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BY REACTING  
AT SPEED
We’ve continued to develop  
and launch several new 
and innovative product 
ranges for our customers, 
driving growth back into 
our categories. 
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LEVERAGING OUR 
GLOBAL SUPPLY CHAIN
Strengthening the  
relationships with our  
growers and suppliers. 

06

WORKING CLOSELY  
WITH CUSTOMERS 
Working with customers  
across our markets, we  
rapidly adapted our products  
to suit sudden changes in 
consumer demand. 

05

PROTECTING OUR PEOPLE
DURING COVID-19 
Prioritising the health,  
safety and wellbeing of 
our colleagues.

See how we have reacted to this year’s challenges and how our 
dedicated team has adapted to continue our success as a business. 

WHAT’S INSIDE?ADAPTING OUR 
BUSINESS FOR  
THE FUTURE... 
THE WORLD HAS CHANGED
But together we remain resilient in  
response to one of the most challenging  
times in recent history.

OUR PACE OF RESPONSE
Making it happen comes down to our people  
and our values; enabling us to remain flexible  
and agile.

RISING TO THE CHALLENGE
We have proved we can rapidly adapt, we have 
evolved at pace and we will continue to adapt  
for future success.

Click here to download our  
full 2020 Annual Report
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OUR PEOPLE LIVING
OUR VALUES EVERY DAY

Customer care
We are committed to supplying 
outstanding service, quality 
and value, never forgetting  
that our relationship with our 
customers is key to our success.

Innovation
We thrive on new challenges, 
looking for innovative ways  
to grow and improve our 
business further.

Can-do attitude
We encourage personal 
initiative and empower our 
people to make things happen. 
Our motivation comes from a 
determination to succeed in 
all that we do.

Teamwork
We believe everyone has a 
valuable part to play in the 
success of our business.  
We aim to communicate 
effectively and are committed 
to the highest standards of 
ethics and integrity.

Getting it right,  
keeping it right
We work to deliver the right 
results every time in the most 
effective way, providing value 
for our customers and 
stakeholders alike.

OUR VALUES

OUR PURPOSE
To provide the high quality food that 
fast paced, modern living demands – 
allowing people to focus on what  
really matters.

OUR MISSION
To develop and produce innovative, 
commercially successful, great-
tasting food that offers choice, 
convenience and freshness to 
people around the world.

To read more about 
us, see our website

Click here
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WE ARE THE LEADING PROVIDER 
OF FRESH PREPARED FOOD IN 
THE UK, WITH A STRONG 
PRESENCE IN THE US AND CHINA.

Our deep understanding of consumer food 
choices enables us to create innovative 
products that set us apart from our 
competitors. 

We manufacture and market a wide variety 
of fresh prepared food, covering a range of  
categories including meals, desserts, pizza 
& bread and salads.

Our core products

Trusted Partner: our Corporate Responsibility strategy

Responsible Sourcing  
in our supply chain

Sustainability and Innovation  
in our operations

Engagement and Wellbeing  
in our workplaces and 

communities

Click here

To read more about our Corporate Responsibility,  
see page 42 of our Annual Report
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Core products
Food-to-go
Fresh cut salads
Sandwiches and wraps
Salads
Bakery

Around

1,700
products in our 
UK portfolio

In the UK, we have 23 factories, four distribution 
centres and a head office in London.UK

87%
of Group 
revenue

108%
of Group adjusted  
operating profit1

Revenue

£1,566.6m
Adjusted operating 
profit1

£90.7m

Core products
Meals
Pizza & Bread
Desserts
Salads

Over

210
new products 
created in the 
UK this year

Over

320
new products 
created 
in China  
this year

Over

600
products  
in our 
China 
portfolio

In China, we have nine factories and one 
farm, plus our head office in Shanghai.CHINA

Revenue

£80.4m
Adjusted operating 
profit1

-£7.7m

5% 
of Group 
revenue

-9% 
of Group adjusted  
operating profit1

In the US, we have five factories, plus a head 
office in Charlotte, North Carolina.US

Revenue

£146.5m
Adjusted operating 
profit1

£0.6m

8% 
of Group 
revenue

1% 
of Group adjusted  
operating profit1

Core products
Meals
Soups & Sauces
Bread
Dips

Over

 130
new products 
created 
in the US  
this year

Over

300
products  
in our US 
portfolio

Customers Customers Customers

1  Alternative Performance Measures (“APMs”), including ‘like-for-like’, ‘adjusted’ and ‘underlying’, are applied consistently throughout the Annual Report. 
The APMs are defined in full and reconciled to the reported statutory in Note 37 of the Notes to the Consolidated Financial Statements.
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PUSHING OUR EXCEPTIONAL FACTORY  
STANDARDS EVEN FURTHER 

BAKKAVOR COLLEAGUE  
WELLBEING TOOLKIT
We launched a Wellbeing Toolkit to 
support all our colleagues, offering 
updated advice on physical, emotional, 
and financial health. Through this  
we have continued to promote our 
Employee Assistance Programme.

ONSITE TESTING PROGRAMMES 
We chose to test our workforce in 
Leicester, Newark, and Tilmanstone,  
with the majority of colleagues 
participating in the voluntary  
testing programme. 

BY INTRODUCING  
NEW HEALTH & 
SAFETY MEASURES 

PROTECTING OUR PEOPLE DURING COVID-19...

We responded quickly and worked at 
pace. All our sites played their part, 
pulling together to demonstrate an 
incredible ‘can-do’ attitude, working  
to keep everyone safe.

