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Brewing a Better World together

HEINEKEN Ireland is very proud to be a market leader in sustainably 
brewing premium beers and ciders using quality Irish ingredients. 

We see sustainability as a driver for business success, and as 
a positive force for change. To maximise our potential, we set 
ambitious commitments and aim to embed sustainability across our 
entire value chain, from Barley to Bar.  We call our strategy ‘Brewing 
a Better World’ (BaBW). 

Through this report and our sustainability stories, we want to share 
our ‘Brewing a Better World’ progress in 2017.  We can only achieve 
our ambition through collaboration: listening to and working with 
all of our stakeholders.  Thank you to everyone who supports our 
‘Brewing a Better World’ journey in Ireland.  As we look to our 2030 
commitments, we look forward to working with you to guarantee the 
future sustainability of our business. 

Maggie Timoney
Managing Director HEINEKEN Ireland

www.heinekenireland.ie

We see sustainability as a driver 
for business success, and as a 
positive force for change.

Maggie Timoney
Managing Director HEINEKEN Ireland



HEINEKEN Ireland is one of Ireland’s leading beer and cider 
companies, built on a proud brewing heritage that started in Cork 
162 years ago. Today, we continue to excite our consumers and 
customers with innovative new products, premium brand experiences 
and a commitment to the responsible consumption of our products.

People are at the heart of our company, our 400 passionate and 
dynamic colleagues make us who we are. Every year, we inject over 
€100m into the Irish economy and support approximately 1,000 
Irish suppliers and service providers. We are a major supporter of 
Irish agriculture, sourcing 100% of our malted barley from Irish 
farmers.

Our exciting and expanding brand portfolio includes Ireland’s No. 1 
lager, Heineken®, Heineken® Light, Heineken® 0.0%, Orchard Thieves 
Cider, Appleman’s® Cider, Desperados, Tiger, Coors Light, Foster’s, 
Murphy’s and Beamish Stout. Our craft and variety range includes 
Cute Hoor, Sol, Affligem, Paulaner, Moretti, Zywiec and many more.
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Who we are

People are at 
the heart of 
our company, 
our 400 
passionate 
and dynamic 
colleagues 
make us who 
we are

Our exciting 
portfolio, led 
by Heineken® 
Ireland’s No. 1 
lager
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Our ambition is to Brew a Better World across the entire value chain 
from Barley to Bar. We strive to improve year after year. Since 2010, 
we have been on a journey towards achieving our 2020 sustainability 
commitments and our ‘Brewing a Better World’ programme provides 
us with the roadmap. Our BaBW sustainability strategy is one of 
our four global priorities for action and comes from one of our core 
values ‘Respect for people and planet.’ 

We are starting to look beyond 2020 to define our 2030 global 
commitments in alignment with the COP21 Paris Agreement on 
climate change, the UN Sustainable Development Goals (SDG’s) and 
the expectations of our stakeholders.

We focus on six areas where we and our stakeholders believe we can 
make the biggest difference. 

Our six focus areas are: 
• Protecting Water Resources 
• Reducing CO₂ Emissions 
• Sourcing Sustainably 
• Advocating Responsible Consumption 
• Promoting Health and Safety 
• Growing with our Communities  

Brewing a Better World
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We use water throughout our Supply Chain – from sustaining 
crops to making beer in our brewery: beer is after all 95% 
water. We continue to maintain our leadership position 
as one of the most water efficient breweries in HEINEKEN 
worldwide. We are in the top 20% of HEINEKEN breweries for 
water efficiency.

In 2017, we used 3.1 litres of water to brew 1 litre of beer, a 
reduction of 7% since 2008

Our dedicated environmental champions continue to drive 
water savings throughout the brewery. As our production 
volume and the complexity of our product portfolio increases, 
we work with our water metering systems and partners, such 
as Ecolab, to optimise our water usage. All wastewater that 
is produced at our brewery is treated before being returned 
to the municipal wastewater treatment plant in the city.

We will continue to use water wisely to protect our water 
resources and reduce our environmental impacts. 

