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UK’s first
Freshly squeezed 
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2021Our 

HIGHLIGHTS
sustainability 

We've improved our environmental impact in various ways:

plastic bottles saved and counting*

Biodegradable 
pallet wrap

B-Corp 
status

created for our  
customers

Electric  
vehicle trials
commenced

in six of our hubs

launched

Plastic 
free

coolbox
tonnes of  

plastic saved*

393
in our hubs

in a returnable 
glass bottle

Orange 
juice

(*31st December 2021)

pieces of litter  
collected for our  
community litter  

pick initiative

10,664
Oat 

drink

initiative launched

Local 
hero

Dairy
consultancy

collaboration
on animal welfare  

and carbon emissions

application penned

Personal  
plastic saved 

counter 

Carbon  
emissions  
identified

and reduced  
wherever possible

Switch to 
eco-friendly  
web browser

delivered in  
returnable glass  

bottles

Working from home made  
environmentally sustainable

Renewable
energy switch

that plants trees 
for profits

Route  
optimisation

to reduce  
van mileage 



WELCOME
Saint David Attenborough 
(as we call him) inspired us 
to set up a local milkround 
in Colne, Lancashire, in 
2018. We'd been watching 
BBC's Blue Planet and were 
shocked by the amount of 
plastic in our oceans. 

So a traditional delivery 
service with return and reuse 
glass bottles seemed like the 
obvious solution. The world 
has moved forwards in many 
ways, but plastic packaging 
seemed like a definite step 
backwards.

We didn't invent the 
milkround, but we’ve dragged 
it kicking and screaming into 
the 21st Century. 

And by modernising our 
service and taking it online, 
we hope to change people's 
shopping habits by providing 
fresh ways to reduce plastic 
waste - with return and 
reuse bottles and packaging.

Plastic waste has always 
been our primary focus, 
but we're looking to make 
every area of our service as 
sustainable as possible. 

That's why we're looking to 
reduce our carbon emissions 
and break the monopoly of 
the big chains that put profit 
before the planet. 

Simon (CEO) and the herd  
at the Modern Milkman

to our Sustainability Report 2021

We can and will take on the 
big boys. And we’ll bring 
anyone who will listen along 
for the journey, including 
like-minded consumers and 
independent suppliers, to help 
reset our throwaway society. 

We hope you enjoy reading 
about what we’ve achieved in 
2021, and our plans for 2022.

80%
of the plastic ever produced
 still exists in its original form today 

1

The plastic pollution in our oceans is literally going nowhere.  
But by changing our consumer habits and reverting to return  

and reuse packaging, we can help to stem the tide. 
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(1) Geyer, Jambeck, Law; Production, use, and fate of all plastics ever made, 2017



Our values don’t come 
with a price tag and 
they’re worth more than 
monetary gains. 

They keep us focused on 
what’s important, make 
us purpose-driven as a 
business, and allow us to 
make a difference in the 
world.

We do 
the right 
thing

We’ve got
something 
to say

We’re 
stronger
together

We laugh in 
the face of 
the fun police

We want to have a positive 
impact on people and the 
environment because, for 
us, the two go hand-in-
hand. So, we always do 
business with honesty, 
integrity and humility.

We want to make our mission 
known to consumers and other 
like-minded businesses on 
the same journey. So we try to 
educate about the global waste 
crisis and sustainability without 
preaching.

The doom and gloom 
merchants cause anxiety and 
turn people off to change. So 
we laugh off our worries and 
empower people to make 
positive consumer choices.

No business is an island, 
and many hands make light 
work. So imagine all the 
good work we can do if we 
put collaboration above 
profit and start working 
together for the planet.

Transforming 
the traditional 

milkround, 

We deliver fresh milk and groceries 
in return and reuse bottles and 

sustainable packaging, much like 
a traditional milkround.

But we’re constantly innovating new ways 
to reuse packaging, and our online platforms 
and data management make supply chains 

seamless and ordering easy. 