 15,000
colleagues pass  
through our thermal  
imaging cameras  
every day

 70+
Documents and standards 
written and published on  
the Bakkavor Coronavirus 
Management System (“BCMS”)

3.5m
visors have been  
produced so far

Our employee representatives 
went above and beyond to 
ensure that the new ways 
of working, including the 
COVID-19 controls, were 
clearly communicated,  
and adhered to. 

The health & safety of our 
colleagues remains a top priority 
for the Group, which is why we 
implemented several immediate 
changes when COVID-19 began.

Increase in safety measures  
across all sites 
We pushed our already exceptional factory 
standards even further, introducing a 
number of new measures to ensure 
everyone’s safety during the COVID-19 
pandemic. Thermal imaging cameras are 
now at all our UK locations, safety screens 
are standard practice across all our sites 
and we have installed hand washing 
clocks to ensure proper hygiene is 
maintained. To help maintain social 
distancing in staff areas, we have  
created larger spaces for break times.

CHEESECAKE BOX TO  
PROTECTIVE VISOR 
Using the windowed carton 
materials normally used to 
package our cheesecakes as 
inspiration for the design, we 
developed our own disposable 
visor for factory production staff. 
Concept to first delivery was  
14 days with modification of three 
subsequent versions based upon 
colleague needs and feedback.

SEF Ambassadors promote 
new controls 
Our employee representatives went 
above and beyond to ensure that the 
new ways of working, including the 
COVID-19 controls, were clearly 
communicated, and adhered to. 

Maintaining global supply chains  
for raw materials and PPE
We have also been heavily involved in 
making sure we have enough PPE and 
hygiene materials to keep our factories 
going and our colleagues protected. Thermal 

imaging 
camera
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TO MEET  
A RISE IN  
DEMAND

WORKING CLOSELY  
WITH CUSTOMERS...

By working closely with customers in all 
markets we will drive growth back into 
categories and we can pivot the business 
towards significant changes in food behaviour.

SIMPLIFYING EXISTING PRODUCT 
RANGES TO ENSURE SUPPLY
We redeveloped 30 products for 
customer sign off within two weeks  
to enable product transfers from our 
Cumberland site to Boston and Elveden. 
This allowed us to align volume to  
labour availability across the meals 
business as COVID-19 caused varying 
absence levels in the UK.

DELIVERING IN-HOME MEALS 
SOLUTIONS 
Changing consumer demands  
have meant a growing need for  
meal solutions that can be delivered 
straight to a consumer’s home.  
We have launched innovative meal  
ranges to our customers in the US  
and Hong Kong that deliver this. 

12
new raw materials  
at the Spalding site

5
days to introduce  
pizza manufacturing  
into Spalding Deli

PIZZAS POPULAR DURING LOCKDOWN –  
RAPIDLY ADAPTING TO SHIFTING DEMAND

Because of this, demand for 
pizzas increased and our sites 
worked together to produce 
the additional capacity our 
customers required.

Introduction of pizza manufacturing 
into Spalding Deli within five days. 

Reacting quickly to rising demand 
Consumers turned to convenient and 
familiar options during difficult times.  
This included attractive pizza meal-deals 
that proved to be especially popular  
with shoppers.

SUPPORTING THE SHIFT  
TO ONLINE GROCERY 
Shopping behaviours are changing  
as consumer demand for an online 
experience is growing. To support this 
trend, we are working closely with our 
retail customers across the Group  
as they expand their online  
product offerings. 

Creating additional capacity
In order to ensure we met customer 
demand, our Harrow site successfully 
transferred a complete manufacturing 
line to the Spalding Deli site within five 
days. This resulted in a significant 
increase in our weekly pizza volume 
capacity and has established Spalding 
Deli as a pizza supply site for two of  
our key UK customers. 

Drive customers to core pizza ranges
During lockdown, we had to ensure 
continuity of supply at a time of 
considerable uncertainty and volatile 
demand, and therefore we drove 
customers to simplified pizza ranges. 
Throughout this period our service levels 
and products remained constant as we 
maintained the industry-leading levels 
that our customers have come to  
expect of us.

Recently launched 
‘eat at home’
meal range in  
Hong Kong
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TO DELIVER ON  
TIME WITH ZERO 
DISRUPTION

LEVERAGING OUR  
GLOBAL SUPPLY CHAIN...

Robust and certain relationships with 
suppliers, and our local knowledge  
of supply base, allow us the flexibility  
to source alternative solutions  
where required.

LARGELY CENTRALISED FUNCTION 
PROVIDED SCALE AND VISIBILITY  
TO MITIGATE IMPACT ON 
INTERNATIONAL BUSINESS
Overseeing procurement at the  
Group level has helped ensure that our 
technical, commercial, development  
and operations teams across the US  
and China are kept informed about the 
challenges our supply chain has faced 
this year. 

STRENGTHENING OUR RELATIONSHIP 
WITH FARMERS, GROWERS AND 
SUPPLIERS
We helped set up a collaborative  
platform called Food Farm Help, which 
recognises the challenges that smaller 
farms and producers face, as well as  
those specific to the food, agriculture,  
and horticulture industry.

750
suppliers

MANAGING COMPLEXITY TO ENSURE  
THE PROVENANCE OF OUR INGREDIENTS

There has been an incredible effort by 
our teams across the business as well 
as suppliers and hauliers to keep the 
supply chain moving.

Rolling out operational  
improvement projects 
COVID-19 has been an unprecedented 
challenge but, despite this, there  
has been a huge team effort behind 
maintaining our supply chain with 
limited disruption.

Keeping food moving
There has been an incredible effort  
by our teams across the business,  
as well as suppliers and hauliers  
to keep the supply chain moving. 
Everyone has pulled together and 
worked cross-functionally to  
ensure the disruption caused by  
the pandemic was minimised. 

