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Harvesting the power of change

Working towards the solution

Innovation is a big part of the HEINEKEN success story. And it’s only 
through our relentless drive to innovate that we will be able to reach our 
targets. Because, while we have a map for about 80% of the road ahead, some 
of the tools that we will need for our journey haven’t even been invented yet.

So we’ll need to unlock fresh ideas and new technology. And that certainly won’t 
be easy. We’ll take plenty of calculated risks. HEINEKEN oversees diverse and 
challenging global operations, so there really is no one-size-fits-all solution.
But that’s why we’re mobilising our entire organisation. We’re engaging all our 
people and our extended family of customers and suppliers so that we can 
engineer tailor-made roadmaps across the globe.

I’m already so proud of the fantastic people at HEINEKEN who are leading us 
towards our net zero goal. From signing large renewable energy purchase 
agreements to creating “green-grip” cardboard toppers that are eliminating 
plastic from millions of cans, we’re lucky to have such dedicated and talented 
colleagues across so many teams and nations.

Together, we will brew a better world

Staying true to our company values and culture, we’ll continue to grow. But we will 
do so sustainably. We’ll never stop exploring new ways to innovate, create efficiency 
and reduce costs. We’ll stay curious, keep learning, and create new ways forward.

Those are the ambitions that form the foundation of our balanced growth strategy, 
EverGreen. While they continue to inspire us, it’s our actions that will truly define 
us. We are brewers and doers. And on the pages that follow, you’ll learn more 
about what we’re doing to care of our planet and to brew a better world.

Cheers,

Colleagues and friends,

Embracing change in a decade of action

At HEINEKEN we have always embraced the fact that we can only thrive 
when the environment around us thrives too. But the natural world is 
changing. Fast. During my time at HEINEKEN, my work here has taken me 
across the globe. Living in the Democratic Republic of the Congo, 
I witnessed the rapid deforestation of prime jungle. In the US, I watched 
as wildfires became more frequent and more severe, while in Mexico water 
shortages became a deepening crisis. And while in Singapore I saw streets 
shrouded in smog from forest fires in neighbouring countries.

At first, none of us fully understood the depth of the climate crisis.
But now, we can see it all around us. The science is clear and unequivocal. 
It calls on us to take action, immediately, to dramatically reduce the effects 
of climate change. To fundamentally change the way we live and work.

As a 157-year-old company, we understand how important it is to not only 
embrace change but to drive it. But if we’re going to make that happen, we 
must have the courage to dream big. Lean in. And write our 
next growth chapter, with sustainability at the heart of everything we do.

We’ve pledged to be fully carbon neutral by 2040

That’s across our entire value chain, not just our own production, which 
will be carbon neutral by 2030. We’ve already been on this journey for a 
while. But now we’re stepping up in a big way. Using more renewable energy 
than ever and finding greener fuels for our thermal power. Just look at our 
work in Vietnam, for instance, where we’re using agricultural waste to 
power our production, buying rice husk to fuel our brewery boilers. Or in 
Nigeria, where we’ve commissioned a huge 663.6 kilowatt peak solar
plant to power our Ibadan Brewery.

Most importantly: we are holding ourselves accountable. 
We’re measuring our progress against verified, science-based targets. Dolf Van Den Brink CEO 
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Our Carbon Neutral goal is part 
of our ‘Brew a Better a World’ strategy

With our 2030 ‘Brew a Better World’ ambition we have raised the 
bar, making clear and bold commitments that address major
environmental, societal and responsible consumption challenges.

Within this wider sustainability strategy, carbon neutrality is a vital 
area of focus. It is a major transformation in the way we operate.

We brew all over the world and we are already witnessing the 
impact of the climate crisis in the regions we operate in.
Ultimately, global warming is a threat to everyone, everywhere. 
For business, droughts and rising seas mean unstable supply 
chains and a host of other problems. So, we are cutting our 
emissions to do our part to tackle climate change head-on and 
preserve the natural world we all depend upon.

The strategy and roadmap explained in this document will guide 
us through the coming years as we decarbonise our production, our 
value chain, and our industry. As we work to Brew a Better World.



Our roadmap to net zero

Near-term science-based target
Net zero emissions in production

30% carbon emissions reduction 
across entire value chain

Business as usual

2040

We are going to reach net zero emissions in our operations in the near-term, by 2030, 
and we will do the same across our entire value chain in the long-term, by 2040.

