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We are proud to demonstrate
our strong performance in a
highly competitive market with
our ecosystem of distinctive
brands, investors, partners,
and customers.
While delivering on our financial
targets, we believe that the only way
forward is to continue to embrace
our optimistic, growth-driven
and solution-focused mindset,
putting environmental and social
governance-questions at the centre
of our business decisions. We are
achieving this through a positive
cultural shift and by continuously
monitoring our set KPIs.

Our ambitious ESG plan, with
planet, food, engagement and
people at its core, is a roadmap to
long term growth and a sustainable
future. The aim is to achieve a net
positive environmental impact,
provide good food for all, to work
with sustainable partners and to be
pioneering diversity and inclusion
across our brands and businesses.
This ESG report is a summary of
what we achieved so far, as well as a
commitment to continue to inform,
inspire and engage our stakeholders
on our ESG journey.

We are aware that we have a long
way to go to fulfil our ambition, but
this report is an important milestone
on that journey. It’s a way for us to be
transparent and accountable towards
all our stakeholders and the public.

We’re committed to being a
forerunner in our industry with our
good growth mindset and ambition,
and we want to drive a future where
QSRP is regarded as one of the most
sustainable Quick Service
Restaurant operators.

2022 looks like another pivotal
moment for us and our planet. At
QSRP, we will continue and intensify
our efforts to grow and build a more
sustainable business. We hope you’ll
continue to follow and support us on
our journey, paving the road for better
and brighter futures.

I want to thank all the people at
QSRP who have made all these
great achievements possible. Our
sustainability ambassadors deserve a
special mention given their important
role to promote QSRP’s values and
sustainability commitment across all
our brands and markets.

Alessandro Preda
Group Chief Executive Officer
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Who we are

Through an actively managed buy-andbuild strategy as well as internal brand
building capacity, we now operate across
six high-quality, strongly positioned and
complementary brands. Our six brands
are managed locally while benefiting
from economies of scale and sharing
best practices from the platform and our
experienced shared-services team.

QSR Platform Holding (“QSRP”) is a
platform of Quick Service Restaurants
with a variety of food concepts that
deliver fast, affordable, and authentic
experiences to our customers. Thanks
to a growing portfolio of leading QSR
brands, we are quickly expanding in
a flourishing and resilient European
QSR segment. We serve a broad and
diverse customer base with franchised,
company and virtual restaurants
across Europe, including Belgium,
Luxembourg, Germany, France, Italy,
Switzerland, Austria and Poland. In
over 1,000 QSRP-owned or franchised
restaurants, we welcome more than
100 million customers a year.
Sustainability Report 2021

Our mission is to deliver high-quality
service to our customers and pursue
our growth strategy based on organic
development, operational excellence and
complementary acquisitions. We are still
young, but we believe in the long-term
potential and resilience of the industry and,
most of all, the strength and dedication
of our people. We have recently made
strategic investments in two fast-growing
companies: Not So Dark, an international
virtual kitchen chain, in January 2021, and
Novish, a plant-based seafood innovator,
in December 2020. We believe these
strategic investments position us at the
forefront of innovation and digitalization
in the Quick Service Restaurant space,
enabling us to anticipate customer trends
and needs as they evolve.
4

Our values
The QSRP approach focuses
on five key values. Our values
guide our company, our
partners and our investors
in their journey forward, and
by following them we can
take advantage of every
opportunity and seize every
chance that comes our way.
We are...

Curiosity drives progress. We believe
that asking more questions is the first step
on the journey to more innovation and
sustainable transformation. At QSRP we’re
dedicated to discovering each and every
opportunity to improve what we do.

Sustainability Report 2021

Being human and family minded is at
the core of our business. QSRP is all
about bringing people together around a
dining table, to enjoy great food moments
together. Spreading this vision across
countries in which we work helps to build
trust, create loyalty and ensure people
remain at the heart of everything we do.

We have more than one passion.
Because once you adore the restaurant
industry, delighting consumers with great
food experiences becomes second
nature. And of course, we just love the
people we work with.

We love working together. Being
collaborative is standard at QSRP, as is
being entrepreneurial. We’re not afraid to
make mistakes and to learn from them:
that’s our way forward, from inspiration to
implementation.

Being creative requires an open mind.
That’s why we’re always ready to be
surprised. As surprises lead us to exciting
ideas, and good ideas have a very powerful
impact on what we do.
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Our brands
A well-diversified portfolio of
global mega brands and highly
successful local champions,
with different consumer and
maturity profiles, covering the
full QSR spectrum.

NOV 2014

Acquisition of Quick BeLux;
QSRP becomes Burger King
Master Franchisee in Belgium
and Luxembourg

Local burger restaurant
chain champion with a
delicious assortment
of burgers, French fries
and other fast-food
products.

QSRP becomes Burger King
Master Franchisee for Italy
and Burger King operator in
Poland
Leading international burger brand, for
which QSRP owns the master franchise in
Italy, Belgium and Luxembourg, as well as
operates restaurants in Poland.

JUL 2018
Acquisition of O’Tacos

Acquisition of NORDSEE

A digitally focused, internationally fastgrowing French tacos restaurant chain,
serving customizable “Original French”
tacos.

Leading seafood restaurant chain in
Europe, with restaurants predominantly in
Germany and Austria.

Launch of Go!Fish
NORDSEE’s rebellious younger sister has
introduced an avant-garde offer of seafood
related snacks to a new generation of
customers.

SEP 2016

NOV 2018

Strategic investment in Novish
An innovative plant-based seafood company,
Novish is focused on the development and
production of fish substitutes that are 100%
soy-free, have a good flavor and texture,
combat overfishing and by-catch and create
a balance in the daily diet.

DEC 2020
Sustainability Report 2021

JAN 2020

Strategic investment
in NOT So DARK

Launch of
CHICK&CHEEZ
Crispy chicken with signature
sauces served to clients in an
interactive, modern gaming
environment.

JUL 2021

Fast growing international virtual kitchen
chain present in France and Spain. Not So
Dark is a food tech start-up that creates
easy-to-operate virtual brands and uses
technology to identify trends and optimize
operations.

JAN 2021
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QSRP’s path to sustainability
Planet
Food
Engagement
People

As a fast-growing company guided
by long-term visions, at QSRP we
acknowledge the strategic value
of sustainability, and our company
culture and brand equity are built
around the value of sustainable
development. Although we operate in
a sector that has a significant impact
on the environment, we are ready
to transform our businesses in all
essential aspects and will not shy away
from our responsibilities whenever
we see an opportunity to do better. In
the past, each business in QSRP has
been defining their own approach to
sustainability, launching several local
initiatives. In 2021, we took the first
step to define our first ESG Plan at
group-level, officially embarking on a
journey full of challenges and exciting
opportunities that will define us in the
years to come.
Sustainability Report 2021

QSRP’s materiality matrix

We know that we cannot delineate a
sustainability strategy without having
clear priorities and a solid understanding
of what stakeholders’ expectations
are. At QSRP, we started our journey
by conducting a thorough materiality
analysis, taking into consideration all
topics that would impact the long-term
development of our brands the most,
as well as issues that are of the greatest
concern to our external stakeholders.
To make sure that we do not overlook
any issues, we carefully screened
sustainability issues relevant to our sector,
state-of-the-art sustainability approaches
and tools in the market, and best practices
shared by international organizations and
fellow food chain businesses. Once we
had constructed a pool of 17 potentially

relevant issues, one representative from
each brand or country joined each other in
a workshop to select and rank these topics
in order of relevance. In the final materiality
matrix, we identified 10 material topics
for QSRP.
As illustrated by the materiality matrix,
four pillars emerged from the material
issues identified: conservation of our
Planet, good and healthy Food for all,
Engagement of our suppliers, and
diversity and inclusion for our People.
The four pillars allowed us to have a
clearer focus during discussions
and a more transparent and effective
communication for our investors and
external stakeholders.
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QSRP’s path to sustainability

Our ESG Plan took further shape
as we identified concrete actions
through which we can advance our
practices in each of the above issues.
For this purpose, board members,
top management and managers in
charge of specific business units and
geographical areas were engaged in
topic-specific working groups and
workshops.
To make sure that we make a real
difference, respective working groups then
devised quantifiable objectives against
which we can measure eventual progress
in relation to each action. A time horizon for
each objective was determined, based on
considerations of baseline assessment,
feasibility, relevance, and our ambition, with
all our goals set for 2030 or earlier.
Sustainability Report 2021

A governance structure was designed
to make sure that both the leadership
team and lower and middle management
participate in the ideation and
implementation of our plan, so that we
have proximity to operations while not
losing sight of the bigger picture. In
particular, we established a Sustainability
Committee to steer the direction of our
medium-long term strategy and define
the annual sustainability budget. We
assigned the role of Sustainability
Ambassadors to representatives in
each entity and country, and these
individuals are dedicated references in
their business organization. They collect
information from all the departments and
facilitate the spread of the sustainability
principles within our organizations. While
they all have different jobs, they are all

young talented people, with exceptional
sensitivity and passion towards
sustainability matters.
Furthermore, an annual control system
was put forward, designating stages of
implementation and refinement of the
plan to different moments in a yearly
cycle. At QSRP we believe that it is
essential to integrate our sustainability
goals into our core strategy, linking
Management by Objectives of approved
action-owners to their ESG objectives.
Additionally, as the plan is refined quarterly
and reviewed by the Sustainability
Committee by September of each year,
the ESG budget is submitted for Group
CFO’s approval, guaranteeing that
adequate resources are dedicated to
the plan’s implementation.

Finally, at the end of the year, the
Leadership Team reviews the current
year’s results for the fine tuning of next
year’s plan. Through this cyclical model, we
are committed to continuously improving
our practices and moving closer to our
2030 goals. At the same time, our ESG
Plan provides drivers and guidelines for
our local entities when designing and
implementing sustainability initiatives at
the brand or country level.
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Our ESG Goals
We have defined 35 specific
goals and assigned each of
them with measurable targets
to be achieved by 2030, in
order to align with the Global
Sustainable Development
Agenda of the United
Nations and give a long-term
perspective to our ESG Plan.
Although they were only defined in
2021, we have been able to accelerate
the progress where possible, and we
are not afraid to set goals earlier than
2030 on specific areas which hold
more urgency and relevance for our
stakeholders. While the goals defined
in our ESG Plan will guide our strategy
in the coming years, concrete actions
and initiatives will be determined year
by year, and based on the trends and
events of the industry and evolutions of
our business.
To the right is a list of the 35 goals
we have defined. In each chapter we
will report details on the quantifiable
targets, the time by which we aim to
achieve them, and what we have been
able to achieve as of 2021.

01
FOOD WASTE
PREVENTION
Goals
+ Towards zero food waste through
waste reduction and recovery

03
02
GREEN AND SAFE
RESTAURANTS
Goals
+ Implement energy efficiency
solutions, purchase green energy
and monitor our carbon footprint to
achieve net zero emissions
+ Recover cooking oils and
implement circular processes in
our kitchens
+ Provide contactless ordering
options in our stores
+ Empower our customers by raising
awareness around the recycling of
different types of waste

Sustainability Report 2021

SUSTAINABLE
PACKAGING
AND REUSABLE
MATERIALS
Goals

+ Purchase recycled and certified
zero impact paper and reduce our
total use of paper
+ Ban single-use plastic items
+ Establish partnerships in research
on sustainable packaging

05

04
PROMOTING
HEALTHY DIET
AND LIFESTYLE

ANIMAL WELFARE
IN THE SUPPLY
CHAIN
Goals
+ Purchase ingredients made from
cage-fee eggs
+ Purchase pork meat from noncastrated pigs
+ Purchase from suppliers that use
antibiotics to treat, not to grow

Goals
+ Ban ingredients and products
containing artificial additives
+ Create dedicated communication
to ensure nutritional transparency
for all customers
+ Create an engaging nutritional
culture by enhancing digital
communication
+ Offer low sugar and fat products
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Our ESG Goals

07

06
FOOD
INNOVATION
Goals
+ Offer and spread plant-based
options
+ Integrate our menus with crosscutting and inclusive offers through
vegetarian and vegan options
+ Invest in partnerships in food
innovation
+ Engage in end-to-end innovation to
improve product lifecycle

SUSTAINABLE
MEAT SUPPLIERS
Goals
+ Move towards net zero scope 3 CO₂
emissions by compensation initiatives
+ Engage suppliers and stakeholders in
dialogue on what matters
+ Define sustainable sourcing policies
and ensure suppliers’ compliance
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08
SUSTAINABLE
FISH SUPPLIERS

Goals
+ Move towards net zero scope 3
CO₂ emissions by compensation
initiatives
+ Purchase certified ingredients that
don’t contribute to deforestation
+ Define sustainable sourcing policies
and ensure suppliers’ compliance
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DIVERSITY
AND INCLUSION

Goals

Goals

+ Purchase fish from certified sustainable
fisheries only

+ Achieve zero diversity barriers at all
occupational levels

+ Define sustainable sourcing policies and
ensure suppliers’ compliance

+ Close gender pay gaps

+ Move towards net zero scope 3 CO₂
emissions by compensation initiatives
+ Establish cooperation for sustainability
with NGOs committed to the protection
of the oceans and human rights
+ Engage suppliers and stakeholders in
dialogue on what matters

Sustainability Report 2021

SUSTAINABLE
AGRICULTURE
AND FORESTRY

+ Strengthen a diverse culture
through diversity in the workforce
+ Value foreign talents and support
career path growth
+ Nurture partnerships with
organizations related to Diversity
and Inclusion
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Fighting climate change and protecting
biodiversity are the global challenges
of the millennium.
The contribution of companies to
environmental goals must begin with a
bold transformation of their activities
in order to lower direct impacts to
zero, while pursuing targets based on
science and nature’s boundaries.

Climate change is not only a problem,
but a problem with a deadline. The
Intergovernmental Panel on Climate
Change has stated that to avoid climate
catastrophe, global emissions must be
halved by 2030 and we must reach net
zero by 2050. In addition, the Global
Commission on Adaptation estimates
that without effective adaptation
strategies, climate change could push
more than 100 million people globally
below the poverty line by 20301 . To
make matters worse, the impacts of
climate change will put at risk most of
the people who did the least to cause
the problem – those living in poverty and
environmentally fragile areas.
In Europe, most of the roughly €9 billion
annual losses caused by drought affect
agriculture, the energy sector and the
public water supply. Higher temperatures
may expose over 2 million Europeans to
coastal flooding² and increase annual
losses from droughts to €40 billion per
year, with the most severe impacts in the
Mediterranean and Atlantic regions³.
The food industry plays a particular
role in the global fight against climate
change. Besides holding a great potential
to reduce greenhouse gas (GHG)
emissions, the food industry faces major
risks associated with the worsening of
climate conditions. Food-systems are
accountable for the release of 18 Gt
CO2 equivalent per year globally, which
represents 34% of total GHG emissions⁴ .
Without adequate adaptation, the climate
may reduce global agriculture yields by
up to 30% by 2050⁵, thus potentially
leading to a supply chain crisis.