50
countries

13,000
specific products from  
global suppliers

We also supported two webinars 
through the Food Network for Ethical 
Trade (“FNET”): one for smaller food 
manufacturers with limited in-house 
resource to dedicate to tackling 
COVID-19 issues and another for 
farmers and growers. 

Working closely with  
suppliers and hauliers
We micromanaged our way through 
some very turbulent times. One 
example of this was the sourcing of 
spices from India. In order to maintain 
supply levels, we had to initiate new 
supplies from Bulgaria and Morocco 
to ensure we didn’t run out.

Complex supply chain
We make a diverse range of 
products across many product 
categories for a number of different 
customers. To do this, we source 
about 13,000 specific products from 
around 750 suppliers based in more 
than 50 countries. Factor in the 
number of different supply chains 
we use, and things get very complex.
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WE CONTINUE TO 
LAUNCH INNOVATIVE 
PRODUCTS

BY REACTING AT SPEED...

Our business never stands still and we 
have shown real resilience. We have 
continued to develop and successfully 
launch several new product ranges for 
our customers and we remain focused on 
driving growth back into our categories.

NEW INTERNATIONAL RANGES
Our international teams have whipped 
up a number of new innovations.  
In China, we’re responding to the 
growing demand for plant-based 
foods by launching a range of dairy-
free parfaits. Our US team has 
developed a number of new additions 
to their chef-inspired meals range, 
later voted ‘meals range of the year’ 
by one of our key customers.
 
OUR BIGGEST LAUNCH WITH  
A KEY CUSTOMER 
In partnership with a key customer,  
we launched Heat & Enjoy, a range  
of 38 tasty meals, desserts, and  
sides to 1,500 stores across the UK.  
Heat & Enjoy offers shoppers the 
ultimate takeaway experience, but 
direct from the store to their home.

Launch of parfaits with  
plant-based yogurt and fruits 
 for a key customer in China

RESPONDING WITH INNOVATIVE PRODUCTS

The commercial and development 
teams have worked hand in hand 
to push boundaries to meet the 
growing demand.

Launching Yumnuts
Providing innovative products is at the 
heart of what we do. In 2020, we 
successfully launched seven flavours 
of Yumnuts by working closely with a 
significant customer to deliver a new 
hybrid of their iconic yum-yums and  
a doughnut. The launch included a 
multi-media campaign that spanned 
digital, in-store, print and TV. 

Over performance in category 
The in-store bakery market was 
significantly impacted by the changes  
to consumer behaviour as a result of 
COVID-19. Yumnuts has bucked the  
trend by being a complete disrupter to 
the fixture. Our customer has plans to 
increase investment in the brand in 2021. 

New ways of working to meet  
growing demand
The commercial and development  
teams have worked hand in hand to  
push boundaries to meet the growing 
demand. This includes further innovation 
in 2021 on expanding the product range. 

At a Glance Corporate 
Responsibility

Management 
Board

Introduction Adapting  
our Business

CEO’s Review Business 
Model

StrategyOur Values 

Bakkavor Group plc  All about Bakkavor 2020 08



COVID-19 and protecting our colleagues
In what has been an extraordinary year,  
I would like to begin by thanking each 
and every one of my 19,000 Bakkavor 
colleagues for their outstanding efforts in 
response to COVID-19. We have 
prioritised colleague health and safety 
and, in extremely challenging 
circumstances, we have minimised 
disruption by keeping the food supply 
chain moving, maintaining excellent 
service levels for all our customers. 

Over the past 12 months, the wellbeing  
of our colleagues has continued to be 
our primary focus. Since the onset of 
COVID-19, we acted at speed to build on 
our stringent health and safety controls, 
aligning with government guidelines 
across each territory in which we operate. 

Across the Group, we quickly introduced 
social distancing measures, along with 
enhanced hygiene and cleaning protocols.  
We pushed our high factory standards 
even further, with thermal imaging 
cameras installed for temperature 
checking and the introduction of COVID-19 

GROUP FINANCIAL HIGHLIGHTS

£ million 2020 2019 Change

Revenue 1,793.5 1,885.9 (4.9%)

Like-for-like revenue1 1,721.9 1,810.6 (4.9%)
Adjusted operating profit1 83.6 89.7 (6.8%)
Adjusted operating profit margin1 4.7% 4.8% (10bps)
Operating profit 62.0 69.4 (10.7%)
Operating profit margin 3.5% 3.7% (20bps)
Free cash flow 40.1 46.9 (6.8)

A PERFORMANCE GROUNDED IN 
SCALE, EXPERTISE AND STRONG 
CUSTOMER RELATIONSHIPS.

marshals. We worked alongside local 
authorities, communities, councils and 
governments to promote the importance 
of staying safe across our entire 
workforce and, where possible, we made 
sure that all colleagues who were able to 
do so could work from home. 

Where we did have cases of COVID-19 
reported at sites, and as government 
guidance evolved, we acted quickly and 
put in place further mitigating actions, 
including employee car sharing 
protocols and compulsory mask 
wearing policies. 

In response to local outbreaks in the UK, 
we introduced our own internal track and 
trace process and testing programmes 
for our colleagues at Tilmanstone, 
Newark and Leicester to help protect 
them and contain the spread of the 
virus. In addition, we continued to 
support our colleagues through our 
employee wellbeing programme, 
providing emotional, physical and 
financial support to those in need.

For more information about our 
response to COVID-19 and protecting 
our colleagues’ health and safety,  
please go to page 74.