Our ambition: net zero emissions from barley to bar by 2040 

Base 
year 

emissions

2050

Long-term science-
based target 
Net zero emissions 
across value chain

Net 
zero

203020212018 Our compensation actions

Our reduced emissions 

This is a significant acceleration of our climate action:

For the first time, our plan 
includes all our production

sites across the world. 
That is over 160 sites in 

70 countries.

We are setting a firm net zero target for
emissions in our value chain, which
represents the majority of our total
carbon emissions. We will work with 

over 30,000 direct suppliers and indirectly 
with more than 50,000 farmers to achieve this goal.

We are accelerating our plans.
We aim to be net zero across our 

value chain and operations
10 years before the recommended
Paris Climate agreement deadline.

Scale Scope Speed

Net zero stage



Our strategy: the four Rs 
We have a simple strategy to get to net zero emissions

On our progress regularly and 
measure it against industry 

standard benchmarks.

Report
The demand for energy with more 
efficient equipment and processes 

across our value chain.

Reduce

The world can’t wait for gradual improvements, so our approach is simple: use data to make the biggest and fastest impact by 
tackling the most carbon intensive parts of our business first. By reducing emissions quickly, we are stepping up efforts to keep 

global warming at 1.5°C above pre-industrial levels, within the timeframe the planet requires.

We are working to decrease absolute carbon emissions in our production and across our value chain, as fast as we can. First, we 
will reduce total energy demand and consumption as much as possible through production innovations and efficiencies. Wherever 

possible, we will then replace the energy we still require to brew and serve our beer with renewable energy.

And finally, as a last resort, we will compensate any remaining carbon emissions that we haven’t been able to reduce or replace by 
investing in verified environmental projects. Over time, as our sustainable solutions scale and renewable energy infrastructure 

improves across the world, our absolute carbon footprint will diminish.

Our priority is emissions reduction

Our strategy is all about the four Rs:

Fossil fuels with
cleaner, lower carbon 

and renewable energy.

Replace
Any residual carbon footprint 

with verified projects that 
offset CO2 emissions.

Remove



Taking a science-based
approach
We are setting emissions reduction targets grounded in climate 
science by working with the Science Based Targets initiative 
(SBTi). The initiative helps us know how much and how quickly 
we need to reduce our greenhouse gas (GHG) emissions to limit 
global warming to 1.5°C above pre-industrial levels.

Going through the validation process with SBTi means 
we are getting detailed feedback and support from their 
technical experts. It helps us measure our near term and long-
term progress in line with the global community 
and ensure that our plans are based on the latest climate 
science. It’s the best way to make sure that our plan is not 
only as strong as it can be today, but that it will also 
be effective in the critical decades to come. And 
we will be reporting company-wide emissions and tracking our 
progress towards our targets annually.



Developing climate solutions
with others
We don’t have all the answers. Which is why we are partnering 
with academics, suppliers, customers, and the wider industry to 
tackle climate change, together. By pledging to reach net zero 
across all parts of our supply chain, we are making climate 
change a priority for everyone we work with.

To make the transition to renewable energy – our second ‘R’ –
we have joined Climate Group’s RE100, a global 
initiative committed to purchasing 100 percent renewable 
power. We have also taken Amazon’s Climate pledge, which 
aligns with our plans to reach net zero emissions by 2040.

We’ve also become members of key initiatives like Race to 
Zero and Business Ambition for 1.5C to drive systemic change 
across industries.

Most importantly, we are working closely with partners 
in our supply chain – more than 30,000 direct suppliers 
and over 50,000 of our indirect farmers – to develop climate 
solutions that will deliver economic and environmental value.



Putting Our 
Strategy into Action



The starting point:
Our 2018 emissions
The key to reducing our emissions quickly is knowing where they come from.

With a data-driven approach, we are developing the best near and long-term 
strategies to tackle climate change.

The right data can help us sharpen our focus and identify areas for maximum impact.
To get that data we are using our homegrown ‘HEINEKEN Carbon Footprint’ tool to 
measure and report the total emissions across our value chain.

This is currently available to 17 of our operating companies, which make up 80% of our 
emissions. In the future, it will be extended to all our operating companies, 
enabling total clarity and transparency of our emissions footprint.

The graphic on the next page shows our carbon footprint broken down across
six stages of our product journey, covering our own emissions and the emissions 
from our value chain.

2018 Production Carbon
Emissions Footprint : 19.5 MT C02e

How we calculate
our carbon footprint

Our HEINEKEN Carbon Footprint 
tool makes tracking progress simple. 
Operating companies measure their 
emissions, load them into the system 

and set roadmaps against it. The carbon 
footprint methodology is based on 

the Greenhouse Gas Protocol.