Sustainability Report 2021

1. Global Commission on adaptation “Adapt Now: A Global Call For Leadership on Climate NASA
2. (2021): Responding to Climate Change: mitigation and adaptation
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OF FOOD CONSUMERS
IN EUROPE FEEL A
MORAL OBLIGATION TO
USE ENVIRONMENTALLY
FRIENDLY FOOD
PRODUCTS

(European Institute of Innovation & Technology)

%

34 %
OF ALL MAN-MADE
GREENHOUSE GAS
(GHG) EMISSIONS ARE
GENERATED BY FOOD
SYSTEMS

(European Commission – Joint Research Centre)

%

DECLINE OF GLOBAL
YIELDS IS PROJECTED
BY 2050 WITHOUT
AMBITIOUS CLIMATE
ACTION

THE PAST 7 YEARS
HAVE BEEN THE
WARMEST ON RECORD
(World Meteorological Organization)

(Global Commission on Adaptation)

3. EU Science Hub, Drought, 2020
4. M. Crippa, et al., “Food systems are responsible for a third of global anthropogenic GHG emissions”, Nature, 2021
5. Global Commission on Adaptation, “Adapt Now: A Global Call For Leadership on Climate Resilience”, 2019
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Planet

FOOD WASTE PREVENTION

Attention towards
environmental issues is
becoming more of a priority for
food consumers and younger
generations, especially in
their choice of restaurants. In
fact, at least 31% of millennials
and 32% of Gen Z regard
sustainability in restaurants as
an important factor⁹ . Traditional
restaurants hold great potential
for a sustainable transition by
focusing on key issues such
as maximization of energy
efficiency.

From land use in agriculture
to supply-chain processes,
the food industry has a long
value chain. Despite sizeable
resources and efforts, a third
of food is wasted⁶. Globally,
food waste accounts for 1 trillion
dollars per year in economic loss
and exacerbates the already dire
issue of world hunger.

Sustainability Report 2021

6. UNWFP 2020

of food is lost or wasted
every year

billion worth of food is wasted
annually in Europe

(Food and Agriculture Organization
of the United Nations)

(European Commission)

7. UNEP Food Waste Report 2021

Engagement

GREEN AND SAFE RESTAURANTS

For us at QSRP, preventing food
waste means always making it a
top priority to continuously improve
our restaurants and procurement
processes by implementing
technological innovations and
managerial improvements to
constantly monitor and reduce
food waste.

In terms of greenhouse gas emissions,
wasted food is responsible for roughly
8% of the worldwide total⁷ . Furthermore,
food waste is linked to other environmental
threats such as the waste of fresh water
and deforestation risks associated
with land use. According to the World
Resources Institute, inside the 1.3 billion
tons of food wasted every year worldwide
is 45 trillion gallons of water, approximately
one quarter of all water used in agriculture⁸.

Food

8. World Resources Institute, Reducing Food Loss and Waste, 2013-2014

In recent times, restaurants have had
to overcome both environmental and
safety challenges, making sure all
customers can enjoy their meals even
during a global pandemic. In Italy, in
March 2020, the entire country entered
lockdown, a time where restaurants
closed temporarily or could only reach
customers via takeaway and delivery
options. The measure would eventually
last for over two months and was
followed by other forms of restrictions,
and other European countries adopted
similar measures in the subsequent
months.

For us at QSRP, to achieve green
and safe restaurants means to
design, construct, and manage
restaurants and new stores, as well
as headquarters and offices, with
characteristics and functions that
reduce the environmental impacts
of fast-food chains.

total asset invested on
environmental issues by quickservice restaurant investors
(Thomas Reuters Foundation)

9. Technomic Generational Consumer Trend Report 2020

People

Key topics

1.1 Our Key Topics

27 %
of consumers prefer to eat in
restaurants which make efforts to
be environmentally sustainable
(Technomic)
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1.1 Our Key Topics
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Over-packaging and the use of
non-reusable materials, including
single-use plastics, are linked to
environmental issues such as non
recyclable waste, marine litter and
bioaccumulation of plastic.
EU policymakers are paying increasing
attention to the topic, as demonstrated by
the new Circular Economy Action Plan:
reduction of (over)packaging and restriction
on plastics released into the environment
are highlighted as urgent priorities. In 2021,
the new EU rules on restrictions of singleuse plastics entered into force, effectively
banning a list of single-use plastic products
such as plates, cutlery and cups from EU
markets.
In addition, customers are ready to embrace
the shift. According to a 2020 survey on US
consumers, the majority are willing to pay
more for sustainable packaging and reusable
materials and around 36% would purchase
additional sustainably packaged products
if more of them were available in stores ¹⁰.
At the same time the market is suggesting
new opportunities for restaurants to act as
more responsible buyers. In 2021, the green
packaging global market size was $268
billion and is now expected to grow to $385
billion by 2028¹¹ .

For us at QSRP, transitioning to green
packaging means reducing packaging,
setting up new partnerships with
suppliers to create new and attractive
packaging, and introducing recyclable
materials. At the same time, it means
to actively engage and support our
customers in reducing non-recyclable
waste and correctly sorting waste in
our stores.

Size of the global green packaging
market in 2020
(Fortune Business Insight)

Sustainability Report 2021

34.4

10. McKinsey 2020 https://www.mckinsey.com/industries/paper-forest-products-and-packaging/our-insights/
sustainability-in-packaging-inside-the-minds-of-us-consumers

11. Fortune business insight 2020

Key topics

SUSTAINABLE PACKAGING AND REUSABLE MATERIALS

OF PLASTIC PACKAGING
PER INHABITANT IS
GENERATED YEARLY IN
THE EU, LESS THAN HALF
OF WHICH IS RECYCLED
(Eurostat)
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1.2 Our ESG Commitment
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TARGETS

People

WHERE WE ARE

Net zero emissions
100% share of purchased green
energy by 2025
Net zero by 2030, and starting
calculation of carbon footprint by 2022
Assessing energy efficiency actions
in restaurants by 2025

+ 100% of energy purchased from
renewable sources in all our
restaurants in Germany, Austria,
Belgium, and Luxembourg
+ Energy efficiency initiatives are in
phases of monitoring, analytics and
pilot tests

Circular cooking
Recovery of 100% of cooking oil by
defining best partnership by 2022
Implementing circular process for
100% of kitchen food waste

+ All countries implemented cooking
oil recovery
+ Ongoing projects to produce
biogas from kitchen waste

Contactless stores
By 2022 provide 100% of restaurants
with contactless ordering options

FOOD WASTE
PREVENTION
Sustainability Report 2021

TARGETS

WHERE WE ARE

Towards zero food waste
50% reduction in total food waste
by 2025

+ Waste is carefully prevented and
reduced through supply chain
management, kitchen operation
optimization, downstream
reduction and donations

Customer awareness,
less waste
Implementing specific actions in
order to inform consumers on how to
correctly recycle waste

+ At least one contactless option
implemented in 100% of restaurants
in Belgium and Luxembourg, 100%
of company stores in Italy, France
and Germany, and over 50% in
Poland

+ Recycling bins available at stores in
Italy, Germany and Poland
+ Information about materials added
to product packaging in Germany
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1.2 Our ESG Commitment

SUSTAINABLE
PACKAGING
AND
REUSABLE
MATERIALS

TARGETS

Planet

Food

Engagement

People

WHERE WE ARE

Zero impact paper
100% purchase of recycled and
certified sustainable paper by 2023

+ 100% of paper materials purchased
from certified sources in Burger
King and NORDSEE stores

< 5% paper weight incidence by 2023

Single Use Plastic ban
0% of single-use plastic items
by 2022

+ Most plastic items switched out
for sustainable alternatives except
where an alternative option is not
yet viable

United in research
Sponsorships or partnerships for
research on sustainable packaging
by 2023

+ First results yielded by joint
research on algae-based
packaging with a university in
Germany
+ Ongoing scouting at Group level
to test innovative solutions with
start-ups

Sustainability Report 2021
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MEALS DELIVERED
TO CUSTOMERS IN
GERMANY, WHICH WOULD
HAVE OTHERWISE BEEN
DISCARDED IN 2021

Sustainability Report 2021
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1.3 Our 2021 achievements
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AN END-TO-END APPROACH TO PREVENT FOOD WASTAGE
Our actions intervene in two focal points
in the value chain: firstly, we try to minimize
food waste by managing the upstream
supply chain, focusing on continuous
improvement of coordination with
logistics and suppliers, stock monitoring,
and coordination among marketing,
operations, and procurement. Secondly,
we try to optimize kitchen operations
and restaurant activities to prevent and
minimize food waste. In addition, we’re
exploring solutions to increase the quality
of our service while building a mutually
positive relationship with the communities
where we work.
The best waste reduction strategy is to
prevent excess food from incurring in the
first place. Thanks to a structured and
comprehensive cost-control system,
we at QSRP can make sure that kitchen
inventory is contained to the minimum
necessary. On average, in fact, food waste
produced in our kitchens is less than 2%
of sales.

At QSRP, we are committed to
reducing food waste at every
stage of the value chain. We’ve
already identified specific areas
where our commitment can make
a difference, beginning with
those situations that can bring
immediate results.
Sustainability Report 2021

With our young brand specializing in
French tacos, O’Tacos, we’ve identified
an opportunity to cut food waste at the
provision stage. O’Tacos is switching out
current suppliers of raw chicken with new
suppliers of pre-cooked chicken and will
complete the transition by May 2022.
By this decision, O’Tacos can benefit
on all fronts: cost and time efficiency in
the kitchen, lower risks in food safety,

better quality and taste, and less product
loss due to exudation when cooking for
franchisees. Most importantly, pre-cooked
chicken comes with a longer preservation
time thus providing greater flexibility and
safety in the management of the cooking
process. Furthermore, this product is
conserved with the Individually-Quick
Frozen method (IQF), a technology that
allows precise dosing processes that help
us contain food waste. As a result, we can
reduce food waste at the production stage
and provide an equally or more satisfying
experience to our customers.
In Germany, we’ve found a solution to
prevent unsold food from going to waste.
Our brand NORDSEE, which covers
the entire spectrum of fish products in
the restaurant industry, as early as 2017
partnered with Too Good To Go, a free
mobile application that allows customers
to purchase surplus food from restaurants
and stores at one-third of its original price.
This partnership aims at tackling the
problem of food waste at an early stage of
the products’ lifecycle, thus allowing us to
curtail environmental issues associated
with food discarded in landfills by making
good food readily available to a broader
customer base.

Since NORDSEE Germany’s
collaboration with Too Good To
Go started, a total of 246 stores
joined the initiative.
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1.3 Our 2021 achievements
In terms of environmental impact, we
have prevented the emission of 1472.4
metric tons of CO2, equivalent to the CO2
absorbed by 117,792 planted beeches in
one year.

Since NORDSEE Germany’s
collaboration with Too Good To
Go started, a total of 246 stores
joined the initiative, of which 200
are owned and 46 franchised. We
present NORDSEE customers
with different magic bags –
surprise bags with varying
surplus food of the day. As of
December 2021, we have saved
588,962 meals from waste,
amounting to some 1.5 million
portions. In 2021 alone, we were
able to deliver over 182,000
meals all around Germany
Sustainability Report 2021

We are proud to see that the initiative
involves more and more locations, and
we will continue to improve and expand
our initiative against food waste. In 2019,
following the relaunch of Too Good To
Go in Austria, 31 stores managed by
NORDSEE Austria joined this project and
we helped managers and franchisees with
the onboarding process, including the
installation of software and optimization
of processes. As of December 2021, our
stores in Austria have saved 53,277 meals
from waste, the equivalent of 133.19 metric
tons of saved CO2 by 10,655 planted
beeches in a year.
On top of saving good meals from being
thrown away, with NORDSEE we have
taken some additional measures aimed at
reducing food waste at other stages of our
operations. At the end of our interaction
with customers, for instance, we present
them with the option to take home any
food left by means of our newly installed
doggy bags stations.
By encouraging our customers to
take home leftover food, not only are
we cutting food waste in our restaurants
but also raising awareness among our
customers by promoting the message
that everyone can contribute to the
reduction of food waste.

Planet

Food

Engagement

People

Ultimately, food donation is an initiative
already well established among our Burger
King Italy and NORDSEE Austria and
Germany locations. As a matter of fact,
even though we try to reduce as much
food waste as possible at the production
and sale stages in our restaurants, some
food inevitably remains unsold at closing
time. In order to prevent waste at this final
stage, in 2020 and 2021 we partnered
up with local charities and non-profit
organizations in Austria and Germany to
deliver 1,846 kg of food to those in need,
such as:
Sozialgreissler Korneuburg:
A social market/corner shop (general
store) for socially disadvantaged
people in Korneuburg;
Sozialmarkt Stockerau:
A social market for low-income people
who want to shop sustainably in
Stockerau;
Wiener Tafel:
Austria’s oldest environmental and social
association is committed to delivering
otherwise wasted surplus food and other
everyday goods to social institutions that
look after socially disadvantaged people;
Caritas Wien:
As part of the international network of
Caritas, the emergency aid organization
of the Catholic Church, it helps people in
mental, physical or material need.

With Burger King in Italy, we
collaborate on a local basis with
Banco Alimentare, a network of 21
regional food banks coordinated
by one Foundation, working
with 7,557 affiliated charitable
structures.
We are committed to creating new
opportunities and establishing
collaborations aimed at designing
innovative projects in order to
contribute to the global fight
against food waste.
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A LIGHTER FOOTPRINT BY GREENER AND SAFER RESTAURANTS

A

air pollution, which have the potential to
indirectly, yet materially, impact the results
of restaurant operations. Companies
that manage energy consumption can
decrease operational costs through
energy efficiency upgrades and limit their
environmental footprint by reducing their
greenhouse gas emissions.
Burger King Poland in 2021 significantly
reduced energy consumption through
optimization provisions in lighting, HVAC
(heating, ventilation, air conditioning)
and kitchen electricity by an average of
11,174 kWh/month, 44,944 kWh/month
and 20,842 kWh/month respectively, in
the period June-November, compared
with 2019.