That’s why our milkround is more convenient 
and sustainable than ever.

without reinventing the wheel

We live and 
breathe our 
values

It doesn’t have to be this way

Plastic Pollution 
has hit a crisis point
The plastic in our oceans and waterways is growing along 

with our desire for convenience. 

(2) Ellen MacArthur Foundation; The New Plastics Economy, 2016. (3) The Pew Charitable Trusts, SYSTEMIQ; Breaking the Plastic Wave, 2020.
(4) FAO - Food Loss and Food Waste. (5) WRAP - Reducing GHG Emissions. 

Plastic production is expected to double by 
2040, as the global population increases, 

and plastics come to serve ever-more 
applications2

Plastic leakage into the ocean is expected 
to triple by 2040, due to a continued shift 

to low value and non-recyclable plastic and 
a growing share of plastic consumption in 

countries with low collection rates3

A third of the world’s food 
produced for human consumption 

is lost or wasted4

30% of the UK’s territorial GHG 
emissions comes from food 

consumed in the UK5

Plastic pollution is on the rise

Food waste is a tremendous problem

By embracing the philosophy of a circular economy and 
developing new ways to return and reuse packaging, we can 
conserve our planet’s resources whilst enjoying convenience 

and resetting our throwaway society.
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We’re a purpose driven business on an environmental mission. 
And by delivering fresh ways to reduce waste, we believe we 
can reset our throwaway society. 
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If it ain’t broke, don’t fix it
All our drinks come in return and reuse glass bottles, just like the good old days. 
And any packaging that isn’t reusable, is either home compostable or recyclable.

Reducing plastic waste
We reduce plastic waste by making return 
and reuse easy. If reusable packaging is not 
an option, we use the most eco-friendly 
alternative available.

This balance of sustainability and 
convenience is why our customers 
choose us over our competitors. 

That’s why we work 
closely with other 
businesses and 
suppliers with the same 
environmental ethos.

It’s not all about us. 
And that’s why we want 
to drive change within 
society and the grocery 
industry itself.

The Modern Milkman 
and our suppliers need 
to be sustainable, both 
environmentally and 
financially, to impact 
the planet positively. 
So it's essential to treat 
everyone in our supply 
chain fairly.

We're committed to our 
environmental strategy 
and have applied for 
B-Corp status - a social 
and environmental 
performance certification 
awarded to businesses 
that are a force for good. 

To achieve our environmental mission 
of resetting our throwaway society, 
we need to put our egos to one side 
and think bigger than ourselves. 

is an island
No business

Reducing food waste 
Repeat weekly orders and the ability to 
order little and often allows our customers 
to reduce kitchen waste. It also allows us 
to forecast demand, reducing produce 
waste for our suppliers and milkround
hubs in the process. 

We're also committed to 
B-Corp Scope 3 emissions 
to help highlight and 
improve our carbon 
footprint across our 
supply chains.

Highlighting the 
industry's unique 
set of challenges

Dairy farmers have 
struggled over recent 
decades because 
supermarkets have 
commoditised milk and 
sold it as a loss leader. 

In addition, smaller, newer 
businesses often don’t 
have the capability or 
investment to measure 
their carbon emissions, 
like the larger chains.

And this makes it difficult 
for us to measure our 
Scope 3 emissions. 

Our ambition is to work 
closely with our suppliers 
to support them in 
measuring their GHG 
emissions. 

We also want to improve 
the reputation of dairy 
farming by working closely 
with farmers and using 
regenerative agriculture 
to reduce our carbon 
emissions and foster more 
sustainable, eco-friendly 
farming practices.
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Sustainability
is at the core of everything we do



So, looking to the future, we’re continually innovating alongside our suppliers to 
find the most environmentally friendly solutions for our milkround customers.

Reusable glass bottles are a great way to reduce plastic waste, 
which we’ve inherited from previous generations. And we’re 
committed to keeping our entire range free from oil-based plastics.