Our carbon footprint from barley to bar
Starting with our own operations, we are aiming for net zero carbon emissions, from barley to bar, by 2040

However, scope definitions are not as simple as they seem. Within malting and logistics, we have a blend of our own operations, partners and suppliers.
Around 30% of the emissions from malting is from the malthouses we own, while 10% of the emissions from logistics are from our own fleet of trucks.

In each category, we have dedicated teams developing strategies that will help us get to net zero. 
The following pages showcase these strategies, and some of the people behind them.

We have broken down our emissions into six key categories across the entire process to transform barley into the beers available in bars and stores around 
the world. Our focus is to decarbonise these six categories by 2040. The seventh category of ‘other’ emissions, is explained on the next page

23% of emissions 5% of emissions 10% of emissions 29% of emissions 11% of emissions 8% of emissions 14% of emissions

AGRICULTURE PROCESSING RAW 
INGREDIENTS BREWING PACKAGING LOGISTICS OTHER

Emissions 
in the 
value chain:

Emissions
by scope:

COOLING

Activities not directly owned or controlled by the reporting 
organisation, but indirectly impacted in value chainSCOPE 3 90%SCOPE 1+2 10%Own production of electricity & thermal energy [heat]

Procuring electricity & thermal energy from 3rd parties

Scope 3 emissionsScope 1+2 emissions



When setting our plans, we have worked on emissions reduction targets in line 
with the SBTi’s criteria and are proud to share they have been formally approved.

• SBTi has confirmed that our scope 1 & 2 reduction pathway is 1.5°C compliant 
and scope 3 is matching the well below 2°C scenario. While we will first focus on scope 
1 & 2, we will be reviewing our scope 3 commitments through the coming years.

• We are working closely with SBTi as part of the net zero standard working group, 
developing a methodology to set long-term, science-based targets for 2040.

Aligning with Science-based Target 
Initiative: what is in, what is out of scope

Scope 3 emissions not be included in our near-
term 
science-based targets:

SCOPE 3 70.2% in 29.8% outWe have an approved near-term 
science-based target
to reach net zero emissions in 
our production and reduce our
total emissions by 30% by 2030. 
This includes 98.5% of scope 1 & 2, 
and 70.8% of scope 3 emissions.

We are working towards 
validating our long-term target
to reach net zero emissions
within our total value chain 
emissions by 2040. This includes
98.5% of scope 1 & 2 and 95% 
of scope 3 emissions.

They include:

• Part of land use change emissions

• Home cooling by consumers

• The Others category, comprising of business travel, 
employees commuting, emission in investment on 
machine, leased assets like company cars



10 Operating markets are accountable for

more than 60% 

of our total emissions

Mexico
14.7%

Brazil
8.0%

UK
2.6%

Portugal
2.5%

Netherlands
5.3%

Nigeria
11.0%

South Africa
4.0%

Egypt
2.9%

Vietnam
3.9%

Russia
6.4%

Taking action in markets
where we can maximise impact

With a presence in more than 190 countries around the 
world, we are working at a local level, drawing on our 
regional strengths, to drive change on a global scale.

We have measured each country’s emissions to identify 
where we can make big reductions quickly, and where 
we should start long-term projects.

Breaking down our emissions further into different 
categories within each market allows us to identify 
even more targeted strategies.



How Our Carbon 
Neutrality Targets 
Guide our Action 

from Barley to Bar



Agriculture
23% of emissions

When it comes to agriculture, targeting three crops we can 
reduce or replace 91% of emissions. These crops are:

60%

Barley
Barley 60% Maize 25% Sugar Cane 6%

That includes emissions from cultivating the crop, such as producing and 
applying fertilisers, and land-use change. To reach Net Zero in our production 
by 2030, and across the whole value chain by 2040, we need to radically 
change the way our suppliers’ farmers grow their crops.

Grains give our beers their unique taste – but they are also 
the source of 23% of our carbon footprint. 

They’re grown in more than 30 countries, but we decided to focus our 
reduction initiatives on 10 countries first. These are the UK, Ireland, 
France, Spain, Mexico, Brazil, Russia, Australia, US and Slovakia.

ReplaceReduce

Mexico
17%

Argentina
22%

5%

Brazil
14%

Spain
2%

France
11%

Russia
3%

Australia
4%

Nigeria
5%



ReplaceReduce

To reduce our emissions in agriculture, we are working with the suppliers, 
cooperatives, and farmers in these countries. Our Low Carbon Farming 
programme is a great example showcasing our ability to team up with all 
participants in our supply chain to move the needle on CO2 reduction and 
carbon sequestration in agriculture.