At QSRP, we are committed to
designing solutions so that the
environmental footprint of our
venues can be made lighter.
Waste production and energy
efficiency are two areas where
we’ve found effective levers
leading to greener restaurants.
Energy consumption and efficiency
are two areas where our approach to
sustainability has proved particularly
incisive. Restaurant operations have
high energy intensity compared to
other commercial building operations.
Commercial kitchen appliances are
extremely energy intensive, and dining
areas are typically temperature-controlled
for customers. Fossil fuel-based
energy production and consumption
contribute to significant environmental
impacts, including climate change and

Sustainability Report 2021

Burger King in Italy implemented the
Enerbrain energy efficiency system
designed to monitor and manage the
entire HVAC system present in the store,
acting both on the heating and cooling
components and on the flow of intake
and extraction air through the ventilation
units. The systems work with the help of
sensors installed inside the building which

detect and monitor the environmental
dynamics of the store (temperature,
humidity and CO2) in order to guarantee
the best comfort conditions to customers
and employees. A pilot test, which began
in August 2019 in the store of Pogliano
Milanese confirmed a 25% energy saving.
The Enerbrain system has subsequently
been implemented in the 10 most energyintensive Burger King sites in Italy in
October 2021.
On top of carrying out energy saving
and efficiency initiatives, we are taking
actions to make sure that the energy we
consume is generated in sustainable ways.
Burger King and Quick stores in Belgium
and Luxembourg, are now consuming
electricity that is from 100% certified
green sources. In the past three years,
for all the NORDSEE locations we have
succeeded in purchasing exclusively
certified green energy. In Austria and
Germany, our locations have been using
green electricity from hydropower since
2014. NORDSEE has always been on the
lookout for every opportunity to reduce
energy consumption: for instance, in a few

restaurants, we have installed sensors
measuring electricity consumption
intensity of kitchen equipment during
the day, in order to analyze consumption
patterns and identify intensity peaks
for intervention. Not to mention that
we have succeeded in significantly
reducing electricity usage since 2013 by
refurbishing our stores and switching from
neon tubes to LED technology.
In addition to our restaurants, we try to
seize every opportunity to cut down our
environmental impact in our headquarters
offices as well. The Quick and Burger King
headquarter in Belgium purchases 100%
of its electricity from certified sustainable
sources. NORDSEE’s new Headquarters
building in Bremerhaven, Germany, was
built in 2016 to be ergonomic, comfortable,
bright and resource efficient (water,
heating, natural and artificial light). On the
roof of the building we keep honey bees
in four beehives. In 2021 we produced
300 250g jars of honey and continued to
provide a safe habitat to this important yet
threatened farm animal.

A pilot test of the
Enerbrain system
carried out since
August 2019 in the
store of Pogliano
Milanese confirmed a
25% energy saving
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FROM THE SAFE HABITAT
WE BUILT ON THE
ROOFTOP OF NORDSEE
HEADQUARTERS,
HONEYBEES PRODUCED
OVER 300 JARS OF HONEY
IN 2021 ALONE
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Along with our efforts to reduce
emissions from activities inside
our stores, we try to compensate
for our carbon footprint from our
commute.
As of today, all of NORDSEE’s company
cars are climate neutral: in 2021, 213
tons of CO2 emitted by cars was
offset with climate protection projects
certified by myclimate in Germany, an
international initiative with Swiss roots
and one of the world’s leaders in voluntary
CO2-compensation measures. All of
NORDSEE’s compensation was realized
through Gold Standard carbon offsets
projects.
A fair part of a restaurant’s environmental
footprint comes from the kitchens, and
kitchen operations are a huge part of
waste management. At QSRP, we are
always trying to find innovative ways
to streamline processes, cut down byproduct waste and introduce circular
thinking wherever possible. In particular,
we have different initiatives to recycle used
oils, as a first step towards a circular model
in every part of our kitchen operations.
As part of our commitment to a lighter
footprint, with O’Tacos in France we
have partnered with ReFood, a French
company specializing in the collection and
Sustainability Report 2021
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transformations of bio-waste and used
cooking oils into green electricity, thermal
energy, biofuel and natural fertilizers.
Thanks to the agreement in place, O’Tacos
is able to negotiate on a regular basis
with ReFood for a price that guarantees
an economic benefit for participating
franchisees, providing an extra incentive
for franchisees looking to contribute to our
climate actions.
With Burger King and Quick in Belgium
and Luxembourg, instead, we have
partnered with Quatra, a company based
in Belgium specializing in collecting and
transforming used oils. Filled barrels of
used oil are exchanged with empty barrels
upon collection. Everything is recycled and
turned into renewable energy: frying oil
goes to biodiesel, frying residues are used
for biogas, other waste streams are in turn
sorted and go to recycling.

For us at QSRP, restaurants shouldn’t
just be green, but also represent a
safe environment. Especially during
the pandemic outbreak, and the
subsequent gradual re-opening
of restaurant venues, safety has
become the paramount concern for
management and customers alike.

As the pandemic spread and evolved,
each time posing new threats to our safety
and to our economy, both our customers
and our staff were feeling understandably
concerned about safety, even during
everyday activities. We realized that it had
to be our top priority to provide a clean,
safe and contactless environment where
our customers could enjoy our food, and
where our staff could work, with peace
of mind. In these unprecedented times,
we recognized the urgency to innovate
traditional restaurant settings so that our
customers could feel safe while enjoying
the same taste and service that our brands
are known for.

We acted quickly: first, we set plans in
motion to provide at least one contactless
ordering option in all QSRP restaurants:
drive-through, home delivery, kiosk
(automatic touch screen with ordering
and payment functions), click and collect
via mobile phones. In Belgium and
Luxembourg, all Burger King restaurants
(both company-owned and franchise)
provide at least one contactless ordering
option, whereas in Italy, 100% of company
owned restaurants and 80% of franchisee
restaurants have already achieved the
goal.

NORDSEE and O’Tacos achieved the
goal of offering at least one contactless
ordering option in 100% of restaurants
of ownership, whereas O’Tacos has
also secured at least one contactless
option in almost 90% of their franchised
restaurants.

22

1.3 Our 2021 achievements

Planet

Food

Engagement

People

ALL WRAPPED UP IN SUSTAINABLE PACKAGING AND REUSABLE MATERIALS
The food industry is continuously
exploring new materials in
order to safeguard customers’
health and safety, nonetheless
food handling and preservation
require strict adherence to
European laws and regulations
on food safety. At QSRP, we are
exploring new ways to increase
sustainability in packaging and
materials for the preservation of
food, doing our best to exceed
the provisions of law.
At QSRP restaurants, we are implementing
an action plan for eliminating all plastic
items whenever technically feasible. In
2019, preceding the mandate of European
regulations, we began to implement the
plan for reducing disposable usage: we
switched out plastic straws for paperbased alternatives and as of today lids
and straws are given only upon request
and for takeaway and drive-thru. We are
right on track with our ambition to ban
single-use plastic completely by 2022. As
of 2021, some items have been switched
to non-plastic alternatives already, such
as stirrers, cutlery, dessert spoons, and
fusion spoons, resulting in a consumption
level 50% lower compared to 2019.
Sustainability Report 2021

125 T O N S

That translates into a total of 125 tons
of plastic usage eliminated or replaced.
Nonetheless, there are some items left that
need more research and analysis to find
viable substitutes, such as cups, lids for
soft drinks/shakes and salad boxes, and
containers for desserts. We are currently
consulting with our suppliers to find the
most appropriate solutions and preparing
to further reduce our consumption by 79%
to an annual consumption of 53 tons.
NORDSEE restaurants have been
designed to be plastic-free from the
beginning: customers dining in are
provided with reusable plates, glasses,
and cutleries, eliminating unnecessary
single-use packaging completely.

of plastic has been
eliminated or replaced
as of 2021, compared
to 2019, by switching
to plastic alternatives

We are aware that paper products
could have a significant impact on the
environment as well. At QSRP we have set
an objective at group-level to purchase all
paper materials for packaging and other
purposes from certified sources. Our
Burger King and NORDSEE stores are
leading on this front: all paper materials
from these two brands are sourced
from suppliers certified by the Forest
Stewardship Council (FSC) or the
Program for the Endorsement of Forest
Certification (PEFC). Whereas Quick
stores currently purchase about 35% of
its paper materials from FSC certified
sources, with programs underway to help
it catch up in the coming years.
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The FSC promotes
environmentally appropriate,
socially beneficial, and
economically viable
management of the world’s
forests. FSC labels can be
found on millions of products
around the world.
Each label provides information about
the origin of the materials used to make
the finished and labeled product. FSC
provides three different labels, each
certifying that the products are sourced
from responsibly managed forests, made
from 100% recycled materials, or a mix of
the two.
The PEFC is a leading global alliance
of national forest certification systems.
As an international non-profit, nongovernmental organization, the program is
dedicated to promoting sustainable forest
management through independent thirdparty certification. PEFC chain of custody
certification tracks forest-based products
from sustainable sources to the final
product. It demonstrates that each step
of the supply chain is closely monitored
through independent auditing to ensure
that unsustainable sources are excluded.
QSRP is aware that the switch to fully
sustainable packaging cannot happen
without innovation and research. That’s
why different partnerships, scouting and
research activities are already underway.
NORDSEE, for example, is currently
studying a solution for reusable packaging
for takeaway and home delivery, which will
Sustainability Report 2021
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be implemented at all locations by 2023.
In addition, at some NORDSEE locations
in Germany, customers can purchase
reusable cotton fabric bags or have their
food packaged in biodegradable paper
bags or reusable cooler bags.

on a laboratory and pilot plant scale. A
land-based aquaculture system was
able to produce high-quality and foodsafe macroalgae biomass. Furthermore,
optimized cultivation conditions led to an
increase in functional ingredients.

From March 2018 to February 2020, we
have carried out the Mak-Pak project, a
joint research program with the University
of Applied Sciences Bremerhaven, the
Alfred Wegener Institute, NORDSEE
and its industrial partners, aiming
at developing a new innovative and
sustainable packaging solution made from
macroalgae. The Mak-Pak project has led
to the development of a sustainable, ideally
edible or even compostable packaging
prototype based on macroalgae, including
a controlled macroalgae cultivation

In the beta-test, the prototype with food
samples was rated as “good” to “very
good” by 79-91% of the customers. And
around 88% of interviewed customers
would buy the macroalgae packaging
product. Industrial up-scaling to a
marketable product is currently being
prepared.
By means of the NORDSEE’s official
guideline for sustainable procurement
we are pursuing the consistent process
of packaging optimization, with the aim

of reducing the weight and volume of the
packaging used to the absolute minimum
necessary and implementing new
packaging materials based on renewable
raw materials, in order to continuously
improve the ecological balance. Suppliers
are required to provide clearance
certificates or declarations of conformity
for all packaging materials, and these are
subsequently documented.
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after use, is legally categorized as “waste
for recovery” or “waste for disposal” and is
recovered, treated or disposed of through
municipality financing. The Duales System
bridges manufacturers and retail entities
with providers working in waste capturing,
sorting, and processing, to guarantee
a smooth, methodical flow of waste
management.

We seek to adopt the best practices
available in the context in which we
operate. For example, our network of
NORDSEE stores in Germany is working
with Grüne Punkt - Duales System
Deutschland GmbH (DSD), an operator
of a dual system for waste separation.
The Duales System provides for the
collection of the sales packaging which,

Customers gave
predominantly
positive feedback
after degustation of
the Mak Pak prototype
combined with
NORDSEE product:
fried fish and potato
salad
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Consumer preferences are
changing at an ever-increasing
speed, and sustainability is
becoming one of the main drivers
of choice for products, along with a
healthy lifestyle and good nutrition.
In order to anticipate these
dynamics, companies must
focus on innovation, dialogue with
customers and new solutions.

Food consumers are becoming more healthconscious and concerned with the environmental
and social impact of the production of their daily
food of choice¹² . The Covid-19 pandemic has
accelerated this development by highlighting
issues of health and wellbeing. In a 2020 Italian
survey, 15% of responders who did not habitually
purchase fresh fruits and vegetables from farmers’
markets and organic sources, reported doing
so during lockdowns¹³ . An Irish study found that
the animal “origin” of Covid-19 raised consumers’
awareness of antimicrobial resistance and animal
welfare information on food labels ¹⁴.

Scenario
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FOOD CONSUMERS
ARE MORE AWARE
OF ANIMAL WELFARE
INFORMATION AS
A RESULT OF THE
PANDEMIC

In addition to adapting to the increasing need
of consumers to make conscious, informed
choices in their food consumption, institutions
and policymakers are aware of the severity of
public health risks related to unhealthy diets. In
2021 over 50% of the adult population in the EU
was overweight, with a 28% average prevalence
in children and adolescents. Overall, EU countries
are leaning towards a more westernized diet,
characterized by high protein, saturated fat and
refined grain, shifting away from healthier diets,
such as the Mediterranean diet¹⁵ . In 2016, an
EU nutrition labeling regulation made nutrition
declaration mandatory, and since then the EU
made additional efforts to provide guidance and
harmonize practices in nutrition declaration.
Responding to the call from consumers and
institutions, the food industry has started to evolve.
Many have tried to be more transparent and
actively engage with customers; at the same time,
some have looked for more innovative and futureoriented products. According to SPINS retail sales
data, in 2018 – 2020 plant-based food dollar sales
in the US grew by 43%, 2.5 times faster than total
food sales. In the EU, plant-based meat registered
a record-level growth in the same period of time,
with the most consistent growth coming from
Germany (226 %) and Austria (82%)¹⁶.

Planet

(A. Regan, et al.)

%

SIZE OF THE PLANTBASED FISH MARKET
IN GERMANY IN 2020
(CORDIS EU Research results)

GROWTH IN
EUROPEANS’
CONSUMPTION OF
PLANT-BASED FOODS
IN 2 YEARS

OF RESPONDENTS OF
AN EU STUDY REPORTED
REDUCING FSS (FAT,
SATURATED FAT, SUGARS
AND SALT/SODIUM)
CONTENT IN FOOD
PRODUCTS BEARING
NUTRITION/HEALTH
CLAIMS SINCE 2017
(European Commission)

(Smart Protein Project)

Sustainability Report 2021

12. Andrew Lisa, 50 ways food has changed in the last 50 years, Stacker 2021
13. Di Renzo et al., Eating habits and lifestyle changes during Covid-19 lockdown: an Italian survey, 2020
14. A. Regan et al., The Impact of the Covid-19 Pandemic on Food Consumers’ Awareness of Antimicrobial Resistance,
OneHealth, and Animal Welfare Information on Food Labels, frontiers in Veterinary Sciences, 2021

15. Da Silva, R., Bach-Faig, A., Raidó Quintana, B., Buckland, G., Vaz de Almeida, M. and Serra-Majem, L. (2009). Worldwide
variation of adherence to the Mediterranean diet, in 1961-1965 and 2000-2003. Public Health Nutrition, 12(9A), pp. 1676-1684
16. CORDIS EU Research Results, Europe’s plant-based food industry shows record-level growth, 2021
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In May 2004, the World Health
Organization adopted the Global
Strategy on diet, physical activity
and health, which recognizes
the role of the private sector
to achieve a balanced diet. At
EU level, the provision of safe,
nutritious, high quality and
affordable food to Europe’s
consumers is the central
objective of the ‘From Farm to
Fork’ strategy which is focused
on the sustainable transition of
supply chains ¹⁸.
Sustainability Report 2021

In addition to transparent and exhaustive
disclosure about nutrition, quick-service
restaurants are expected to take part
in holistic solutions for modern health
issues. Childhood and adolescence
obesity are rising steadily in Europe, and
it is estimated that over 60% of children
who are overweight before puberty will be
overweight in early adulthood²⁰ . Among
possible contributing factors, a prevalence
of scholars are examining dietary factors,
including fast food consumption and
sugary beverages²¹.
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For us at QSRP, promoting a healthy
diet and lifestyle means creating
a brand identity that enhances
sustainable habits and promotes
healthy balanced diets and lifestyles,
all while increasing the variety of
products of great quality and taste.

