Corporate Social Responsibility 2020

A WORD FROM OUR CEO

Dear All,
I’m very proud to share with you our 2nd annual CSR
report covering our activities during 2020, a year
where our business like most others had to operate
through Covid-19. It has meant that some of our long
term strategic initiatives were replaced with short
term strategies and actions needed to help navigate
the business through the pandemic.
As always, our focus in on 4 key pillars;
our communities, our environment, our people and
our customers.
In a year when public safety has driven Governmental
decision making, our focus has been on ensuring we
operate as safely as we can for our people, to make
sure that we are doing all we can to enable them to
work in as safe an environment as possible. When the
Government initiated lockdown starting on March
27th, we closed all our stores although our bakery
stayed open throughout. We re-opened 4 stores 2
weeks later on April 6th, as we wanted to fulfil our
obligation as “your neighbourhood bakery” to ensure

that we could be there with our customers, providing
bread, baked products and treats. Thereafter over the
following weeks and months we continued to carefully
re-open other stores.
One of the criteria we had about re-opening was to do
so with volunteers from our teams. All our store level
teams were put on furlough – and we thank the
Government for this and other initiatives that they put
in place to support businesses during this pandemic –
but as we opened some people were more eager than
others to return to work and we were therefore in the
fortunate position that those working in our stores
wanted to be working. We initially opened as pavement
service only to again protect our teams and customers
by limited the need for lots of people coming into our
stores.
To protect our teams, we invested heavily in PPE whilst
in-store service again. To support this, we then further
invested into screens across the estate to again ensure
we protected as much as possible, our stores and
customers.

We have managed to navigate our way through this
pandemic because of the drive, determination,
skillset and empathy of our teams and we are hugely
proud and thankful to each of them. They really have
worked on the front line through this last year.
We are similarly really thankful to all of our
customers who fully understood the safety measures
we put into the stores and were extremely supportive
of them even when it meant that they might be
queuing longer than they would typically prepandemic. We never take our customers loyalty for
granted and continue to focus on offering great
quality products through outstanding service. A huge
thank you to all our customers’ for your continued
support and trust in Paul UK.
It’s also been important for us to properly operate
within our neighbourhoods and provide our support
throughout this last year. We have therefore been a
constant brand operating within the “Feed our Front
Line” initiative, a group of hospitality businesses that
provided free meals to the NHS and others working
on the front line. On top of this, we have continued
our own initiatives to support the NHS and other
health and emergency services.

This report provides an overview of the various activities
we have invested in during the last 12 months, but
given the pandemic has been so impactful for all, I
wanted my summary to focus on what we have been up
to throughout Covid-19 and provide a little insight into
how the safety of our team and our customers have
been central to every decision we have taken.
A huge thank you to each and every-one of our team for
all you have done for Paul UK over this last year. Your
dedication and hard work through this pandemic has
been crucial in enabling the business to navigate
through this pandemic.
Thank you.

Mark Hilton
CEO

Our Sustainability
Objective:
To continue to evolve, establish, pioneer
and optimise our operations and
commitments to create a more
sustainable future for our business
following the challenges faced during
the Covid-19 pandemic, our customers
and our employees that we can live,
breathe and be proud of.
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OUR APPROACH

The Neighbourhood Bakery
At the core of our business are our values of integrity, honesty,
passion and commitment. We work hard to make sure that what
we do is right - not just for us, but also for the people we work
with, the communities we’re based in and the world we live in.
2020 has been a challenging year for everyone, and we will
come out of the pandemic stronger, together, as a team. We’ve
always been conscious of the way we work and the impact we
have on everything around us. Our values are integral to the way
we do business and to how we build and manage our
relationships with our customers, employees and suppliers. Our
Sustainability approach is driven by these same values.
Our Sustainability Strategy is built on 4 Key Pillars: Community,
Environment, People and Customer. These pillars support our
business model and allow us to focus our activities on the areas
of greatest impact for our business.
Our CSR strategy is led by our Heads of Marketing and
Commercial and is overseen by our CEO. This is supported by
the larger group, PAUL International, based in France. Our
strategy is driven across the business, with all employees
responsible for actioning it and building it in to their daily roles.
We recognise that this is a continually evolving area and we are
by no means perfect. We are on a journey and have much still to
do, however we are committed to this and excited to see what we
can continue to achieve over the next 3 years as we move
forwards.