With our Low Carbon Farming programme, we are working directly with 
farmers to test new farming practices and how much they reduce carbon 
emissions over a 3 to 5-year timeframe. With the help of the Cool Farm 
tool, all participating farmers can measure and track reductions in carbon 
emissions on a yearly basis.

In 2021, we began working with 500 pilot farms, testing the effectiveness of 
using less fertiliser and using regenerative or conservation agriculture 
techniques that enrich soil health and increases its ability to capture carbon. 

We strive to bring more farms into the program in the near future.

After 2027, the approaches found to be the most successful will be scaled 
up and adopted by around 10,000 farmers.

We plan to share our findings and, by 2030, hope to 
equip and train more than 10,000 farmers so they 
can adopt these methods for themselves.

The Cool Farm Tool takes a 

tailored approach to quantify on-

farm greenhouse gas emissions 

& soil carbon sequestration It 

can show how management 

decisions sequester carbon or 

reduce greenhouse gas 

emissions

Agriculture
23% of emissions



5% of emissions

Processing plants are the first step in transforming our 
agricultural raw materials so that they are ready for brewing. 
Our suppliers do 90% of the processing for us, but we also have 
some malting plants of our own. 

All of this uses energy, so we are working with our suppliers on 
their own 2040 net zero roadmaps with renewable energy and 
energy optimisation solutions. We will help them every step of 
the way as they reduce CO2 emissions. Our 10 malting plants 
are already in advanced stages in the decarbonisation journey, 
helping us to stay well on track with our 2030 net zero targets. 

‘Alongside HEINEKEN, we are 

redesigning traditional malting 

processes. We are already using 

‘energy islands’ consisting of heat 

pumps and biomass burners 

instead of existing kilns. Such 

innovations have helped us reduce 

our electricity and heat consumption 

drastically, benefitting the 

environment and our CAPEX.’

– Johan Vissenaekens,

Technology Manager, Albert Maltings

ReplaceReduce

Processing raw ingredients



Brewing – it is the thing we are most famous for. It is also where the majority 
of our scope 1 and 2 emissions come from.

To make our brewing greener, we are starting with improving the efficiency of our equipment and 
processes to reduce the overall demand for energy. By optimising processes using internal benchmarks 
and scaling best practices across all our 160 sites, we can reduce 20% of emissions from brewing.

After that, we need to replace fossil fuels and make sure all our energy is 100% renewable. 
Much of brewing depends upon managing heat. At HEINEKEN, we use thermal energy to generate 
heat for mashing the grain and water and fermentation, and electricity to cool our tanks and 
transport our bottles and cans on the conveyor belts.

The energy we use emits 1.9mio metric tons of carbon dioxide, two-third from thermal 
energy and one third from electricity. Using thermal and electrical energy with no carbon 
footprint has never been done at this scale.

While there is a lot of scaled innovation in renewable electrical energy, renewable thermal energy is 
more complicated. It is a less mature market and there are fewer viable options currently available. 
But since it accounts for nearly 70% of our production emissions, this is something we are addressing 
by using a blend of solutions that are designed according to each market’s unique circumstances.  

We will accelerate the adoption of renewable electricity and continue working with the 
industry to scale new solutions in renewable thermal.

ReplaceReduce

10% of emissions

Brewing



ReplaceReduce

Taking the right path to grow the green energy sector.

We want all our electricity to come from renewable sources. There are many paths we can take to 
get there, but we’re choosing the ones that give the renewable energy sector the biggest boost.

Both solutions help to build more capacity in the renewable energy sector. Going forward, we 
believe this is where the vast majority of our electricity will come from.

In markets where developing new assets is not easily doable, we will stimulate the demand by 
sourcing energy attribute certificates (EACs) from existing sources. At medium term, we intend to 
develop new capacity once the markets open up for corporates power procurement agreements

‘I am extremely proud

we have taken the lead in 

Nigeria – pushing our sustainability 

agenda by investing in a solar 

power plant in the Ibadan brewery 

that will reduce 10,000 Tons of 

CO2 emissions by 2025. 

Nigerian Beers brewed by the Sun!‘

- Tayo Ogundana,

Brewery Manager (Nigeria)

They include sourcing power from:

New on-site assets 
that supply electricity 
from wind, solar and 
hydro power directly 
to our breweries.