Here are just a few examples:

Our plastic free coolboxes

Of course, recycling has its place, but removing plastic from the 
supply chain is the only way to ensure it won’t result in landfill 

or pollute our oceans and waterways.

That’s more plastic than the average Beverly Hills 
surgeon sees in a lifetime.

We’ve saved
393 tonnes of plastic

27,904,172 plastic bottles saved and counting*
(*31st December 2021)

Sustainable bread bags

Cereal packaging

Eco-friendly household products
Our bread bags are made from a 
composite material that contains 
53% less plastic than a standard bread 
bag, which allows our customers to 
recycle it via their kerbside paper bins.

Our dishwasher tablets are 
biodegradable and come in 
cardboard packaging. And our 
other household products come 
in return and reuse glass bottles. 

Our milk huts are made from 
sustainably sourced plywood and 
can be reused all year round.

Our cereal packaging is made 
from renewable wood starch and 
is 100% home compostable. 

The exception that proves the rule
We find the most sustainable alternative whenever we can't find a plastic free solution. 
For example, the nozzles for our household products are plastic, but our customers can 
reuse them every time they buy a new refill.

We can now track all the plastic our customers save 
individually and collectively. This positive reinforcement 

encourages people to save even more plastic.

We count on our customers to reduce plastic waste
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Sustainable

INNOVATION
packaging

"Oh my goodness. I ordered ground coffee and chocolate brownies 
to arrive on my doorstep for this morning. They’re gorgeous! 

No plastic; no guilt; pure pleasure."
samantha.simpson123



leading by

We're continually innovating to find 
sustainable options for our packaging 

at every stage of the supply chain. 

This can prove challenging, as the infrastructure is 
not always in place. But by investing in innovation 

and working with like-minded suppliers, we're 
making incredible progress. 

Return and reuse firstsReducing waste in our hubs

We were one of the first 
milkrounds to offer oat drink 
in returnable glass bottles.

Oato
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example

We introduced the UK’s 
first-ever freshly squeezed 
orange juice in a returnable 
glass bottle this year.

Freshly Squeezed 
Orange Juice

We’ve started using a biodegradable 
pallet wrap in our hubs as an eco-friendly 
alternative to plastic pallet wrap. 

We also use reusable totes to transport 
our recyclable egg boxes and cut down 
on cardboard storage boxes. 

This alone has saved 10,730 boxes and 
a minimum of 8.6 tonnes of CO2.



We continually work with our milkround customers and the wider 
community to encourage positive societal change. 

Encouraging
behavioural change

Sustainable summer campaign - 
community litter picks
We encouraged community groups to 
participate in local litter picks as part 
of a friendly competition - to promote 
neighbourhood involvement and 
behavioural change. In total, the groups 
collected 10,664 pieces of litter, and the 
£500 prize money (for each team of 
winners) went back into the community 
to promote other good causes. 

We now track all of the plastic our 
milkround saves to create positive 
reinforcement for our customers' 
great work. They can also check all the 
plastic they have saved personally, 
incentivising them to make better 
environmental choices.

Environmental impact scores 
for our customers

Christmas local heroes 
initiative
This Christmas, we celebrated our local 
heroes by asking our customers to 
nominate hard-working people from 
their communities. The response was 
amazing, and we received a whopping 
370+ nominations in the first week. We 
hope this kind of recognition encourages 
more funding and good work. 

Working with a dairy consultancy 
to drive environmental change
We’re working closely with a dairy 
consultancy to help us find more 
sustainable ways of farming and 
reduce our environmental impact. This 
collaborative project covers everything 
from animal welfare to carbon emissions.
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are over!

Rubbish
Summers

Carbon footprint
Climate change poses the greatest threat to the environment 

and humanity as we know it. So, we're committed to being 
part of the solution. 

The first step to Net Zero is understanding our carbon footprint. And as a young 
business with lots of small independent suppliers, this can be complicated and 

challenging. But in 2021, we created a plan to measure our carbon emissions 
more accurately and create a baseline to improve on.