Animal welfare along the supply
chain is one of the key challenges
that the food sector is currently
facing. How an animal is coping
with its living conditions is a more
complex assessment than people
assume.

10

EU legislation defines animal welfare as
having five freedoms: from hunger and
thirst; from discomfort; from pain, injury
and disease; from fear and distress; and
freedom to express normal behavior.
Currently, caged farm animals are still very
common, with many EU countries keeping
over 50% of laying hens in cages and over
70% pigs in farrowing²² .

or less of total energy intake
for adults and children should
come from free sugar¹⁷

Key topics

ANIMAL WELFARE ALONG THE
SUPPLY CHAIN

PROMOTING HEALTHY DIET
AND LIFESTYLE
European citizens pay increasing attention
to information on food labels and safety.
According to a 2020 Eurobarometer
Survey, food safety is at the top of EU
consumers’ choice criteria, above
environmental impact, origin and cost¹⁹.
A quarter of EU citizens associate
local and short chain products with a
sustainable diet, while two thirds of global
consumers think healthy is about removing
ingredients.

Food

upstream suppliers. Numerous standards
for animal welfare monitoring are available
to companies, which could potentially lead
to consumer confusion²⁴ . However, some
international standards for better welfare
are under development and convergence
of standards can be expected.
For us at QSRP, ensuring animal
welfare along the supply chain means
adopting an integrated procurement
policy with supplier selection criteria,
based on international animal welfare
standards and certification levels, and
attending to our customers’ concerns
and sensitivity.

(World Health Organization)

60

of global consumers turn to food
to strengthen their immune
system and mental health
(Taste Tomorrow)

17. Free sugar is what we call any sugar added to a food or drink or the sugar that is already in
18. EU, COM/2020/207, 2020
honey, syrup and fruit juice. These are free because they’re not inside the cells of the food we eat. 19. Eurobarometer,

In the last Eurobarometer, citizens listed
animal welfare as the second most
important responsibility farmers should
have today, and 59% are prepared to pay
more for products sourced from animal
welfare-friendly production systems²³ .
For the food retail and service industry,
ensuring animal welfare in the production of
ingredients relies on transparent, trusting,
and well-monitored partnerships with

20. Barilla Foundation, Europe And Food Ensuring Environmental,
Health And Social Benefits For The Global Transition, 2021

1.5

million of EU citizens signed the
“End the Cage Age” petition to
end the use of cages in farming

of EU citizens would like to
have more information about
farmed animals’ conditions

(Taste Tomorrow)

(Eurobarometer)

21. K. Sahoo e al, Childhood obesity: Causes
and Consequences, 2015

22. Euractiv, Animal welfare in the EU, 2021
23. Eurobarometer 201

24. D. C. J. Main, Best practice framework for
animal welfare certification schemes, 2014
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The protein alternatives industry
is expected to grow rapidly in the
two decades to come. By 2035,
if the alternative-protein market
were a country, it would be a
top-50 economy, larger than
Finland²⁵ . Consumer interests
sustain this growth: a 2019 UBS
survey found that out of US and
UK consumers who have not
yet tried plant-based meat, only
23% are not interested at all.
The demand is expected to further
increase if the industry sees additional
innovations that can jump the next
hurdles: improvement in taste and price²⁶.
Different innovations are being explored
and improved in different segments of the
alternative protein market. Lab-grown
meat, for instance, produces substantially
less ammonia and greenhouse gas (GHG)
compared to cattle and pigs. Incidentally,
insect-based products and microbial
protein-based products are expected to
witness rapid growth for their availability
in scenarios of scarcity of fresh water and
their high feed conversion efficiency ²⁷.

For us at QSRP, innovating food
means boosting product innovation
in order to reduce the environmental
impact of traditional chain restaurant
ingredients and respond to growing
consumer demands for healthier and
more sustainable diets.
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Key topics

FOOD INNOVATION

Food

of meat, eggs, and dairy eaten
in the world is very likely to be
“alternative” by 2035
(Boston Consulting Group)

of consumers in US, UK, and
Germany are very or somewhat
interested in alternative proteins
(UBS)
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PROMOTING
HEALTHY DIET
AND
LIFESTYLE
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TARGETS

WHERE WE ARE

Ban artificial additives
Ensure 100% of ingredients and
products are free from additives by
2021 for Burger King, by 2023 for
Quick, by 2025 for NORDSEE and
O’Tacos

+ Burger King ingredients in all
countries are 100% free of artificial
additives since 2021
+ Ongoing research for solutions
to get rid of the last ingredients
containing additives in other brands

Nutritional transparency
for all
By 2023 communicate the nutritional
aspects of products in 100% of
customer touchpoints

+ Nutritional information available
online in Belgium, Germany, Italy,
Luxembourg and Poland

Engaging nutritional culture
By 2023 improve engagement with
consumers through digital channels on
health and nutrition, going beyond the
calories of products

+ Initiatives in phase of definition

Low sugar and fat
By 2025 introduce nutritionally healthy
menus that include reduced-fat and
reduced-sugar options in 100% of food
and beverage options

+ A majority of brands offering
vegetables as alternative sides
+ Communication oriented towards
zero sugar beverages

5

ANIMAL
WELFARE IN
THE SUPPLY
CHAIN

Planet

Food

TARGETS

Engagement

People

WHERE WE ARE

Better breeding better
chicken
100% of purchased egg-based
ingredients and products from cagefree chicken farms by 2023
100% of chicken suppliers aligned
with European guidelines by 2030

+ 100% egg-based ingredients
in all NORDSEE and Quick
restaurants sourced from cage-free
environments, the switch is ongoing
in other countries

Cruelty-free pork meat
100% of bacon obtained from noncastrated pigs by 2023
100% of purchased pork products
from suppliers that do not use
gestation crates by 2030

+ On track with the timeline set by
the target, with Quick stores leading
at 100% bacon from non-castrated
pigs

Antibiotics to treat, not to
grow
By 2023, 100% of purchased farm
products use antibiotics for disease
prevention, rather than increasing
body mass

+ Group-wide policy forbidding
suppliers from using antibiotics
to grow in definition
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WHERE WE ARE

Spread plant-based
By 2022, offer at least one plantbased option in 100% of menus

+ 100% of menus featuring plantbased or vegetarian options across
all brands and countries

By 2025, incidence of plant-based
products reaches 10% of total sales

Cross-cutting and
inclusive offer
Integrate 100% of menus with
vegetarian and vegan options by 2022

+ 100% of menus featuring vegetarian
and vegan items across all brands
and countries (not labeled)

United in innovation
By 2023, invest in partnerships
with start-ups or universities on
food innovation, like superfoods or
immunity boosting ingredients

+ Strategic investment in Novish
+ Plans in definition for further
opportunities

End-to-end innovation
Innovative methods to improve
product lifecycle

Sustainability Report 2021

+ Plans in definition
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PROMOTING HEALTHY DIET AND LIFESTYLE
AMONG OUR CUSTOMERS
We believe it’s important to provide
guests with the information they need
to make informed choices, and we
are committed to improving access to
nutrition information. We strive to make
detailed nutrition, ingredient and allergen
information increasingly accessible within
our restaurants, as well as on our mobile
and online platforms.

By sharing facts and figures on
nutritional values and promoting
healthy habits and diet, we aim
to nurture the relationship with
our customers and improve the
long-term sustainability of our
business. We can reach so many
individuals and families every
day and we want to increase the
degree of social responsibility
embedded in our daily
communication practices.
Sustainability Report 2021

QSRP brands are committed to
achieving nutritional transparency by
including clear and relevant information
in all touchpoints in order to engage
consumers on health and nutrition.
Burger King, Quick and NORDSEE all
have dedicated communication on their
respective official websites. On the
website (www.burgerking.it), for instance,
customers can access information
about nutritional values and allergens by
selecting the product of interest. This
tool allows our guests to search, filter,
and identify the menu options they’re
craving within specific nutrient and
allergen criteria.
On the website of NORDSEE, customers
can access a fact sheet for each product
containing not only the nutritional facts
such as calories, fat, or sugar, but also a

28. Items do not include branded packaged food

list of possible allergens as well as the
origin of the fish and how it was caught
and processed.
Furthermore, for those wishing to make an
environmentally conscious choice, they
can also see the fishing areas (as per FAO
guidelines), the fishing method, whether
it comes from sustainable fisheries and
eventual certifications that NORDSEE
has acquired.

Information page
about the legendary
Whopper available
on the website of
Burger King Italy,
where customers can
access to information
including the list
ingredients, table of
nutritional values and
possible allergens

Burger King is currently the first large QSR
company to offer ingredients and products
without artificial colorants, additives
and flavors (excluding non-Burger King
branded items) The process of removing
ingredients of artificial origin began some
time ago in Burger King restaurants all
over the world: in 2020, the first Whopper
without artificial colors, preservatives
and flavors was launched in the United
States. Now in all Burger King locations in
Italy, Belgium, Luxembourg and Poland,
all items sold are 100% free from artificial
ingredients²⁸.

Now Whoppers in all of our
Burger King locations in Italy,
Belgium and Poland are 100%
free from artificial ingredients.
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“In your opinion, is it more courageous to remove food coloring, preservatives
and aromas of artificial origin from the menu of a large fast food chain or to strip
naked even if you do not have the physique of Michelangelo’s David? In my
opinion the latter, but @burgerking_it says the former. Jokes aside, both things
really happened: in Italy Burger King ‘stripped’ all its products of what it could
do without, and I took the opportunity to do the same. Objectively, it turned out
better for them. But you cannot say that I too did not have courage.

In Italy, this historical decision has been
shared with our customers via the media
and social campaign “Nothing but Burger
King”, featuring the TV personality
and social chef, Lorenzo Biagiarelli,
who, for the occasion, showed himself
completely naked covered only by a
Burger King pack. Using this metaphor,
Biagiarelli communicated his support
for the company’s choice to eliminate
preservatives, dyes and aromas of artificial
origin from its menu, supporting the value
of naturalness and authenticity, in line with
the identity of the brand.
Sustainability Report 2021

Lorenzo Biagiarelli becomes
the face of Burger King’s
campaign to promote the
absence of unnecessary and
harmful ingredients from the
menu, including his clothes
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WORKING WITH OUR SUPPLY CHAIN
TO IMPROVE ANIMAL WELFARE
Our customers care deeply about
the living conditions of farm
animals linked to our products,
and so do we. We have identified
key animal product inputs in
our upstream supply chain and
investigated our options to
make conscious, well-aligned
partnerships with our suppliers.
It is vital for us at QSRP to keep listening to
the concerns of our customers and to avoid
outdated, cruel farming practices such as
battery hens confined in cages, the use of
gestation crates on pigs in pregnancy, or
swine castration.
We can make a difference in improving
animal welfare by selecting suppliers along
our supply chain who adopt high standards
that foster the breeding sector’s transition
towards cruelty-free farming. In addition, the
products we purchase for our restaurants
must include all the information leading to
traceability of ingredients and nutritional
characteristics.
Sustainability Report 2021

Eggs are an ingredient that we find in
numerous products that we regularly
purchase in large quantities: mayonnaise,
sauces, and desserts, to name a few. In
2021, we have made significant progress
in the process of purchasing products that
are made with eggs from cage-free farms.
Notably, all of our NORDSEE and Quick
restaurants have already succeeded in
switching to 100% cage-free eggs.
Other brands have taken steps forwards
as well. At O’Tacos restaurants in France, in
2021 we started the process of purchasing
products that are made from eggs from free
range farms. Out of 20 food items, 13 of them
are already being prepared with free range
eggs, two of them are planned to complete
the switching process by the end of 2022,
and the remaining ones will follow suit, thanks
to additional planning and logistics. With
Burger King Italy, in 2021 we purchased 32
metric tons of ingredients containing eggs,
28.7% of which originated from a cagefree environment. In Burger King kitchens
in Belgium and Luxembourg, instead, only
four food items have yet to complete the
transition.

Bacon represents another relatively large
portion of our ingredients in our burger offer.
In 2021 we have completed the analysis for
switching to bacon from non-castrated pork
or sows who are not kept in gestation crates
when pregnant in our venues in Belgium
and Luxembourg. Our Quick restaurants
successfully turned to serving 100% of
bacon from non-castrated pigs, while
the Burger King Belgium restaurants will
complete the transition by 2023. All other
QSRP brands will transition in the following
years.
Lastly, we are finalizing a clear QSRP policy
which prohibits our Group-wide suppliers
from using antibiotics for acceleration of
animal growth. The use of antibiotics is
allowed exclusively for prevention and
treatment of diseases.

Our Quick restaurants successfully turned
to serving 100% of bacon from cruelty-free
breeding farms
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MORE THAT 15,000
LITERS OF WATER IS
USED TO PRODUCE A
KILO OF BEEF

Sustainability Report 2021
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EVOLVING OUR RESTAURANTS THROUGH FOOD INNOVATION
Times are changing and so are
our customers’ tastes, which
reflects the global trend towards
alternative, healthier, and more
sustainable diets.
To produce beef, cows need to be
constantly fed for years. To raise them,
large amounts of land, which can be
associated with deforestation, is needed
for their feed, as well as massive amounts
of water: more than 15,000 liters per kilo
of animal meat²⁹. Comparing a vegan raw
burger, for instance, to UK-pasture-based
beef (cattle), it shows 96% lower global
warming impact, 96% lower land use and
70% less water use³⁰.
Our approach to innovation is holistic and
comprehensive: by serving thousands
of customers every day, we’re collecting
invaluable experience in suggesting new
and innovative menus and continuously
evolving our restaurants by means of
embedding new sustainability-friendly
practices in our offer. Our main target are
flexitarian customers who are looking
to cut their meat consumption We offer
innovative, plant-based alternatives for
animal protein products so that they can
enjoy the original taste of our products
while following their own commitment to

Sustainability Report 2021

alleviate the burden on our planet. We are
starting to adjust our offer with new and
unconventional menu items tailored to
our vegetarian and vegan customers as
well. Finally, we are always seeking new
partnerships with leading innovators in
the food industry to explore endless new
possibilities.

announced the Europe-wide rollout of the
Rebel Whopper with the first large-scale
restaurant partnership for The Vegetarian
Butcher, a Unilever subsidiary, which
produces the plant-based burger. The
plant-based patty is now available at all
Burger King restaurants in Italy, Belgium,
Luxembourg and Poland.

Comparing a vegan raw burger, for instance, to UK-pasturebased beef (cattle), it shows 96% lower global warming
impact, 96% lower land use and 70% less water use.

