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OPERATIONAL HIGHLIGHTS 

Over 4m 
Customers 
per week 

980+
UK stores

30,000 
Colleagues

Capacity 
to offer
1m delivery 

slots per week 

Multiple 
Customer and 

industry 
awards 

Multi –
channel

presence



SUSTAINABILITY HIGHLIGHTS 

Frozen food 
shown to reduce
family food bills

by 30%  

19.2 % 
reduction in food

waste v 2018 

baseline

74 % 
actual reduction 

in operational 
(scope 1 and 2)

Carbon v 2011 baseline 

20.5 % 
reduction in own 

label plastic 
packaging v 2017 

baseline 

£2m 
in partner 

microloans as part 
of an ethical credit 

Food Club trial
(2020 – 22) 



DOING IT RIGHT: GOVERNANCE STRUCTURE 



DOING IT RIGHT: CONTEXT AND PURPOSE 

Committed to the British high street for 53 years 

The UK’s specialist in frozen food 

Family founded, owned and run – investing for long term 

Serving the nation’s poorest communities 

Focused on quality, affordable food for families 

30,000 colleagues embedded in their communities 

1,000 Talking Shop representatives help drive strategy 

Driving positive change through strategic philanthropy 



SERVING SOME OF THE UK’S POOREST COMMUNITIES 

COMMUNITY CHAMPIONS 
76% of Iceland colleagues live within walking distance of their store 



DOING IT RIGHT PRINCIPLES 

1. Never underestimate what a business can achieve, if it cares enough 

2. Be curious. Don’t just listen to corporate group-think or get stuck in echo chambers. Get out and see issues 

for yourself. Talk to real people and work with them to find solutions 

3. Play to your strengths. Ask where you can make the greatest difference 

4. Be a player not a commentator

5. Be courageous and don’t fear failure. If you act ethically and do the right thing, people will root for you. If you 

challenge powerful lobbies, they will bite back 

6. Welcome collaboration. Some of the most effective partnerships come from unlikely bedfellows

7. Make it personal. Take it from the boardroom to the shop floor, the community group and the school 

assembly 

8. Don’t let perfect be the enemy of good, but always be progressive 

9. Focus on the endgame. Stick with your vision however bumpy the journey can be 

10. Share progress and results. Be transparent on the scale of the challenge and what is being done to meet it 



STRATEGY FOCUSED ON MATERIAL ESG ISSUES 

We pride ourselves
on our close working 
relationship with 
diverse stakeholders 

We collaborate
with colleagues, 
customers, suppliers and 
partners to understand 
issues and improve our 
business. Together we 
find innovative new ways 
of working 



DOING IT RIGHT: KEY THEMES 



SELL AFFORDABLE, QUALITY FOOD 

1. Non-HFSS as per Government guidelines. Plus weight-based 
and sales percentage of own-label fruit and vegetables; and 
weight-based and sales percentage of animal protein. 



SELL AFFORDABLE, QUALITY FOOD 

1. Iceland Foods Charitable Foundation 



SELL AFFORDABLE, QUALITY FOOD 



THE POWER OF STRATEGIC PHILANTHROPY ICELAND FOODS CHARITABLE 
FOUNDATION

50 Years of giving: £31m donated 

FUNDING LEADS

Sir Malcolm Walker 
Dementia

Tarsem Dhaliwal 
Wellbeing

Richard Walker 
Environment 

Paul Dhaliwal 
Children Working Together to make life better for everyone 

£7 million donated to 
children’s charities 

£17 million raised to 
help beat dementia 

and counting 
30,000 colleagues 

trained as dementia 
friends 

Lead partner of SAS 
Million Mile Clean 
and co-founded the 
SAS Plastic Awards

Inspired 750,000 
hours for children 
through Backyard 
Nature Campaign 

Development of two 
lifesaving campaigns, 

Schools Against 
Sepsis and Sepsis 

Savvy

405 local charities 
supported by Iceland 

stores 



DOING IT RIGHT

For “Doing it Right” activity updates
Homepage - Iceland – Doing it Right

For more on Iceland Foods Charitable Foundation 
https://ifcf.org.uk/

https://sustainability.iceland.co.uk/
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