Eastern Europe  Cheese
 15 transport companies Brazil Cream
    Butter
    Milk

Milk 331 Swedish dairy farms Sweden Yoghurt 
    Cheese
    Cream
    Milk

Necessities                85 suppliers, producers Scandinavia Packaging, ingredients,  
                                              suppliers, producers Central Europe machinery, maintenance,  
 20 transport companies Eastern Europe  premises, fuel, energy, 
   South Asia water, cleaning, 
    transport etc.

Our influence and the governance of material issues throughout the entire value chain.

Survey of Skånemejerier’s business partners linked to the value chain and our products and brands.

This figure does not include the brands Président, Galbani and Parmalat, which since 2019 are sold under Skånemejerier Försäljning AB.
The explanation for why they are not included is that an inventory of the number of suppliers for these brands has not been conducted yet.

G O V E R N A N C E  A N D  P R I O R I T I Z A T I O N

FIGURE #10

FIGURE #11
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Transport

Transport

1  Manage climate-related risks 
2  Reduce environmental impact  

 on the farm 
3  Support animal welfare on the farm
9  Preserve biodiversity 

10  Evaluate suppliers based on  
 environmental, ethical and social  
 responsibility

1  Manage climate-related risks 
10  Evaluate suppliers based on environ- 

 ment, ethical and social responsibility
11  Efficient transportation

2  Limit climate impact and use of  
 resources at the dairy 

5  Offer careers and development  
 opportunities to employees 

4  Offer healthy products 
7  Work with alternative packaging  

 that is better for the environment
8  Prevent food waste and waste 

8  Prevent food waste and waste 
4  Offer healthy products 
7  Offer packaging with a lower  

 environmental impact 

1  Manage climate-related risks
11  Efficient transportation 
10  Evaluate suppliers based on environ- 

 ment, ethical and social responsibility
8  Prevent food waste and waste

Our risk management is based on risk assessment in 
line with ISO 14001: 2015, legal requirements and 
other material risks that have been identified in the 
light of our influence throughout the supply chain.  
It is managed with the help of environmental  
management systems, policies, clear roles, respon- 
sibilities and powers.

DIRECT GOVERNANCE encompasses the 
operations over which we have  
control, including directly invoiced trans- 
portation and distribution. Within this 
field, we have developed key ratios in 
order to measure and minimise our 
environmental, social and economic 
impact.

INDIRECT GOVERNANCE is the influ- 
ence our operations have as a result of the 
business relationships that are necessary 
for Skånemejerier’s activities and that fall 
outside of the scope of direct governance. 
Within this field, the environmental, social 
and economic impact of our operations is 
monitored and minimised though a con- 
ducive approach that takes the form of 
requirements for suppliers and audits.

FINISHED 
PRODUCTS 

TRANS- 
PORTATION

TRANS- 
PORTATION

TRANS- 
PORTATION

PRODUCTION DISTRIBUTION CUSTOMERMILK

CONSUMABLES



G O V E R N A N C E  A N D  P R I O R I T I Z A T I O N
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= Two arrows mean annually until 2030. 

* LTI = The injury frequency rate is measured as the number of accidents that result in one day of absence, multiplied by one million and  
divided by the total number of working hours.

STATUS 2020 2030 GOAL STATUS STATUS 
2018

STATUS 
2019

UN SUSTAINABLE 
DEVELOPMENT GOALS (SDG)

CLIMATE
Increase feasibility

Increase registration in Klimatkollen by 30 %
by 2020. 100 % by 2030.

30 % 33 %

Energy 100 % renewable energy 2025 97 % 97 %

Transportation
All Skånemejerier transportation shall be
fossil-free by 2025.

profit/loss 
missing

92 %

Transportation
Reduce relative CO2 emissions from heavy 
transport by 70 % by 2020 compared to 2010. 
Calculated as CO2/tonnes transported goods

74 % 78 %

Water use
40 % reduction in water consumption  
in 2020 compared to 2016

14 % 
increase

12 % 
increase

Waste water discharges
40 % reduced COD 2020 compared to
2017 (3 facilities, discharges not measured
at KOFAB)

12 % 
increase

42 % 
increase

Packaging 100 % recyclable packaging by 2022 93 % 96 %

Packaging 100 % renewable packaging by 2030 66 % 79 %

Waste
Reduce the amount of combustible waste 
by 25 % by 2020 compared to 2014

–30 % –27 %

Food waste
Max 0.10 % of sold volumes may 
be discarded

0,10 % 0,19 %

ANIMAL WELFARE
Protect the environment

Maintain the current volume of organic milk
compared to 2017 (15 %)

18 % 15 %

Protect the environment
Conserve unfertilised natural pasture
compared to 2017 (14 %)

14 % 14 %

RELATIONSHIPS

Responsible suppliers  
100 % of our significant agreements have 
signed Skånemejerier’s code of conduct

See chapter
Relation-

ships

Employee survey Minimum 95 % response rate 79 % 71 %

Absence due to illness Max 4 % Total absence due to illness 4 % 4,95 %

Accidents Injury rate of max 15 LTI * 19 LTI 12  LTI

Incident reporting Minimum 455 reported incidents 284 536

HEALTH
Skånemejerier’s
måväl-index

75 % of Skånemejerier products shall
meet Skånemejerier’s måväl-index
(fresh dairy products and cheese based on
Nordic recommended dietary allowances)

new KPI
from
2019

See chapter
Health

Complaints
A maximum of three complaints per one 
million products sold

9 11

= Indicated when the goal shall be completed.

KPI | STATUS 2019



THE CHALLENGES OF THE FUTURE  
REQUIRE EVEN MORE COLLABORATION
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Interview with Jeanette Flodqvist, Corporate Sustainability Manager

WHAT WAS IT THAT ATTRACTED  
YOU TO SKÅNEMEJERIER?
Getting the opportunity to be involved in mov- 
ing the dairy industry in a sustainable direc- 
tion. Through food, consumers are able to make 
sustainable choices five times a day. That’s 
amazing! Skånemejerier is a company that 
takes on a great deal of social responsibility. 

IN WHAT WAY DO YOU WANT  
TO DEVELOP SKÅNEMEJERIER 
I look forward to drawing up a strong and far- 
sighted climate strategy in accordance with 
Science Based Targets. We are beginning this 
work in 2020. I also look forward to strength- 
ening our organisation by appointing sustain- 
ability leaders in all departments so that more 
people are aware of their responsibility. I also 
want to strengthen the partnership with our 
milk suppliers and customers. We need to 

work together even more in order to solve the 
challenges we are facing

YOU WERE AT REGION SKÅNE FOR  
NINE YEARS, WHAT ARE YOU BRINGING  
WITH YOU FROM THERE?
At the region, I worked with running broad 
development processes with many different 
actors – researchers, companies, trade organi- 
sations, public authorities and the voluntary 
sector. Among other things, I was responsible 
for producing Skåne’s food strategy, of which 
LRF and the partnership with Skåne’s farmers 
were an important part. 

From the region, I’m bringing within me the 
notion that improvement comes when many 
people work together. This creates consensus 
in the development process. It is not always  
easy, but there is a great deal of power when 
many people all want to move in the same

direction. I worked closely with Skåne’s 
farmers and that is an important experience 
for this role at Skånemejerier. I also want to 
work to ensure that Skånemejerier works more 
together with external partners in order to 
solve various sustainability challenges faced 
by society. 

YOU HAVE NOW BEEN AT SKÅNEMEJERIER 
FOR ONE YEAR. WHAT HAVE BEEN THE 
BIGGEST CHALLENGES?
There are a lot of fun things happening in 
the company and several different initiatives 
that have been started, so my biggest chal- 
lenge has been choosing the right priorities 
in order to make the biggest difference. 

WHAT DOES THE FUTURE OF THE  
SWEDISH DAIRY INDUSTRY LOOK LIKE AND 
WHAT DO YOU SAY ABOUT THE MILK AND  
OAT DEBATE THAT HAS BEEN TAKING PLACE 
OVER THE PAST YEAR?
The future is positive! We have a product that’s 
locally produced and nutritious. Today, consu- 
mers are demanding Swedish milk even more.

In 2019, the discussion about milk against 
oats has been in the spotlight and I think the 
good that has come out of this debate is 
that researchers are stressing that we need 
both oats and cows in a sustainable cultiva- 
tion system. Those farms that only grow crops 
are dependent on additions of fossil syn- 
thetic fertiliser, which accounts for a large 
portion of the greenhouse gas emissions 
from agriculture and causes eutrophication 
and pollution of drinking water.

In Swedish agriculture, almost half of the 
acreage is given over to ley, i.e. growing grass 
and clover for ruminants, mainly dairy cows. 
This ley farming binds considerable quanti- 
ties of carbon in the soil and also increases 
the fertility of the soil. If ley is used as part of 
crop rotation, the harvest of other crops such 
as oats will be larger. It also reduces problems 
with pests and weeds, which reduces the 
need for chemical biocides. Consequently, 
when there are grazing cows involved in the 
cultivation system, the agriculture is more 
sustainable than when only a monoculture of 
plants is being grown. 

WHAT ARE YOU DOING IN ORDER TO LIVE 
MORE SUSTAINABLY?
I grow the majority of the basic vegetables my 
family eats and we are self-sufficient in pota- 
toes, onions, garlic and carrots. I also drive an 
electric car and take the train when I can.

 The future is positive!  
 We have a product that’s  
 locally produced and  
 nutritious. Today, consu- 
 mers are demanding  
 Swedish milk even more.



CLIMATE
The climate footprint needs to be reduced 
throughout the entire chain – from the cows 
on the farm, to production and transporta-
tion – all the way to the consumer who has 
bought our product. We are also looking after 
soil health and are working to create cycles 
that make efficient use of resources. To 
ensure that it is also possible to produce food 
in the future, we must look after the soil in 
which we grow crops.

ANIMAL WELFARE
If cows are to be able to produce milk, they 
must be feeling good. When cows are 
feeling good and healthy, they are also able 
to produce the right amount of milk and we 
can avoid disease and antibiotics. Good 
animal welfare leads to healthy animals 
that provide high quality milk that we can 
use to create healthy products. 

HEALTH
Through nutritious products we are 
contributing to good human health. Milk 
and dairy products are part of a healthy diet 
– it is no coincidence that milk and dairy 
products are included in dietary recommen-
dations from authorities all over the world.2 
We have internal guidelines for the develop- 
 ment of new products, such as minimising 
the sugar and salt content, avoiding certain 
types of additives and not having more fat 
in the product than is necessary for taste 
and function. We are also participating in 
research and networks that involve nutrition 
and the effect of products on our health.

RELATIONSHIPS 
We maintain good relationships with all our 
stakeholders. All our employees take social, 
ethical, legal and sustainable responsibility 
– in everything we do. This is set out in our 
code of conduct, which every employee 
must adhere to. 

In order to become Sweden’s most sustain- 
able dairy, we are working with four priority 
areas: climate, animal welfare, health and 
relationships. These come from our stake- 
holder analysis (read more on page 22), 
which involved our stakeholders indicating 
which sustainability topics they consider 
most important for Skånemejerier. 

OUR CIRCULAR RESPONSIBILITY
Our priority areas within sustainable development are framed by our circular responsibility. This is based on the 
term “circular economy”, which means that society needs to move from a linear economy to thinking circularly, 
with waste products from one actor being used as a resource by another. We have a circular responsibility in 
everything we do and are striving to use our resources in the best way.
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2 LRF Mjölk (2019) Hjärta mjölk https://mjolk.se/dairy-matrix-darfor-ar-mjolk-sa-unikt-halsosamt/
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Swedish milk has a low climate impact compared with the 
global average. We are working towards becoming com- 
pletely fossil-free by 2045.3

INCREASE FEASIBILITY:  
Increase farmer registration in Klimatkollen with 30 per cent 
by 2020. 100 per cent by 2030. 
STATUS 2019:    33 %

ENERGY:  
100 per cent renewable energy in production 2025.
STATUS 2019:    97 %

TRANSPORTS:  
Fossil-free transportation by 2025.
STATUS 2019:    92 %

TRANSPORTS:  
Reduce relative CO2 emissions from heavy transport by  
70 per cent by 2020 compared to 2010.
STATUS 2019:    78 %

WATER USE:  
40 per cent reduction in water use in 2020 compared to 2016. 
STATUS 2019:    12 % increase

SEWAGE DISCHARGES:  
40 per cent reduced COD in 2020 compared to 2017.  
STATUS 2019:    42 %

PACKAGING:  
100 per cent material recovery packaging. 
STATUS 2019:    96 %

PACKAGING: 
100 per cent material recovery packaging. 
STATUS 2019:    79 %

WASTE: 
Reduce the amount of combustible waste by 50 per cent  
by 2020 compared to 2014.
STATUS 2019:    –27 %

FOOD WASTE: 
A maximum of 0.1 per cent of sold volumes of finished 
products may be discarded. 
STATUS 2019:    0,19 %

 OUR RESPONSIBILITY FOR THE  
CLIMATE

GOALS & RESULTS

3 The data comes from FAO (2019) Climate change and the global dairy  
cattle sector and is calculated to Swedish conditions by LRF Milk.  
The calculation is based on the assumption that Swedish milk has  
a carbon footprint of 1kg CO2 - ekv./kg.

Positive climate impact on the farm 

Energy use

Transportation

Water use

Packaging and products

FOCUS ISSUES:
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THE GENERATIONAL GOAL – ENVIRON- 
MENTAL WORK FOR FUTURE GENERATIONS
In Sweden, the parliament has adopted the genera- 
tional goal, i.e. handing over to the next generation a 
society where the big environmental problems have been 
solved without causing increased environmental and health 
problems outside Sweden’s borders. This is a promise to 
future generations of restored ecosystems with biodiversity, 
clean air, healthy environments and rich nature experiences. 
It involves a change in lifestyle in which we create resource 
efficient cycles and use natural resources sparingly.