Strategy in action
Our business in China was the first  
to be severely impacted by COVID-19 
towards the end of January, and, after 
starting the year very well, our UK and 
US businesses became affected. All 
three regions experienced a sharp 
reduction in sales volumes as a result  
of lower customer footfall and changes 
in consumer shopping behaviour. Our 
strategy and values were fundamental 
to how we responded to the pandemic. 

When COVID-19 impacted the UK, we 
responded to lower consumer demand 
by working closely with our customers 
to simplify our ranges, switching 
production between sites when required 
and temporarily closing sites where 
necessary. The breadth of our UK 
portfolio, which includes over 1,700 
products, offered us great diversification 
and as demand for food-to-go items 
dropped significantly, other products 
such as our pizza and bread ranges 
benefited. Close collaboration with 
our strategic customers continued  
as we leveraged the expertise of our 
procurement and in-bound logistics 
teams to source and transport 
ingredients as restrictions moved 
across the globe.

As the year progressed, we worked 
closely with our customers to drive 
growth back into our categories by 
re-extending our ranges and launching 
a number of new propositions. This 
included a range of 38 Heat & Enjoy 
products for a significant UK customer, 
aimed at creating the ultimate in-home 
dining experience. 

1 Alternative Performance Measures (“APMs”), including ‘like-for-like’, ‘adjusted’ and ‘underlying’, are applied consistently 
throughout the Annual Report. The APMs are defined in full and reconciled to the reported statutory in Note 37 of the Notes 
to the Consolidated Financial Statements.

An outstanding 
response by 
colleagues during  
an unprecedented 
period.”
Agust Gudmundsson  
Chief Executive Officer
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A resilient trading and operational 
performance
Despite the challenges presented by 
COVID-19, we delivered a strong and 
resilient performance across the Group. 
Reported revenue decreased by 4.9%  
to £1,793.5 million primarily due to the 
impact of lockdown restrictions on 
trading volumes across the business. 
Our US business, however, delivered  
a standout performance, which helped  
to offset the decline in revenues in  
China and the UK. 

Decisive mitigating actions were  
taken at an early stage of the pandemic 
to protect the overall business,  
preserve cash and lower our cost base. 
All discretionary expenditure and 
non-essential capital investment 
remained on hold during the first half  
of the year, while individual site capacity 
was adjusted in line with fluctuating 
demand. In addition, we made the 
decision to temporarily suspend the 
2019 dividend and did not declare an 
interim dividend for 2020.

These cost saving measures, combined 
with strategic restructurings, and 
actions to simplify ranges, helped 
protect profitability, resulting in adjusted 
operating profit of £83.6 million, 6.8% 
lower than the prior year, and operating 
profit of £62.0 million, 10.7% lower than 
the prior year.

Despite the impact of COVID-19, our 
focus on cash management meant we 
generated £40.1 million of free cash, 
with year-end leverage in line with the 
2.3x reported at the end of 2019, and 
reducing this further remains a key 
focus for us in 2021.

In the US, we accelerated our growth  
and delivered a profitable turnaround  
of the business, reducing the complexity  
of our products and building on our core 
capabilities. This included a focus on 
select customers and online retailers  
to help grow sales. We also continued  
to innovate and launched a chef-inspired 
meals range for a key strategic partner 
that specialises in home delivery, a trend 
that has become more pronounced since 
the onset of the pandemic. 

Our China strategy focused on building 
capacity and scale in foodservice.  
For example, we completed our new 
replacement factory in Wuhan, 
commenced works at a new site in Xi’an 
and expanded capacity at our Shanghai 
bakery operation to satisfy growing 
demand. More recently, we successfully 
leveraged our capability to build 
customer relationships for online and 
new retail propositions. 

Finally, improving operational efficiencies 
across the Group continued to be a 
strategic priority and the pandemic 
prompted us to make several difficult 
yet necessary decisions to protect our 
profitability. This included the closure  
of two salads sites at Spalding and 
Alresford in the UK. We also identified 
new and more efficient ways of working 
with our customers, leading to the 
fundamental restructure of several key 
functions, and streamlining our customer 
facing roles across the UK and US.  
We also continued with a number of 
efficiency projects that developed our 
digital capabilities, including the roll-out 
of factory automation, and we continued 
with our ongoing refrigeration 
replacement project. 

Brexit 
The free trade agreement negotiated 
between the EU and the UK took  
effect on 1 January 2021. To date, the 
operational impact has been modest, as 
we completed extensive Brexit planning 
and remain well prepared for any 
near-term volatility in the supply chain. 

We are continuing to work through 
changes to the administrative process of 
importing and exporting goods as many 
more protocols are being implemented 
during 2021. While there has been 
disruption in the export of our goods  
to both the Republic of Ireland and 
Northern Ireland, the sales impact 
represents less than 3% of our UK 
revenue. We continue to leverage our 
scale, strong customer relationships and 
our cross-border expertise to return to 
normal levels of service going forward.

As part of our Brexit retention 
programme, we have supported our 
colleagues throughout the year with 
regular communication relating to 
Brexit developments and held a series  
of workshops to assist our European 
colleagues in achieving settled or 
pre-settled status in the UK. We will 
continue to support these initiatives  
in 2021.

A BIG THANK YOU TO OUR FOOD HEROES
The way our sites and colleagues 
have responded to the COVID-19 
pandemic has been outstanding. 
In extremely difficult circumstances, 
they have worked hard to keep the 
supply chain moving, going above  
and beyond to support their fellow 
colleagues and help the local 
communities in which we operate. 
Each and every one of them is living 
the Bakkavor values every day  
and we are proud to call them our 
Food Heroes. 