Newly built, off-site assets 
(including wind and solar), 
using long-term procurement 
agreement (PPA) ranging 
from 10 – 15 years.

10% of emissions

Brewing



ReplaceReduce

There is no one-size-fits-all solution – but we have a plan.

When it comes to thermal energy, we are getting creative. As a global business, 
we are using different strategies in different parts of the world that are most 
impactful based on local infrastructure, environment and need. All these strategies 
aim to replace fossil fuel thermal energy with low-carbon alternatives. It varies 
from electrifying our operation through electric boilers or waste heat pumps or 
developing a sustainable supply chain on bioenergy.

In Mexico, there is scope for us to replace a lot of our fossil fuel energy through 
heat pumps and concentrated solar. In Brazil, it makes sense to use a more 
sustainable fuel, or Biomass, to produce heat.

While countries are unique and there is no one-size-fits-all solution, we see 
bioenergy and biomass as important levers. In 2019, we developed a sustainable 
biomass policy with the Wageningen university to clarify our sourcing selection 
around biomass. There are nearly 2,000 different types of biomass and some are 
more sustainable than others. We are focusing on using process, agriculture and 
forestry residues instead of crops or wood. A thorough life cycle assessment and 
environment risk assessment is done each time we intend to source Biomass.

While Biomass is an important lever, we continue exploring other solutions 
such as procuring off-site Biomethane, piloting concentrated solar thermal or 
exploring waste valorisation.

10% of emissions

Brewing



ReplaceReduce

29% of emissions

Packaging is a crucial part of getting our beer to our customers and consumers, 
both safely and efficiently. But it’s responsible for just under 30% of our carbon 
footprint – making it a key area of focus. 

All our packaging is made from one or more of the following four materials. We 
are applying the ‘reduce and replace’ strategy to change the way we produce 
glass bottles and cans, along with plastic and paper packaging.

Packaging

These materials are:

Glass
2 MT C02e

Aluminium Cans
2.2 MT C02e 

Plastic
1.25 MT C02e

Paper
1.1Mio tons



Reducing emissions with design innovation.

We know that one way to reduce emissions is to make packaging circular –
keeping materials in use for as long as possible. We’re continuing to work 
closely with our suppliers to develop and scale more efficient packaging and 
have started our own initiatives to reduce the material in our packs, reuse 
packaging waste, and increase the returnability of our glass bottles.

Green Grip:

Green Grip is a robust, easy-to-carry, and 100% plastic-free cardboard topper 
used on our multipack cans in the UK. This ingenious packaging innovation 
saves over 500 tonnes of plastic every year in the UK alone. That’s equivalent 
to 94 million plastic bags. And it doesn’t just save plastic – the Green Grip 
design reduces waste by using very few other materials.

ReplaceReduce

29% of emissions

Packaging



Reducing emissions with better packaging.

Alongside Glass Futures, a non-profit research and technology organisation, and our 
suppliers, we are conducting research and trials to reduce emissions in glass 
production. This was launched with our industrial fuel switching project, which 
replaced natural gas with sustainable biogas. These innovations will continue –
including increased use of recycled glass, alternatives to virgin raw materials and 
improvements in technology to produce low carbon bottles. We’ve discovered that 
for every 10% increase in recycled glass we use, we can reduce our emissions by 5%. 

Partnering beyond the value chain.

Just like us, our suppliers rely on electricity and thermal energy. As part of their low 
carbon journey, they too are looking at renewable energy sources. We are scaling up 
our learning, best practices and opportunities for collaboration. We aim to become 
their customer of choice when it comes to offering innovative sustainable solutions.

These steps will help make sure our premium beer continues to be delivered in 
convenient packaging that stands out from the crowd but leaves a low 
environmental footprint.

ReplaceReduce

29% of emissions

Packaging



11% of emissions

We are delivering change.

Every second, we deliver 100 crates of beer somewhere in the 
world. We do that in over 70 countries, using trucks, trains 
and ships. Whether it’s grain or beer that’s on the move, logistics 
is the backbone of our value chain.

A network this wide inevitably leaves an environmental footprint. 
In our case, it accounts for 11% of our total carbon emissions. 
To reduce that, we are sticking to our strategy and focusing where 
we can make the biggest difference as quickly as possible.

Our data shows that 17 markets are responsible 
for 80% of our logistics-related emissions. 
So that is where we are making a start. 

More broadly, we are making sure our logistics and procurement 
departments are working together. With the right suppliers and fleets 
commissioned, we can accelerate the change our planet needs.