SWEDEN’S
MOST SUSTAIN-
ABLE DAIRY
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HEALTH
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Swedish milk has a climate  
impact that is 60 per cent lower  
than the global average.4

P O S I T I V E  C L I M A T E  I M P A C T  O N  T H E  F A R M



THE GOAL – TO BE SWEDEN’S  
MOST SUSTAINABLE DAIRY
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Production in dairies requires resources.  
That is why it is important to choose the right 
energy source, to use energy and water more 
efficiently and to reduce waste and food 
waste. We are also working continuously to 
reduce the amount of packaging materials 
and choosing materials that have as low an 
impact on the environment as possible. The 
packaging must have the greatest respect 
for nature while it also protects the food and 
meets the needs of our consumers. 

In order to reduce greenhouse gas emissions 
we feel we have a great responsibility that 
encompasses not just streamlining and im- 
proving the climate and environmental work 
at our own dairies. Improvement work is also 
taking place out on the farms that provide us 
with the milk we need. This involves both 
what the farmers themselves can do and 
what needs to happen in terms of research, 
for example regarding how to reduce the 
methane emissions from cows’ digestion. 

FARMS PLAY AN IMPORTANT ROLE
Dairy farms are a part of our cultural heritage 
and they contribute added value that is diffi- 
cult to emulate. Our landscape is kept open 
and its recreational value increases. They 
create jobs in rural areas, provide us with 
nutritious produce and contribute to carbon 
sequestration and increased humus levels in 
the soil thanks to ley crops for feed. The cows 
also provide manure, which is necessary in 
order to add nutrients to our fields. 

Sweden has around 300,000 dairy cows and 
their numbers have decreased in recent 
decades. If the cows disappear, many of the 
benefits they provide by converting grass to 
milk and meat for us to eat will also vanish. 

A number of issues need to be addressed on 
farms in order to meet the generational goal 
and the Swedish climate goals as well as our 
commitments in line with the UN Sustainable 
Development Goals. Our Swedish dairy cows 
currently account for four per cent of Swedish 
greenhouse gas emissions produced within 
Sweden’s borders. That can be compared to 
transport, which accounts for 32 per cent. 

However, it is important, in this context, to be 
aware of the fact that Swedish milk has a 
climate impact that is 60 per cent lower than 
the global average. The climate impact of 
food also needs to be considered in relation 
to climate impact from things that the 
consumer does not have a crucial need for, 
such as travel and clothes.

THE TOP PRIORITY IS  
REDUCED CLIMATE EMISSIONS
The climate impact of our dairy products, as 
well as for all other products and sectors, 
needs to decrease. That is why we are actively 
working to continually improve and make 
production more efficient and to encourage 
our dairy farmers in reducing the emissions 
caused by their farms. 

Our initiative encouraging farms to register in 
Klimatkollen (by the industry initiative Greppa 
näringen) has continued and in 2019, the num- 
ber of farms registered increased by 44 per

cent, which is an improvement compared to 
the previous year. Increasing registration in 
Klimatkollen means that farmers also receive 
advice and support to reduce their emissions. 
One hundred per cent of farms have also con- 
ducted energy surveys, which is one aspect of 
the farm certification scheme. 

It is important to point out that methane 
does not behave like carbon dioxide in the 
atmosphere. Methane breaks down in about 
12 years and therefore only affects the climate 
for a short period, while carbon dioxide has a 
long-term climate impact as it breaks down 
over several hundred years. That means that 
we need a target for carbon dioxide that is 
zero (or close to zero) and a target for meth- 
ane that means constant but not excessive 
emissions.

By thinking circularly, we want to reduce our impact on the environment from farm to table. The issue of climate is 
acute and has our full attention. We are setting increasingly ambitious targets, and carbon dioxide emissions from 
our dairies have been reduced by 95 per cent over the past ten years. Since 2016 the majority of our lorries have 
been fuelled by renewable diesel fuel. A massive development project is also ongoing with the aim being to hit the 
target of 100 per cent renewable packaging in ten years.

CL
IM

AT
E

Proportions of greenhouse gases from different parts of dairy production (seen in a life-cycle per- 
spective until the milk leaves the farm) for average Swedish milk production in 2005. The emis- 
sions are expressed as carbon dioxide equivalents per unit of milk. Each square represents the 
proportion of emissions contributed by the area.

PROPORTIONS OF GREENHOUSE GASES FROM DIFFERENT ACTIVITIES ON THE FARM

Henriksson, Maria (2014). Greenhouse gas emissions from Swedish milk production.  
Thesis, Swedish University of Agricultural Sciences.
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4 The data comes from FAO (2019) Climate change and the global dairy cattle sector and is calculated to Swedish conditions by LRF Milk.  
The calculation is based on the assumption that Swedish milk has a carbon footprint of 1kg CO2 - ekv./kg.



2019 COMPARED TO 2018

YEAR
PROPORTION OF  
RENEWABLE ENERGY 
USED IN PRODUCTION

DIRECT 
ENERGY USE 
(MWH/YEAR)

INDIRECT 
ENERGY USE  
(MWH/YEAR)

DIRECT CARBON  
DIOXID EMISSION 
(TONNES/YEAR)

INDIRECT CARBON  
DIOXID EMISSION 
(TONNES/YEAR)

2017 92 % 39 675 67 775 2 060 3 820

2018 97 % 39 980 70 110 880 2 850

2019 97 % 39 845 68 800 1 245 2 140

Summary of Skånemejerier's energy and climate result for 2019.  

* Direct energy use consists of natural gas, biogas and oil.

* Indirect energy consists of electricity and district heating.

* Direct emissions (Scope 1) of carbon dioxide relate to the fuel consumption that occurs in connection with our activities. For Skånemejerier this applies  
 to diesel emissions from stationary refrigeration trailers, biogas and oil, as well as transportation and company cars (company cars are new in the reporting  
 for 2019). 

* Indirect emissions (Scope 2) of carbon dioxide relate to the emissions released in connection to production of purchased heating and electricity  
 (district heating and electricity generation).

WE ARE AIMING FOR 100!

Running a dairy business requires lots of 
resources in the form of energy in order to 
power all the machinery, pumps, cooling sys- 
tems, ventilation etc. It also requires heat 
energy to heat-treat the products, wash equip- 
ment and heat premises. Skånemejerier's 
objective is for all production to be based on 
renewable fuel by 2025. The result for 2019 
shows the same figures as for 2018, i.e. 97 
per cent renewable energy in our four pro- 
duction facilities. What we still need to do in 
order to achieve 100 per cent renewable 
energy is to replace the small amounts of 
heating oil we use occasionally in Hjo and 
Kristianstad. 

HYDROELECTRIC POWER
As early as 2010 the electricity purchased 
was replaced by 100 per cent hydroelectric 
power. In 2012 this was also implemented at 
Hjordnära Mejeri, which means that all elec- 
tric energy purchased since then has been 
renewable with a guarantee of origin. This 
switch has meant that our carbon emissions 
from electricity consumption have been 
reduced by approximately 10,000 tonnes 
compared to 2010.

SAVING ENERGY
For Skånemejerier, it is not only important to 
choose the correct energy source but also to 
constantly make existing processes more 
efficient in order to reduce our impact and 
save natural resources. That is why both larger 
and smaller efficiency projects are ongoing.

The largest energy saving project in the last 
year is the recycling of hot water into a 100 m3 
accumulation tank in Malmö. Instead of 
using municipal water, which has a tempera- 
ture of approximately 7°C, the dairy can now 
fill up the heating system with 55°C hot water. 
The project has thus saved energy equiva-
lent to approximately 10 per cent of the 
dairy’s annual biogas use.

We are also continuously replacing old fluo- 
rescent tube fittings with LED lights. Approxi- 
mately 200 out of 750 light fittings (25 per 
cent) have been replaced in 2019 in the pro- 
duction facility at the Malmö dairy, and 
further replacements are planned for 2020. 
LED not only uses half as much energy as old 
lights, it also generates less heat which is 
exactly what is wanted in a facility that is 
dependent on keeping the temperature down. 

At the moment, the energy consumption is 
continuously monitored with the aid of key 
performance indicators (KPIs) for each 
facility and some facilities are also setting 
local energy efficiency targets.

PRODUCTION INCREASE IN MALMÖ
In this context, it is important to note that 
the increased energy consumption in our 
production facilities in recent years is due to 
the increase in production that has taken 
place, particularly the last four years, as the 
entire Malmö dairy has been expanded in 
order to produce other types of dairy products 
and increase the refrigeration capacity. The 
dairy portfolio is different today to what it was 
ten years ago. The products are now proces- 
sed to a greater extent, at the same time as 
the number of different articles is constantly 
increasing. The reason for this is that consu- 
mers are demanding more processed pro- 
ducts such as quark, milk with extended shelf 
life (ESL milk) and lactose-free milk, which 
require more resources to manufacture than 
regular pasteurised milk.
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 Energy consumption and carbon emissions from Skånemejerier’s facilities and transportation 2017–2019.

Our production facilities are already powered by 97 per cent renewable energy. The goal is to reach 100 per  
cent by 2025. But we will not stop there. We are also creating smart energy cycles that reduce our impact and  
save natural resources.

FIGURE #13

E N E R G Y  U S E



FOSSIL-FREE 
TRANSPORTATION ON ITS WAY

In 2019, we signed the Transportation Initia- 
tive from DLF (a Swedish grocery trade sup- 
pliers association), which means that the 
industry is to achieve fossil-free5 domestic 
transportation by 2025. This applies to both 
in-house and outsourced transportation. 

RENEWABLE DIESEL
Vehicles with fossil-free fuel are prioritised 
and vehicles have to be driven in a way that 
makes efficient use of fuel. During 2019 the 
process of getting our suppliers to switch to 
HVO fuel has progressed and this is a require- 
ment in new procurements. In order to ensure 
access to HVO, there is a filling station at our 
Malmö dairy where transport operators fill up 
at cost price. As of 2019, we are also ensu- 
ring that the HVO we use is certified free from 
palm oil. 

In Sweden, HVO fuel has emerged as a key 
fuel for developing a fossil-free fleet of vehi- 

cles. HVO is a synthetic diesel made from 
vegetable oils and animal fat. It is an entirely 
renewable fuel which from a usage point of 
view is identical to fossil diesel but that 
produces almost 90 per cent lower carbon 
emissions.

However, the fact that HVO has become a 
popular alternative to regular diesel creates a 
risk of limited availability. This means contin- 
ued close collaboration with our suppliers is 
necessary in order to ensure access to HVO. 
Preparedness and flexibility for other renewa-
ble fuels as we work towards becoming 100 
per cent fossil-free by 2025 is also necessary. 

OPTIMISED ROUTES AND SMART CO-LOADING
During the year, intense work has also been 
taking place to optimise and make lorries’ 
daily routes in Skåne more efficient in order 
to achieve a higher output ratio and to de- 
crease the number of vehicles on the roads. 

The output ratio is constantly reviewed to- 
gether with our customers as no one wants 
to drive empty lorries. 

Smart co-loading of goods from other compa- 
nies also increases the output ratio. For 
example, a collaboration was initiated in 
2019 with the company “No Waste” that 
coordinates smaller orders to customers 
together with other goods such as vegetables 
from other suppliers. During the year we have 
also coordinated deliveries to Coop with 
Skånemejerier’s order so that all Lindahls 
products can go on the Coop train.

If the Swedish climate goals are to be achieved, the major challenge is a more rapid transition to fossil-free fuel. 
The national goal is to achieve a fossil fuel-free fleet of vehicles by 2030. However, we want to progress even faster 
and are aiming towards 100 per cent fossil-free transportation by 2025. We are already at 92 per cent.
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5 In order for the transportation to count as fossil-free 
 it requires, under the proposal for the EU Renewable 
 Energy Directive (RED II), that the fuel results in an  
 decrease in emissions of 70 per cent compared to  
 fossil alternatives..
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Water use and discharge 
to water is a material 
risk in our value chain 
that requires careful 
control and investments 
in order to achieve the 
desired results.

W A T E R  U S E
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REDUCED EMISSIONS 
SAVE THE ENVIRONMENT

Water use and discharge to water is a mate- 
rial risk in our value chain that requires careful 
control and investments in order to achieve 
the desired results. Discharge to water is 
regulated in the conditions of our environ-
mental permits, which is why it is important 
to have control over this. The desired result is 
to reduce the amount of water used in pro- 
duction through optimisation, control and 
monitoring, as well as new technology.

Even though Sweden has good access to 
water compared to many other parts of the 
world, many people have realised the prob- 
lems that still may arise at these latitudes in 
the event of extreme summer temperatures 
with a lack of rain and empty groundwater 
reservoirs.

Of Skånemejerier's four facilities, three use 
municipal water. Malmö takes its water from 
the lakes Ringsjön and Vombsjön in the 
middle of Skåne, as well as from Bolmen in 
Småland. Kristianstads Ostförädling uses 
municipal water which is also groundwater. 
Hjordnära gets its water from lake Vättern 
and Kristianstads Mejeri has the right to use 
its own groundwater.

OPTIMISED PROCESSES SAVE WATER
The goal is to constantly reduce water usage. 
When installing new equipment, considera-
tion shall always be given to usage. During 
2019 and the beginning of 2020 work has 
been ongoing into install more water meters. 
This allows us to monitor usage more accu- 
rately in our processes and makes it easier 
see the effect of different measures. 