Protecting Water Resources

3.1  
Litres of water 
to brew 1 litre of beer

a reduction of 7% 
since 2008

www.heinekenireland.ie

Barry O’Keeffe
Water & Energy Champion

Our dedicated 
environmental 
champions continue 
to drive water savings 
throughout the 
brewery
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Protecting water resources 

Specific water consumption hl/hl Beer

3.1hl/hl

2017 3.1 

2016 3.1 

2015 3.1 

2014 3.1

2013 3.1

2012 3.1

2011 3.3

2010 3.3

2009 3.2

2008 3.3

Our current water 
usage is 20% below 
the average HEINEKEN 
company levels

New drainage infrastructure

In 2016, HEINEKEN Ireland undertook a study to 
understand how the site discharged surface water to 
an existing old culvert that runs under the site. The 
aim of this project was to provide a new drainage 
infrastructure network that facilitated surface water 
monitoring and control as required by the EPA.

This project spanned 2017 and early 2018, costing 
in excess of €600,000. It resulted in the number of 
storm water exit points being reduced from 38 to 2. 
Both of these points will be monitored by continuous 
control systems. In the unlikely event of any unwanted 
materials going to storm drain, we can reroute the 
flow to a storage tank, thereby protecting the river 
that flows under the brewery.

www.heinekenireland.ie
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55% reduction in CO₂ emissions per hl 
from production since 2008 

100% renewable electricity

Reducing CO₂ Emissions

Climate change is one of the biggest risks facing global society, but still 
emissions continue to rise. CO₂ emissions directly contribute to climate change 
causing temperature increases and sea levels to rise. We are focused on 
reducing CO₂ emissions from brewing our beer to looking at how we transport 
it, cool it and deal with waste. 

• In 2017, our CO₂ emissions were 
3.3kg CO₂ eq/hl beer. This represents 
a decrease of 55% versus the base-
line year 2008 and a 6% reduction 
versus last year. We achieved this 
result by purchasing 100% of our 
electricity from renewable resources

• We are CO₂ self-sufficient since 
August 2015 and continue to benefit 
from the installation of our new CO₂ 
Recovery Plant

Specific Greenhouse gas emissions
Kg CO2 – eq/hl beer

3.3 
Kg CO2 –
eq/hl beer

2017   3.3

2016      3.6 

2015 6.1 

2014 6.0

2013 5.5

2012 5.6

2011 6.3

2010 6.7
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Reducing CO₂ Emissions 

Reducing energy consumption
in production
In 2017, we used, on average 78.7MJ of energy 
to produce one hectolitre of beer.

Specific thermal energy consumption reduced 
by 6% in 2017. 

Drivers for this reduction were:
• Improved monitoring of the process
• Reduced steam usage in brew water tanks
• Reducing boiler pressure to site

Total specific energy consumption
MJ/hl beer

78.7 
MJ/hl 
beer

2017                              78.7 

2016    82.7

2015 79.2 

2014 79.1

2013 69.0

2012 69.4

2011 82.6

2010 81.9

Reducing CO₂ emissions in distribution

There was a decrease of 20% in CO₂ 
emissions per hl from distribution since 
2011. In 2017, we achieved our distrib-
ution target of 20% reduction three years 
ahead of our global commitment. Versus 
2016, we reduced CO₂ emissions by 9% by 
continuing to:    

• Work with our packaged beer supplier
• Work with customers to optimise loads 

and routes 
• Increase the number of loads going 

directly to customers
• Increase in self collectors

In addition, we consolidated our regional 
secondary distribution keg depots to 6 and 
at the same time optimised our routes.  

We also implemented high capacity trucks 
and trailers for our primary keg distribution, 
which increased the loads by 19% and 
resulted in less truck journeys. 

High capacity 
trucks and trailers 
increased loads 
by 19% resulting 
in less truck 
journeys  

Distribution Team shows
our CO₂ reduction

Our Supply Chain Team
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Reducing CO₂ Emissions 

Reducing CO₂ emissions from cooling
100% of our fridges are ‘green’. All 
HEINEKEN Ireland ‘green fridges’ have 
three characteristics: use a hydrocarbon 
refrigerant, are LED illuminated and have an 
energy management system. This results in 
an almost 45% increase in energy efficiency.

“When it comes to HEINEKEN’s green fridge’s 
from my point of view it is great to see there 
is no compromise – innovation, a digital first, 
eye catching for the consumer, saves money 
for me on my electricity bills and are better 
for the environment – a win, win all round.

We are proud to work with HEINEKEN 
Ireland as we know that HEINEKEN are 
always working to the future in innovative 
and exciting ways.” 