Our 4 Key Pillars

Community Environment

People

Customer

Volunteering

Recycable
Packaging

Fairness & Equal
Opportunity

Balanced Diet

Food Donations
& Discounts

Food & Waste
Recycling

Staff Health &
Wellbeing

Allergen &
Ingredient visibility

Local Donations
at Store Level

Responsible
Energy Resources

Reward &
Recognition

Local
Suppliers

Fundraising at
Corporate Level

Logistics &
Transport

Training &
Development

Responsible
Supply chains
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SUSTAINABILITY
Sustainable Development Goals
The United Nations Sustainable Development Goals
(UNSDGs) are a universal call to action to end poverty,
protect the planet and ensure that all people enjoy
peace and prosperity by 2030. They were adopted by all
United Nations Member States in 2015 and, at PAUL
UK, we align our strategy to the principles of this
internationally recognised framework.
Our business activities impact, directly or indirectly, on
all of these principles. However, we naturally have a
greater impact, and hence greater ability to influence, in
some areas than others, and our work to date has
focused on those we can most readily influence.
As our strategy progresses in the coming years, we are
committed to spreading our influence wider, challenging
our ways of working, along with our suppliers and other
stakeholders, and rising to the challenge of tackling
more of these principles throughout our operations.

We are making achievements on these SDG’s through our current initiatives, although we know we have more work to do.
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Our People
– PAUL’S Perfect Recipe
Our team is the secret ingredient of our business, and
each member of our PAUL UK family is highly valued.
Their success is our goal.
The most important asset of any business, especially
within the Hospitality sector, is its people.
PAUL UK strives to nurture individuals to build great
teams, providing everyone with the opportunity to
develop within the business.
We endeavour to ensure the tools and knowledge are
available to employees in order to achieve this and are
continually looking to enhance our employee offering.
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Highlights:
 6 Rising Stars have graduated from our program in the last year
 20 of our employees currently undertaking apprenticeships
 Successful utilisation of our newly introduced Fourth Engage
Communication platform to support, engage and inform during
the Covid Pandemic
 Newly Launched Career Path to ensure our employees have a
clear path for career progression
 Training moved almost entirely paperless
 Introduced and embedded Virtual Classroom based training
 Supported employees wellbeing during Covid Pandemic

“When I see a clear vision that I can progress and I know I have people
around me who can help me, it motivates me to progress even more
and develop my career”

Kamil Helma – L4 Hospitality Manager Apprenticeship
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Training & Development
At PAUL UK, we are committed to providing high quality learning and development to our whole family, from our store and
bakery teams through to our management and Support Office teams. We have a dedicated People Development Manager
who ensures our staff receive high quality onboarding training from day one and job based development to support them, not
just in their current role, but also to help them reach their career aspirations.
Our ‘Rising Stars’ program is a key feature of our succession planning strategy and is designed to equip our Supervisor
population with the skills required to become an Assistant Manager. The programme has been fully integrated with the L3
Hospitality Supervisor Apprenticeship standard which means the Rising Stars achieve a recognised qualification alongside the
opportunity to be considered for promotion. In 2020 we had 6 graduates from the Rising Star Programme and aim to
encourage more to join and complete the program every year. This program continues to identify and develop talent and
aims to ensure that PAUL UK remains an employer of choice over their long-term career.
In addition to this, we also have a strong Apprenticeships programme in place within PAUL UK. We are extremely proud that
in 2020 6 apprentices completed their endpoint assessment at different levels and we currently have 20 apprentices working
within our business from L2 all the way through to degree equivalent L6.

DEVELOPMENT

“It’s a fantastic opportunity
to further my education while
working, and PAUL have
supported me in achieving my
goals every step of the way!”
Sebetso Mabena
L6 Chartered Manager Apprenticeship
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Staff Health & Wellbeing
The health, wellbeing and safety of our employees is of
paramount importance to us and we have a comprehensive
programme of work in place to ensure our employees’ health
and wellbeing needs are met.
We provide a very strong range of benefits for all employees
to help us ensure that their working life with us compliments
and supports their family commitments, including flexible
working hours, discounted gym memberships and medical
assistance programmes.
We have an Employee Assistance Programme which is open
to all employees to support them through any challenges
that life might throw at them, whether inside or outside of
work. We also have dedicated Mental Health First Aiders
within our business who help support staff should they need
it, this year we increased the number of people who offer
this support by 50%.