Process optimisations that have led to im- 
provements over the course of the year 
include the replacement of large parts of the 
washing chemicals at the Kristianstad dairy. 
This has resulted in a reduction in water usage 
of about 250 m3 per week. The Malmö dairy 
has installed recycling of the rinsing water 
from the gas boiler filter, with approximately 
70 m3 now being recycled each week. Two 
examples that together save around 16 mil- 
lion litres of water per year.

CHEMICALS ARE BEING PHASED OUT
Skånemejerier has an approval process for the 
introduction of new chemicals. This contri- 
butes to reducing the amount of chemicals 
that are on the Swedish Chemicals Agency’s 
PRIO list of substances to phase out and 
prioritise for risk reduction. Every new chemi- 

cal product shall be reviewed before being 
introduced and in parallel, hazardous chemi- 
cals are being phased out. 

In 2019, at least 16 chemical products on 
the PRIO list have been removed or replaced 
with less hazardous ones. The phasing out is 
ongoing in line with the general rules of con- 
sideration in regarding the principle of sub- 
stitution in the Swedish Environmental Code.

EXTRA PURIFICATION STEPS  
REDUCE DISCHARGE
One of the biggest risks in production is the 
discharge of dairy products into the drain. 
Due to its nutritional content, it is an environ-
mental burden that can disrupt operations at 
municipal sewage treatment plants and 
jeopardise the dairies’ environmental 
conditions, but it also leads to unnecessary 
costs for purchasing and treatment of raw 
materials and increased sewerage charges. 
That is why we continuously monitor the 
amount of fat and other organic substances 
in the wastewater coming out of our 
facilities. Naturally, we want all milk fat and 
protein that is taken into the facility to reach 
our customers and consumers.  Anything else 
is a loss and an innecessary food waste.

 YEAR SOURCE SURFACE WATER, m3/YEAR (%) GROUNDWATER, m3/YEAR (%) TOTALT (m3/YEAR)
 2017 Municipal water and own water catchment 737 880 (66 %) 374 160 (34 %) 1 112 040

 2018 Municipal water and own water catchment 700 005 (63 %) 417 160 (37 %) 1 117 165

 2019 Municipal water and own water catchment 696 320 (66 %) 357 600 (33 %) 1 053 920

 TARGET SEWAGE    PURIFICATION
FACILITY VOLUME (m3) SEWAGE VOLUME (m3) RECIPIENT BOD7 (TONNES) METHOD

 Water use.

 Sewage 2019.

By optimising our processes in the dairies and installing extra purification steps, we are reducing the discharge  
of nutrients into municipal sewage treatment plants. This saves both money and natural resources.
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Malmö Mejeri AB 600 000 627 340 Municipal water and 1 210 Only pH neutralisation
   own water catchment

Kristianstads Mejeri AB 400 000 388 885 Municipal water and 280  Only pH neutralisation
   own water catchment

Hjordnära Mejeri AB 35 000 50 300 Municipal water and 45 Flotation
   own water catchment

Kristianstads 7 360 6 840 Municipal water and – –
Ostförädling AB   own water catchment

Total 1 042 360 1 073 365 – 1 535 –
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It is important to include the entire value chain in the planning process 
when reducing the amounts of waste and food waste as the waste is 
produced in several different places. It is best prevented if all concerned 
stakeholders collaborate with one single focus – preventing waste and  
food waste.

REDUCED WASTE AND FOOD WASTE

There has been a major focus on food 
waste in the food business in 2019. Food 
waste has also been identified as one of 

Skånemejerier’s most important issues 
and we are currently working on the issue 
in line with the food waste hierarchy. 

  Prevention of food waste in production.FIGURE #16

R E D U C E D  W A S T E  A N D  F O O D  W A S T E
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” Food poverty in Sweden is  
 increasing, at the same time as  
 enormous amounts of food is  
 being thrown away. The partner- 
 ship with Skånemejerier feels  
 good is many ways. It contributes 
 both to more people avoiding  
 hunger and to less food waste.”

Matilda Jägerdén, 
Head of Unit at Café David in MalmöPREVENTING WASTE IN PRODUCTION 

Preventing food waste comes naturally as 
the components of milk are valuable – these 
are important nutrients and resources that 
we want to make use of. Production is con- 
trolled, measured and monitored into order 
to detect, remedy and minimise losses. Pro- 
duction losses are prevented though process 
planning by rebuilding and by using smaller 
diameter pipes, shorter pipes and gravity. 

We also try to make our consumers aware 
that the best before date is not an expiration 
date if the product is handled correctly. The 
best before date is set on the basis of a pre- 
sumption that the milk is being stored at a 
maximum temperature of 8°C, but if prod- 
ucts are stored at a lower temperature, their 
shelf life is extended. Towards the end of the 
year, the labelling “Bäst före ofta bra efter” 
[Best before often good after] was intro-
duced in order to encourage consumers to 
use their senses to assess whether or not an 
out of date product can be consumed in 
order to avoid throwing away food there is 
nothing wrong with.

Scrapped products that never reach the store 
are monitored. Products can be scrapped for 
many reasons such as mislabelling, being out 
of date or the wrong proportion of jam. We 
also monitor products sold at a discount and 
have key performance indicators for these. 
This also includes monitoring the reasons for 
scrapping on a weekly basis. Compared to 
2018, we have 234 tonnes more product in 
2019, (85 per cent), which due to an increase 
in production and many new products. At 
the same time, the amount of products sold 
at a discount has been reduced by 53 tonnes 
(8 per cent).

We have centralised large parts of the plan- 
ning department in order to standardise 
working methods and tools, which has resul- 
ted in improved oversight and opportunities 
for closer collaboration between various parts 
of the business. In 2020 we will be updating 
our forecasting tool with a new IT system 
that is used globally within Lactalis.

Our biggest challenge in 2019 has been to 
reduce the scrapping of products due to the 
sales volume not reaching our minimum 
production volume. In 2019, we initiated a 
project relating to the optimisation of our 
product portfolio, which has given us a good 
basis on which to reduce scrapping in 2020. 
We need to maintain the focus on seasonal 
products where the volumes fluctuate heavily 
from one week to the next.

PROCESS FOR PEOPLE 
Process for people is second from the top of 
the food waste hierarchy and is an important 
factor in preventing food waste. Using the milk 
that comes from the machines when they 
are started, when the production run is 
changed and at the end of the production 
run for sour milk or yoghurt is a great way to 
reduce environmental impact and ensure 
that we are making use of as much raw 
material as we can. Left over skimmed milk is 
also transported from the dairy in Malmö to 
Kristianstad, concentrated by evaporation 
and exported as condensed milk. 

DONATE TO PEOPLE
Finally, we are constantly working to find new 
channels and customers to sell or donate left- 
over products to instead of having to scrap 
them. Skånemejerier also promotes the issue 
of food waste among our customers, which 
has involved, among other things, producing 
brochures that help the catering trade make 
simple dishes adapted to our packaging sizes. 

Each day around 180 people come to Café 
David in central Malmö, which is run by the 

homeless charity Skåne Stadsmission, in order 
to receive support and get a meal. There is a 
free breakfast, a subsidised lunch, counsel-
ling, clean clothes, a shower and the oppor- 
tunity to see a nurse, doctor and dentist. Last 
year more than 30,000 breakfasts and over 
22,000 lunches were served there. 

In order to reduce our waste and create 
greater value from our surplus products, we 
have continued our partnership with Skåne 
Stadsmission in 2019. This means that they 
receive up to two deliveries a week of surplus 
products that would otherwise have been 
thrown away. Skånemejerier donated 
approximately six tonnes of food in 2019. 
Food that, instead of being thrown away, 
ended up in a hungry stomach. 

Some of the products are also sent to a 
grocery bag delivery service intended for 
young people and families with children. 
Each week between 140 and 150 grocery 
bags containing nutritious and healthy food 
are delivered to people in Malmö.



ANIMAL FEED
Whey is a by-product of the cheese and quark- 
making process. Whey from the Malmö dairy 
is used as animal feed, but could also be filte- 
red and used as whey protein powder. This is 
already being done in Kristianstad, where the 
whey from cheese production is concentrated 
by evaporating the water. This also reduces 
the unnecessary transport of water. 

BIOGAS
Products in packaging returned to us from 
stores, as well as cheese crumbs that are pro- 
duced when hard cheese is cut into pieces are 
used for biogas production. Fat from grease 
traps at our facilities is also used to make bio- 
gas. Two of Skånemejerier’s facilities are run 
entirely or partially on biogas. The Malmö 
dairy with the help of the Green Gas Principle 
and in Hjo, the gas is produced from manure 
from a nearby dairy farm and scrapped pro- 
ducts and sludge from the dairy’s sewage 
treatment works. 

THE GOAL IS TO HALVE THE  
AMOUNT OF COMBUSTIBLE WASTE
Waste monitoring rounds, optimisation, infor- 
mation and harmonised labelling of vessels 
has led to improved waste management at 
the dairies. A larger dairy generates over forty 
waste fractions. 

The target is to reduce combustible waste by 
50 per cent in relation to cardboard, packa- 
ging, hard plastic and soft plastic by 2020. 
when compared to the figures for 2014. In 
2018, the 50 per cent limit was surpassed for 
Malmö Mejeri AB as the outcome was fully 
58 per cent. It has been more than 15 years 
since such small amounts of combustible 
waste were produced at the dairy. Improve-
ments are also ongoing at Kristianstads 
Mejeri AB, which will hopefully lead to the 
dairy getting closer to the target that has 
been set. The reduction has been a modest 
six per cent compared to 2014. During a 
senior management meeting at the end of 
2018, it was decided that the waste target  

and the proportion of combustible waste will 
also be followed up at Hjordnära Mejeri and 
the cheese maturation facility in 2019.
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FIGURE #17
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Combustible waste.

  A biogas producer injects biogas into the network and sells it to a customer (Skånemejerier), who enters into an agreement with 
the prodcer to supply a proportion of biogas that corresponds to the amount required for that particular customer’s operations. This promotes increased use 
of biogas as the producer can inject biogas into a network somewhere in Sweden and sell it to a customer that extracts if from another gas network.

GREEN GAS PRINCIPLE 



Good packaging protects its contents for a 
long time and makes it easy for the consu- 
mer to get all the food out of it. At the same 
time, some packaging creates big problems 
for our environment, not least for our oceans. 
Every year, around eight million tonnes of 
plastic ends up in the oceans and a large pro- 
portion of this is packaging. It is estimated 
that there will be more plastic than fish in  
the oceans by 2050 – a horrendous thought.

THE PLASTIC INITIATIVE FOR  
INCREASED RECYCLING
In 2019, we have signed up to the Plastic 
Initiative from DLF (a Swedish grocery trade 
suppliers association). This is an important 
step in which we commit to working towards 
100 per cent recyclable packaging by 2022 
and 100 per cent renewable packaging by 
2030. 

At the same time, there has been a sharp 
reduction over the last few years in how much 
packaging is being recycled in Sweden. It was 
previously presumed that three quarters  
of all plastic packaging collected was being 
recycled, but an estimate made by Avfall 
Sverige in 20206 shows that currently only  
35 per cent of all plastic packaging collected 

is being recycled and turned into new pro- 
ducts. The remainder, 65 per cent, is being 
sent for energy recovery. One reason for this 
is that the demand for recycled plastic is too 
low. This presents a major challenge as the 
majority of our food packaging is actually 
recyclable.

This year, in order to concentrate efforts, we 
have started an internal packaging commit- 
tee at Skånemejerier which will produce a 
packaging strategy. A new type of packaging 
we launched during the year, and which we 
are especially proud of, is the tub for Salakis 
yoghurt that consists of nearly 70 per cent 
paper. This packaging is very much in line with 

our move towards more plant-based and 
recyclable packaging.

Another important issue for our packaging 
strategy is reducing the amount of unneces- 
sary packaging material. For example, in 2019 
we have reduced the amount of plastic in our 
packaging for the cheese hushållsost by 10 per 
cent without affecting shelf-life or function. 
Some products with a spoon in the lid have 
been removed during the year. At the moment, 
the proportion of renewable and recyclable 
packaging we use can be seen in the figure 
below.

DEVELOPMENT TOWARDS  
A CIRCULAR ECONOMY
Circular economy is a concept that involves 
large parts of our society, and Skånemejerier 
has been basing its work on the circular 
model for many years. Within the field of 
packaging, circular economy means that as 
much material as possible is recycled and 
reused. That means that it is sometimes 
necessary to use a somewhat thicker plastic 
of a good quality in order to allow a thinner, 
poor quality plastic material to be removed. 
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BETTER PACKAGING  
– LESS ENVIRONMENTAL IMPACT

 The proportion of recyclable and renewable packaging.

Improving our packaging is at the top of our agenda. We are striving to achieve flows that are as circular as 
possible in order to save both materials and energy. The goals are ambitious – 100 per cent recyclable packaging 
by 2022 and 100 per cent renewable packaging by 2030. CL
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FIGURE #18

Aluminium 0,6 %
Paper and cardboard 78,7 %
Plastic  20,7 % 
*100% is the equivalent of 8 336,3 tonnes of material

PROPORTION OF 
RECYCLABLE MATERIAL

MATERIAL PROPORTION OF 
RENEWABLE

96,3 %100 %* 79 %
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6 Avfall Sverige (2020) Proportion of recyclable 
and renewable packaging.
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Achieving a higher proportion of renewable 
materials, recyclable materials and pack- 
aging that is easy to transport, handle and 
recycle requires both investments and further 
packaging development on the part of us 
and our suppliers. It will also be necessary for 
those who handle the recycling of our pack- 
aging to invest and create opportunities to 
recycle all types of packaging. One example 
is biodegradable plastic packaging, which is 
currently classified as a bad type of plastic in 
the waste sorting process, which is some- 
thing that needs to change.