In our Burger King restaurants, we’re
exploring new specialties to enhance
the customer experience and innovate
our menus. Early in 2019 Burger King

29 & 30.The Vegetarian Butcher – Report available at https://www.thevegetarianbutcher.co.uk/sk-eu/content/dam/brands/the-vegetarian-butcher/nl/nl/The-Vegetarian-Butcher-Impact-Report-2021.pdf
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Across all brands and countries
we have a strong plant-based
strategy and we’re in the process
of studying the best additions
to integrate our offer with new
plant-based options.
By leveraging on a collaboration with key
opinion leaders and influencers, we’re
testing some animal protein alternatives
and introducing new communication
tools and channels. For example in Italy,
through the platform of Instagram, we have
involved fashion and lifestyle influencer
Chiara Ferragni, photographer and creator
Emanuele Ferrari, and DJ, producer and
TV personality Francesco Facchinetti in
the campaign to promote our plant-based
burgers and nuggets. This has allowed us
to reach a broad and diverse audience and

send out the message that everyone can
contribute to a low-impact food culture.
As part of the innovation process for
Burger King in Italy, we have established
some partnerships with domestic brands,
such as Rigoni di Asiago, to enhance
the quality of our menus and allow our
customers to rediscover the Italian rich
gastronomic heritage, on top of the
environmental advantages that we are
able to obtain thanks to local sourcing and
production. The partnership has focused
on the introduction of two new desserts
with organic raw ingredients of the highest
quality. In addition, Burger King Italy has
established a new collaboration with Fileni,
the third Italian player in the poultry meat
industry and the first Italian producer of
organic agriculture white meat. Through
the collaboration with an Italian company
recognized both for the quality of its
products and for the sustainability of its
production processes, Burger King Italy
has introduced three new recipes of
premium quality and taste.

Planet

plant-based products³¹. In Burger King
locations in Belgium and Luxembourg,
we offer six veggie items including Veggie
Whopper, Veggie Nuggets, and different
types of fries and onion rings. In Quick
restaurants, customers can find signature
burgers such as the Chicken Veggie and
the Giant Veggie, as well as meat-free
snacks like cheese balls, fries, and salads.
At our O’Tacos restaurants in France, in
order to offer an inclusive and alternativeprotein option to our customers, we have
introduced falafels as a core item in our
menus and updated it with a researched,
better recipe last year.
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At NORDSEE stores, customers can find
three different plant-based items. Our
spicy tuna, for example, now comes in
a plant-based alternative version. The
other two items have been created in
partnership with Novish, producer of
fish substitutes that are 100% soy-free,
have a good flavor and texture, combat
overfishing and by-catch and create
a balance in the daily diet. Today, in all
NORDSEE restaurants in Austria and
Germany, customers can order and enjoy
a meal with plant-based fish.
Following in its sister brand’s footsteps,
Go!Fish has now added two plant-based
items to its menu: No!Fish burger, made
with a 100% plant-based Novish patty,
and Bodhi’s ice-cream, a milk-free, 100%
vegetable ice-cream that comes in mango,
vanilla and chocolate flavors.

Fish sandwiches and
snacks have a plantbased alternative
thanks to the
partnership between
NORDSEE and Novish

In Belgium, Luxembourg and Poland,
where customers have already developed
a strong awareness of alternative-protein
meals, we have introduced innovative

Classic menu options
at Quick are now
available with plantbased alternatives

Sustainability Report 2021
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Most sustainability impacts of the
food sector are associated with
the supply chain and not with
processing and retail activities.
However, foodservice companies
alone do not have the leverage to
change practices along intricate
and international supply chains.
Activating engagement initiatives
with suppliers on sustainability
issues will enable the industry
to address its stakeholders’
increasing demands on both
environmental and social issues.

The actions of producers, processors and
distributors of food along one company’s
supply chain directly affect the quality of
products and services it offers. In the food
industry, supply chain management implies
dealing with some of the sectors with the
highest potential for slowing down climate
change. In fact, human activities involved with
land and forest management, agriculture and
animal husbandry are responsible for 23% of
total man-made emissions ³². The relevance
of supply chain in sustainability reporting
becomes evident when examining the three
categories of GHG emissions as per the UN’s
guidelines: scope 1 and 2 denote emissions of
the reporting entity, whereas scope 3 denotes
indirect emissions occurring in the supply
chain. The often overwhelming proportion
of scope 3 emissions makes it clear that
the supply chain represents the largest
opportunity and challenge for companies to
effectively reduce GHG emissions³³.
Large multinational corporations often face
the challenge of managing a global supply
chain in its complexity and unpredictability.
To ensure high standards of quality, safety
and sustainability, it is necessary to have
clear selection criteria of suppliers as
well as effective tools of monitoring and
communication. A useful tool at companies’
disposal nowadays is the digitalization
along the supply chain, namely the adoption
of technological solutions and process
optimizations to have better traceability and
higher awareness among existing suppliers ³⁴.
Supply chain management has presented
companies with additional challenges in the
past year. As a consequence of the spread
of Covid-19, many industries are still trying
to cope with the ongoing crisis of the supply
chain: basic consumer staples are spiraling
in price because of higher shipping costs
and heightened demand from consumers³⁵.
In these volatile circumstances, resilience,
local sourcing and automation could
become the next key words in supply chain
management³⁶.
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32. ENI, Greenhouse gases, the weight of agriculture and livestock, 2020
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INCREASE IN THE COST
OF MOVING A 12M
CONTAINER, COMPARED
TO A YEAR AGO

%
(The Guardian)

81.4 %
OF THE FOOD/BEVERAGE
PROCESSING SECTOR’S
TOTAL EMISSIONS ARE
SCOPE 3 EMISSIONS
(J. Schulman et al)

33. Schulman et al., Supply chains (Scope 3) toward sustainable food systems: An analysis of food &
beverage processing corporate greenhouse gas emissions disclosure, 2021
34. Deloitte, Future of Food, 2021

%
OF 7,000 SUPPLIERS TO
SOME OF THE WORLD’S
LARGEST CORPORATIONS
REPORTED A DECREASE IN
EMISSIONS
(Carbon Disclosure Project)

%

OF THE FOOD SYSTEM
EMISSIONS ARE
ASSOCIATED WITH LAND
USE AND PRODUCTION
(J. Schulman et al)

35. Martin Farrer, The Guardian, Global supply chain crisis could last another two years, warn experts, 2021
36. World Economic Forum, Supply chain resilience: How are pandemic-related disruptions reshaping
managerial thinking?, 2021
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SUSTAINABLE MEAT SUPPLIERS
Although methane stays for less time
in the atmosphere, it has more than 28
times the warming power of carbon
dioxide over the first 100 years after it
reaches the atmosphere³⁷.
Managing climate risks along a food
value chain means partnering with meat
suppliers that pay attention to water
and waste management. Global animal
production requires about 2422 Gm3
of water per year, one third of which is
from the beef cattle sector³⁸. On top of
being the most water-intensive sector,
animal farming also faces challenges of
resource-efficiency: 68% of agricultural
land in the EU is used for animal farming³⁹.

28

times is the warming power of
methane compared to carbon
dioxide
(Financial Times)

Of the different farm animals, cattle are
the most significant in terms of GHG
emissions: 60% of livestock-related
emissions come from cattle, with almost
40% released in the form of methane.
Sustainability Report 2021

Global consumption of fish has
been seeing an upward trend for
years: in 2018 the per capita fish
consumption worldwide has been
20.5 kg and the FAO estimates a
raise to 21.5 kg by 2030⁴⁰.

For us at QSRP, achieving responsible
management of the fish supply chain
means selecting, monitoring and
engaging suppliers that implement
sustainable fishing practices and
fish transformation, and respect
biodiversity and human rights.

This high demand results in overfishing
and resource scarcity. At current rates,
overfishing will destroy the wild-caught
seafood population by 2050⁴¹. Total
share of underfished stocks globally has
decreased continuously: only 6.2% of
the world’s marine fish population are
neither “fully fished” nor “overfished”. This
means that if we don’t come together and
support the fishing industry with resources,
knowledge and active cross-sector
partnerships, we could severely jeopardize
the ability of the global fish population to
recover⁴².
Like overfishing, the topic of human rights
abuse in the fishing industry deserves
particular attention. Thanks to NGO
or media reports, we are learning that
fishermen are exposed to high risks of
excessive working hours, unsafe working
conditions, and inadequate food and water.

People

30
million people are working at
sea every day

tons of water is needed to
produce 1 kg of beef
(Ceres)

37. NOAA Research, Despite pandemic shutdowns, carbon dioxide and methane surged in 2020, 2021
38. Water footprint network, 2022
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SUSTAINABLE FISH SUPPLIERS

For us at QSRP, achieving the
responsible management of the
meat supply chain means working
together with our suppliers to
identify and spread best practices
to lower environmental impact in
terms of GHG emissions and water
and waste management.

The livestock sector is one of the
most impactful sectors climatewise, accounting for 14.5% of
total global greenhouse gas
emissions.

Food

Key topics

3.1 Our Key Topics

(Human Rights at Sea)

39. European Parliament, A sustainable Bioeconomy for Europe: Strengthening the
connection between economy, society and the environment, COM/2018/673 final.

40. FAO, The State of World Fisheries and Aquaculture 2020
41. World Economic Forum, This Start-up Grows Fish Fillets In A Lab, 2021

42. FAO, The State of World Fisheries and Aquaculture 2020
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OF THE WORLD’S
FISH STOCKS ARE
OVERFISHED

(Food and Agriculture Organization)
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Accounting for almost a fifth
of global GHG emissions,
agriculture practices have
massive impacts on the pace
of global warming and pose a
significant threat to aquatic
ecosystems due to discharge
of agrochemicals and organic
matter.
Investors are paying increasing attention
to this space for improvement: of the $17
trillion invested in ESG issues in 2020,
$2.38 trillion was devoted to sustainable
agriculture⁴³.
The agriculture sector also accounts for
the largest share of child labor: 71% of 152
million people, not to mention that 11%
of the 26 million people in forced labor
work in agriculture. Contrary to common
assumptions, forced labor is present in
developed countries such as in Southern
Italy, where migrants are trafficked into
forced labor on farms⁴⁴. Working towards
improved work conditions and the respect
of human rights, associations such as
the Rainforest Alliance are providing
certification, training programs, economic
development initiatives, and advocacy to
producers in the agricultural sector⁴⁵.

In a similar way, the forestry sector faces
a double challenge of environmental
impact and human rights abuse. The
logging industry keeps registering
one of the highest death rates, 30
times higher than the average of all
professions⁴⁶; in the meantime, an
average of 15.5 million hectares of forest
are destroyed every year⁴⁷.
For us at QSRP, achieving responsible
management of the agricultural supply
chain means selecting, monitoring
and engaging suppliers that have
sustainable agricultural practices and
water systems, respect human rights,
and commit to forest and biodiversity
conservation.

COMPANIES WORK
WITH THE RAINFOREST
ALLIANCE TO SOURCE
CERTIFIED INGREDIENTS

agriculture sector share of total
freshwater withdrawals at global level
(The World Bank)

Sustainability Report 2021

Key topics

SUSTAINABLE AGRICULTURE AND FORESTRY

43. MarketWatch, Sustainable agriculture is the next way ESG investors can fight climate change, 2021
44. ILO, Global Estimate s of Child Labour, 2017

(Rainforest Alliance)

45. Rainforest Alliance, Protecting Against Forced Labor and Other Forms of Modern
Slavery in Agricultural Supply Chains Through Rainforest Alliance Certification, 2021

46. UN News, Why Logging May Be the Most Dangerous Profession, 2021
47. UN News
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SUSTAINABLE
MEAT
SUPPLIERS
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TARGETS
Towards net zero
By 2040 reducing Scope 3 CO₂
emissions with compensation initiatives

WHERE WE ARE
+ In the phase of measuring impact
and selecting compensation
approaches and programs

Dialogue on what matters
By 2022 create a multi-stakeholder
working group aimed at identifying the
main challenges and opportunities
arising from beef production and
consumption

+ Plans in definition

Engaging suppliers in
sustainable sourcing
By 2022 defining a purchasing policy
based on sustainability criteria, including
environmental protection, safety
and hygiene practices, decent labor
standards and working conditions,
sustainable management of meat
organic waste and water withdrawal
By 2025 reaching 100% supplier
sourcing policy compliance

+ Purchasing policy in definition at
the Group-level and at single-brand
level
+ Periodical and spontaneous
auditing mechanism in
development

8

SUSTAINABLE
FISH
SUPPLIERS
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TARGETS
Sustainable fishing only
Reaching 80% of fish purchased as
sustainably certified

Engaging suppliers in
sustainable sourcing
By 2022 defining a purchasing policy
based on sustainability criteria in fishing,
including sustainable fishing practices,
biodiversity and marine ecosystem
preservation practices, fight forced
labor, human trafficking and modern
slavery on fishing ships

People

WHERE WE ARE
+ 100% of fish sourced from
certified suppliers in Belgium and
Luxembourg, over 70% in Austria
and almost 60% in Germany

+ Purchasing policy in definition at
the Group-level and at single-brand
level
+ Self-declarations signed by a
majority of suppliers
+ Bi-annual audits programmed

By 2025 reaching 100% supplier
sourcing policy compliance

Towards net zero
By 2040 reducing Scope 3 CO₂
emissions with compensation initiatives

+ In phase of measuring impact and
selecting compensation approach
and programs

Cooperation for
sustainability
Establishing partnerships or
collaborations with NGOs committed
to the protection of the oceans and
human rights in fisheries

+ Ongoing partnership between
NORDSEE and the Round Table on
Marine Litter

Dialogue on what matters
By 2022 Creating a multi-stakeholder
working group to identify the main
challenges and opportunities arising
from fishing

+ Plans in definition
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SUSTAINABLE
AGRICULTURE
AND
FORESTRY
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TARGETS
Towards net zero
By 2040 reducing Scope 3 CO₂
emissions with compensation
initiatives
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WHERE WE ARE
+ In the phase of measuring impact
and selecting compensation
approach and programs

Fighting deforestation
By 2022 reach 100% high risk
ingredients purchased are sustainably
certified

+ Most high-risk products such as
coffee, palm oil, cocoa and tea
sourced from certified suppliers

Engaging suppliers in
sustainable sourcing
By 2022 defining a purchasing policy
based on sustainability criteria in
agriculture, from water management
system to responsible use of chemical
products, sustainable agricultural
practices and fight to modern slavery

+ Purchasing policy in definition at
the Group-level and at single-brand
level

By 2025 reaching 100% supplier
sourcing policy compliance
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Climate change, water scarcity,
rising oil and food prices,
population growth and changing
diets, are placing significant and
increasingly greater pressures
on agriculture, manufacturing
and transport, and on us as a
restaurant retailer. At QSRP, we
believe that sustainability is the
only way forward, and that’s why
we decided to put sustainability
at the center of our sourcing
strategy.
The commitment to configuring a
sustainable supply chain at Group level
directly translates into creating the
right conditions for a mutually beneficial
relationship with our suppliers. On a
practical level, this means establishing
an engagement process between the
Group and single providers that can allow
a degree of common understanding of
the issues involved, and the setting up of
shared standards and requirements for
the provision of products and services.
Therefore, in addition to welcoming the
most relevant international standards for
sustainable practices, we have adopted
sustainability policies at Group and brand
levels in order to share with our suppliers
the needed requirements to jointly pursue
the Sustainable Development Goals set
forth at global level.
Sustainability Report 2021
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TOWARDS A GROUP-WIDE SUSTAINABLE SUPPLY CHAIN
We live and work alongside our
stakeholders, and value their
interests as our own.

deforestation. We expect suppliers to assist
in meeting such a commitment, for instance
by participating in initiatives and round
tables, and by putting into effect transition
plans aimed at aligning their operations with
our responsible sourcing commitments. All
suppliers working with QSRP should comply
with these guidelines and provide written
guarantees from their raw material suppliers
that the ingredients supplied also comply
with this policy.