In the UK, our colleagues have 
donated food and PPE to local food 
banks, care homes, hospitals and first 
responders. Not to mention the money 
raised for our corporate charity 
partners, Action Against Hunger and 
FareShare. Our Salads Bo’ness site’s 
great work includes donating 5,000 
items of PPE to local care homes, 
gifting vegetable boxes and pasta to 
local charities that make meals for 
vulnerable groups, thanking 
colleagues with doughnuts and 
running a raffle that raised over  
£400 for staff treats. 

Recognising the challenges faced  
by food banks and the families they 
support, our US business donated four 
trucks worth of Breadeli breads to a food 
bank in Charlotte. We have also worked 
with a key customer to supply more than 
100,000 meals through Thanksgiving and 
Christmas to food banks and hunger 
relief organisations.

Our colleagues in China have responded  
to the national call to fight the pandemic  
by collaborating with a retail partner to 
deliver over 20,000 sandwiches to a 
hospital in Shanghai and donating 6,000 
loaves of bread to support people and 
areas impacted by food shortages.

To recognise these efforts, we launched  
the Bakkavor Food Heroes campaign. It 
included a ‘Thank you’ Toolkit that has 
enabled colleagues to acknowledge each 
other’s efforts through peer recognition,  
as we know that a simple ‘thank you’ can 
make a world of difference in boosting 
colleague morale and wellbeing.

Click here

To read more about how we 
engage with our stakeholders, 
see page 20 of our  
Annual Report
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Progressing our ESG commitments
Despite the considerable challenges  
and pressures on the business, upholding 
our environmental, social and governance 
responsibilities remained a focus for the 
Group, and we were able to roll out and 
embed our Trusted Partner strategy. In 
our UK business, we completed a supplier 
risk mapping programme across all of 
our 500+ suppliers and conducted an 
environmental and human rights risk 
assessment, as well as communicating 
a new Supplier Code of Conduct setting 
out our expectations on a wide range of 
sustainability and ethical business issues.

During the year, we made progress in 
our goal to halve UK food waste by 2030, 
reducing our food waste by 4.7%, 
equivalent to more than 2,000 tonnes. We 
also continued to support our customers 
in delivering the goals of The UK Plastics 
Pact by eliminating 54 tonnes of 
unnecessary plastics during the year.

Importantly, we prioritised reviewing  
our climate change goal and conducted 
a project to assess and forecast our 
climate impact across our sites. 
Following this, at the beginning of 2021, 
we confirmed a commitment to become 
a Net Zero carbon business in our Group 
operations by 2040.

Developing our senior leadership
The business has undergone a number of 
Board and Management Board changes 
this year. After over a decade with 
Bakkavor, Peter Gates retired as Chief 
Financial Officer in late December 2020. 
Peter played a major part in the Group’s 
growth and success and I would like to 
sincerely thank him for his contribution  
to the Group. Peter has been replaced  
by Ben Waldron, the former President  
of Bakkavor USA, who will also lead 
Strategy as part of his remit. Along  
with having a deep understanding of  
our International business and the 
opportunities for growth markets moving 
forward, Ben has been immersed in 
finance and investor relations through  
his previous roles. 

Replacing Ben as President of Bakkavor 
USA is Pete Laport, who is new to 
Bakkavor and I am very much looking 
forward to working with him as he 
continues to build on the success 
achieved across our US business. 

I am also delighted to announce that  
our Chief Operating Officer, UK, Mike 
Edwards has been appointed as an 
Executive Director to the Group Board. 
Mike joined Bakkavor in 2001, becoming 
Chief Operating Officer, UK in 2014.  
His record in this role has been and 
continues to be exceptional. This 
appointment reflects his success and 
the significant contribution he has  
made to the Group. Einar Gustafsson, 
Managing Director Bakkavor Asia, who 
was instrumental in supporting the 

development of our business in  
China, left the business after 15  
years and I have since taken on the 
responsibilities for Bakkavor China, 
working closely alongside the strong 
local management team there.

Additionally, Donna-Maria Lee’s role 
was extended to Chief People Officer 
on 1 January 2021, with Corporate 
Responsibility now a part of her remit. 
Donna-Maria’s expertise will continue 
to drive our HR strategy and push our 
people agenda forward, particularly in 
the areas of inclusion & diversity and 
colleague wellbeing.

Dividend 
As a result of the COVID-19 pandemic 
and its impact on the business during 
the year, the Board will not be 
declaring a dividend for the full  
year 2020.

At the outset of the pandemic, the 
Board made the prudent decision to 
suspend the 2019 final dividend as a 
precautionary measure until the 
impact of COVID-19 became clearer. 
The Board is mindful however of the 
importance of income to shareholders 
and this payment will remain under 
review until we have clearer visibility 
on future trading. 

Outlook
The strength of the Bakkavor business 
model has enabled us to act at speed 
over the past 12 months in protecting 
colleagues, supporting customers, and 
responding to changes in consumer 
demand. With lockdown restrictions  
in the UK continuing into spring, the 
short-term trading environment remains 
uncertain, but we are encouraged by the 
way consumers have returned to our 
fresher, healthier and more convenient 
foods each time these restrictions have 
been lifted and with our scale and 
expertise, we consider that we are well 
placed to benefit from future increases 
in consumer demand.

The demand for our fresh foods in  
the US continues unabated and the 
successful turnaround of our operations 
means we are confident in sustainable 
profitable growth for the future.  
In China, we remain focused on our 
continued recovery in the foodservice 
space, but we are also excited about 
extending our routes to market.