We are collaborating with our packaging sup- 
pliers and FTI in order to understand what 
materials should be used and ensure that 
new packaging that is developed is as recy- 
clable as possible. Life cycle analyses are used 
to assess the difference in environmental 
impact between different packaging and find 
possible improvements. An increasing number 
of good packaging options are cropping up 
such as PET bottles made out of recycled 
plastic.

RECYCLING SAVES RESOURCES  
AND THE ENVIRONMENT
In the Swedish Government Official Report 
Resurs i retur [Recycled resources], SOU 
2001:102, it was established that recycling 
packaging is good for the environment. An 
analysis conducted by IVL Swedish Environ- 
mental Research Institute in 2014 also shows 
that the level of recycling plays a bigger part 
in the environmental impact of a carton than 
the packaging material itself. The recycled 
material that is used to make new packaging 
reduces the use of both raw materials and 
energy.

Plastic caps are a very small proportion of 
our packaging but is a major plastic culprit in 
the ocean. Caps on packaging require people 
to recycle them and make sure that they do 
not end up in the environment. Here we must 
get our customers and consumers on board 
as it requires a change in behaviour if we  
are to be able to remove pieces of existing-
packaging, primarily from a convenience per- 
spective.

If all Swedish households 
recycled one more piece of 
plastic packaging a month, 
carbon dioxide emissions 
would be reduced by 3 600 
tonnes, which is equivalent  
to the emissions from about 
1 200 petrol-driven cars  
each year or 675 medium- 
sized houses.

P A C K A G I N G

STEP BY STEP IN THE RIGHT DIRECTION
By reducing the weight of our packaging or 
changing its material, we are able to lower our 
carbon emissions. We are working actively to- 
wards increasing the shelf life of our products 
and thus reducing food waste. 

For example, together with a packaging sup- 
plier we have launched Pure-Pak® Sense which 
is easier to fold and thus results in less food 
waste. The cap on our organic milk from 
Hjordnära and the two litre cartons of Bravo 
juice has been replaced with one made from 
renewable raw materials. And a few years ago 
we also launched a carton bottle that replaced 
the plastic bottle for our drinking yoghurt. 

All our cartons are made from FSC approved 
raw materials. FSC, Forest Stewardship Council, 
is an independent, international membership 
organisation that encourages use of the earth’s 
forests in a way that is environmentally sus- 
tainable, of benefit to society and financially 
viable through the certification system FSC.
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DO THE ENVIRONMENT A  
FAVOUR – CHOOSE SWEDISH MILK
Swedish milk has 60 per cent lower greenhouse gas emissions per kilo of milk than the global average7.   
When you choose Swedish milk, cheese, yoghurt and cream you are making a sustainable choice for both the 
planet and yourself. Milk is a very nutritious food that contains 18 of the 22 most important nutrients we need  
to consume every day8. It is no coincidence that milk and dairy products are included in dietary recommendations 
all over the world.
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P A C K A G I N G

MILK IS NATURALLY NUTRITIOUS 
Research9 shows that milk has several positive health qualities 
that are not found in enriched food. A foodstuff is not just the sum 
of its nutrients. It is the unique combination and interaction 
between all of these nutrients that build a foodstuff and that also 
affects how your body absorbs the nutrients. 

METHANE BREAKS DOWN FASTER THAN CARBON DIOXIDE 
The climate impact of our Swedish dairy products is partly about 
the methane that is produced when the cows digest their food. 
Methane is a greenhouse gas but, unlike carbon dioxide which 
stays in the atmosphere for hundreds of years, methane breaks 
down in about ten years. In order to halt the warming of the 
planet, we need to reduce carbon emissions – not the number  
of cows.

THE COWS ARE MAKING A CONTRIBUTION TO NATURE 
When cows graze on meadows and in fields they help preserve a 
diversity of grasses and other plant species, which in turn results 
in a multitude of insects, which in turn are food for many species 
of birds. Pastures also help bind carbon in the soil, which in turn is 
good for the climate. This is also a good use of resources as grass 
often grows in places where other food cannot be grown. 

DO NOT OPT OUT, OPT FOR SWEDISH 
Carbon emissions must be reduced and every consumer can do 
their bit. One way to do so is to choose Swedish food. According 
to a survey carried out by the Swedish Environmental Protection 
Agency, we can reduce out climate impact significantly by 
choosing dairy products and other food from Sweden.

CLIMATE FACTS ABOUT MILK 

  7 According to the report Climate Change and the Global Dairy Cattle Sector – 
The role of the dairy sector in a low-carbon future from FAO (2019, p. 24) the world  
average in 2015 was 2.5 kg CO

2
e and according to LRF Milk Swedish milk has an  

average of 1 kg CO
2
e/kg.

  8 LRF Mjölk (2019). https://mjolk.se/dairy-matrix-darfor-ar-mjolk-sa-unikt-halsosamt/
  9 LRF Mjölk (2019). Mjölkmatrisen – därför är mjölk så unikt hälsosam  

[The Milk Matrix – why milk is so uniquely healthy], LRF Mjölk: https://mjolk.se/ 
dairy-matrix-darfor-ar-mjolk-sa-unikt-halsosamt/
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 OUR RESPONSIBILITY FOR  
ANIMAL WELFARE

GOALS & RESULTS

FOCUS ISSUES:

Our milk comes from farms in the south of Sweden that have a 
focus on the health of their cows. If the cows are feeling good, 
they will also produce milk in the right amount and quality.

ORGANIC PRODUCTION:  
Maintain the current volume of organic milk compared  
with 2017 (15 per cent). 
STATUS 2019:    15 %

NATURAL PASTURE:  
Conserve unfertilised natural pasture compared  
with 2017 (14 per cent)
STATUS 2019:    14 %

SOY PRODUCTION:  
100 per cent responsibly produced soy.
STATUS 2019:    100 %

FEED:  
100 per cent GMO-free feed.
STATUS 2019:    100 %

Research collaboration 

Biodiversity 

Farmers, our most important partners 

Sustainable feed
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C O L L A B O R A T I O N  W I T H  R E S E A R C H

ANIMAL WELFARE – THE FOUNDATION 
OF OUR SUSTAINABILITY EFFORTS

For Skånemejerier, good animal welfare is an 
obvious part of achieving sustainable agri- 
culture. Providing our animals with the best 
possible care is logical from a business pers- 
pective as we want our products to be of the 
highest quality. For cows to produce milk, 
they must feel good, and when the cows are 
happy and healthy they can also produce 
the right amount of milk.

FARMERS ARE OUR  
MOST IMPORTANT PARTNERS 
Working together with farmers is essential for 
us, and we need to act together to deal with 
the global challenges we are facing. We are 
incredibly proud of our skilful farmers who are 
doing an amazing job. By being good obser- 
vers and being knowledgeable about of the 
animals’ normal behaviour, they are able to 
give their cows the best possible conditions 
for feeling good. 

Modern technology is now also a great help 
on many farms. Most cows have a collar with 
a sensor which senses that the cow is getting 
the right feed at the right time and that they 
are moving around in the way they should.

HEALTHY AND HAPPY COWS 
PROVIDE GOOD MILK
Skånemejerier works together with 331 farms 
that has a total of 46 298 cows, 88 per cent 
of which are kept in loose housing. Being kept 
in loose housing means that, during the 
housing season, the cows are kept indoors, 
where they are able to move around freely 
and choose when they want to eat or lie down. 
By law, all new livestock housing that is built 
today must be built for loose housing, so this 
figure is constantly increasing. The mild 
climate in southern Sweden also means that 
they can stay outside longer.

In Sweden, we have an animal protection act 
in place to ensure our animals are cared for and 
it has long been prohibited to use antibiotics 
for preventative purposes. Statistics from the 
European Medicines Agency show that we 
have among the lowest use of antibiotics in 
the entire EU – only Norway and Iceland have 
lower numbers – which is yet another reason 
to defend our Swedish milk production. 

In 2019, when WWF released the “Meat Guide” 
in order to make it easier for consumers to 

make sustainable choices, a major national 
discussion of antibiotics ensued, and the 
guide encourages consumers to choose 
Swedish and organic labelled products.

QUALITY ASSURED FARMS
We are the largest dairy in Sweden that inde- 
pendently certifies our farms through a third 
party, i.e. an external company that visits 
randomly selected farms. All farms that sup- 
ply us with milk are certified in accordance 
with the ISO 9001 quality management 
system. This reinforces our sustainability 
efforts and creates transparency in terms of 
what kind of improvements are being made 
on the farm. The certification process invol- 
ves looking at animal welfare, milk quality, 
the work environment and cultivation of crops. 
Skånemejerier’s internal auditor visits the 
farms regularly and the farmers carry out 
annual self-inspections of their own opera- 
tions.

Our farmers must ensure that their cows and their employees are doing well every day of the year.  
This is work that is based on commitment, presence and experience.
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88 per cent of cows 
are kept in loose 
housing and 100 per 
cent of all farms have 
a third party certifi- 
cation in accordance 
with ISO 9001.
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COLLABORATION WITH  
THE RESEARCH COMMUNITY
Over the last few years there has been increased interest in how agriculture affects but also improves the climate, 
and many interesting research projects have been initiated. In partnership with the Swedish University of Agri- 
cultural Sciences, Skånemejerier will continue to monitor and support the work being done to find better solutions.

In 2018, Skånemejerier began a partnership 
with SLU (the Swedish University of Agricul- 
tural Sciences), the goal of which is to find 
sustainable solutions for reducing the climate 
impact of agriculture through collaboration 
with researchers, farmers and others.

COULD ALGAE IN CATTLE  
FEED BE A PART OF THE SOLUTION?
One of the projects we are supporting is based 
on research from James Cook University in 
Australia, where scientists have found that 
mixing algae into cattle feed can reduce the 
amount of methane created in the rumen of 
cows. By adding the red algae Asparagopsis 
taxiformis, 80 per cent of the animals’ meth- 

ane emissions disappeared over a 72-day 
period. 

We have continued our dialogue with research- 
ers in 2019, but some questions remain con- 
cerning how the milk quality may be affected 
before the method can be put to practical 
use. We also need to review algae cultivation 
and logistics further if this to become a sus- 
tainable option. This research partnership has 
been strengthened over the course of the year, 
and we hope to find a sustainably produced 
feed additive based on this algae. Research-
ers are testing the algae in feed for Swedish 
cows in the spring of 2020 in order to ensure 
milk quality remains good and that the meth- 
ane reduction effect is permanent over time.

NEW PARTNERSHIPS FOR RESEARCH
Skånemejerier also participates as a partner 
in Partnerskap Alnarp, which is an organisa-
tion that promotes collaboration between 
SLU in Alnarp and businesses, authorities 
and trade associations in southern Sweden. 
This is a venue for initiating research and 
development projects, seminars, degree 
projects and mentorship programmes within 
the fields of agriculture, gardening and 
forestry. In 2019, Skånemejerier supported 
the seminars Alnarps Mjölkdag [Alnarp’s Milk 
Day] and Alnarps Nötköttsdag [Alnarp’s Beef 
Day]. Skånemejerier participates specifically 
in the advisory council for milk.

By adding the red algae 
Asparagopsis taxiformis, 
80 per cent of the 
animals’ methane emis- 
sions disappeared over  
a 72-day period.



49

AN
IM

AL
 W

EL
FA

RE

NATURAL GRAZING  
LEADS TO BIODIVERSITY 

Ecosystem services can be defined as the 
products and services natural ecosystems pro- 
vide to humans and which contribute to our 
welfare and quality of life. Some examples 
are the production of food, feed and fibre. 
These services are in turn dependant on a 
number of supporting services such as nutrient 
cycles, regulation of water flows, biological 
control and pollination. This is what makes 
the agricultural landscape so important.

We must also not forget the other ecosystem 
services our farms provide, such as recreation 
and the interaction between the cultivated 
landscape and grazing cattle that provides 
benefits in a cycle that is difficult to mimic. 

NATURAL PASTURES ARE TEEMING WITH LIFE 
Without our grazing animals our grasslands 
would become overgrown. When cows graze 
they provide space for endangered and rare 
species. According to WWF, natural pasture is 
one of the environments in the Swedish culti- 
vated landscape that has the greatest diver- 
sity of species. One square metre of natural 
pasture has as many species as a square 
metre of rainforest. Natural pastures are home 
to hundreds of insect species that live on 
dung, as well as plants and fungi that we 
need to protect. If this land is not managed 
satisfactorily through grazing or haymaking 
and grazing, the flora and fauna that are 
found there will vanish.

MORE FOCUS ON NATURAL  
GRAZING AND BIODIVERSITY
Our dairy farmers currently have 9 506 hecta-  
res of natural pasture on their farms. So far, 
the focus has been on maintaining the natu- 
ral pastures at the same level as in 2017, i.e. 
14 per cent. In addition, we want to ramp up 
communication and highlight the ecosystem 
services and other positive values generated 
by grazing cows. 

Our farms provide for various types of land 
use. The grassy areas between farms and 
cultivated land are also beneficial for biodi- 
versity and the pollination that provides us 
with other foodstuffs that are important to 
us, such as fruit and berries.

Biodiversity is crucial to the well-being of our planet and has a direct impact on our lives.  
Our agricultural landscape can be both beneficial and detrimental to biodiversity – one positive example  
is the natural pastures we want to conserve.
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In 2019 we had  
20 000 visitors come 
to our popular cow 
release events.
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COLLABORATION WITH FARMERS

In spring, our dairy farmers open up their 
farms to the public in order to spread infor- 
mation about the origins of the milk they 
drink, the cows’ well-being, life on farms and 
the work that goes into every litre of milk. 
Skånemejerier is there, contributing through 
coordination and by providing support to the 
farms ahead of these events. 