– Karl Wilkins, The River Bar

Zero Waste to Landfill
A key component of HEINEKEN Ireland’s ‘Brewing a 
Better World’ plan is to achieve zero waste going to 
landfill. In 2016, in consultation with PM Group and 
our waste partner Greenstar, a waste characterisation 
study was conducted. All waste being generated was 
analysed to see what was recyclable, recoverable and 
needed to go to landfill. 

In June 2017, it was determined that all of our waste 
was recoverable and recyclable and we achieved zero 
waste to landfill for the first time. In actual terms we 
have taken over 33 bin lorries of waste out of landfill. 

The next step is to reduce the amount of waste 
generated on site and further increase our recycling 
rate. 

www.heinekenireland.ie
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100% of our fridges are ‘green’

Waste Management
HEINEKEN Ireland is one of the largest volume 
members of REPAK, which funds packaging recycling in 
Ireland, and we submit statistics twice a year to com-
ply with Waste Management (Packaging) regulations. 

We are working with our main supplier, HEINEKEN 
Nederland Supply, to reduce the amount of aluminium, 
glass, plastic and cardboard used in our imported 
products.

In 2017
HEINEKEN Ireland 
achieved zero waste 
to landfill

Karl Wilkins of The River Bar“”
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Headquarter refresh – making our offices ‘greener’
In 2017, we revamped our 128 year-old Malt House 
to provide an inspirational, collaborative and ‘greener’ 
working environment for employees. 

Our commitment to sustainability throughout was 
central to the upgrade project:
• The use of a state-of-the-art smart lighting system 

and a centrally controlled heating system, that 
maximises natural day light, resulting in a 30% 
increase in energy efficiency on an annual basis

• A new waste management system and employee 
education programme has resulted in the site now 
having ‘zero waste to landfill’

• Office equipment and furniture was donated to 13 
local Cork charities

• Local contractors and suppliers worked with us to 
deliver the project

www.heinekenireland.ie
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Reducing CO₂ Emissions 

Drop the C
Our new transformational renewable 
energy programme ‘Drop the C’ 
aims to grow our share of renewable 
thermal energy and electricity in 
production from the current level of 
14% to 70% by 2030. 

HEINEKEN wants to drive a real 
change towards renewable energy 
and will therefore not purchase 
unbundled certificates to meet 
its reduction targets. In addition, 
new emission goals will be set for 
distribution and cooling and, for 
the first time, also for packaging.  
HEINEKEN Ireland is working on our 
renewable energy road map for 2030.
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A glimpse into the newly 
refurbished Malt House building
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100% Irish 
malted barley 

Stephen Collins
Malting Barley Farmer, 
Mogeely, Cork 

We must develop a sustainable supply chain that 
shares value with local communities, protects the 
environment and provides a consistent supply of 
raw materials for our business. 

Local sourcing
• Our local sourcing initiatives play a key role 

in economically and socially empowering 
communities

• In 2017, we continued to source 100% of our 
malted barley from Irish farmers

• Our 2017 total levels of spend in the local 
economy was approximately €100m, supporting 
local suppliers and service providers. We believe 
the long term success of our company goes hand 
in hand with the success of our partners

Sourcing Sustainably

www.heinekenireland.ie

       100% of our malted barley is from Irish farmers
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Sourcing 
Sustainably

Compliance with our Supplier Code 
Our four step Supplier Code is fully operational. 100% 
of our suppliers have signed and were compliant 
with the principles expressed in our Supplier Code – 
integrity, environment and human rights. If there is no 
commitment to improve, or any corrective measures, 
HEINEKEN Ireland will cease to do business with that 
supplier.

100% of our 
suppliers have 
signed and were 
compliant with 
the principles 
expressed in our 
Supplier Code

Environmental Leadership Certification 
In 2017, HEINEKEN Ireland applied for and successfully 
achieved certification against the new ISO Environmental 
Management System ISO14001:2015. The new standard has 
been revised with key improvements such as:

• Increased prominence of environmental management 
within the organisation’s strategic planning processes

• Greater input from leadership
• A stronger commitment from all employees to proactive 

initiatives that boost environmental performance

At HEINEKEN Ireland, we have been certified to ISO14001 
since 2002, ISO14001:2004 and now ISO14001:2015. 

www.heinekenireland.ie
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Making responsible consumption aspirational
We want to make moderate and responsible consumption 
aspirational. We use the strength of our brands – and 
particularly our Heineken® brand – to help this message 
resonate with consumers, creating campaigns that can lead 
the debate.