REDUCING our

We also had to use the time frame (31st 
May 2020 to May 2021) to ensure the 
figures were as accurate as possible.

A baseline for our growing business  
Ultimately, our goal is to reduce our 
overall carbon footprint, and in 2022 
we will set targets for this. However, 
lowering emissions as the business 
grows will be challenging, and first, 
we must set a baseline.

For Scope 1 and 2, we’ve calculated our 
tonnes of carbon produced against 
million pounds of revenue (an established 
industry measurement) so that we have a 
baseline to measure against as we open 
more hubs and more customers join us in 
the fight against waste.

Our carbon intensity (the CO2e in tonnes 
for each million pounds of revenue) for 
the period was 145 tonnes for Scope 1
and 1 tonne for Scope 2.

Carbon footprint 
This year we’ve calculated our Scope 1
(direct emissions from owned and 
controlled sources) and Scope 2 (indirect 
emissions from purchased electricity). 

We haven’t measured Scope 3 (indirect 
emissions via the value chain, such as 
our suppliers). 

Scope 1 and 2 emissions
We’ve estimated our carbon footprint 
using data from 1st July 2020 to 30th 
June 2021. Our Scope 1 CO2e (including 
fuel used by our vans) was 2,200 tonnes, 
and our Scope 2 CO2e (including energy 
used by our hubs) was 13 tonnes.

Data transparency
Establishing accurate electricity 
consumption data for our hubs has been 
challenging, as gaining access to meter 
readings is more difficult than it sounds! 

So, we’ve taken accurate data from three 
hubs (where the data was available) and 
used that to estimate the data for the 
other ten hubs. 



We've introduced many initiatives to reduce our carbon 
emissions in 2021 and create a baseline for measuring and 
improving our performance, which can be challenging as a 
young and fast-growing business. But we're committed to 

improving our carbon footprint in 2022.

Improvements to our
emissions in 2021

Renewable energy - We've made the 
switch to renewable suppliers in six 
hubs (with more hubs in the pipeline) 
reducing emissions in the process.

Electric vehicle trial - We recognise the 
shift away from fossil fuels is essential. 
And, in October 2021, we leased five 
electric vehicles for their milk float fit 
and driver testing. We’ll be incorporating 
these vehicles into our milkround fleet 
in 2022, with plans to roll out more if 
everything goes well.

Route optimisation - We've undertaken 
an extensive route optimisation exercise 
to reduce the mileage of our vans. We 
weighed up the logistics of changing 
delivery days against the environmental 
benefits and decided it was worth it. 
Plus, we found our customers were 
generally on board too, despite any minor 
inconvenience. This has helped us to 
remove some diesel vans from operation 
by making more drops per van. 
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Stock management - We've shortened 
our supply chains wherever possible by 
removing third-party distributors and 
distribution points – delivering stock 
directly from A to B. This should help 
reduce food miles, carbon emissions 
and unnecessary costs for our 
independent suppliers. We also use 
data science and artificial intelligence 
to improve stock forecasts, improve 
buying, and reduce waste.

Home-working and equipment 
provision - We ship equipment, such 
as computers for home-workers, 
directly to their homes to reduce 
delivery mileage. 

Our eco-friendly web browser, Ecosia -
Ecosia is a non-profit organisation that 
plants trees using their income from 
online advertising. So we've made Ecosia 
our default web browser across the 
business.

Room for improvement 
in 2022

Emissions - We aim to reduce our 
mileage per van on every milkround 
route, and we're looking to track 
our emissions more closely to drive 
further efficiencies. And we hope our 
carbon saved figures for 2022 will give 
us a more accurate picture to help us 
plan for the future.

Food waste - We're doing everything 
we can to reduce food waste, including 
using AI to predict sales and stock 
forecasts. And the more we use these 
systems, the less food we waste. Plus, 
we're donating fresh surplus stock to 
food banks and charities and hope to 
do more of this in the future. 