For example, in 2019 we had 20 000 visitors 
come to our popular cow release events. We 
provide opportunities for school classes to go 
on field trips to our “visitors farms” and some 
of our milk suppliers open their farms for a day 
under the banner “open farm”.

COW HOMECOMING  
SHOWS HOW THE COWS  
LIVE IN WINTER

WHAT DOES SUSTAINABILITY MEAN TO YOU? 
For me, sustainability is thinking long term 
and having a plan for what you are doing. 
Both financially, environmentally and, obvi- 
ously, with a great deal of thought put into 
animal welfare.

YOU HOSTED A COW  
HOMECOMING THIS YEAR. WHY?
Because too many people only see cows out 
grazing, then winter comes and the cows just 
“disappear”. I think it’s important to show 
how good they have it in our modern cow- 
sheds with robots and grooming-brushes. 
But, of course, I still think it’s important that 
cows get to be outside as much as possible.

WHAT’S THE BEST THING  
ABOUT BEING A FARMER?
That no day is like the next. That you get to 
follow the seasons. And that you can never 
learn everything, there are always new things 
to learn and become better at. And, of course, 
that I get to work with these fantastic cows.  

YOU RUN ONE OF SKÅNEMEJERIER’S 
VISITORS FARMS. WHAT DOES THAT MEAN?
It means that I welcome visitors to the farm, 
mostly school classes. It’s fun to get to tell 
them about my everyday life and about 
what it’s really like here at the farm. It’s 
important that the children get to see how 
food is produced.

IN YOUR OPINION, WHAT IS THE BEST  
FEED IN TERMS OF SUSTAINABILITY?
Grazing or feed crops grown close to the farm.

WHAT IS YOUR VIEW  
ON SUSTAINABLE FARMING?
Of course, it’s important that we continue 
working with a focus on sustainability but at 
the same time, Swedish farmers are at the 
forefront of that work, which I think it’s 
important to inform our Swedish consumers 
about.

WHAT DO YOU THINK WE, AS CONSUMERS, 
NEED TO UNDERSTAND BETTER WHEN  
IT COMES TO THE FUTURE OF FARMING AND 
SUSTAINABLE AGRICULTURE?
– I think consumers need to gain more 
understanding of how a farm works in 
practice and about everything we do to 
create sustainable food production out on 
the farms. The fact that we farmers are 
working to do what is best for our environ-
ment as we not only make a living from the 
soil but also from what it can produce. 

Our Swedish consumers must have faith in 
the country’s farmers and choose our 
Swedish products. This is essential if Swedish 
production is to increase so that we can 
reduce imports of food produced under 
worse conditions for both animals, the 
environment and people.

An increasing number of consumers want to know where the milk they drink comes from.  
We would like there to be closer contact between consumers and farms so that people are aware of the origins  
of the products and understand their cultural and social value.

Most people know what a cow release is but cow homecoming is a new idea that one of our skilful milk suppliers, 
Malin Gustavsson, tried for the first time in 2019. She runs a dairy farm outside Ljungby in Småland and wanted  
to show the public what it looks like inside a modern cowshed with loose housing. 
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SUSTAINABLE FEED

Skånemejerier requires all farms to conduct a 
feed analysis each year in order to optimise 
the feeding of their animals. Knowing the 
nutrient content of the feed and by using the 
right amount of feed concentrates decreases 
the risk of unnecessary loss of plant nutrients. 

Through our verification requirements and 
control of cultivation and fertilisation plans. 
We are able to ensure that manure is used in 
the correct way and that the use of artificial 
fertilizer, nitrogen needs and other parameters 
important for cultivation are well planned.

PROTECT LAND AND WATER  
The properties of the soil are incredibly impor- 
tant when growing feed for cows. The major- 
ity of all farms that grow feed for our milk 
suppliers carry out soil mapping in order to 
determine the soil’s nutrient and calcium 
content, soil type and humus level. 

They also produce a plant nutrient balance 
in order to measure the difference between 
added and removed plant nutrients so that it 
is possible to adapt fertilisation and liming as 
required. No fertilisation may take place near 
watercourses, and all fertilisers must be 
driven out to the fields in accordance with 
strict rules.

RESPONSIBLE FEED PRODUCTION
Feed crops (grass, clover and leguminous 
plants) form a large part of Swedish cows’ feed. 
The amount of pesticides used for this feed 
is low. However, chemical pesticides are used 
in the cultivation of cereals and feed concen- 
trates, which cows also receive. As part of our 
farm certification scheme, we monitor on the 
use of plant protection products and ensure 
that these are used in a responsible manner.

Our farms provide for various types of land 
use. The grassy areas between farms and 
cultivated land are also beneficial for biodiver- 
sity and the pollination that provides us with 
other foodstuffs that are important to us, such 
as fruit and berries.

SUSTAINABILITY CULTIVATED SOY
Soy is a source of protein in animal feed. The 
proportion of soy in the feed of Swedish dairy 
cows is on average 2 per cent according to 

LRF Mjölk. Skånemejerier has signed the “Soy 
Dialogue”, which demands that all soy con- 
nected to our animal products is responsibly 
produced in accordance with ProTerra or RTRS 
(Round Table on Responsible Soy) and that 
cultivation is not conducted in unique natural 
areas such as the Atlantic Forest, the Cerrado 
or the Amazon rainforest. This commitment 
includes all subsidiaries of Skånemejerier AB. 

Demanding responsibly produced soy on our 
farms is one thing, but it is difficult to do that 
for the animal products we import. That is 
why we purchase certificates that correspond 
to the amount of soy these products are 
linked to. We receive help from Soy4Brands 
in order to do this in a good way. Soy4Brands 
is an organisation that works for sustainable 
regional development in countries including 
Brazil, where the majority of soy comes from. 
The certificates go to RTRS certified farms. 

In 2019, we have also chosen to support 
farms that produce GMO-free responsible soy. 
The GMO-free soy is produced in the Brazi- 
lian Cerrado region and the certificates are 
the first to be sold in Sweden. The sale went 
to Fazendas Bartira, which has been inves- 
ting in agricultural development in Brazil for 
more than 30 years.

IS ORGANIC FEED MORE SUSTAINABLE?
There is ongoing debate as to whether 
organic is more sustainable from a global 
perspective, but it is worth knowing that 
organic farming gives us better conditions in 
which to cope with climate change. Organic 
farms are surrounded by more animals and 
plants, which increases our chances of mana- 
ging flooding, drought and insect attacks etc. 

Artificial fertilisers are forbidden in organic 
production. Instead, it requires careful plan- 
ning in which crops are varied and where 
leguminous plants are important for adding 
nutrients to the soil. Neither organic nor con- 
ventional farming have solved the issues of 
nutrient loss, but not using artificial fertilisers 
is one step on the way. In the future, agri- 
culture must make even more efficient use  
of plant nutrients. 

Good feed is important in order for our cows to feel good. How the feed  
has been produced is also important for nature. Locally produced feed has 
a lower climate impact, and better control of cultivation and fertilisation 
plans reduces the risk of eutrophication in lakes and watercourses.

S U S T A I N A B L E  F E E D
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Organic farms are 
surrounded by more 
animals and plants,  
which increases our  
chances of managing 
flooding, drought and 
insect attacks etc.
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We take long-term responsibility for our employees  
and our business relationships with suppliers, customers  
and other partners.

RESPONSIBLE SUPPLIERS:  
100 per cent of significant agreements with suppliers 
include the principles of Skånemejerier’s code of conduct.
STATUS 2019: See chapter Responsibility in the supply chain

EMPLOYEE SURVEY:  
At least 95 per cent response rate
STATUS 2019:    71 %

ABSENCE DUE TO ILLNESS:  
Max 4 per cent absence due to illness.
STATUS 2019:    4,95 %

ACCIDENTS:  
Accident rate of max 15 LTI (LTI= the number of accidents 
that result in more than one day of absence, multiplied by 
one million and divided by the total number of working hours.
STATUS 2019:    11,65 LTI

INCIDENT REPORTING:  
At least 455 reported incidents.
STATUS 2019:    536

Responsible suppliers

Sustainable workplace

Safety

Social commitment

 OUR RESPONSIBILITY FOR  
RELATIONSHIPS

GOALS & RESULTS

FOCUS ISSUES:
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Our ambition is for the choices we make to 
have a positive impact on our business part- 
ners and their surroundings in our supply 
chain. We check and monitor our suppliers in 
order to secure the entire value chain from 
farm to table – and the goal is to evaluate all 
suppliers based on a risk analysis and follow- 
up of partnerships in accordance with our 
specifications. If we do not monitor and docu- 
ment compliance carefully, there is a risk that 
our business will contribute to unnecessary 
emissions, child labour and negative climate 
impact, among other things.

FOCUS ON THE REVISED CODE OF CONDUCT
One of our most important tasks is to ensure 
that all purchases from suppliers take place 
on ethical grounds and that they adhere to 
our code of conduct and the principles of the 
UN Global Compact on which our code of 
conduct is based. In practice, this means that 
the raw materials and ingredients used in our 
products must be sustainably grown, produ- 
ced without corruption and with a focus on 
human rights. 

Skånemejerier’s code of conduct was revised 
in 2019. All employees are expected to report 
deviations from the code of conduct and this 
can be done anonymously. Reports received 
are evaluated and an internal investigation is 
conducted when necessary. During 2020, all 

managers at Skånemejerier will receive 
training concerning the new code of conduct. 
Other employees will participate in online 
training.

If Skånemejerier is to be able to contribute to 
sustainable development it is not sufficient 
that we place demands only on ourselves,  
we also need to ensure that our suppliers are 
working in a responsible and sustainable way. 
Skånemejerier strives to form long-term 
business relationships that are built on trust 
and mutual value creation. When Skåne- 
mejerier enters into an agreement with a 
supplier or partner, we place demands on 
them in terms of corporate social respon- 
sibility. 

Our ambition is for as many of our suppliers 
as possible to adhere to Skånemejerier’s 
code of conduct and international standards 
for human rights such as the Universal Decla-
ration of Human Rights and the International 
Labour Organization’s (ILO’s) fundamental 
conventions. We also require that our suppli- 
ers work actively with prevention in order to 
decrease their environmental impact.

Skånemejerier’s purchasing takes place 
through a partnership between Skånemejerier 
and the parent group Lactalis, and we ad- 
here to Lactalis’ guidelines for purchasing 
raw materials and packaging materials. 
Suppliers are evaluated based on their ability 
to fulfil the requirements that are set. Gene- 
rally these requirements are divided into two 
parts: supporting documentation and risk 
assessments. Read more about these require- 
ments in our code of conduct, which can be 
found on our website. Skånemejerier also 
participates in a global network containing 
all of Lactalis’ auditors, where together we 
develop the audits that are conducted on 
suppliers’ premises.

ZERO TOLERANCE OF  
BRIBERY AND CORRUPTION 
It is prohibited to request or give any form  
of promise in connection with gifts. Skåne- 
mejerier and its employees must never use 
bribery or illicit payments of any kind in rela- 
tion to customers, suppliers, authorities or 
other decision makers for the purpose of, for 
example, creating or maintaining business 
relationships. Offers of hospitality may only 
be accepted if they are within the framework 
of good business practice. If in doubt as to 
what applies in an individual case, employees 
at Skånemejerier must always contact their 
line manager for guidance. There have been 
no violations in terms of bribery and corrup- 
tion in 2019.

RESPONSIBILITY  
IN THE SUPPLY CHAIN
A large portion of Skånemejerier’s purchases involve raw materials. Primarily milk, but our range includes every- 
thing from locally produced organic products to imported quality products. Having control over the purchasing of 
finished products, input goods such as fruit juice, fruit preparations, cleaning chemicals, energy and other things 
that are needed in order to provide consumers with products is important in order to ensure the supply chain is 
responsible and sustainable.

For more information,  
see the interview with  
our Purchasing Director  
Gary Curty.
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OUR RESPONSIBILITY FOR EMPLOYEES: 
A SUSTAINABLE WORKPLACE

DIVERSITY IS AN ASSET
Skånemejerier endeavours to have an inclu- 
sive workplace culture where all employees 
are treated equally, with respect, considera-
tion and appreciation for the individual. Con- 
sidering and embracing differences allows the 
company to have broad and varied experi- 
ences. This is a significant asset, the benefits 
of which include a greater and broader under-
standing of customers and markets in the rest 
of the world, which increases the company’s 
potential for growth. To support this work the 
company has a diversity policy that under- 
lines the importance of working to ensure 
the workplace is inclusive and acting on any 
reports of discrimination and victimisation 
that are received. 

Furthermore, the company has hired em- 
ployees with reduced work capacity due to 
disability for whom the Swedish Public Employ- 

ment Service pays a part of their salary to 
compensate for the adaptations that may be 
needed in the workplace. Skånemejerier has 
also welcomed a number of trainees with a 
foreign background in order to facilitate their 
entry into the Swedish labour market.

COOPERATION WITH  
UNIONS IMPROVES THE COMPANY
Representatives from the company and the 
trade unions cooperate in various ways to 
improve the company’s efficiency, profitabili-
ty and competitiveness. This creates the 
prerequisites for employment, security and 
development at work. 

Special Negotiation Board is Lactalis’ forum 
where employee representatives in the EU 
countries in which Lactalis has major busi- 
nesses meet company representatives from 
the group in order to discuss national issues.  
 