• In 2017, we spent 11% of our Heineken® media budget on 
responsible consumption with our “When you Drive, Never 
Drink” campaign

• We continue to use our Enjoy Heineken® Responsibly 
platform. This includes a dedicated website, advertising at 
all major sponsorship events. Enjoy Heineken® Responsibly 
is also displayed on all commercial communication and 
packaging

• At HEINEKEN Ireland, all employees adhere to our 
Cool@Work policy, our workplace alcohol information 
and prevention programme

• We also advocate for increased consumer transparency and 
in 2017, we included ingredient and nutritional labelling 
on all of our packaged beer products. This information is 
available online for all our draught beer products

Advocating Responsible 
Consumption

Heineken® Light
In 2016, we were the first market 
in Europe to launch Heineken® 
Light with lower ABV 3.0%, lower 
calories and the same great 
Heineken® taste. 

Heineken® Light highlights the 
importance we place on support-
ing the trend towards modera-
tion.

Building partnerships to address alcohol 
related harm
As an industry leader, we have a responsibility to 
recognise the problem of alcohol misuse. We work 
closely with industry groups, government, non-
governmental organisations and third parties.

• We are members of Drinkaware, an independent 
social aspects organisation whose vision is an 
Ireland where alcohol is not misused

• We are compliant with all marketing codes 
of practice and all of our consumer facing 
employees receive training on an ongoing basis 
on codes and regulations

In 2017, we 
spent 11% of 
our Heineken® 
media budget 
on responsible 
consumption with 
our “When you 
Drive, Never Drink” 
campaign.
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Heineken® 0.0% is the most recent 
addition to the Heineken® family. A 
non-alcoholic lager, with world-class 
taste, brewed by beer lovers for beer 
lovers. 

The launch of Heineken® 0.0% comes 
as a response to Irish consumers’ 
needs and demands, driven by the 
global and local cultural trend of living 
a balanced lifestyle.

Heineken® 0.0% gives Irish consum-
ers more choice and variety for all 
occasions, and empowers those who 
can’t or don’t want to drink alcohol, to 
be involved in every beer and non beer 
moment without compromising on 
quality or taste.

Working in partnership with the Cork Simon Community
HEINEKEN Ireland has been involved with the Cork Simon 
Community for the past 18 years through fundraising and 
volunteering. For the past six years, we’ve supported Cork 
Simon and the Addiction Aftercare Programme. 

The partnership aims to increase the number of people 
accessing treatment and prevent them from returning to 
homelessness. A dedicated support worker and aftercare 
housing service help people consolidate their recovery. 112 
residents accessed treatment in 2017. 

“More people than ever before are turning to us for help. We’re 
able to offer them the lifeline they need thanks to the concern 
and support of thousands of people here in Cork and beyond 
sharing our belief that everyone should have a place to call 
home.  People in every level at HEINEKEN Ireland have walked 
a long road with us over the last twenty years or so, helping to 
make that belief a reality for so many people; helping to save 
lives.” 

Dermot Kavanagh, CEO Cork Simon Community

Advocating Responsible Consumption

Heineken® 0.0%: The non-alcoholic lager with world-class taste!

“”
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www.heinekenireland.ie



Promoting Health
& Safety

‘Put Safety First!’
‘Put Safety First!’ is our number one 
company behaviour and we want to 
see it being lived every day across our 
company. We are continuing to strive for 
a zero accident environment. 

In 2017, we achieved a 29% reduction 
in accidents across the company versus 
2016.

In 2017, we continued to embed ‘Put 
Safety First’ across HEINEKEN Ireland:
• Increase in Near Miss reporting on site 

and in the field
• Embedding our 12 Life Saving Rules 

with a focus on CO₂ asphyxiation  risks 
in trade

• Increased training: 635 hours comp-
leted

• Restructured our Safety Team to en-
able us to focus on Process Safety 
Management

HEINEKEN Ireland
Sustainability Report 2017
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Striving for zero accidents

Health and Wellbeing
As part of our Health and Wellbeing strategy, we have 
partnered with Laya Healthcare to support HEINEKEN 
Ireland’s future wellbeing, launching an integrated 
health strategy to employees in October 2017. The 
key focus areas are employee wellbeing, occupational 
health and private health insurance. 