Furthermore, we have developed the
QSRP Supplier’s Code of Conduct that
outlines how we expect suppliers to treat
their employees and subcontractors who
work with QSRP’s entities. The Code
includes the upholding of fundamental
labor rights, compliance with laws and
regulations in the areas of hiring and
employment, and the provision of a safe
and healthy work environment to foster
workers engagement.

At a single-brand level, with Burger
King Italy, Belgium and Poland, we have
adopted a Code of Business Ethics and
Conduct for Vendors. Simply put, we are
committed to “doing what’s right”, in other
terms everything we do to achieve our
key business strategies must be done
with the highest standards of ethics,
honesty and integrity. We believe that our
vendors and suppliers should observe
the same philosophy in their actions and
relationships affecting the company.

Fundamental respect for all people, and our
planet, guides our corporate conscience.
QSRP is committed to diversity and
inclusion, dignity for all workers along our
entire supply chain, food safety and animal
welfare, sensitivity towards the environment,
and a spectrum of civic and charitable
priorities that promote our shared future in
the communities we serve.
At Group-level, we have drafted the QSRP
Suppliers Sustainability Policy in order
to collect QSRP’s vision, approach and
expectations with regard to the sustainability
of our supply chain. The Policy will be
formalized and mandatory in 2022 and
includes key conduct guidelines and
practices related to specific categories of
responsible sourcing. Our commitment
extends to improving animal welfare
and working toward the elimination of
44
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While we recognize that there
are different legal and cultural
environments in which vendors
operate throughout the world,
Burger King has established
this Code to set the basic
requirements they must meet
with respect to their performance
as a vendor. All vendors must
comply with this Code and must
ensure that their subcontractors,
including sub-assembly
factories, comply too.
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Suppliers are expected to maintain
appropriate records to demonstrate their
compliance with these Codes. QSRP holds
the right to audit compliance with these
policies, including the right to conduct
unannounced inspections and audits.
Our journey towards a sustainable supply
chain continues. At Group and single-brand
level, we will keep on evolving our practices
and compelling Codes in order to adjust to
any new conditions that may arise.

We embrace our responsibility to the
environment and we are committed to
doing our part with respect to energy,
water and waste, and expect our suppliers
to do the same. In addition to complying
with applicable local and national laws and
regulations in relation to the protection of the
environment, suppliers are encouraged to
establish procedures to manage, measure
and, where possible, reduce factors related
to their environmental impact, including
energy usage, fossil fuel usage, water usage,
wastewater and solid waste (including
by-products and hazardous waste), air
emissions (including greenhouse gases)
and handling of hazardous substances, and
to provide reports on such procedures to
QSRP as may be requested. Additionally,
suppliers’ factories must have an
environmental management system or
plan, and procedures for notifying local
community authorities in case of accidental
discharge or release of hazardous materials
or any other environmental emergency.

Sustainability Report 2021
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SETTING AMBITIOUS OBJECTIVES
IN SOURCING SUSTAINABLE MEAT
QSRP has set a goal to define and
enforce a sourcing policy with
selection criteria focusing on
sustainability in meat production,
from environmental protection
during the breeding and
transformation process to health,
safety and hygiene practices,
decent labor standards and
working conditions, sustainable
management of meat organic
waste and water withdrawal within
2022, as well as to enforce an
auditing and verification system
to ensure 100% compliance with
sourcing policy within 2025.
QSRP’s main objective regarding animal
farming is to improve over time the animal
welfare in our supply chain. The basic
expectations for our suppliers are to meet or
exceed relevant national and EU legislations
on all steps of the animal farming process.
Requirements applied to all QSRP products,
for example, include:

Sustainability Report 2021

All bacon will be produced from
non-castrated pigs, by 2023.

All eggs in the formulation will be cagefree eggs, by 2023.

04
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All pork will be
sourced only
from suppliers
that do not
use gestation
crates, by 2027.
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It is strictly forbidden to
use antibiotics for the
promotion of growth.
Antibiotics should be
used exclusively for
disease prevention and
treatment.

5

All chicken products
will be sourced
from suppliers that
comply with European
guidelines by 2030.
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LEVERAGING ON OUR EXPERIENCE IN SUSTAINABLE FISH SUPPLIES
At QSRP, we find ourselves
between our promise to fulfill
our consumer demand for
certain types of fish and our
commitment to sustainable
management of fish resources.
For this reason, we continually observe
and support all developments which
contribute to the sustainable and
efficient usage and treatment of fish
resources. We are aware that meanwhile
several species in commercial
fishing areas are threatened with
extinction. Therefore, we support all
measures which assist the recovery of
endangered species, and continuously
strive to optimize the traceability and
transparency of the entire supply chain
back to the fishing grounds.
As far as sustainable fisheries and
sustainable aquaculture are concerned,
QSRP is committed to sourcing fish from
sustainable, well-managed fisheries and
fish farms only, and will not source from
fisheries commercializing endangered
fish species as listed in the IUCN red list.

Sustainability Report 2021

Our seafood suppliers guarantee
+ that they support all measures
which prevent illegal, unauthorized
and undesirable trade in fishing (IUU
regulation);
+ that the delivered fish comes from
areas where total permitted catch or
similar international or domestic fishing
regulations exist;
+ that the relevant statutory
regulations have been complied with
in the catch process;
+ that they inform us of each fishing
area in conformity with ICES and the
fishing method.
We recognize and rely on the leading
certification bodies to guarantee the
quality and sustainability standard of the
fish products we source. In fact, our target
is to source at a minimum 80% of the fish
purchased on a yearly basis to be from
certified sustainable fisheries (certified by
MSC, ASC, Global GAP, Bio, BAP). Further
certifications may be added in the future.

In our Burger King and Quick stores,100%
of fish products come from MSC Certified
suppliers. In Germany, we abide by
the purchasing agreements set by the
Sustainable Fisheries initiative, and we
are members of the Federal Association
of the German Fishing Industry and
Fish Wholesale e. V. In 2021 NORDSEE
Germany sourced 57% of raw fish stock
from certified stocks whereas in Austria,
NORDSEE sources over 72% of raw fish
from certified stocks.
In 2021, in Germany, certified fish
predominantly carry the MSC label (41%)
and the BAP label (10%) and similarly
in Austria suppliers are predominantly
certified through MSC (38%) and BAP
(22%).

our target is to source at a minimum 80% of the
fish purchased on a yearly base to be certified
from sustainable fisheries
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KEY CERTIFICATIONS
OUR FISH PRODUCTS CARRY
MSC – Marine Stewardship Council

BAP – Best Aquaculture Practices

The Marine Stewardship Council is an
international non-profit organization
that recognizes and rewards efforts to
protect oceans and safeguard seafood
supplies for the future.

BAP – Best Aquaculture Practices
BAP is the world’s most trusted,
comprehensive and proven third-party
aquaculture certification program.

Fish with the stamp on the right come
from MSC-certified environmentally
friendly fisheries, that is, operating in a
way that the stock and environment are
preserved sustainably.
The Standard reflects the most up-todate understanding of internationally
accepted fisheries science and
management. Fisheries are assessed
by accredited independent certifiers
(called Conformity Assessment Bodies
CABs – also called certification bodies),
not the MSC.

Sustainability Report 2021

BAP has been improving the
environmental, social and economic
performance of all stakeholders in the
aquaculture supply chain, as well as
growing the global supply of fish and
seafood, since 2002. BAP currently
has more than 1,600 facilities certified
worldwide.
The BAP certification program is
benchmarked by globally recognized
third parties. Being recognized by
the gatekeepers of international
certification standards is very important
to the integrity of the BAP program.

Other certifications that
NORDSEE has acquired
include:
ASC - Aquaculture Stewardship
Council standards
BIO-Logo Organic seal
ESF by European Eel Promotion
Initiative (IFEA)
NORGE Seafood from Norway
Alaska Seafood Seafood from
Alaska
In an effort to accelerate our contribution
to the fight against marine litter, with
our NORDSEE brand we have started
engaging external stakeholders in
Germany by creating a multi-stakeholder
working group, to identify the main
challenges and opportunities related to
fishing. This will enable us to integrate
the main takeaways in the Group’s ESG
strategy, while spreading awareness
on the topic. We participated in one of
the working groups organized by the
Marine Litter Round Table, which is
intended to coordinate national measures
against marine litter and support their
implementation. This round table served

as an information platform for all relevant
stakeholders, thanks to the contribution
of around 130 experts, including
representatives from fishing, shipping, the
plastics industry, wastewater management,
waste management, the cosmetics and
tire industries, retail, science, education,
tourism, environmental organizations,
associations, federal, state and local
authorities as well as state and local
politicians and artists.
When sourcing, we pay great attention
to the selection of certified fish products.
Increasing customer demand also
shows this is the right decision. Through
certification, we can fight overfishing of
the oceans. This is guaranteed by the
independent verification of fisheries
through external experts based on strict
environmental standards. In this way, we are
helping to proactively secure fish stocks for
the future, while at the same time offering
our guests the opportunity to enjoy the
most delicious fish.
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WE AIM TO EXPAND
OUR SHARE OF
CERTIFIED PRODUCTS
TO ENSURE 100%
COMPLIANCE WITH
PURCHASING POLICY
BY 2025.
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CONTRIBUTING TO SUSTAINABLE AGRICULTURE AND FORESTRY
QSRP has set a goal to define a
sourcing policy with selection
criteria focusing on sustainability
in agriculture, from water
management systems to
responsible use of chemical
products like fertilizers and
pesticides, GMO, sustainable
agricultural practices and the
fight against modern slavery
within 2022, as well as to enforce
an auditing and verification
system to ensure 100%
compliance with sourcing policy
by 2025.
In order to tackle deforestation, at QSRP
we are committed to not sourcing any
ingredients – including animal food – from
recently deforested rainforest lands or
sources that might harm the rainforest.
All ingredients we source that are linked
to deforestation risk, should always hold
a deforestation-free certification. For
agricultural products, we require that any
product or specified ingredient is grown on
farms certified to the Rainforest Alliance
Sustainable Agriculture Standard and/or
the UTZ Code of Conduct.
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More in detail:
1. All palm oil sourced, and any
product including palm oil, will be
certified RSPO.
2. All coffee sourced will be certified
UTZ or RFA.
3. All cocoa sourced will be certified
UTZ or RFA.
4. All soy sourced, will be certified UTZ
or RFA. None of the soybean meal or
oil used for animal feed can originate
from any area in the Amazon Biome.
5. All fiber-based packaging will be
sourced from renewable, recycled or
certified sources, by 2023.
6. We recognize FSC and PEFC as
preferred certifications.
7. For herbs and spices, we recognize
the Union for Ethical Biotrade (UEBT)
standard, combined with additional
requirements from the Rainforest
Alliance Sustainable Agriculture
Standard.

In our Burger King locations
in Italy and Belgium and
in our Quick restaurants,
we are already sourcing
palm oil, coffee, and teas
from certified suppliers.
Our NORDSEE stores also
purchase palm oil certified
against deforestation
risks as well as a flavored
ice-tea from a Fairtrade
certified supplier. We aim
to expand our share of
certified products to ensure
100% compliance with
purchasing policy by 2025.
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KEY CERTIFICATIONS OUR PALM
OIL, COFFEE AND SOY CARRY
RSPO - Roundtable on Sustainable
Palm Oil

RFA - Rainforest Alliance
Certification

UTZ - UTZ Certification (Now Part of
the Rainforest Alliance)

RSPO is a non-profit association
that unites stakeholders from the
seven sectors of the palm oil industry
to develop and implement global
standards for sustainable palm oil.

The Rainforest Alliance stamp
promotes collective action for people
and nature. It amplifies and reinforces
the beneficial impacts of responsible
choices, from farms and forests all the
way to the supermarket check-out.

The UTZ certification program was
born as “UTZ Kapeh” (pronounced
ootz kahpāy meaning “good coffee” in
the Guatemalan Mayan language of
Quiché.

The RSPO has developed a set of
environmental and social criteria which
companies must comply with in order
to produce Certified Sustainable Palm
Oil (CSPO). When they are properly
applied, these criteria can help to
minimize the negative impact of palm
oil cultivation on the environment and
communities in palm oil-producing
regions.
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The RFA stamp means that the certified
product or ingredient was produced
using methods that support the three
pillars of sustainability: social, economic,
and environmental. Independent,
third-party auditors—critical to the
integrity of any certification program—
evaluate farmers against requirements
in all three areas before awarding or
renewing certification.

UTZ Kapeh evolved to become an
independent and robust standard for
sustainable coffee production. Over
time, the UTZ program was able to
expand its offerings to include certified
cocoa, tea, and hazelnut. Now the
organization works outside certification
and collaborates with different
stakeholders on tackling complex
issues like child labor, climate change,
and farmer income.
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The protection of diversity and
inclusion is increasingly at the center
of public debate, but the issue is often
taken for granted and our society
is still littered with limiting factors.
Companies should act to remove
such factors in order to leverage the
great benefits brought by a diverse
and inclusive environment, including
the ability to attract and retain the
best talent.
Millennials and Gen Z are now joining
the workforce and asking companies
to walk the walk on their socially
driven purposes and values.

Equality at work has never been easy. In
Europe, 8% of CEO roles are occupied
by women⁴⁸ . In the EU, gender equality in
the domain of work has only improved by
two points out of 100 in the past 14 years,
with an average of 72 points in 2019⁴⁹. The
pandemic has further widened inequalities
and created the conditions for a step
backwards in women’s rights at work. In fact,
in 2021 the unemployment rate decreased
more for men than for women; however
more than two-thirds of new jobs went to
men⁵⁰.

Scenario
Planet

Engagement

People

AVERAGE GENDER PAY
GAP IN EUROPE
(Eurostat)

Businesses have plenty of good reasons
to enforce D&I, of which societal and
institutional pressures are certainly one.
Most studies on the topic converge to
one conclusion: a good management of
diversity increases innovation, profitability
and reputation⁵¹. For example, a longitudinal
survey of 14,000 employees found that hiring
people with disabilities helped increase
profits and improved employee retention⁵².
Besides inclusivity, new generations look
for organizations that can provide them with
continuous learning, ranking “absorbing new
information” and “gaining skills” as priorities
when selecting employers⁵³ . Finally,
compared to older generations, millennials
and Gen Z both prioritize employers that
care about their wellbeing, both physical
and mental⁵⁴.
For us at QSRP, respect of human rights and
diversity are the foundations upon which
we are built and will grow in the future. We
are committed to fighting inequalities and
discrimination, and to building a safe and
inclusive environment for communities of
different nationalities, culture, age, gender
and religion.