Skånemejerier participates with a union 
representative.

A SAFE WORKPLACE
As one aspect of encouraging a safe and 
good work environment, Skånemejerier and 
the trade unions have agreed to develop the 
effort to promote alcohol- and drug-free 
workplaces. For example, short-listed candi- 
dates for employment at Skånemejerier 
must always submit a negative drug test.  
In addition, from January 2020, random 
alcohol and drug tests will be carried out, 
which means that an external company will 
be making unannounced visits and taking 
tests from randomly selected employees. 

Since autumn 2019, all facilities also have a 
breathalyser that can be used if employees 
or contractors are suspected of being under 
the influence of alcohol in the workplace.

Skånemejerier works proactively to ensure the company, and the entire value chain, has good working conditions. 
This encompasses, among many other things, work involving issues such as diversity and equality, non-discrimi- 
nation, freedom of association and collective agreements, education, health and safety in the workplace.

EMPLOYEES
PERMANENT EMPLOYEES

Total 682
Of which are men 517
Of which are women 165

FULL-TIME EMPLOYEES

Total 651
Of which are men 497
Of which are women 154

WORKERS

Total 407
Of which are men 364
Of which are women 43

SENIOR MANAGEMENT GROUP

Total 14
Of which are men 10
Of which are women 4

SALARIED EMPLOYEES

Total 302
Of which are men 177
Of which are women 125

Men            Women

TOTAL 712

TEMPORARY EMPLOYEES

Total 30
Of which are men 23
Of which are women 7

PART-TIME EMPLOYEES

Total 61
Of which are men 47
Of which are women 14

100 %

100 % of our 
employees are 

covered by  
a collective  
agreement.

FIGURE #19
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The difference between workers and salaried employees is the work duties carried out and that entails belonging to different unions which in turn have different strategies 
in its collective agreements.



LEADERSHIP DEVELOPMENT  
HIGH ON THE AGENDA
Leadership has a great impact on the work 
environment and on how the group and 
company performs – in both the short and 
the long term. This means it is important to 
give managers good conditions in which to 
perform their duties. 

Consequently, Skånemejerier has invested 
greatly in training within the area of leader- 
ship and opportunities to create contacts and 
networks within the company. As leadership 
is one of our focus areas and an area that 
needs to be worked on continuously, we will 
continue working on this over the coming 
years.

ATMOSFÄR – SKÅNEMEJERIER’S  
EMPLOYEE SURVEY
Skånemejerier conducts an employee survey 
called ATMOSFÄR once a year. The aim of 
the survey is to continue improving working 
conditions and the work environment. The 
response rate for the company as a whole in 
2019 was 71 per cent, which is a decrease 
compared to the 2018 survey. The decrease 
is presumed to be due to IT-related difficul- 
ties when responding to the survey. 

Based on the results, each team develops an 
action plan with a number of measures that 
are to contribute to developing the 
department’s work in a positive direction. 
Future focus areas for Skånemejerier as a 
whole are work environment, professional 
development, leadership, a safe workplace as 
well as innovation and sustainability.

EMPLOYEE COMMITMENT
Commitment and participation are important 
factors in ensuring that working together is 
fun, developmental and easy. This also leads 
to employees being happy at work, being 
motivated – and feeling better! Commitment 
also leads to a more successful organisation 
and a sustainable working life. 

On their own initiative, some committed 
employees in Malmö have started the group 
“Social Mu”. They plan and arrange activities 
that allow employees to meet outside of work 
to get to know each other, do something fun 
and thus increase their sense of community 
and well-being. For example, in 2019 they 
arranged after work, a pétanque competition 
and they also helped organise the Christmas 
party.
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OUR RESPONSIBILITY FOR EMPLOYEES: 
A STRONG SAFETY CULTURE

Work with safety is a collective responsibility 
and has to be integrated into our working 
methods, decisions and projects. It is impor- 
tant that everyone participates and contri- 
butes to ensuring we have a safe workplace.  
We have a safety policy from Lactalis and a 
local policy for systematic work environment 
management that describe how operations 
are to be conducted through charting risks, 
targets for the work environment manage-
ment, remedial measures and action plans, 
allocated responsibility, powers and resources, 
induction, annual follow-up of the systematic 
work environment management and written 
documentation of procedures. 

DEVELOPING THE SYSTEMATIC WORK 
ENVIRONMENT MANAGEMENT
There is a safety committee that holds quar- 
terly meetings involving the employer, safety 
representatives and union representatives. 
Potential accidents, remedial measures and 
other improvements that can be made to 
the work environment are discussed at these 
meetings. The focus is on early risk observa- 
tions, combined with prevention, increased 
clarity and developed follow-up of the sys- 
tematic work environment management. 

In the coming years, there will be more in- 
depth work concerning development of the 
safety culture and continued efforts to con- 
necting good leadership to cooperation with 
union representatives. It is also important to 
highlight individual responsibility for one’s 
own and colleagues’ work environment.

FEWER ACCIDENTS IN PRODUCTION
In the past year, the negative trend in the 
injury frequency rate has turned around.  
The injury frequency rate is measured as the 
number of accidents that result in one day of 
absence, multiplied by one million and divided 
by the total number of working hours. The 
target for the injury frequency rate (LTI) was 
15.0 in 2019 and the result was 11.65. That 
is a significant reduction compared to 2018, 
when the injury frequency rate was 19.06.

We also measure the degree of severity of 
the injuries, i.e. how many days of absence 
following the injury (the number of sick days 
due to occupational injuryX 1000/number of 
hours worked). That numerical value has also 

decreased significantly, from 0.120 to 0.063, 
which means that we have halved the number 
of days that employees stay at home due to 
injury. This could indicate two things – that 
we do not have serious injuries that result in 
long-term absence, but also that we have 
become better and quicker at moving into a 
rehabilitation phase and enabling the 
injured person to perform other duties. 

The majority of the accidents we have had in 
2019 can be linked to orderliness and behav- 
iour, and this is an issue we will be placing 
additional focus on in the future. We will be 
undertaking preliminary planning in order to 
implement a standardised method for order- 
liness (5S) in production and to work on be- 

haviour-based safety (BBS). The target is  
to reach an injury frequency rate (LTIFR) of  
11 by 2020.

INCIDENT REPORTING HAS IMPROVED
The trend of reduced injuries is a result of 
incident reporting having increased markedly. 
We have set a target for the reporting of 
incidents to increase by 85 per cent between 
2017 and 2020 and in 2019 we have already 
managed to increase incident reporting by 
441 per cent. The outcome for 2019 is a result 
of having made it easier for our employees to 
register incidents by simplifying routines for 
reporting using a work environment pad and 
pen. The incidents have then been entered 
into our work environment system by safety 
representatives and managers. We also bring 
up incident reporting at all production meet- 
ings and request information about incidents 
and the action taken. The goal for 2020 is to 
achieve 700 reported incidents. 

Skånemejerier aims to eliminate all workplace accidents. We put safety first and this always has the highest 
priority in our day-to-day work.

53616 78

OCCUPATIONAL INJURIES 2019

REPORTED INCIDENTES
Remedied 409
Under investigation 77
No remedied 50

INJURIES WITHOUT ABSENCE 

Remedied 57
Under investigation 18
No remedied 3

INJURIES WITH ABSENCE
Remedied 11
Under investigation 3
No remedied 2

KPI WORK ENVIRONMENT SKÅNEMEJERIER 2019 2018 2019 TARGET

Injury frequency rate (Number of injuries resulting in absence *  
1 000 000 / Number of hours worked)

19,06 11,65 <15   

The severity of the injuries (Number of days off sick due to  
occupational injury * 1000 / Number of hours worked)

0,120 0,063 0,100

Number of reported incidents 284 536 455 (0,7/employee)

FIGURE #20
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”When an accident occurs the most important thing  
 to do is find the root cause and not just react to the  
 direct cause. If someone slips and falls on a patch  
 of ice we know that the direct cause is slippery ice.  
 But what is the root cause? Has the area not been  
 gritted? If not, why not? Do we need to improve any 
 processes?

 In the end it’s about trust. When employees trust  
 each other and their managers, they feel safe  
 saying that they’ve done something wrong, that the 
 accident has happened due to something they did  
 or didn’t do. The team collaborates in order to find  
 the root cause, learns from the situation and makes  
 changes – that is the best way to ensure that  
 employees are committed to their own work environ- 
 ment and safety.”

RICKARD VILLELL 
OHS-Manager and Property Loss Prevention
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The number of workplace 
injuries has decreased. 
One contributing reason is 
that we since 2017 have  
increased the incident 
reporting five times over.
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KARTONGMATCHEN:
245 000 pupils and 
children in nurseries 
participated.

KALVINKNATET: 
30 000 children ran.

TOUGHEST: 
110 000 participants.

S O C I A L  C O M M I T M E N T
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URGENT ISSUES  
IN SOCIETY
Skånemejerier would like to encourage better diet and health through  
our products, services and commitment to the community. Recycling,  
food waste and equality are other issues that are close to our heart of  
our business.

KALVINKNATET – A RACE  
ON THE CHILDREN’S TERMS 
Kalvinknatet is the running race where every- 
one is a winner. As a participant you can  
really feel how fun it is to be in motion! Our 
involvement in Kalvinknatet goes way back 
and the popularity of the event increases 
constantly. Children as young as two years 
old can start running with a parent or a 
sibling. 

The races are organised in around twenty 
locations in Skåne, Halland and Blekinge in 
the month of May in collaboration with 
Malmö Allmänna Idrottsförening and local 
athletics clubs. The Kalvinknatet races gene- 
rate around SEK one million that goes to the 
clubs’ activities for children and young 
people. 

With this family event we reach upwards of 
90 000 people with the message about the 
importance of exercise. That is why this 
initiative feels valuable and we can see how 
the children find joy in physical activity year 
after year.

RECYCLING HEROES GIVE  
OUR MILK CARTONS NEW LIFE 
In order to promote sustainable consump-
tion and reach out to the next generation of 
recyclers, we have been involved for a couple 
of years in Kartongmatchen, a project initi- 
ated by Tetra Pak in partnership with WWF. 

Kartongmatchen happens all over the 
country and inspires playful information and 
creative competitions in order to increase the 
amount of drinks cartons that are collected 
for recycling. During the autumn of 2019,  
we encouraged preschools and schools to 
sign up for the competition with the goal of 
increasing young people’s awareness of 
recycling and packaging.

TOUGHEST – THE LARGEST AND LEADING 
OBSTACLE COURSE IN THE NORDIC COUNTRIES 
Toughest is the leading obstacle course in 
the Nordic countries. With Lindahls as main 
sponsor, it is guaranteed to be supercharged. 
Quark products were handed out in the large 
Lindahls tent and staff from Skånemejerier 
both participated in the race and cheered 
other people on. 

The event was arranged in four cities and 
attracted more than 110 000 visitors. Yet 
more people were there to see their family 
members, friends and colleagues crawl 
through mud, climb over tough obstacles and 
sweat their way to the finish line – where 
they received an invigorating protein shake 
from Lindahls.



Milk contains a majority of the nutrients we need.  
The National Food Agency recommends dairy products 
as a cornerstone of a healthy diet.

SKÅNEMEJERIERS MÅVÄL-INDEX:  
100 per cent of our products meet the requirement for 
Skånemejerier’s Måväl index for healthy product development. 
Status 2019: Read more on page 69. 
COMPLAINTS:  
A maximum of three complaints per one million products sold.
STATUS 2019    10,9 st.

Health strategy

Increased knowledge of nutrition

High product quality

 OUR RESPONSIBILITY FOR   
HEALTH

GOALS & RESULTS

FOCUS ISSUES:
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DEVELOPMENT OF  
HEALTHY PRODUCTS

Nutrients such as calcium and iodine are 
important for us, and we also enrich the 
products with the form of vitamin D that is 
easiest for the body to utilise. According to the 
National Food Agency, consumption of low- 
fat milk and dairy products contributes to a 
reduced risk of some of our most common 
endemic diseases (type-2 diabetes, stroke and 
other cardiovascular diseases). When it comes 
to children, a study of preschool lunches 
shows that drinking milk with lunch ensures 
that children consume nutrients, especially 
when they eat little or no lunch at all.10 

According to Riksmaten 2010–2011, milk 
and dairy products contribute the following 
proportions of the nutrients Swedish people 
ingest through their diet: 

	 ❦ protein: 11% (+7 % from cheese) 

	 ❦ vitamin D: 12 % 

	 ❦ riboflavin: 22 % 

	 ❦ vitamin B12: 18 % (+7 % from cheese) 

	 ❦ folate: 9 % 

	 ❦ calcium: 47 % (incl. cheese) 

	 ❦ magnesium: 9 % 

	 ❦ selenium: 10 % 

	 ❦ zinc: 10 % (+6 % from cheese) 

This means that milk contains more nutrients 
than any other drink.

DEVELOPMENT FOR BETTER  
HEALTH AND ENVIRONMENT
Our innovation process always includes a risk 
evaluation when choosing ingredients and 
produce. For example, we avoid palm oil or 
ingredients containing trans fats in our prod- 
ucts as research shows that they are linked to 
environmental and health risks, respectively.

As far as possible, we offer products that take 
into account ecology, fat content, sugar con- 
tent and lactose. We offer products to differ- 
ent target groups that contribute in one way 
or another to the consumer’s health, e.g. for 
exercise or weight control, vegetarian alter- 
natives or products that contain ingredients 
with functional qualities. We are also follow- 
ing the trend in society towards eating more 
fibre, fruit and vegetables instead of meat. 
In recent years, our development work has 
included the production of a health policy. 