Fairness & Equal Opportunity
PAUL UK employs almost 400 people in the UK and we
have robust policies in place to ensure that we promote
equal rights for all, regardless of age, colour, gender,
sexual orientation, disability or religion.
The diversity of our people demonstrates we have a fair
and open recruitment process with clear terms of
employment. This means we can meet market challenges
and promotes the success of the business.
All staff are provided with equality training, along with
immediate access to our policies to ensure everyone is
aware of the expectation within our business.

Our Environment
– PAUL’s Promise
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We have kitchens that bake bread and create products.
We run retail stores that sell these products to our
customers.
All of these activities have environmental impacts.
At PAUL UK, we recognise this and we work hard to manage
these impacts in a responsible way.

THE

PROTECTING

We source our raw ingredients from the land.

PLANET

We strive to minimise our environmental impacts where we
can and aspire to be a positive force in protecting and
nurturing our environment.
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Highlights:
 In January 2020 we donated £23,000 to Australia’s largest wildlife rescue organisation - WIRES (NSW
Wildlife Information, Rescue and Education Service Inc.), donating all revenue from sales of hot
drinks on 24th January across 37 stores, to support the recovery of communities, wildlife and habitat
loss in Australia following the bush fires. WIRES mission is to actively rehabilitate and preserve
Australian wildlife and inspire others to do the same.
 Successful switched to fair trade, organic and sustainably packaged tea bags
 Through our work with The Felix Project, any surplus bread is turned into bread pudding and
redistributed to local charities around London: 8,000 meals were distributed last year.
 Through partnering with the ‘Too Good To Go’ app, we helped rescue more than 55,000 meals and
saved 137.5 tonnes of carbon emissions.
 Our Eco friendly reusable Keep Cup diverts take-away cups from landfill each month. 50p from the
sale of each Keep Cup goes towards creating green spaces for bees and other pollinating insects.
 All of our stores use only Green Energy
 We are proud to have been honoured in early 2020 with the Best Sustainability Initiative Award as
part of the QSR Media UK Centegra Awards 2020. The award recognises our focus during 2019 on
reducing food waste.

Packaging & Looking Ahead
Packaging continues to be a focus for us and we have
set ourselves a target to remove all single-use plastic
from our own brand packaging by 2023. This means
we are transforming our packaging to ensure that it
is all either compostable, biodegradable, or made of
100%recyclable/recycled material.
In May 2018, PAUL UK was one of the first bakery
chains in the UK to remove plastic straws from the
business, and this was extended to stirrers and
plastic bags. We continue to decrease our use of
single use plastic by using only FSC approved
wooden cutlery in all stores.
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Food & Waste Recycling
- Our Fight Against Waste
As a provider of food and drink, minimising our
contribution to food and other waste is a priority. We’re
committed to reducing our waste across all stores and work
to the principles of Reduce, Re-use, Recycle. We have
continued to partner with Too Good To Go to offer "magic
bags" discounted food to help reduce waste at the end of
the day.
Reduce:
We continue to work on a New Product Development (NPD)
structure to mitigate food waste when creating and
introducing new recipes, using ingredients across multiple
lines, reducing our chain of supply and waste product.
Re-use:
We believe that it is vital to manage food waste effectively,
reducing and reusing where possible but then to re-purpose
what remains to help feed those in need, for example
turning bread into bread pudding.
Throughout 2020, we have continued our partnerships with
The Felix Project, among other charity partners, to help us
redistribute end-of-day food to those in need.

Responsible Energy Resources
- Baking Our Way to a Greener Future:
Recycle:
We continue to partner with First Pile Recycling Scheme
in our stores. Our First Mile partnership achieved a
66% recycling rate and 0% waste to landfill pre
Covid-19 and we aim to return back to these levels.
We continue to roll this partnership out and 100% of
stores where we have control over waste management
will be part of this scheme by end 2022.
We also launched our Coffee Bean Recycling Scheme
through First Mile and are aspiring to recycle 100% by
end 2022.

PAUL UK recognises that lasting change in energy consumption
by the company requires changes in behaviour across the
business. Through regular maintenance of our equipment, to
securing green energy supply for our stores, we are committed
to reducing our carbon emissions and to finding leaner, greener
energy solutions for our business.