Food

40
OF CONSUMERS
ARE LIKELY TO
TRUST BRANDS
THAT VALUE D&I IN
COMMUNICATION
((Adobe Digital Insights)

OF LEARNING &
DEVELOPMENT
PROFESSIONALS
RANK RESKILLING &
UPSKILLING AS TOP
PRIORITY

ESTIMATED YEARS
TO ACHIEVE GLOBAL
GENDER EQUALITY IN
COMPENSATION

(Forbes)

(World Economic Forum)
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PIONEERING
DIVERSITY
AND
INCLUSION
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TARGETS
Zero diversity barriers
50% share of management positions
filled by women, 1st and 2nd company
line up by 2025
Equal Gender distribution at all
occupational levels
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WHERE WE ARE
+ 44% of management positions filled by
women at Group-level
+ Whistleblowing systems in place in
Poland and Italy, and in development in
other countries

100% Group brands and countries with
whistleblowing system and persons
informed of the adoption and operation
of the system by 2023

Close gender gaps
Eliminate gender pay gaps by 2023

+ The quantification and analysis of
gender pay gaps is underway

Diverse culture through
diversity
Introducing diversity culture within the
organization by 2022 by reaching as
many people as possible

+ Plans in definition

Foreign talents valuation
Value international talent and set up
a culture-oriented approach by 2023
Support career path growth avoiding
over-skill

+ Young Graduate Program available in all
countries

United for diversity
Ongoing partnership with organizations
related to D&I themes for reaching
people and making/collecting
donations

+ Ongoing partnerships with non-profit
organization, governmental institutions
and industry coalitions
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ENHANCING GENDER EQUALITY FOR A SUSTAINABLE TOMORROW

As an international corporation,
we at QSRP are aware of the
numerous advantages that a
diverse workforce can bring to a
company’s innovation, creativity
and culture.
At the same time, we have been gaining
more and more knowledge about the
hurdles we must overcome in order to
attract diversity and create an inclusive
working environment for all. At QSRP,
we’re taking the necessary steps to
identify and highlight challenges within
our organization, where our people and
communities might need protection from
prejudices or discrimination based on
gender, nationality, age and disability.
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While we expect to make continuous and
consistent improvements in the years
to come, we have taken our first step,
focusing our initiatives on three areas of
intervention: help women achieve and
thrive in leadership roles, create equal
opportunities for people of different
nationalities and people with disabilities,
and contribute to social integration of
disadvantaged communities. With our
commitment to supporting diversity and
inclusion in all of our venues and offices
worldwide, we’re paving the way for the
future growth of our enterprise in a better
and more sustainable society.

Skills, personality, and merit, all
based on clearly shared success
indicators, should be the only
criteria that lead organizations in
granting career advancements
and appointing top management
positions. In all of our brands, at
Headquarter offices as well as
in restaurants, we are working
to reduce the gender gap and
boost female representation in
leadership roles.

On top of our effort to remove gender
barriers in our offices and restaurants, we
have also launched different initiatives
promoting women’s empowerment
and other issues of inclusion. With
our NORDSEE brand, we have been
a signatory of the Charter of Diversity
Initiative since January 2013. NORDSEE
also participated in the German Diversity
Day in 2016 and 2018 and made their
commitment to diversity management
visible to the public. The Diversity Charter
is an employer initiative to promote
diversity in companies and institutions
launched in December 2006 and
supported by the Federal Government
Commissioner for Migration, Refugees

Percentage of female employees in
managerial roles

HQ

Companyowned restaurants

Total

QSRP Corporate

15%

0

15%

Burger King Belgium and Luxembourg

15%

40%

30%

Burger King Italy

40%

46%

45%

Burger King Poland

78%

56%

63%

NORDSEE

36%

46%

46%

O’Tacos (France and Belgium)

45%

50%

46%

QSRP Group

35%

46%

44%

and Integration. The aim of the initiative is
to promote the recognition, appreciation
and inclusion of diversity in the world of
work in Germany.
The implementation of the Charter of
Diversity in our organization aims at
creating an appreciative work environment
– regardless of age, ethnic background
and nationality, gender and gender identity,
physical and mental abilities, religion and
worldview, sexual orientation and social
background. Appreciating and promoting
diverse potential produces economic
benefits for our organization.

People

To implement this Charter,
we will:
1. cultivate an organizational culture
characterized by mutual respect
and appreciation. We create the
foundations for managers and
employees to acknowledge, share
and live these values. They are in fact
accorded particular responsibility to
do so.
2. review our human resource
processes, and ensure they live up to
the diverse competencies and talents
of all employees, as well as satisfy our
performance expectations.
3. recognize diversity within
and outside our organization,
appreciating the intrinsic potential
residing in this diversity, and utilizing
it advantageously for our business or
organization.
4. make the content of the Charter
the topic of internal and external
dialogue.
5. provide information about our
activities and progress in promoting
diversity and appreciation on an
annual basis.
6. keep our staff informed about the
value of diversity and involve them in
implementing the Charter.
We are convinced: embracing
diversity and appreciating this
diversity will have a positive impact
on our organization and on society.
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NATURALLY INCLUSIVE FROM THE BEGINNING
At the QSRP brands in all of our seven
key countries, we are developing an
international talent evaluation system to
investigate the reconciliation needs of
our foreign colleagues, including their
willingness to move and any possible
constraints.

In all of our restaurant venues
and brands, and at Headquarters,
we employ people from all over
the world. The large number
of nationalities is a direct
result of the inclusive culture
we’ve cultivated ever since the
beginning of our enterprise.
Number of nationalities
present in our workforce:
+
+
+
+
+
+

Italy: 65
NORDSEE: 78
Belgium: 39
Luxembourg: 27
Poland: 4
O’Tacos: Not disclosable
due to French legislations
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We welcome young talent from all over
the world with various exchange projects
and the Young Graduate Program, an interdepartmental initiative targeted for highpotential graduates. With a duration of 18
to 24 months, which includes in-restaurant
training and two to three rotations among
different business areas and/or countries,
the Program is an international crossfunctional initiative with the primary focus
of developing high-potential graduates
in our international, meritocratic and
entrepreneurial environment.
In Italy, the Burger King brand has
established a number of partnerships with
local entities dedicated to supporting the
most disadvantaged people in getting
a job. By means of internships and
customized field-training, sometimes
leading to permanent jobs, we help
disabled people with various conditions
and socially disadvantaged individuals in
feeling productive, independent, and
more comfortable with themselves.

Specifically, we have ongoing projects
in collaboration with CFP “Teresa
Gullace” Roma and Enaip Cuneo, who
help disadvantaged people, such as
people with disabilities, find internship
and placement opportunities, with
Sprar Palazzolo, which works for social
integration of political refugees and asylum
seekers, and with Energheia Impresa
Social, which supports disadvantaged
women immigrants find employment.

Key numbers about
the Young Graduate
Program in the
period 2020/2021
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With our NORDSEE brand in
Germany, we established a
cooperation with Elbe-WeserWerkstatt (EWW, social workers
and disabled workers), an
association aimed at equal
participation of all people in
society.
The association supports people of
different ages with and without impairment
in leading an active, a self-determined,
and individual life. EWW’s wood workshop
and print workshop in the last two years
manufactured 13 highchairs for children
and 24,000 letterheads and certificates
for NORDSEE.
In order to share experiences and gain
fresh insights on inclusion, in 2021 Burger
King Italy took part in 4 Weeks 4 Inclusion
(4W4I), the four-week marathon of
online events with more than 180 events
accessible online and open to employees
of the 200+ participating companies.
The initiative aims at raising awareness
on the issues of inclusion and diversity
enhancement, by means of a busy
schedule of shared events, webinars,
digital labs and creative groups. Every
year guests and speakers take turns
for four consecutive weeks in sharing
inclusion stories and best practices,
models and tools to enhance all diversities:
from disability to intergenerational
confrontation, from the enhancement of
female contribution to sexual orientation
and gender identity, to ethnicity and
religion.
Sustainability Report 2021
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Burger King’s
Proud Whopper

212 hours of live streaming
500 thousand participants
3.5 million views

People

Burger King Italy has also been a proud
sponsor of Milano Pride Week 2019, the
celebration of human rights, equality and
inclusion that takes into consideration all
diversities, not just those tied to sexual
orientation. On the occasion, Burger
King restaurants in Italy have included in
their menu the Proud Whopper, a limited
edition version of the brand’s most iconic
hamburger, the Whopper. One of the
brand’s city venues was the starting point
of the Burger King March, to join the main
parade of Milano Pride.

4W4I key numbers

22 days for 189 events

Engagement

The initiators of conversations
online during 4W4I were equally
distributed among genders with
a slight majority of women. The
age group most engaged was 25
to 34 year olds, who generated
about 51% of the conversations.

The sharing of different points of views
has always sparked innovation that, in turn,
generates further value. For this reason,
inclusion represents an opportunity
to improve the work environment and
productivity, as well as spread common
good in society. Burger King Italy has
hosted a webinar titled “Welcome
everybody”, which represents the most
important value of the brand in Italy and
worldwide. The webinar focused on how
such value is meant to reach customers
and employees alike, by influencing
the internal organization, recruitment
practices and business processes.

200+ partner companies

Food

Thanks to its persistent commitment to
diversity and inclusion, Burger King Italy
was included in the Top 20 brands within
the Diversity Brand Index. The Index has
been developed by Diversity, a non-profit
organization committed to spreading
the culture of inclusion, together with
Focus MGMT, a business management
consulting firm. It aims at measuring a
company’s ability to effectively develop
a culture oriented towards diversity and
inclusion. The Top 20 companies were
selected based on their 2021 merits and
celebrated during the 2022 edition of
the Diversity Brand Summit. The founder
and president of Diversity, emphasized
the vital importance of the topic as she
commented:

“For brands, recognizing the reality
of diversity & inclusion is no longer
just a possible option, but a
necessary and urgent condition.
Knowing how to do inclusion and
really take action to value diversity
is a challenge for many that has yet
to be met.”

Burger King Italy
received the Diversity
Brand Award as a
recognition of our
initiatives in the past
year
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GIVING BACK TO THE COMMUNITY

In 2020, we carried out an
extremely unconventional social
media campaign on all channels
with our Burger King brand, with
the aim of supporting staff in
all food chains, not only those
working at our premises. And
the title of the campaign was
unequivocally mind-blowing:
“Order at McDonald’s”.
The goal of the campaign was to raise
awareness of the extremely difficult
moment the food industry and its
workers were going through because
of the pandemic. The social campaign
represented a call to action for all those
willing to support hundreds of thousands
of workers in the restaurant sector.
Sustainability Report 2021

Burger King social
campaign Order
fromMcDonald’s:
the campaign focused
on spreading out
messages from small
local restaurants

“Order at McDonald’s.
We never thought we would ask
you such a thing. As we never
thought we would encourage
you to order from KFC, Old Wild
West, Roadhouse, Temakihno,
Domino’s Pizza, Poke House,
Rossopomodoro, Caffè Napoli, Spontini, Cioccolati Italiani,
Panino Giusto, La Piadineria,
Dispensa Emilia. Or from any
other bar or restaurant, small or
large, downstairs from home. If
you want to lend a hand, keep
on enjoying many delicious
dishes by ordering them via
home delivery, take-away or
drive-throughs. Eating a Whopper is always the best thing
to do, but ordering a Big Mac,
sometimes, it’s not so bad”.
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NORDSEE
employees
join volunteers
to remove
rubbish from
beaches south of
Bremerhaven

With Burger King Italy, we
participated in the charitable
event organized by “Il Sogno di
Ale”, a non-profit association that
supports the Pediatric Oncology
Department of the Cancer
Institute of Milan and, more
generally, scientific research on
Ewing’s Sarcoma.
The event included a charity gala dinner
and a tennis tournament at the Sporting
Milan Club 2, with the participation of the
President of the Lombardy Region and
other high personalities. The initiative
raised more than 20,000 Euros, entirely
donated to scientific research projects in
the pediatric-oncological field.
Burger King Italy is also planning a social/
community campaign with the goals of
promoting the development of territories,
establishing good relationships with local
politics, institutions and local stakeholders,
and creating a special support dedicated
to social needs.
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Every new opening will feature initiatives
for children on sustainability, such
as workshops or games focused on
sustainability themes.
In the past years, our NORDSEE brand
in Germany encouraged employees to
become volunteers and collect garbage
and plastic waste from the beach with
a community campaign, with the goal
of cleaning up the seas and beaches,
helping ocean conservation, and raising
awareness on the issue of non-degradable
plastic and bio-accumulation.
In 2020, 35 NORDSEE employees, family
members and dedicated helpers from
the region of Dedesdorf, Lower Saxony,
joined forces in removing 120kg of rubbish
including plastic, wooden boards, glass
bottles and other small waste items from
the 5km long stretch of beach south of
Bremerhaven. The day ended with a snack
together and the positive feeling of having
done something good for the environment.

For us at QSRP, sustainability
is at the center of our evolving
company culture. To spread the
messages and to make everyone
an active participant of our journey,
the Sustainability Ambassadors
created the first issues of a monthly
newsletter entirely focused
on sustainability. Each issue
features a key part or an initiative
of QSRP’s ESG Plan, in order to
help employees in getting familiar
with the challenges ahead and
raising awareness on sustainability
matters.
The first four issues of the
newsletter included a presentation
of QSRP’s Sustainability
Ambassadors, the four pillars
of sustainability for QSRP, the
objectives set for each pillar, and an
exhaustive introduction on singleuse plastic.

The latest
issue of our
sustainability
newsletter
aims at raising
awareness about
single-use plastic
among QSRP
employees
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About this report

This is the first edition of
QSRP’s Sustainability
Report and it marks the first
step of our commitment
to communicate annually
our ESG performance. This
report covers the period
between January 1 and
December 31, 2021, unless
otherwise noted. The
information contained in
this document includes the
activities of the Group and
its restaurants under six
brands in seven countries.