Here is a selection of the points it includes:

 We shall always endeavour to achieve the 
 best possible flavour but at the same time, 
 we shall always try to minimise the propor- 
 tion of sugar and salt.

 The functionality of the products is impor- 
 tant but we shall try to avoid additives.

 We shall strive to find hygienic and tech- 
 nical solutions in order to achieve as long  
 a shelf life as possible without using pre- 
 servatives.

 We shall participate actively in research  
 and networks that relate to nutrition and  
 the effect of products on our health.

NEW PRODUCTS DURING THE YEAR
We have launched 46 new products during 
2019. The majority (64 per cent) meet the 
requirements of our health policy and it is 
primarily products with sweeteners that skew 
the results. If we disregard those products, we 
are at more than 90 per cent target fulfilment.

Examples of products launched are:

 Skånemejerier Bara yoghurt and drinking  
 yoghurt, which contain yoghurt and fruit,  
 nothing else. 

 Skånemejerier MåVäl lactose-free choco- 
 late milk that contains neither sugar nor  
 sweeteners.

 Several new Bravo juices and smoothies 
 that, of course, only contain fruit.

 Lindahls PRO, a unique concept of func- 
 tional quark products with no added sugar.

 Allerum Crème Cheddar and Svensk karak- 
 tär are entirely new products within their  
 category – fresh cheeses with the flavour  
 of hard cheese and fewer additives than  
 competing products on the market. 

 Salakis cooking yoghurt, completely free  
 from additives, low in sugar and in envi- 
 ronmentally friendly packaging.

 Allerum Gold – incredibly tasty cheese  
 inspired by the Dutch cheese tradition  
 and like all our cheeses – completely free  
 from additives.

During 2020 and onwards, we are continuing 
the development of Skånemejerier’s Bara 
selection. We also see a trend relating to gut 
health and we are trying to develop good 
products within this area. Bravo continues to 
develop new juices and smoothies in new 
environmentally friendly packaging. 

When it comes to our range of cheeses, there 
are some interesting ongoing projects, but 
these products will likely not arrive on the 
market until 2021.

We want to contribute to better public health through our products. Milk is a very nutritious food that contains  
18 of the 22 most important nutrients a person needs to consume every day. That is why we constantly try to 
make the most of and highlight the nutritiousness of our products.

D E V E L O P M E N T  O F  H E A L T H Y  P R O D U C T S

10LRF Mjölk (2019) Hjärta mjölk https://mjolk.se/mjolk- 
kampen-mjolk-overlagsen-maltidsdryck-i-skolan/
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Bravo Smoothie  
contains 100 per cent 
fruit and berried as  
a well as a number  
of vitamins that 
strengthen the body. 
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WHICH SUSTAINABILITY ISSUE IS 
IMPORTANT TO YOU IN YOUR ROLE?

Interview with Anna Oliw, R&D manager

I think it’s important to see the big picture 
when it comes to sustainability. That we as a 
company have to produce products in a 
sustainable manner and that our farmers 
have to look after the cows and the soil in a 
sustainable way. 

HOW IS SKÅNEMEJERIER WORKING  
TO DEVELOP HEALTHY PRODUCTS? 
Health can be expressed in many different 
ways. For some it’s food without fat, sugar 
and E numbers, for others it’s food rich in 
protein, fibre, vitamins etc. During the deve- 
lopment phase, we need to find out which 
target group the product is aimed at and 
based on that information, we try to make 

the new product as healthy as that target 
group wants it to be. We are working with a 
great product, milk, so it is already easy for us 
to develop natural and nutritious products. 
For example, we don’t need to add any trans 
fats or palm oil and there are very few other 
additives. 

Towards the end of the year we have also 
started outlining a type of “health index” for 
our products. The idea is for it to act as an 
aid by describing which of our products are 
more healthy than others and why. If the 
product contains added sugar and salt it 
results in a lower value than products that 
contain lots of vitamins, minerals and fibre.

HOW ARE NUTRITION  
AND CLIMATE CONNECTED?
When we compare the climate impact of 
different foodstuffs, we also think it’s rele- 
vant to take into consideration the nutrition 
that is gained from the food. All foodstuffs 
have a climate impact but not all foodstuffs 
provide as much nutrition. For example, cow 
milk has eight times more nutrition than oat 
milk and twice as much nutrition as soy milk.11 
Milk contains all the essential amino acids we 
need, is rich in protein, vitamin D, calcium 
and vitamin B12. 

IF YOU WERE TO SWITCH JOBS  
WITH SOMEONE AT THE COMPANY.  
WHO WOULD IT BE?
No, I don’t want to switch with anyone. My 
job is the best. 

WHAT ARE YOU EXTRA PROUD  
OF THAT HAPPENED IN 2019?
That I have fantastic colleagues in my group 
and that we have fun every day at work. 
Otherwise I think we’ve launched a couple of 
very interesting innovations: chocolate milk 
entirely without added sugar and Lindahls 
ProPlus with a high proportion of whey protein. 

WHAT DO YOU WANT US TO DO IN 2020  
IN ORDER TO BECOME SWEDEN’S MOST 
SUSTAINABLE DAIRY?
I would like us to start working more with re- 
generative agriculture. The ongoing research 
into cow feed is also really interesting and I 
hope there will be new  
exciting results there.  
At the dairy, we need to  
work on sustainability  
connected to quality.

Towards the end of  
the year we have also 
started outlining,  
Skånemejeriers Måväl- 
index, a type of  
“health index” for  
our products

11 Source: Smedman, Annika et al. (2010). Nutrient  
density of beverages in relation to climate impact. 
Food & Nutrition Research, 2010: 54.
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In order to guarantee this, we work consistently 
with HACCP12, which is a risk analysis especially 
designed for food handling and has been a legal 
requirement for many years. HACCP is based on us 
being aware of the risks there are in our particular 
production process and for our products so that we 
can prevent them at all stages.

The HACCP method divides risks into three 
categories:
 biohazards that may cause food poisoning,  
 for example 

 chemical risks (contaminants) such as  
 pharmaceuticals, allergens or disinfectants 

 physical risks (contaminants) such as glass  
 and metal.

SAFETY, HEALTH AND QUALITY  
FROM THE FARM TO THE CUSTOMER
Food safety is always the number one priority when manufacturing our production.  
We must all be able to feel safe in the knowledge that our products are safe to eat.

FARM  
On the dairy farm, the milk is checked  
at the time of each collection. It is analysed for smell, 
taste and antibiotics before the milk is brought into the 
dairy. The bacterial content of the milk is checked for 
each farm in order to ensure that it is of the best pos- 
sible quality. The biggest risks from a production per- 
spective are that there are antibiotic residues in the milk 
from an animal that is being treated, or that bacteria 
that can turn the milk sour are brought into the dairy. 

DISTRIBUTION
Our products are distributed to our customers 
using chilled transportation systems. It is impor- 
tant that the cold chain is not broken and that  
the FIFU principle (first in, first out) is used  
so that nothing in our tasty products goes 
to waste.

PRODUCTION
Once at the dairy, a sample from the truck is analysed 
to confirm that several quality requirements are 
respected before downloading the milk in the plant 
reception tanks (antibiotics, PH and freezing point). 
During the manufacturing process, the equipment is 
monitored so that pasteurisation and cooling is per- 
formed correctly. This is a part of the HACCP method 
for preventing risks. When the product is finished it is 
released for sale. At this time, we check that it tastes 
and smells the way it should (sensory) and that the 
microbiological analyses are good and that, for 
example, a lactose-free product does not contain any 
lactose. Our dairies are certified in accordance with 
FSSC-22000 (systematic food safety management) 
and KRAV (control of organic products). In 2018,  
we also became certified in accordance with the  
new ISO14001:2015 standard.

HOW WE CONTROL AND INSPECT THROUGHOUT THE ENTIRE CHAIN :
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OTHER INGREDIENTS
Many of our products contain ingredients other than milk, for 
example jam made from various fruits. The biggest risks connec- 
ted to fruit are microbiological, counterfeiting (e.g. that organic 
fruit is not organic), health risks (e.g. pesticide residues or heavy 
metals), ethical risks and transport risks. In order to prevent these 
risks, we carefully select our suppliers and monitor them regu- 
larly. We also take random samples of the jam in order to ensure 
it meets our requirements.

PACKAGING
Our packaging has been approved to be used for food.  
We also ensure that we have the right product in the right  
packaging at the start of each production process.  
We participate in the project together with our suppliers  
and others in order to find the packaging that is also the  
best possible from an environmental perspective.
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REDUCED NUMBER OF COMPLAINTS
All complaints from our customers are regis- 
tered and followed up in order to improve our 
ability to prevent risks and meet the expecta- 
tions placed on our products. We investigate 
every complaint and apply a systematic work- 
ing method that helps improve our ability to 
find the cause of defects and make improve- 
ments in order to avoid repeating the fault. 
Our goal in 2019 was a maximum of three 
complaints per one million sold products. The 
outcome was 10.9, which can be compared 
to 8.8 in 2018. Reasons for the increase were 

two punctual quality incidents. Unfortunately 
we had a recall of milk with a best before 
date of 31/10/2019. That batch of milk was 
not correctly pasteurised in the manufactur-
ing process. The milk was recalled from those 
shops that had received deliveries and a press 
release was sent to consumers informing 
them about the incident and encouraging 
consumers to dispose of the milk. The cause 
of the incident was a technical fault in the  
control of the process during a programme up- 
date that resulted in milk, for a few minutes 

did not reach the pasteurization temperature. 
This milk was subsequently mixed with cor- 
rectly pasteurised milk in a tank prior to being 
packaged. We have now remedied the fault 
so that it will not happen again. The second 
incident was a recontamination of ESL cream 
due to a failure in the filling line cleaning 
system.
12 HACCP (Hazard Analysis and Critical Control Points),  
 is a standardised working method that describes how 
 to systematically chart, assess and control hazards  
 in the food production process for the purpose of  
 ensuring that food is safe for the consumer.
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 NUMBER OF MINOR NUMBER OF MAJOR NUMBER OF INCIDENTS REPORTED NUMBER OF
 INCIDENTS INCIDENTS TO A SUPERVISORY AUTHORITY CONTINGENCY CASES

 18 1 3 1

 Production problems at Skånemejerier’s four production facilities in 2019.FIGURE #22

13 Notisum is a service for monitoring Swedish and European legislation.

GOOD RISK MANAGEMENT ADDS VALUE
Compliance with legislation is fundamental to 
Skånemejerier. Good corporate citizenship 
involves us wanting to minimise any difficul- 
ties our operations may result in. Our endeav- 
ours towards sustainable operations involve 
constantly reducing our environmental im- 
pact and minimising our emissions of pollu- 
tants. 

Skånemejerier’s commitments in terms of 
responsibility and integrity as well as our pro- 
ducts, services and partnerships, must always 
be compatible with the applicable rules and 
regulations, international declarations and 
conventions as well as national legislation 
within the environmental and socioeconomic 
field.

Good risk governance is a prerequisite for a 
business that is sustainable in the long term 
and creates value for us and our stakeholders. 
That is why we always work on dealing with 
our most material risks and we have a system 
for ongoing self-inspection. Compliance with 
legislation and tasks connected to this are 
delegated clearly within the organisation on 
the basis of expertise and the ability to take 
responsibility. Compliance with legislation is 
also a part of our internal audit that is evalu- 
ated on the basis of a list of legislation, which 
is regularly updated by Notisum.13 

Our compliance with legislation and our 
management system are also reviewed by 
external parties such as when the environment 
and work environment agencies conduct 
inspections and when external auditors visit 
us in connection with our ISO 14001 certifi- 
cation. In this way, we are constantly work- 
ing preventively in order to meet all expecta- 
tions and requirements connected to respon- 
sible corporate citizenship.

PRODUCTION PROBLEMS IN 2019
Skånemejerier had three cases in 2019 that 
were deemed to require being reported to a 
supervisory authority. At the Malmö dairy a 
contingency case regarding the work environ- 
ment and environment occurred when a tank 
containing approximately 12 m3 of cream 
fell over in the courtyard. Staff on site were 
able to limit the discharge by covering man- 
holes with rubber mats and a vacuum truck 
arrived quickly to clean up the yard and the 
drains. Afterwards, we found that approxi-
mately 5 800 kg of cream had spilled into 
the surface water system. Cream has a high 
organic content and can affect the flora and 
fauna in the aquatic environment. However, 
the discharge was limited and our assessment 
is that it has not had any long-term detrimen- 
tal impact on the environment. Our crisis 
team investigated the accident and what had 
happened was that a pin was missing from 
one of the tank legs which made it topple 
over. In order to prevent this from happening 
again we have taken steps including increas- 
ing control of our tanks and painting the pins 
in a new colour to make them stand out.  
We are also investigating the possibility of 
closing the surface water system and up- 
dating the recipient control programme.

Malmö Mejeri AB laid claim to its new envi- 
ronmental permit in May 2019. This involves 
a two-year trial period pertaining to waste 
water discharges with new guideline values. 
In spite of the new values, there have been 
problems keeping below the new guideline 
values as commissioning of the new sewage 
treatment plant has been delayed. The 
sewage treatment plant is expected to be 
operational in early 2020. When the sewage 
treatment plant is fully operational, the 
Malmö dairy will most likely be able to cope 

with the new guideline values. The sewage 
treatment plant is an assurance against dis- 
charges due to operational irregularities and 
increased production, but it is not a long-term 
solution to increased waste water discharges. 
Consequently, in parallel with the operation 
of the sewage treatment plant, we are work- 
ing on optimising the process so that a mini- 
mum amount of spillage reaches the sewage 
treatment plant. 