Logistics

ReplaceReduce



Let’s reduce fuel… 

We are starting out by accelerating our logistics efficiency initiatives – such as 
improving vehicle utilisation, sourcing more locally to reduce the need for transportation, 
and using vehicles with higher payloads to transport more in a single journey and limit 
the amount of trucks we have on the road.

However, approximately 95% of our logistics are outsourced to other companies. So, the best 
way for us to shrink our carbon footprint is to work closely with these companies and make sure 
they are using the latest technology.

A good example is our new fuel management project, which requires our suppliers to use 
telematics systems to promote safe and fuel-efficient driving – and report their progress 
regularly.

And replace with more clean technology.

From electric beer trucks to biofuel powered ships, we’re testing different kinds of 
technology to help us use clean energy.

‘Our emissions profile is

directly impacted by the 

efficient management of our 

vehicles as well as deploying 

more efficient, modern technology. 

We are committed to being a good 

corporate organisation and a 

critical part of this is to service 

companies, like Heineken, which 

share our commitment.’

– Hargu Horn, General Manager, 

Technical Services –

MDS Logistics Limited

11% of emissions

Logistics

ReplaceReduce



8% of emissions

Cool solutions to a warming planet.

Our fridges produce half the carbon dioxide they used to a decade ago. When 
it comes to keeping our beers and ciders ice-cold, our suppliers commend us on 
our strict environmental standards. And now we are even testing smart fridges 
that help us use less energy by reporting everything from their average 
temperature to when a door that has been left open.

We started to transform our fridges a long time ago. One of our biggest 
changes was to replace hydrofluorocarbons (HFCs), which are greenhouse 
gases, with more natural hydrocarbons. Ten years on and now 95% of our 
fridges are HFC-free. That means they use less energy, last longer and do not 
contribute as much to climate change. 

We have made other changes too. We are using LED lighting, energy efficient 
fans and energy management systems, all of which benefit the environment. 
We have made brilliant progress, but commercial refrigeration is still behind 
the domestic market and is responsible for 8% of our carbon footprint. We 
want to drive the innovation that will help us reach net zero.

Cooling

ReplaceReduce



From sub-zero to net zero.

We are using our ‘Reduce’ and ‘Replace’ strategy to reach net zero in cooling:

Reducing energy consumption through innovation.

New technology can create more energy-efficient fridges. So, we are doing everything we can to drive 
innovation. We have even taken inspiration from the world of Formula 1. We are now using Aerofoil 
technology so that when cold air tries to escape, it is directed back into our fridges. 

Meanwhile, the standards we set to reduce energy consumption grow more ambitious each year. 
And they are all benchmarked against the Energy Efficiency Index. By 2027, all the fridges 
that cool our beverages will be in one of the Index’s top energy efficiency classes.

Reducing energy demand by improving energy efficiency and reducing waste.

We want fridges to be efficient, and to be used efficiently. With the help of our sales teams, 
we can help customers better understand their needs and reduce the demand for new fridges. 
Are additional fridges really needed and, if so, what size should they be? Asking questions like 
this can lead to better decisions, improve efficiency and reduce environmental impact.

We are working with local waste management companies and fridge manufacturers to find the 
best ways to dispose of, or reuse, various glass, plastic, and aluminium fridge components. Reducing 
waste reduces emissions – both in terms of disposal and by reducing the need to manufacture 
new parts. So that’s why we’re working on ensuring all our fridges are fully recyclable.

8% of emissions

Cooling

ReplaceReduce



Lead the way in renewable energy.

We are using more and more renewable power, and we want to help our 
partners to do the same. Our fridges should run on clean energy. If we have a 
contract with a renewable energy supplier, we want our customers to be able 
to sign up to that same tariff, providing them with a commercial incentive to 
switch away from fossil fuels. When we build a new solar or wind farm for our 
breweries, we will let our customers plug-in too. That’s how we’re helping our 
customers to join us on the renewable energy movement.   

’I am really proud of our

refurbishment process for draught

beer and cooling equipment. 

We reuse functional spare parts in 

used appliances at the end of their 

shelf life or repair individual parts 

that can be reintegrated. This way 

we significantly reduce the amount 

of electrical and electronic waste we 

produce by about 30 tons per year.

– Irena Brugger,

Sales Director (Slovenia)

8% of emissions

Cooling

ReplaceReduce



Remove, the last resort

Does buying this specific offset lead to a 
reduction of greenhouse gas emissions that 

would not have happened otherwise?