Agust Gudmundsson
Chief Executive Officer  
15 March 2021

We have taken many difficult, yet 
necessary, decisions this year to protect 
the long-term success of the business. 
The way we have been able to rapidly 
restructure our operations and find  
new ways of working has delivered 
permanent benefits to the Group.  
These benefits can already be seen in 
our margin progression in the second 
half of the year.

The business is in good shape, even 
after the events of the past 12 months, 
and we look forward to building on this 
momentum into 2021 and beyond.

Click here

To read more about our 
Operational Review, see page 
34 of our Annual Report
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Consumers are at the heart of what we do: our deep understanding of the food 
choices they make enables us to create and make innovative products for our 
customers that set us apart from our competitors. 

Market leadership
Clear leadership in the 
UK FPF market and 
across our product* 
categories. 

Operating at scale
Proven operating model  
of managing complexity 
and ability to manufacture 
short shelf-life products  
at scale. 

Long-standing 
relationships
Strong and long-standing 
customer relationships  
in all our markets.

Insight and innovation
Ability to provide both 
customer and consumer 
specific insights  
to drive innovation. 

Investment in food safety
Track record of, and 
investment in, food safety.

Financial  
track record
Resilient financial profile  
and sustainable track  
record for organic growth.

What sets us apart Our value creation model

DELIVERING QUALITY, CREATING VALUE 

We use insights gained through our 
analysis of consumer research and 
data, as well as our knowledge of 
food trends sourced from around the 
world, to build a good understanding 
of what consumers want.

Our teams of chefs and product 
development experts continuously 
create and test recipes and work 
collaboratively with our commercial 
and marketing teams to ensure 
products taste great, are 
commercially viable and reinforce  
our market-leading positions.

We recognise that our 
relationships with customers 
and the service we provide  
are key to our success.

As a specialist in private label 
food, we are committed to 
protecting and developing our 
customers’ brands as though 
they are our own.

We have dedicated teams,  
each with differentiated plans, 
that work with our strategic 
customers and ensure we  
meet their exacting standards.

Our procurement teams work with 
selected approved growers and 
suppliers to source raw materials 
that meet the quality standards 
required to produce our products,  
in the right quantities at the right 
price. They buy from more than 50 
countries, with no single supplier 
accounting for more than 5% of 
total UK supplier spend. 

Our planning experts ensure we  
can produce, deliver and meet the 
daily orders of our customers by 
analysing product demand and 
planning production accordingly.  
As well as raw material planning, 
this also involves efficient labour 
planning across all our sites.

Insight and Innovation Dedicated teams and plans Procuring and planning

Focusing on customer service and continuously creating and making food that is both commercially successful  
and meets consumer demand is what drives our business and what creates value for our stakeholders. 

Our factories are operational 24/7, 364 
days a year, providing approximately 
2,600 different short shelf-life, high-
quality products to customers every day.
We operate a ‘just-in-time’ model, 
using fresh raw materials to produce 
only what is required to meet our 
daily orders and we have a proven 
ability to deliver against our own 
exacting service level standards.

Essential to the success of our model is 
our logistics expertise in managing our 
inbound and outbound supply chain. Raw 
materials are supplied to our factories 
and finished products are delivered on 
time through our distribution centres to 
our customers’ depots.

We manufacture food that is not only 
great-tasting for consumers, but also 
meets the highest standards of safety.

Sites are audited regularly, often  
on an unannounced basis, by internal 
food safety experts, customers, and 
independent bodies for compliance with 
food safety standards. All of our sites 
have received a BRC AA+ or A+ grade.

Across the Group, we employ almost 
700 food safety professionals. 

In the UK, we conduct over  
1,500 in-house microbiology and 
chemistry tests every day in our  
own laboratories.

Complex manufacturing Food safety excellence

Stakeholder value creation

CUSTOMERS
Partnering with our 
customers to develop  
a diverse, innovative  
and on-trend product range 
to drive consumer demand.

SUPPLIERS
Collaborating with our 
suppliers to promote 
responsible sourcing and 
food safety excellence so that 
we all benefit from growth 
and innovation.

INVESTORS
Offering open 
communication with our 
investors, explaining our 
strategy and performance  
at regular intervals.

COLLEAGUES
Providing an engaging 
learning environment 
and rewards to attract 
and retain our 
colleagues.

COMMUNITIES
Investing in our 
communities, working 
collaboratively to promote 
the sustainable growth of 
the food industry.

Customer care Can-do attitude Teamwork Innovation Getting it right,  
keeping it rightOUR VALUES

Our value creation model is driven by our culture that is centred around our values...

CORPORATE RESPONSIBILITY Responsible  
Sourcing 

Sustainability  
and Innovation

Engagement  
and Wellbeing 

Our business model is underpinned by..

* Market leader in meals, pizza  
& bread, salads and desserts.

A PROVEN MODEL FOR COMPETITIVE ADVANTAGE
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Bakkavor has a strong and growing 
presence in the two largest food markets  
in the world, the US and China, where the 
Group has operated for over 10 years.  
We leverage our UK expertise to support 
our local teams and continue to deliver 
growth. Our focus is on:

• Developing strategic customer partnerships
• Establishing leading positions in key fresh 

prepared food categories with a view to 
providing nationwide supply

• Investing in new capacity and capability  
to support growing demand

Bakkavor’s strategy in the UK is to leverage 
its number one position in the fresh 
prepared food market to profitably grow  
the business and generate value for all 
stakeholders. We do this by:

• Strengthening partnerships with  
existing customers

• Exploiting insight, innovation and  
breadth of capability

• Pursuing strategic investments to accelerate 
growth and improve returns

Bakkavor continues to invest in operational 
efficiencies across the Group to support its 
strategy and to help offset margin pressures 
across the business. We do this by:

• Investing in automation, people training and 
continuous process improvement

• Reviewing our footprint and business value 
chain to identify efficiency opportunities

• Sharing best practice across the business 

Leveraging 
number one 
position in 
the UK

Key Trusted Partner commitments
• Work towards our Champions 12.3 target of  

halving food waste by 2030
• Support The UK Plastics Pact’s goals of eliminating 

problematic plastic packaging, using only recyclable/
compostable packaging and at least 30% average 
recycled content in plastic packaging by 2025

Key Trusted Partner commitments 
• Increase the use of recycled and recyclable 

materials in packaging for our US and Asia 
businesses where possible, by sharing 
manufacturing expertise and access to materials

• Expand our supplier management tools to our US 
and Asia businesses to conduct a combined 
environmental and social risk mapping by 2022

Key Trusted Partner commitments
• Achieve Net Zero carbon emissions across our 

Group operations by 2040
• Demonstrate a continued commitment to H&S 

measurement and performance improvement, 
targeting zero serious accidents across the Group

Accelerating 
growth in  
high-potential 
international 
markets

Improving 
operational 
efficiency

50%
Bakkavor USA ready 
meals sales increased 
by over 50% in 2020 and 
were voted “range of 
the year” by our 
customer

£10m
invested in our  
new automated 
manufacturing system 
to increase productivity 
across our UK 
production sites

x4
Bakkavor’s share in the  
UK fresh prepared food 
market is four times 
that of the second 
largest player

DELIVERING 
LONG-TERM 
GROWTH

The Group’s core strategy  
of delivering long-term 
sustainable growth is 
focused on developing  
its businesses in the UK  
and internationally, while 
continuing to improve 
operational efficiency.

Trusted Partner: our Corporate 
Responsibility strategy

Responsible Sourcing  
in our supply chain

Sustainability and Innovation  
in our operations

Engagement and Wellbeing  
in our workplaces and 
communities

Click here

To read more about our 
Strategy, see page 26  
of our Annual Report
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Our CR strategy is built around three focus areas  
that represent the value chain of our business:

SUSTAINABILITY  
AND INNOVATION  
IN OUR OPERATIONS
We are tackling waste and 
reducing the environmental 
footprint of our own 
operations, as well as of  
the food we produce.

ENGAGEMENT AND 
WELLBEING IN OUR 
WORKPLACES  
AND COMMUNITIES
It is essential for us to  
provide a safe and inclusive 
environment for our 
colleagues where everyone 
can thrive and develop.

Built around three focus areas 
that represent the value chain  
of our business, with specific 
commitments, it enables us to 
tackle the biggest challenges 
facing the world we live in.

Trusted Partner is our strategy 
to build a more sustainable 
business and make positive 
progress on the issues that 
matter most – across our supply 
chain, our own operations, and  
in our workplaces and 
communities.

A TRUSTED  
PARTNER…

RESPONSIBLE 
SOURCING IN OUR 
SUPPLY CHAIN
Responsible sourcing starts  
with transparency and 
integrity in our supply chain.

Click here

To read more about our 
Corporate Responsibility 
strategy, see pages 42-63  
of our Annual Report
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UK 111,103 
US 15,289 
China 27,849 
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RESPONSIBLE SOURCING  
IN OUR SUPPLY CHAIN

548+ 
suppliers to  
Bakkavor UK

of which

77%
are based in the 

UK, and a further

 17%
in mainland 

Europe

UK food waste 
As a % of food produced and tonnes

Scope 1&2 net greenhouse gas emissions

Group-wide gross GHG emissions
Scope 1, tCO2e

Scope 2, tCO2e

Employee data
Employees by location

Employees by gender

>7 day accident rate per 100k employees

The Wellbeing Toolkit

Launched Toolkit to provide employees  
with resources and support

Headline progress

Rolled out our bespoke 
supplier management tools  
to risk assess our UK supplier 
base on the key issues of 
human rights, environmental 
sustainability and food integrity

Supplier Code of Conduct 
rolled out to all direct UK 
suppliers (food and packaging) 
 
Helped to set up a cross-
industry collaborative platform 
supporting smaller food 
producers to manage the 
COVID-19 pandemic,  
called Food Farm Help

Headline progress Headline progress

Net GHG emissions reduced  
by 4.8% across the Group

Decreased UK food waste to 
8.48% – down 17% since 2017

Removed all plastic cutlery 
from salads and meals 
packaging, reduced the weight 
of trays and increased 
recyclability of pots, trays,  
dips and dessert bowls

All of our PET plastic now 
contains at least 30%  
recycled material 

189,095 meal equivalents 
donated to charities – an 
increase of 14% compared  
to 2019

Increase in both major and >7 
day accidents (14% and 26% 
respectively) in the UK. 
Despite this, both remain well 
below industry averages

Launched Wellbeing Toolkit 
providing emotional, physical 
and financial resources

Median Gender Pay gap 
reduced from 7.3% to 2.1%

UK graduate programme 
named ‘Best Training Initiative’ 
in Food Management Today’s 
(“FMT”) Industry Awards

SUSTAINABILITY AND INNOVATION  
IN OUR OPERATIONS

Key Trusted Partner commitments
•  Develop environmental action plans or sourcing policies for our  

top 20 strategic raw materials.

• Work together with strategic suppliers on environmental challenges.

•  Expand our human rights and environmental risk mapping for our US  
and Asia businesses by 2022.

•  Work collaboratively with our suppliers on any breaches of our Code of 
Conduct to develop and implement a clear and appropriate corrective action 
plan (2021 and ongoing).