Electricity in our hubs - Tracking 
emissions in some of our hubs has also 
been challenging, as many of them are 
controlled by landlords. But we're doing 
everything we can to get eco-friendly 
providers for all of our new hubs.



The application process has been a big learning curve and has helped us take a more 
holistic view of our of sustainable practices, as it covers Governance, Environmental 

Impact, Community, Workers and Customers . And it’s one of the things that prompted 
us to work with a dairy consultancy. It’s also enabled us to drive innovation within the 

business and get more people on board with our purpose - to reset our throwaway society.

We’re currently in a queue awaiting assessment to become part  
of this select group of purpose-driven businesses.

We’ve brought our A-game
to apply for B-corp status
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Responsible
value chain

We work with partners who share our values to create a 
robust sustainability chain. But a chain is only as strong 

as its weakest link. So we help them adhere to codes 
of conduct and compliance standards to build on their 

existing environmental credentials.

We've also drawn up a list of policies to ensure our work with 
suppliers is financially fair and environmentally ethical. These 

policies ensure our independent suppliers get the support they 
need and the fair price they deserve for their produce. 

Our ways of working are designed to readdress the imbalance 
in the market and the price-fixing monopolies set up by the 

big chains. Our end goal is to make our smaller suppliers both 
financially and environmentally sustainable.

The application process includes 200 questions tailored to your company's size, sector 
and location, and it measures your positive impact on your workers, suppliers, community 
and the environment. It also includes a disclosure questionnaire highlighting any sensitive 

practices, fines and sanctions related to the company. 80+ points are required  
to achieve B-Corp certification.

B-Corp application specifics 



More innovation in return and reuse  

a Summary of our
sustainability 
goals for 2022

The clock is ticking on our environmental crisis, but we believe 
these goals are achievable in 2022 and are ready to make 

them a reality.

Reducing plastic and food waste 
will remain our primary focus

We will explore lifecycle analysis 
of our packaging

We will strive to make efficiencies 
to our stock optimisation

Reduce waste 
We will aim to educate consumers 
to live more sustainably

We will strive to build partnerships 
with industry groups and councils

Internal champions  
We will aim to deliver a clear 
environmental proposition with our 
sustainability roadmap and B-Corp 
commitments

We will work to provide a concise 
framework so that everyone 
understands their objectives and 
how to achieve their goals 

We will try to educate anyone who 
will listen about environmental issues 

We're committed to reducing our 
emissions in 2022 and, ultimately, 
aim to reach net-zero 

We will strive to improve and 
formalise our greenhouse gas 
and waste measurements

We will work to improve our 
measurements of Scope 3 emissions 

We will work to develop an emissions 
reduction plan - test electric vehicles 
and improve route optimisation

We will explore better ways to measure 
the carbon footprint of dairy farms 

Reduce emissions  Responsible value chain  
We will work with partners that share 
our values, to help them improve their 
sustainability credentials

We will continue to work with and 
support suppliers who adhere to our 
code of conduct and compliance 
standards

We're developing home 
compostable packaging 
for our 'artisan' range, 
as some of the current 
recyclable packaging 
ends up contaminated.

Potential return and reuse
products in the pipeline

There are also plans 
to switch our yogurts 
from return and 
recycle glass jars 
to return and reuse 
glass jars.

We will introduce a UK sourced seasonal fruit and veg range 
packaged in paper bags to reduce cardboard usage.

21 22M O D E R N  M I L K M A N S U S TA I N A B I L I T Y R E P O R T 2 0 2 1

There are
to switch
from retu
recycle gl
to return

W
c
f
a

enddd

We
pac

Measuring our success
We're working on reviewing and 
improving sustainability reporting 

Our goal is to develop sustainability 
KPIs for each department based on 
the B-Corp framework 

We also want to expand and formalise 
our charitable giving and volunteering 
programmes



No self-respecting impact report is worth  
the paper it's written on. 

So we've produced ours as an e-doc to save  
trees and reduce our carbon footprint. 

Thanks for reading.