We are determined that only those emissions that cannot be reduced or replaced will be ‘removed’ using verified carbon offsets. Used as a last resort, offsets help 
us to combat climate change, protect nature and direct funds to where they are needed most. They include initiatives to fight deforestation or plant new trees.

This is uncharted territory for us so we will tread carefully, learn, and adopt a policy that promotes the following principles:

Determining whether a project is “additional” 
requires rigorous and transparent 
accounting by third-party experts.

To ensure our projects will 
positively impact our planet.

Additionality: Transparency: Tangible Impact:

Our approach to removing carbon emissions

Remove



Reporting

It drives our performance and helps us to make better decisions.

We use the ‘Heineken Carbon Footprint’ tool to measure and report the total emissions produced across our value chain. Measuring our emissions 
holds us accountable to our net zero target so that we can meet the metrics defined by the Science Based Targets Initiative.

On top of this, we regularly report on our progress and measure it against the following verified benchmarks: 

Carbon Disclosure Project (CDP) Climate Change – Score A-

We will provide annual  progress updates to our employees, partners, stakeholders, and customers.

We improved our CDP Climate Change action score, receiving A-. We achieved leadership level (A/A-) for Scope 1 & 2 Emissions, Risk Management 
Processes, Governance and Business Strategy and Financial Planning. Contact us to request a copy of our disclosure.

You can’t manage what you can’t measure. That’s why transparent reporting 
holds our Reduce, Replace and Remove strategy together 

mailto:investorrelations@heineken.com


This transformational journey presents the biggest 
challenge we have ever faced – but it is also the greatest 

opportunity to drive lasting, meaningful change. We 
are incredibly grateful to have brilliant teams of people around 

the world who are bringing the strategy to life. Here are the 
words of some of the people behind the beer you drink, talking 

about the elements of our net zero roadmap that they are 
excited about, and the challenges that lie on the road ahead.

Putting Plans Into Action



‘I believe we are currently at a moment where 
the tide is turning. After decades of unchecked 
rises in emissions, the world is waking 
up. HEINEKEN, and others, are making bold, 
ambitious pledges towards zero carbon. Our 
commitments are woven into the fabric of our 
balanced growth strategy, Evergreen.

The journey to net zero is going to be 
challenging. It will require coordinated action. 
As HEINEKEN, we’re determined to live up to 
our promises and realise our ambitions.’

Dolf van den Brink, CEO



‘The Heineken Low-Carbon 

Farming program will enable many 

of our partner farmers to explore new 

techniques that allow CO2 reduction 

and sequestration. I am proud to see 

that  our partner engagement has led 

to the program growing 

exponentially.’

– Geraldine Bernard,

Global Sustainability Manager,

Raw Materials

‘As a farmer, reducing our

carbon footprint is a subject that

resonates and is consistent with

my farming practices. I see it as an 

opportunity to improve virtuous 

practices and roll them out to the whole 

farm. I am proud to prove that farming 

can be part of the solution for achieving 

the objective of carbon neutrality.’

– Valentine Prot,

a farmer in the Grand-Est 

region of France

‘Achieving net zero 

carbon emissions means that 

there’s a need for more creativity 

and customer-centred action. For us,

it is about bringing forward 

cooling innovations that are not yet 

available and ensuring we can 

deploy the most efficient coolers 

in market as early as possible.’

– Arnaud Thoni,

Global Sustainability Manager,

Cooling and Events



‘Responding to climate change 

will require change at scale to make a 

difference. At HEINEKEN, giving our 

consumers the smallest of choices each 

day in their own lives, adds up to 

something bigger and better. For 

example, Green Grip in UK has not only 

eliminated over 14 million plastic rings 

from the market so far, but it has also 

contributed to removing c.500 tonnes of 

plastic annually.’

– Sam Tarratt,  

Packaging Lead (UK)

‘The main challenge to decarbonise 

the transport sector is the availability of 

the right technologies and innovations at 

scale in the different markets we operate 

in. But, in this exciting decade, we will 

collaborate internally with our markets 

and externally with suppliers, truck 

manufacturers, innovators and NGOs to 

turn our ambitious net zero strategy into 

reality’

– Remi Abdul Samad,

Global Sustainability Manager

Logistics

‘One of the

challenges in replacing diesel trucks 

with gas or electric trucks is that it will 

increase the cost of our services and  

carriers will refuse to lease an expensive 

fleet, impacting our ability to meet 

HEINEKEN’s transportation needs. But 

we will continue to support them in this 

transformation, now and in the future, 

just like we have for the last 10 years.’