Key Trusted Partner commitments
•  Become a Net Zero carbon business, across our Group operations, by 2040.

• Understand our business’s exposure to climate risks (2022).

• Work towards our Champions 12.3 target of halving food waste by 2030.

• Support the UK Plastics Pact’s shared industry goals:

– Eliminate problematic or unnecessary single-use plastic packaging.

– 100% reusable, recyclable or compostable plastic packaging.

– 30% average recycled content in plastic packaging.

• Promote sustainability in NPD through regular information sharing.

•  Enable sustainable diets through our product portfolio by continuing to lead  
and  drive plant-based, fresh prepared products.

ENGAGEMENT AND WELLBEING  
IN OUR WORKPLACES AND COMMUNITIES
Key Trusted Partner commitments
•  Continue our commitment to health and safety, targeting zero serious  

accidents across the Group.

•  Develop our wellbeing strategy in order to be recognised by our colleagues  
as supporting them to achieve positive wellbeing.

•  Drive awareness and action on the issue of modern slavery, rolling out 
campaigns and training so that our colleagues know the indicators and  
how to report it.

•  Promote an inclusive working environment, where differences are valued,  
and individuals feel they can be themselves, without judgement.

•  Develop future leaders by expanding our graduate and  
apprenticeship programmes.

118 tonnes 
plastic packaging eliminated  
for just one customer
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Click here

To read more about our Management Board, 
see page 90 of our Annual Report

The Management Board implements the strategic objectives set by 
the Board and delegates the detailed planning and implementation  
of those objectives and policies to management, in accordance with 
appropriate risk parameters.

Agust Gudmundsson
Chief Executive Officer

Mike Edwards
Chief Operating Officer, UK

Ben Waldron
Chief Financial Officer

Pete Laport
President, Bakkavor US

Pete joined Bakkavor in October 2020. Pete has the 
overall responsibility for the US operations. After 
graduating with a degree in engineering and a 
Masters in Business Administration, Pete has held 
management, operational and commercial roles at 
PepsiCo and Nestle and led the global supply chain 
for Dunkin’ Donuts and Baskin-Robbins ice cream 
and for fresh prepared salad producer Ready Pac. 
Pete’s most recent role was with Revlon as Global 
Chief Supply Chain and Manufacturing officer.

Donna-Maria Lee
Chief People Officer

Donna-Maria Lee joined Bakkavor Group plc in 
September 2018. Donna-Maria has worked within 
manufacturing, consumer and corporate functions  
for over 25 years. Prior to joining Bakkavor, she was 
Senior Vice President, Global HR, Burberry plc. In 
this role Donna-Maria was accountable for the 
overall HR strategy, people and change agenda.

Agust is one of the founders of Bakkavor and has 
served as Chief Executive Officer of Bakkavor since 
May 2006. He served as Executive Chairman of 
Bakkavor from 1986, the year the Bakkavor Group 
was founded, through to May 2006.
Agust received his education from the College  
of Ármúli in Reykjavik, Iceland. 

Ben joined Bakkavor in 2011 as Group Financial 
Controller and has served as Chief Financial Officer 
and Executive Director to the Board since  
27 December 2020. Prior to joining Bakkavor,  
Ben was Assurance and Advisory Director at  
Ernst & Young LLP. After joining Bakkavor as  
Group Financial Controller, he then became Head 
of Strategic Development and in January 2019,  
he took on responsibility for the US business as 
President of Bakkavor USA and has successfully 
transformed the US operations. Ben holds a 
Bachelor of Science degree from the University  
of Birmingham.

Mike joined Bakkavor in 2001 and became Chief 
Operating Officer UK in 2014 and has served as 
Executive Director since 27 December 2020.
With over 26 years’ experience in the food 
industry including United Biscuits and Heinz, 
Mike has an extensive commercial expertise and 
deep client relationships. Since joining in 2001,  
he has held various senior operational roles 
across Bakkavor. He holds a degree from the 
University of Portsmouth. 

Length of tenure  
Number of Directors1

1  Since the Company‘s listing on the London Stock Exchange in October 2017.

4
1

<3 YEARS  3
3-5 YEARS  2

7-10 YEARS  0
>10 YEARS  0

Gender diversity  
Number of Directors
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Disclaimer — Forward-looking statements

This Summary Report, prepared by Bakkavor Group plc (“the Company”), may contain forward-looking statements 
about Bakkavor Group plc and its subsidiaries (“the Group”). Forward-looking statements involve uncertainties 
because they relate to events, and depend on circumstances, that will, or may, occur in the future. If the assumptions 
on which the Group bases its forward-looking statements change, actual results may differ from those expressed in 
such statements. Forward-looking statements speak only as of the date they are made and the Company undertakes 
no obligation to update these forward-looking statements. Nothing in this report should be construed as a profit 
forecast. Some numbers and period-on-period percentages in this report have been rounded or adjusted in order to 
ensure consistency with the financial information.

Bakkavor Group plc
Fitzroy Place 5th Floor, 8 Mortimer Street, London, W1T 3JJ 
Bakkavor Group plc. Company No: 10986940

@Bakkavor

Bakkavor_Group facebook.com/Bakkavor

Click here to download our  
full 2020 Annual Report

Bakkavor

Follow us

https://twitter.com/bakkavor
https://www.instagram.com/bakkavor_group/?hl=en
https://en-gb.facebook.com/Bakkavor/
https://s23.q4cdn.com/134128857/files/doc_financials/2020/ar/Bakkavor-Annual-Report-2020.pdf
https://www.linkedin.com/company/bakkavor/?originalSubdomain=uk