Logistics & Transport:
We have expanded our fleet of vehicles, enabling us to continue
our delivery routes to minimise travel miles and reduce carbon
emissions. All our vans meet the ULEZ requirements (The Ultra
Low Emission Zone) and operates to help improve air quality in
London, from the most polluting heavy diesel vehicles.
The ULEZ covers most of Greater London and is in operation 24
hours a day, every day of the year.
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OUR COMMUNITY
Our Community
– PAUL’s Presence
Our bakeries have been community cornerstones for 130
years. Our passion is to feed people and give them a
welcoming space to come together.
We feel passionately about ensuring we are a positive
force in all of our communities, and our goal is to remain
a familiar and reliable presence. The Covid-19 pandemic
has been paramount in bringing communities together,
where those most vulnerable, needed support, we
opened our bakery doors to sell essential bread, and offer
meals and donations to front line workers.

Local Stores supporting
Local Communities
Our stores sit at the heart of their communities and it is
important for us that our stores contribute to those
local communities. Many of our stores have a direct
link to a local charity or community group that they
support on a regular basis. Charities include The Felix
Project, Project Soup, West London Mission and
Foodcycle.

Supporting the front line
– prescribe kindness
10,000 croissants

donated to London
hospitals, care homes, ambulance services,
as well as cakes, bread, tarts

Free hot

drinks

to NHS + Blue Light card
holders throughout the lockdown

20p donated

to NHS Charities
Together from all The Food Medic salad range sold
in 2020

Nomination as part of Lockdown
Heroes of Hospitality:

“ Community Support: PAUL Bakery - Sharing
the load with NHS workers across the capital,
PAUL deliveredthousands of rolls, croissants,
tarts and macaroons daily to London hospitals,
and offered free tea and coffee”

Supporting communities

further by

opening up new pop up bread market

On going health + safety measures
to protect teams + customers
- Perspex, social distancing, cashless

Prioritizing the elderly, vulnerable and
front line workers in queues for essential
food

Selling fruit + vegetables boxes with
delivery across London when supermarkets were in
high demand

Our Customers
– PAUL’s Priority
It is our priority to ensure that we communicate openly
and honestly with our customers and provide as much
information as possible about our products and our
business. We continue to focus on building an honest
relationship with our customers and taking on all
feedback, ideas and suggestions to improve our
customer experience at PAUL.

Our

Cus
tomers

We continue to use local suppliers
wherever possible
We have expanded our product range in
the year to offer an increasing range
of vegetarian and vegan options whilst
partnering with The Food Medic
We strive to use zero GMO, E numbers and
palm oil in our product range
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OUR PRODUCT

Local Suppliers &
Responsible Supply Chains
At PAUL UK, our dedicated sourcing team look to source
only the best quality ingredients that meet our high
standards of quality, welfare and origin. We work hard to
minimise food miles where possible and are committed
to continuing to expand our local procurement practices.

Allergen & Ingredient Visibility
For customers with dietary restrictions, PAUL UK
provides clear allergen charts in each of our shops, while
also supporting and training our team members on
allergen and ingredient policies. In 2020, we continue to
review all communication on allergen and ingredient
visibility and work towards Natasha's Law in preparation
for 2021.

Balanced Diet
Healthy eating is a personal responsibility, but at PAUL UK
we acknowledge that, as a provider of food and drink, we
have an important role to play in offering appropriate
options to ensure dietary requirements and balanced diet
needs can be met.
Our ingredients are carefully selected and prepared at the
peak of freshness to preserve nutritional benefits and bring
maximum enjoyment. We don’t use any artificial ingredients
or colourings to extend the shelf life of our products. We
continually develop new products that use both locally
sourced and seasonal fruits and vegetables.
PAUL UK offers an increasing range of vegan and vegetarian
options, and we are developing more of these recipes every
season.

The Food Medic
The Food Medic, Dr Hazel Wallace,
co created a balanced, and nutritious
menu choices for breakfast and lunch
on the go.
The aim for customers with all dietary
and lifestyle choices to have something
to choose from when they visit any
PAUL bakery, while also focusing on seasonal ingredients.
This range is continued into 2021, as part of the Food for
Brighter Days range.

We’re proud of
our achievements
this year and
excited about our
plans for 2021 and
beyond!

