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.

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.
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This is a significant acceleration of our climate action:

Scale
For the first time, our
plan
includes all our productio
n sites across the world.
That is over 160 sites in
70 countries.

Scope
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.

Speed
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.

2050

We have a simple strategy to get to net zero emissions
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.

Our strategy is all about the four Rs:

Reduce

Replace

Remove

Report

The demand for energy with
more efficient equipment and
processes across our value chain.

Fossil fuels with
cleaner, lower carbon
and renewable energy.

Any residual carbon footprint
with verified projects that
offset CO2 emissions.

On our progress regularly and
measure it against industry
standard benchmarks.

Our priority is emissions reduction
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.

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 preindustrial 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.

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.

2018 Production Carbon
Emissions Footprint :

How we calculate
our carbon footprint
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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.

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.

Starting with our own operations, we are aiming for net zero carbon emissions, from barley to bar, by 2040
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
Scope 1+2 emissions

Emissions
in the
value
chain:

Scope 3 emissions

23% of emissions
AGRICULTURE

5% of emissions
PROCESSING RAW
INGREDIENTS

10% of emissions
BREWING

29% of emissions
PACKAGING

11% of emissions
LOGISTICS

8% of emissions
COOLING

14% of emissions
OTHER

Emissions
by scope:

Own production of electricity & thermal energy [heat]
Procuring electricity & thermal energy from 3rd parties

S C OP E 1 + 2

10%

S C OP E 3

90%

Activities not directly owned or controlled by the reporting
organisation, but indirectly impacted in value chain

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.

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

We 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.

Scope 3 emissions not be included in our nearterm
science-based targets:
S C OP E 3

70.2% in

29.8% out

They include:
• Part of land use change emissions
• Home cooling by consumers

• 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.

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

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.

9 Operating markets are accountable for

more than 60%
of our total emissions
Mexico
14.7%

Brazil Portugal UK Netherlands Nigeria South Africa Egypt Vietnam
8.0%
2.5% 2.6%
5.3%
11.0%
4.0%
2.9%
3.9%

Our approach to removing carbon emissions
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:

Does buying this specific offset lead to a
reduction of greenhouse gas emissions that
would not have happened otherwise?

Remove

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

To ensure our projects will
positively impact our planet.

You can’t manage what you can’t measure. That’s why transparent reporting
holds our Reduce, Replace and Remove strategy together
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 AWe 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.
We will provide annual progress updates to our employees, partners, stakeholders, and customers.

Putting Plans Into Action
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.