The other major production problem in the 
Malmö dairy was a discharge of milk into  
the drain due to a fault with a valve in the 
process. This caused emptying into the drain. 
However, the volume of milk did not exceed 
the guideline value for maximum discharge 
per day (5 800 kg BOD7). The faulty valve 
was immediately replaced and the problem 
has not occurred again. 

The third incident took place at the Malmö 
dairy when the waste process water from a 
sump basin that was to be dried out for repair 
was directed into the wrong drain. The mis- 
take was detected immediately but some 
water containing product residue escaped 
before the pumps were stopped. The volume 
of milk residue that entered the surface water 
was approximately 130 litres.

All errors that occur in production are noted 
and a cause analysis is produced. Constant 
improvements are key all the time. In 2019, 
the following was noted for our four facilities, 
see below.

All production problems and remedial meas- 
ures are continuously assured at the local 
management level and at a meeting with 
senior management at least once per year. 
In 2020, the new document management 
system will simplify error reporting and 
follow-up.
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REPORTING PRINCIPLES

METHOD AND ASSURANCE 
This report refers to comprehensive and 
subject-specific Global Reporting Initiative 
(GRI) Standards for sustainability reporting. 
The GRI index on pages 77–78 describes the 
specific content of each standard used. In 
order to define the contents of the report we 
refer to the fundamental reporting principles 
of stakeholder inclusiveness, sustainability 
context, materiality and completeness. We 
adopt the reporting principles of accuracy, 
balance, clarity, comparability, reliability and 
timeliness.

The information and the process for defining 
the content of the reporting have been 
quality reviewed by Enact Sustainable Strate- 
gies and Aspekta. The sustainability report is 
established in accordance with the guide- 
lines for sustainability reporting in the Swedish 
Annual Accounts Act and EY has conducted 
an audit to ensure that the report meets the 
reporting requirements in accordance with 
the Swedish Annual Accounts Act.

The reporting encompasses the sales units 
described in the chapter “Skånemejerier –  
a much-loved brand” and the activities that 
are of significance directly and indirectly 
from a sustainability perspective, including 
the supplier channel. 

The sustainability report follows Skånemeje- 
rier’s financial year and refers to 1 January 
–31 December 2019. The sustainability 
report for 2019 was launched in June 2020.

The sustainability report is approved on the 
group level in connection with the annual 
report. This process takes place a bit later than 
share-held operations. The company has a 
policy to not publish public financial data 
until a final revision has been carried out.

DATA COLLECTION AND  
CALCULATION METHODS 
The reporting of sustainability data occurs 
annually and Skånemejerier are carrying out 
continuous work to document routines for 
collection, control and verification of data.

Sustainability data has been collected 
centrally by the corporate sustainability man-
ager. The reporting is carried out by experts 
from different parts of the value chain. Envi- 
ronment-related parameters are calculated 
by the environmental manager and other 
departmental and production managers.

The figures representing sales and personnel 
are taken from the personnel and financial 
systems, respectively. Parameters representing 
improvement efforts on farms can be found 
in Skånemejerier’s ISO 9001 farm certifi- 
cation system.

When it comes to emissions from transport, 
data has been gathered from various carriers 
and are reported as WTW (Well To Wheel), i.e. 
from the source to use. The entire life cycle 
of the fuel is included in the calculation.

The injury frequency rate are calculated 
according to the norm, i.e. the number of 
accidents that result in more than one day of 
absence per one million hours worked and 
absence due to illness/total number of work 
hours 100.

CHANGES SINCE THE  
PREVIOUS REPORTING PERIOD 
The reporting of greenhouse gas emissions 
are based on the Greenhouse Gas Protocol. 
In 2019 emissions from business trips in 
private cars and company cars have been 
included in the calculations for the company’s 
direct CO2 emissions.

For indirect CO2 emissions for 2017, emis- 
sions from district heating have now been 
added.

This was not included in the previous report. 
The amount of CO2 has been adjusted up 
by approximately 1 per cent. 

Direct energy for 2017 and 2018 has been 
adjusted up by approximately 3 per cent due 
to diesel usage from stationary refrigeration 
trailers that was not previously concluded for 
these years. It is also included for 2019.

In 2019, the Skånemejerier group took over 
in reporting terms distribution, sales and 
marketing in Sweden for the brands Galbani, 
President and Parmalat from another part of 
the Lactalis group, the Lactalis Scandinavia 
group that is based outside of Copenhagen.

Information about recycling of packaging 
material has been updated in 2019 and is 
based on the information about division of 
packaging material reported to FTI. The 
statistics are collected by the purchasing 
department and the department for 
financial monitoring. 

THE COMPARABILITY PRINCIPLE 
It is primarily energy efficiency and key ratios 
that needs to be reviewed in connection  
with changed reporting principles as produc- 
tion is different today than what it was a few 
years ago. 

FINANCIAL REPORTING 
According to the reporting principles, the 
organisation shall describe how economy, 
environment and social issues relate to its 
long-term strategy. This area will be further 
developed in 2020.

76

Skånemejerier is reporting its sustainability work for the eighth year in a row. Just like in previous years the  
report is inspired by the GRI Standards framework. The report is referring to sections of the GRI Standards with  
the purpose of creating better structure and comparable content with other companies and industries.  
The goal is to report in accordance with the GRI Standards Core Level starting from 2020.

R E P O R T I N G  P R I N C I P L E S
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DISCLOSURE PAGE COMPLETED
PARTIALLY

COMPLETED 
COMMENT

General disclosures: GRI 102

1. ORGANISATIONAL PROFILE

102-1: Name of the organisation page 8 l

102-2: Activities, brands, products, and services page 8, 10 l

102-3: Location of headquarters page 8 l

102-4: Location of operations page 11 l

102-5: Ownership and legal form page 20 l

102-6: Markets served page 11 l

102-7: Scale of the organisation page 8 l

102-8: Information on employees and other workers
              in the organisation

page 58, 76 l

102-9: Supply chain pages page 22–26 l

102-10: Material changes regarding organisation and
               supply chain

page 8, 26 l
No changes to the company’s geographic location, structure, ownership
or supply chain in 2019.

102-11: Precautionary principle or approach page 77 l
The precautionary principle is adhered to by preventative processes and  
is integrated in policy documents in the form of principles for product  
development, Environmental policy and packaging policy.

102-12: External initiatives on sustainability that the organisation
                supports/is encompassed by

page 77 l
The UN Sustainable Development Goals, UN Global Compact, ILO, IDA, the Soy 
Dialogue, the action plan Fler gör mer, SAMMA, Plastinitiativet, Transportinitiati-
vet, Branschens mjölkpolicy, Hållbar livsmedelskedja, LRF:s hållbarhetsagenda.

102-13: Membership of associations page 77 l
Partnerskap Alnarp, Education and research in dairy technology Lund University,
Svenska juiceföreningen (member of AIJN), Mejeritekniskt forum Lund, DLF,
KRAV, Livsmedelsakademin and the Swedish Food Federation.

2. STRATEGY

102-14: Statement from senior decision-maker page 6 l

3. ETHICS AND INTEGRITY

102-16: Values, principles, standards, and norms of behaviour page 15 l

4. GOVERNANCE STRUCTURE

102-18: Governance structure page 20 l

5. STAKEHOLDER ENGAGEMENT

102-40: List of stakeholder groups page 22–23 l

102-41: Collective bargaining agreements page 58 l

102-42: Identifying and selecting stakeholders page 22 l

102-43: Approach to stakeholder engagement page 22–24 l

102-44: Key topics and concerns raised page 23–24 l
Skånemejerier’s evaluation system and follow-up of these deals with a large pro-
portion of the issues that have been highlighted in the stakeholder analysis 2018. 
Specific issues and how we deal with these will be developed further in 2020.

6. REPORTING PRACTICE

102-45: Entities included in the consolidated financial statements l

Skånemejerier AB, Hjordnära Mejeri AB, Malmö Mejeri AB,
Kristianstad Mejeri AB, Kristianstad Ostförädling AB, 
Lindahls Mejeriprodukter AB, Skånemejerier Storhushåll AB, 
Skånemejerier Försäljning AB, Svenska Ostkompaniet HB (dormant company).

102-46: Defining report content and topic boundaries
page 22–24, 

76
l

102-47: List of material topics page 24 l

102-48: Restatements of information page 76 l

102-49: Changes in reporting page 76 l No changes have been made in 2019.

102-50: Reporting period page 76 l

102-51: Date of most recent report page 76 l

102-52: Reporting cycle page 76 l

102-53: Contact point for questions regarding the report page 2 l

102-54: Claims of reporting in accordance with the GRI Standards page 76 l The 2019 sustainability report is referring to the framework of GRI Standards.

102-55: GRI content index page 77–78

102-56: External assurance page 76 l
Skånemejerier’s sustainability report has not been subject to an external
assurance but Enact Sustainable Strategies has carried out a GRI check
of the report.

The GRI index continues on the next page è 

GRI INDEX
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G R I  I N D E X

The auditor's statement regarding the statutory sustainability report
To the general meeting of Skånemejerier AB, org. reg. no. 556820-8317.

Commission and division of responsibility
The board of directors is responsible for the sustainability report for 2019 in this document and for preparing it in accordance with the Annual Accounts Act.

The focus and scope of the assurance
Our examination has been conducted in accordance with FAR auditing standard RevR 12, The auditor’s opinion regarding the statutory sustainability report.  This means that our examination of  
the statutory sustainability report is different and substantially smaller in scope than an audit conducted in accordance with International Standards on Auditing and generally accepted auditing 
standards in Sweden.  We believe that the examination has provided us with sufficient basis for our opinion.

Opinion
A sustainability report has been prepared.

Malmö, 1 June 2020
Ernst & Young

Jennifer Rock-Baley
Authorised Public Accountant

DISCLOSURE PAGE COMPLETED
PARTIALLY

COMPLETED 
COMMENT

ENVIRONMENTAL ISSUES

GRI 103: Sustainability governance 2016 and GRI 301: Material 2016

301-1: Material use in weight or volume page 41 l Packaging with less impact on the environment identified as a material issue.

GRI 103: Sustainability governance 2016 and GRI 303: Water and effluents 2018

303-4: Water discharge page 37 l Identified as a risk area in line with the UN Sustainable Development Goals.

303-5: Water consumption page 37 l Resource use identified as a material issue.

GRI 103: Sustainability governance 2016 and GRI 304: Biodiversity 2016

304-2: Significant impacts of activities, products, and
             services on biodiversity

page 49, 52 l Preserving biodiversity identified as a material issue.

GRI 103: Sustainability governance 2016 and GRI 305: Emissions 2016

305-1: Direct (Scope 1) GHG emissions page 34 l Climate impact identified as a material issue.

305-2: Energy indirect (Scope 2) GHG emissions page 34 l Climate impact identified as a material issue.

GRI 103: Sustainability governance 2016 and GRI 306: Effluents and Waste 2016

306-1: Water discharge by quality and destination page 37 l Identified as a risk area in line with the UN Sustainable Development Goals.

306-3: Significant spills page 72 l Identified as a risk area in line with the UN Sustainable Development Goals.

306-5: Water bodies affected by water discharges and/or runoff page 37 Identified as a risk area in line with the UN Sustainable Development Goals.

GRI 103: Sustainability governance 2016 and GRI 307: Environmental Compliance 2016

307-1: Non-compliance with environmental laws and regulations page 72 l

Identified as a risk area in line with the guidelines for sustainability reporting in 
the Swedish Annual Accounts Act. No fines or incidents of non-compliance have 
taken place during the year. Production problems that have caused environmental 
emissions are described on page 72. 

GRI 103: Sustainability governance 2016 and GRI 308: Supplier Environmental Assessment 2016

308-1: New suppliers that were screened using
             environmental criteria

page 57 l

Identified as a material issue. Deviation on evaluation for environmental criteria. A 
new code of conduct will form the basis of the forthcoming evaluation
on account of missing data as Skånemejerier has updated its code of conduct 
during 2019. A new code of conduct will form the basis of the forthcoming evalua-
tion. Our ambition is to be able to report this data in the 2020 report.

SOCIAL ISSUES

GRI 103: Sustainability governance 2016 and GRI 403: Occupational Health and Safety 2018

403-9 Work-related injuries page 60 l Not identified as a material issue but important to Skånemejerier.

GRI 103: Sustainability governance 2016 and GRI 404: Training and Education 2016

404-2: Programmes for upgrading employee skills and 
             transition assistance programmes

page 59 l

Identified as a material issue. We are affiliated with Trygghetsrådet and in
a potential redundancy situation the individual will receive professional job 
coaching and continuing professional development help. Deviation on reporting 
upgrading employee skills, which will be developed during 2020.

GRI 103: Hållbarhetsstyrning 2016 och GRI 405: Mångfald och likabehandling 2016

405-1: Diversity of governance bodies and employees page 58–59

Not a material issue but relevant in connection with the guidelines of the Annual 
Accounts Act. Deviation on age distribution of corporate committee on account 
of Skånemejerier having chosen to report the age distribution for all employees 
instead.

GRI 103: Sustainability governance 2016 and GRI 414: Supplier Social Assessment 2016

414-1: New suppliers that were screened using social criteria page 57 l

Identified as a material issue. Deviation from the information on account of 
missing data as Skånemejerier has updated its code of conduct during 2019. 
In 2020 we are planning to establish a system that enables data retrieval.  
ur ambition is to be able to report this data in the 2020 report.

GRI 103: Sustainability governance 2016 and GRI 416: Customer Health and Safety 2016

416-2: Incidents of non-compliance concerning the health and
             safety impacts of products and services

page 70–72 l Healthy products identified as a material issue.
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