QSRP manages two types of restaurants:
corporate-owned stores managed by our
direct associates and franchised locations
where the franchise owner is responsible
for staffing, day-to-day operation and
quality control. Currently the scope of
reporting focuses on operations related to
our corporate-owned restaurants unless
otherwise stated.
The structure of the report was guided
by the QSRP’s material assessment and
the subsequently defined ESG Plan. The
materiality of information, i.e. the threshold
beyond which a topic becomes important
enough to be reported, is at the core of
the reporting process and reflects the
organization’s economic, environmental
or social impacts that can influence the
decisions of stakeholders. The process
that led to the definition of the material
topics in 2021 consisted of two stages.
+ Identification of the material topics or
topics likely to be material, following
the context analysis carried out based
on international standards, scenario
information, peers analysis and relevant
regulations.
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+ Selection of the material topics, during
a workshop with representatives of
each brand or country where topics
were ranked in order of relevance for
QSRP and for its external stakeholders.
This report was drafted in accordance
with the Sustainability Accounting
Standards Board (SASB)’s Standards,
one of the most adopted non-financial
reporting frameworks internationally.
In 2018, SASB released 77 sectorspecific standards to guide companies in
identifying, managing and communicating
financially material sustainability
information, in a way that is meaningful
to investors and relevant to their sector.
This report refers to the SASB standards
for the Restaurants Industry, developed
by the SASB Advisory Group for the
Food and Beverage Sector, appointed
volunteer industry experts that advise
SASB on emerging issues that should be
considered in the standards development
process. To review our disclosures
against the Restaurants Standard,
refer to our SASB Index in the following
section.

The collection of the information
and data for this report involved
a cross-functional team made
up of the Leadership Team,
the Sustainability Committee,
Sustainability Ambassadors
and other contributors from
our Headquarters offices and
local stores. The coordination
and supervision of the project
was enforced by the Group
Sustainability & Brand Director.
For any further information,
you can contact us at the
e-mail: hello@qsrp.com.
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SASB Index
We are in the process of developing our approach
to collecting data for the SASB accounting
metrics, first for corporate-owned restaurants
and then at the franchise level. We look forward
to continuing to identify ways to strengthen
our reporting processes and disclosures in the
coming years.

Activity matrix

SASB Code

FB-RN-000.A

Accounting
Metric

Number of (1)
company-owned
restaurants

(2) franchise
restaurants

FB-RN-000.B

Number of
employees at (1)
company-owned

Unit of
measure

Number

Number

Number

Energy Management

Material
Topics

N/A

N/A

N/A

Response

Burger King Italy: 69
Burger King Poland: 20
Burger King & Quick in Belgium
and Luxemburg: 22
O’Tacos Restaurants: 4
O’Tacos Virtual Kitchens: 31
Go!Fish Restaurants: 2
Go!Fish Virtual Kitchens: 50
NORDSEE: 206
QSRP Total: 404

SASB Code

FB-RN-130a.1

Burger King Italy: 162
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 105
O’Tacos: 297
Chick&Cheez: 2
Go!Fish: 1
NORDSEE: 147
QSRP Total: 714

Number

N/A

(1) Total energy
consumed

(2) percentage
grid electricity

3) percentage
renewable

Burger King Italy: 1,151
Burger King Poland: 337
Burger King & Quick in Belgium
and Luxemburg: 725
O’Tacos: 37
NORDSEE: 2,568

Gigajoules (GJ)

Energy supplied from
grid electricity
(percentage)

Energy supplied from
renewable resources
(percentage)

Material
Topics

Response

Green
and safe
restaurants

Burger King Italy: 75,239
Burger King Poland: 13,920
Burger King & Quick in Belgium
and Luxemburg: 22,017 (data
only accounts for electricity
consumption)
O’Tacos: 943
NORDSEE: 616,094

Green
and safe
restaurants

Burger King Italy: 99.1%
Burger King Poland: 100%
Burger King & Quick in Belgium
and Luxemburg: 100%
O’Tacos: 100%
NORDSEE: 100%

Green
and safe
restaurants

Burger King Italy: 0.9%
Burger King Poland: 21.6%
Burger King & Quick in Belgium
and Luxemburg: 100%
O’Tacos: 0%
NORDSEE: 100%

Accounting
Metric

Unit of
measure

Material
Topics

Employment is locally managed by
the franchise owners.

FB-RN-140a.1

(1) Total water
withdrawn

2) total water
consumed,
percentage of
each in regions
with High or
Extremely High
Baseline Water
Stress
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Unit of
measure

Water Management

SASB Code
(2) franchise
locations

Accounting
Metric

Thousand cubic
meters (m³)

Not covered
in QSRP
Material
Topics

Not covered
Water consumed in high in QSRP
Stress Regions (m3)
Material
Topics

Response

Data for water consuption is not
yet centralised at entity level.
We at QSRP are taking action to
improve our data collection
processed in order to measure
water consumption and are
committed to reducing it.

Data for water consuption is not
yet centralised at entity level.
We at QSRP are taking action to
improve our data collection
processed in order to measure
water consumption and are
committed to reducing it.
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SASB Index
Food & Packaging Waste Management

SASB Code

FB-RN-150a.1

Accounting
Metric

(1) Total amount
of waste

(2) percentage
food waste

(3) percentage
diverted

FB-RN-150a.2

Unit of
measure

Metric tons (t)

Food waste from
restaurants and
warehouses
(percentage)

Food waste diverted
(percentage)

(1) Total weight of
packaging

Metric tons (t)

(2) percentage
made from
recycled and/or
renewable
materials, and

Packaging made from
recycled and/or
renewable materials
(percentage)

Sustainability Report 2021

Material
Topics

Food waste
prevention

Food waste
prevention

Food waste
prevention

Food Safety

Response

Burger King Italy: 2,708.38
Burger King Poland: 2.08
Burger King & Quick in Belgium
and Luxemburg: 1,463.33
O’Tacos: 59.24
NORDSEE: 1,395

SASB Code

FB-RN-250a.1

Accounting
Metric

1) Percentage of
restaurants
inspected by a
food safety
oversight body

Unit of
measure

Restaurants inspected
for food safety
(percentage)

Nutritional Content
Material
Topics

Green
and safe
restaurants

Burger King Italy: n.a.
Burger King Poland: 98.08%
Burger King & Quick in Belgium
and Luxemburg: 42.92%
O’Tacos: 68.6%
NORDSEE: 67.46%

Burger King Italy: 16% (data refers
to waste from warehouses only)
Burger King Poland: 95%
Burger King & Quick in Belgium
and Luxemburg: 0%
O’Tacos: 0.1%
NORDSEE: 13%
Entities have different approaches
to waste divertion (e.g. through
collaborations with food banks, other
NGOs or services like Too good To
go) which account for variations
in data.

Sustainable
packaging
and reusable
materials

Burger King Italy: n.a.
Burger King Poland: n.a.
Burger King & Quick in Belgium
and Luxemburg: 835.3
O’Tacos: 18.6
NORDSEE: 454

Sustainable
packaging
and reusable
materials

Burger King Italy: 33%
Burger King Poland: 30%
Burger King & Quick in Belgium
and Luxemburg: 95.8%
O’Tacos: 0%
NORDSEE: 8.2%

2) percentage
receiving critical
violations

FB-RN-250a.2

(1) Number of
recalls issue

(2) total amount
of food product
recalled

FB-RN-250a.3

Inspected restaurants
that received critical
violations (percentage)

Number

Metric tons (t)

Number of
confirmed foodborne illness outNumber
breaks associated
with restaurants

Green
and safe
restaurants

Not covered
in QSRP
Material
Topics

Response

Burger King Italy: 21.7%
Burger King Poland: 5%
Burger King & Quick in Belgium
and Luxemburg: 16.5% (Data
includes franchise restaurants)
O’Tacos: 0% (Data includes
franchise restaurants)
NORDSEE: 53.7% (Data includes
company-owned Restaurants in
Germany only)

SASB Code

FB-RN-260a.1

Unit of
measure

Accounting Metric

(1) Percentage of
meal options
consistent with
national dietary
guidelines

Material
Topics

Promoting
healthy diets
and
lifestyles

Burger King Italy: 6
Burger King Poland: n.a.
Burger King & Quick in Belgium
and Luxemburg: 13 (Burger King),
19 (Quick)
O’Tacos: n.a. (No fixed number of
menu items because customers
can compose their own order with
different ingredients)
NORDSEE: 11
The data is expressed in whole
numbers, not in percentage,
because the calculation of the total
number of meal options varies
significantly between entities and
would thus not be comparable.

Promoting
healthy diets
and
lifestyles

Burger King Italy: 5.2 (Data
includes franchise restaurants)
Burger King Poland: n.a.
Burger King & Quick in Belgium
and Luxemburg: n.a.
O’Tacos: n.a.
NORDSEE: 19.2

Children’s meal
options (number)

Promoting
healthy diets
and
lifestyles

Burger King Italy: 5
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 10 (Burger King), 4
(Quick)
O’Tacos: 16
NORDSEE: 2
The data is expressed in whole
numbers, not in percentage,
because the calculation of the total
number of meal options varies
significantly between entities and
would thus not be comparable.

Children’s meal options
that are consistent with
national dietary
guidelines (percentage)

Promoting
healthy diets
and
lifestyles

Burger King Italy: 0%
Burger King Poland: 0%
Burger King & Quick in Belgium
and Luxemburg: 100%
O’Tacos: 0%
NORDSEE: 0%

Number of meal options
consistent with national
dietary guidelines

Burger King Italy: n.a.
Burger King Poland: 0%
Burger King & Quick in Belgium
and Luxemburg: 4.8%
O’Tacos: 0%
NORDSEE: n.a.
(2) revenue from
these options

Burger King Italy: 0
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 0
O’Tacos: 0
NORDSEE: Two products were
recalled due to quality issues not
for safety concerns.

Not covered
in QSRP
Material
Topics

Burger King Italy: 0
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 0
O’Tacos: 0
NORDSEE: 11.6 (Two products
were recalled due to quality issues
not for safety concerns).

Not covered
in QSRP
Material
Topics

Burger King Italy: 0
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 0
O’Tacos: 0
NORDSEE: 0

FB-RN-260a.2

(1) Percentage of
children’s meal
options consistent
with national
dietary guidelines
for children

Response

Euro
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SASB Index
Nutritional Content

SASB Code

FB-RN-260a.2
(continued)

FB-RN-260a.3

FB-RN-260a.3

Accounting Metric

(2) revenue from
these options

Number of advertising impressions
made on children

Percentage
promoting products
that meet national
dietary guidelines
for children

Unit of
measure

Million Euros

Number

Advertising impressions
made on children
promoting menus
consistent with national
dietary guidelines
(percentage)

Material
Topics

Promoting
healthy diets
and
lifestyles

Promoting
healthy diets
and
lifestyles

Labor Practices

Response

Burger King Italy: 5.2 (Data includes
franchise restaurants)
Burger King Poland: 0
Burger King & Quick in Belgium and
Luxemburg: 2.5 (Data includes
franchise restaurants)
O’Tacos: 0
NORDSEE: 0

SASB Code

FB-RN-310a.1

Burger King Italy: 0%
Not covered Burger King Poland: 0%
in QSRP Ma- Burger King & Quick: 0%
terial Topics O’Tacos: 0%
NORDSEE: 0%

(1) Voluntary and

(2) involuntary
turnover rate for
restaurant
employees

Burger King Italy: 0
Burger King Poland: 0
Burger King & Quick in Belgium and
Luxemburg: 483,014 (Data include
Quick stores only)
O’Tacos: 0
NORDSEE: n.a.

FB-RN-310a.2

(1) Average hourly
wage, by region and

2) percentage
of restaurant
employees earning
minimum wage,
by region

FB-RN-310a.3

Rate

Rate

Euro/h

Employees that earn
minimum wage
(percentage)

Total amount of
monetary losses
as a result of legal
Thousand Euros
proceedings
associated with (1)
labour law violations

(2) employment
discrimination

Sustainability Report 2021

Unit of
measure

Accounting Metric

Euro

Supply Chain Management & Food Sourcing
Material
Topics

Not covered
in QSRP
Material
Topics

Response

Burger King Italy: 18.3% (Data
refers to store managers only)
Burger King Poland: 13%
Burger King & Quick in Belgium
and Luxemburg: 11.3%
O’Tacos: 8.1%
NORDSEE: 7.7%

Not covered
in QSRP
Material
Topics

Burger King Italy: 0%
Burger King Poland: 1.7%
Burger King & Quick in Belgium
and Luxemburg: 6.6%
O’Tacos: 9.4%
NORDSEE: 13%

Not covered
in QSRP
Material
Topics

Burger King Italy: 15.2
Burger King Poland: 4.1
Burger King & Quick in Belgium
and Luxemburg: 14.8
O’Tacos: 11.3
NORDSEE: 13.9 (Germany), 10.8
(Austria)

Not covered
in QSRP
Material
Topics

Burger King Italy: 93.9%
Burger King Poland: 56.9%
Burger King & Quick in Belgium
and Luxemburg: 87.4%
O’Tacos: 47%
NORDSEE: n.a. (No minimum
wage defined at the national
level in Austria)

Not covered
in QSRP
Material
Topics

Not covered
in QSRP
Material
Topics

SASB Code

Accounting
Metric

FB-RN-430a.1

Percentage of
food purchased
that (1) meets
environmental and
social sourcing
standards

(2) is certified
to third-party
environmental
and/or social
standards

FB-RN-430a.2

Percentage of
(1) eggs that
originated from
a cage-free
environment

(2) pork that
was produced
without the use of
gestation crates

Unit of
measure

Material
Topics

Sustainable meat
suppliers
Food purchased that
Sustainable fish
meets environmental and
suppliers
social standards (percentSustainable
age)
agriculture and
forestry

We are working to define
a unified methodology
for data collection and
calculation at QSRP
group level.

Sustainable meat
suppliers
Sustainable fish
suppliers
Sustainable
agriculture and
forestry

Burger King Italy: 8.6%
Burger King Poland: n.a.
Burger King & Quick in
Belgium and Luxemburg:
35.9%
O’Tacos: 0%
NORDSEE DE: 57.0%
NORDSEE AT: 57.7%

Animal welfare in
the supply chain

Burger King Italy: 28.7%
Burger King Poland: 0%
Burger King & Quick in
Belgium and Luxemburg:
100% (Data referes to Quick
stores only)
O’Tacos: 89.5%
NORDSEE: 100%

Animal welfare in
the supply chain

Burger King Italy: 0
Burger King Poland: 0
Burger King Belgium: 0
Quick: 0
O’Tacos: n.a.
NORDSEE: n.a. (No meat
used in NORDSEE
products)
The industrial production
of meat is currently not
adapted to provide
necessary volumes without
the use of gestation crates.

Sustainable meat
suppliers
Sustainable fish
suppliers
Sustainable
agriculture and
forestry

Sustainability
Ambassadors from all
brands and countries as
well as Supply Chain
managers at the Grouplevel are involved in a
dialogue to define strategy
and actions, based on a
extensive analysis of sector
landscape and best
practices from peers.

Food purchased that
has been certified to a
third-party environmental
and/or social standard
(percentage)

Eggs purchased that
originated from a cagefree environment
(percentage)

Pork that was produced
without the use of
gestation crates
(metric tons)

Burger King Italy: 15K
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 0
O’Tacos: 0
NORDSEE: 0

Burger King Italy: 0
Burger King Poland: 0
Burger King & Quick in Belgium
and Luxemburg: 0
O’Tacos: 0
NORDSEE: 0

Response

Discussion of
strategy to
manage
environmental and
FB-RN-430a.3
n/a
social risks within
the supply chain,
including animal
welfare
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