HEINEKEN Ireland employees completed a health 
score assessment on organisational health to inform 
our employee wellbeing activities. A comprehensive 
roadmap of comp-limentary programmes has been 
established and in 2017 we ran a variety of workshops 
and activities driven by employee needs. 

Collaborating in the On Trade 
HEINEKEN Ireland have led the way in the On Trade 
safety by collaborating with the Health and Safety 
Authority. and our industry partners through the 
Irish Brewers Association (IBA) to develop the BE 
SMaRT Risk Assessment Tool for our industry. This will 
help engagement with our customers in the safety 
management of their hazards and risks and improve 
safety for our employees as well as for small businesses’ 
in the trade.

ca
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Our biggest contribution to the social and economic 
wellbeing of communities is through our core business; 
creating jobs for over 400 employees, supporting 
local businesses and paying taxes. Where we have the 
opportunity to help communities prosper, we do so.

In 2017, HEINEKEN Ireland had over 50 community 
connections to whom we contributed the equivalent of over 
€500,000.

HEINEKEN Cares Fund
Since being established in 2012, our HEINEKEN Cares fund 
has donated over €150,000 to charities which are close to our 
employees’ hearts. Our employees are given the opportunity 
to nominate a project or charity that is relevant in their local 
community.

Growing with Communities

www.heinekenireland.ie

Our employees
nominate projects or 
charities that are relevant 
in their local community

“In 2016, the Finance, IT and Procurement departments 
set up the Helping Hands Charity to help a local charity 
called Mná Feasa, for women who have been subjected 
to domestic violence. We fundraise through events 
to raise money to buy clothes and toiletries for these 
women who have had to flee a violent situation in a 
hurry. We have also given financial aid to assist Mná 
Feasa in their cause. All this would not have been 
possible without the generosity of our HEINEKEN 
colleagues.”   
                                                                           Fabiola Lobo

In 2017, 
HEINEKEN 
Ireland had over 
50 community 
connections 
to whom we 
contributed over
€500,000

“”
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In 2017, we launched an initiative with GIY (Grow it Yourself) to create green urban growing 
spaces that have a positive social, environmental and economic impact on communities. The 
programme was ‘rooted’ among our employees with 200 volunteers helping to create three Star 
Community Gardens in Cork, Dublin and Waterford. We supported 10 groups with seed funding 
to bring urban growing to local communities. Year one of our ‘Growing with our Communities’ 
was a great success – and we will continue to nurture this programme further in 2018. 

“We believe that projects like this have the power to change a city and make it a better place. It is 
great to be able to collaborate with a company like HEINEKEN and we hope it might encourage 
other businesses to get involved.”   
 Alan Hurley, Mad About Cork.

Growing with Communities

ca
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Growing with our Communities – urban greening partnership with GIY

“”
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Partnerships
We continue to be part of Business in 
the Community Ireland, the network 
for responsible business in Ireland. 
Their mission is to harness the power 
of Irish business to maximise its 
positive impact on all its stakeholders 
and society.

Our Origin Green verification was 
renewed - the only sustainability pro-
gramme in the world that operates 
on a national scale.

Achievements
HEINEKEN Ireland is very proud to 
have been certified as one of the 
Top Employers in Europe 2017 for 
the fourth year in a row. The Top 
Employers Institute is an independent 
organisation studying the employee 
offerings of significant employers 
around the world and compares them 
against the international standard. 
As such, only the world’s leading 
employers become certified as Top 
Employers.

Partnerships and Achievements

Awards
We were shortlisted for the Sustain-
ability Awards at the Bord Bia Food and 
Drinks Awards 2017. We also received 
a commendation for ‘Brewing a Better 
World’ in HEINEKEN Ireland – Our 
Sustainability Vision at the Chambers 
Ireland Awards 2017. 
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As we look toward our 2030 commitments, let us know your 
thoughts.

We would love to hear what you think we need to be focused 
on and how our ‘Brewing a Better World’ strategy can do even 
more?

Which aspects of ‘Brewing a Better World’ are working well?
Where do you think we could do better?

Sandy Boundy
Communications & CSR Manager
sandy.boundy@heineken.ie

Kathryn D’Arcy
Corporate Affairs Director
kathryn.darcy@heineken.ie

HEINEKEN Ireland
Murphy Brewery, Leitrim Street, Cork, Ireland
Tel: +353 21 450 33 71  

Your thoughts

www.hein
eke

nire
land.ie

Our ‘Brewing a Better World’ team
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