– Evgeniya Orekhova, Key Account 

Manager, Darex, Russia



– Nicolas Clerget, Global Sustainable 

Development Manager

‘I believe that business has a key

role to play in preserving our planet

– and I’m proud of all the work

HEINEKEN is doing in this area. I am 

excited that they are continuing to set 

the bar for the brewing industry with 

the ambitious goals set out in this 

strategy. It’s a testament to their focus 

on partnerships that they’re finding a 

way to reduce emissions across 

every part of their value chain.’

– Nico Rosberg, Formula One Racer

and Brand Ambassador

‘It saddens me to see the

impact of climate change on people’s 

lives. We will need to acquire new skills 

and develop new capabilities faster 

than ever before, and I am so excited 

that through HEINEKEN’s commitment, 

more Rwandans will be empowered to 

create newer sources of income, high 

returns for our business and enjoy 

cleaner energy in the future.’

Laetitia Uwera, 

HR Director (Rwanda)

‘Making this commitment required 

courage and vision; the journey won’t be 

easy, and we expect difficult decisions 

to be taken. By working cross-

functionally and with peer companies, 

we expect to federate various actors of 

the value chain towards our Net Zero 

goal. We are at the very beginning of 

decades of transformation towards a 

more sustainable world.’



Glossary

Biomass:

Plant or animal material (such as wood, energy crops or farm waste) 
used as fuel to produce electricity or heat.

Carbon footprint:

The amount of carbon dioxide emitted into the atmosphere as a result 
of the activities of an individual person, organisation or government.

Carbon neutral:

An actor’s net contribution to global CO2 emissions is zero. Any CO2 
emissions are fully compensated by CO2 removals exclusively claimed 
by the actor. Often used interchangeably with net zero.

Carbon offsetting:

Mechanisms to lower total CO2 emissions by investing in projects that 
absorb CO2, rather than emitting it. These projects can include natural 
solutions, such as tree planting or forest conservation, as well as other 
extractive solutions.

Climate change:

Climate change refers to sustained changes in the earth’s 
weather patterns such as temperature, wind and rainfall, and 
especially rising temperatures caused by the increase of gases 
such as carbon dioxide.

Energy efficiency:

This means using less energy to complete the same task. This not 
only has a positive effect on greenhouse gas emissions, but also 
lowers costs.

Energy Attribution Certificates (EACs):

A global instrument that certifies specific units of energy have been 
produced from a renewable source. It’s a tracking system to correctly 
allocate the renewable energy a corporate has purchased.

Fossil fuels:

A natural fuel formed millions of years ago from the remains of living 
organisms. The four types are: petroleum, coal, natural gas and shale 
gas. Fossil fuels have enabled progress in recent centuries, but it has 
now been established they strongly contribute to the endangerment 
of the environment.

Global warming:

A progressive increase in the earth’s average surface temperatures, 
linked to the greenhouse effect caused by increased levels of carbon 
dioxide and other pollutants.

Greenhouse gases (GHG):

Gases in the earth’s atmosphere that absorb and re-radiate heat, 
functioning as a type of insular layer that keeps heat in the earth’s 
atmosphere, thereby increasing the planet’s temperature.

Net zero:

A state in which greenhouse gases going into the atmosphere are 
balanced by their removal out of the atmosphere. This is the standard 
used in the Paris Agreement, and is generally seen to be more 
ambitious, with a greater focus on the reduction of emissions 
(as opposed to offsetting) than carbon neutrality.

Paris Agreement:

A significant policy landmark that was achieved by almost every nation 
committing to lowering its GHG emissions to cap global warming at 2 
degrees, while pursuing efforts to limit it at 1.5 degrees. With 196 
signatories and ambitious targets, the Paris agreement remains the 
most significant and urgent climate agreement to date.

Renewable energy:

Energy can be classified as renewable if it is won by a source that 
cannot be depleted – such as wind or solar power.

Science Based Target Initiatives (SBTi):

Science-based targets provide a clearly defined pathway for 
companies to reduce emissions. Targets are considered science-based 
if they are in line with what the latest that climate science deems 
necessary to meet the goals of the Paris Agreement.

Scope 1&2 emissions:

Scope 1 emissions refer to the direct emissions that result from the 
activities of an organisation that are under their direct control (such 
as their production facilities). Scope 2 emissions are indirect 
emissions which originate from the electricity, steam, heating and 
cooling that is purchased and utilised by an organisation.

Scope 3 emissions:

These are indirect emissions that occur in the value chain of a
company. This includes emissions that incur upstream and 
downstream of the company’s business activities.
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