
SCIENCE-BASED TARGETS CASE STUDY:

TESCO 

PA R T N E R  O R G A N I Z AT I O N S I N  C O L L A B O R AT I O N  W I T H

DISCLOSURE INSIGHT ACTION



COMPANY SUMMARY 

Tesco is  one of the 
world’s  largest 
retai lers ,  with more 
than 6,000 outlets 
across Europe and 
Asia serv ing mil l ions 
of customers every 
week.

WHY DID YOU SET SCIENCE-BASED 
TARGETS? 

Tesco has a long-standing ambit ion to 
become a net-zero carbon company by 2050. 
It  has been over ten years s ince we set our 
f i rst  business-wide carbon reduct ion targets 
in 2006.  Fol lowing the Par is  Agreement, 
we conducted a review of our short-  and 
medium-term plans to ensure that our efforts 
were al igned with what the science tel ls  us 
is  required to help keep global temperature 
r ise below 2°C.  This review showed that 
although our long-term, zero-carbon 
ambit ion (2050) is  al igned with this global 
a im, we needed to set steeper absolute 
targets over the short-  and medium-terms. 
These targets have informed our revised 
cl imate change strategy,  compris ing energy 
and refr igerant eff ic iency,  renewables 
deployment and pol icy engagement.
 

THE TARGETS 

Tesco has committed to reduce 
direct (scope 1)  and indirect (scope 2) 
greenhouse gas (GHG) emissions by 60% 
by 2025,  using a 2015 base-year.  Tesco 
also commits to reduce i ts  scope 3 GHG 
emissions by 17% by 2030,  using a 2015 
base-year.  The emissions categories 
covered by the scope 3 target are 
purchased goods and services (supply 
chain) ,  fuel and energy related act iv i t ies , 
upstream transportat ion and distr ibut ion, 
and waste generated in operat ions. 
Tesco’s science-based target was 
approved by the Science Based Targets 
in i t iat ive (SBTi)  in June 2017. 

As a member of RE100,  brought to you by The 
Cl imate Group in partnership with CDP, Tesco 
is  committed to sourcing 100% of i ts  electr ic i ty 
from renewable sources by 2030 – to include 
over 50% from PPAs and on-site generat ion – 
and has an inter im milestone to source 65% 
renewable electr ic i ty by 2020.

Tesco is  also committed to remove commodity-
dr iven deforestat ion from al l supply chains 
by 2020,  committed to responsible corporate 
engagement in cl imate pol icy and to report 
cl imate change information in mainstream 
reports as a f iduciary duty.  

http://sciencebasedtargets.org/
http://sciencebasedtargets.org/
http://there100.org/
https://www.theclimategroup.org/
https://www.theclimategroup.org/
https://www.cdp.net/en
https://www.wemeanbusinesscoalition.org/commitment/remove-commodity-driven-deforestation-from-all-supply-chains-by-2020/
https://www.wemeanbusinesscoalition.org/commitment/responsible-engagement-in-climate-policy/
https://www.wemeanbusinesscoalition.org/commitment/responsible-engagement-in-climate-policy/
https://www.wemeanbusinesscoalition.org/commitment/commit-to-implement-the-recommendations-of-the-tcfd/
https://www.wemeanbusinesscoalition.org/commitment/commit-to-implement-the-recommendations-of-the-tcfd/


WHAT WAS THE PROCESS OF SETTING 
THE TARGETS? 

In order to set our science-based targets we 
needed to answer three questions:

•  What are credible cl imate change targets for 
Tesco?

• How can we real ist ical ly achieve these 
targets?

• What would i t  cost to implement the 
solut ions?

To answer the quest ions we plotted the 
1 .5°C and 2°C warming trajector ies and found 
that our long-term, zero-carbon ambit ion 
al igns with 1 .5°C.  We then modelled what 
i t  would take to real ist ical ly achieve this 
ambit ion.  While our exist ing cl imate change 
strategy was already focused on eff ic iency 
improvements,  60% of our operat ional 
footpr int  comes from our electr ic i ty use so i t 
was clear to us that we would need to switch 
to renewable electr ic i ty.  We created a costed 
renewable electr ic i ty roadmap which,  along 
with our eff ic iency projects ,  gave senior 
leadership conf idence that the new inter im 
targets were achievable.

In terms of scope 3 emissions,  we conducted 
a ful l supply-chain footpr int  survey of our 
product portfol io to ident ify the hotspots 
that should be targeted for GHG emission 
reduct ions.  Through this process we learned 
that we needed to set different targets 
for agr icultural emissions and emissions 
from food manufactur ing.  This reflects the 
contr ibut ion of these l i fe cycle stages to our 
overal l supply-chain footpr int  and provides 
the best route to working with our suppl iers to 
keep the global temperature r ise below 2°C.

WHAT ARE YOUR ACHIEVEMENTS SO FAR? 

•  Efficiency improvements:  Since 2006 we 
have invested over £700 mil l ion in energy 
and refr igerat ion eff ic iency improvements. 
This has reduced emissions from our stores 
and distr ibut ion centres by 41% per square 
foot and del ivered absolute reduct ions 
against  our 2006 basel ine despite s ignif icant 
f loor area growth.  We wil l cont inue to invest 
in eff ic iency improvements to meet our 
targets .

•  Renewables:  We have switched to 100% 
renewable electr ic i ty in the UK and the 
Republ ic of I reland.  In Asia ,  we invested £8 
mil l ion in onsite generat ion in 2016,  with a 
plan to expand renewable onsite generat ion 
further.  We have successful ly developed a 
cost-neutral renewable electr ic i ty plan to 
2030 for the whole company.  This includes 
a commitment to ensur ing that the major i ty 
of our renewable electr ic i ty comes from 
renewable onsite generat ion and PPAs ( i .e . 
less than 50% from cert i f icates) .

WHAT ARE THE BENEFITS OF HAVING THE 
TARGET?

•  Climate change mit igation:  The science-
based target i l lustrates our commitment to 
the Par is  Cl imate Agreement and quant if ies 
Tesco’s r ightful contr ibut ion to achieve the 
goals set out under i t .

•  Motivation:  Our target has also been 
a source of motivat ion and pr ide for 
col leagues.

•  Supply chain engagement:  Our targets act 
as an example and offer us the opportunity 
to cooperate with our suppl iers to address 
cl imate change impacts and r isks .

“Science-based targets have 
helped us, for the first time, to 
align our efforts to act on climate 
change with those of the global 
community.”



•  Reputation:  The targets demonstrate our 
ser iousness in tackl ing cl imate change,  both 
to our investors and our other stakeholders . 
I t  is  also part  of meeting our business 
purpose to serve our shoppers and our 
communit ies .

DID YOU ENCOUNTER ANY CHALLENGES?

We successfully addressed a number of 
potential obstacles to ensure our science-
based targets were approved.

•  Awareness and education:  Outside of the 
sustainabi l i ty and cl imate change team, 
the idea of science-based targets was new 
and we needed to raise awareness of the 
concept before securing buy-in from others 
in the business.

•  Coordination:  As a food retai ler ,  our 
science-based targets touch on var ious 
funct ions from property to procurement . 
This required act ive engagement and 
coordinat ion across many internal teams to 
ensure their support  and input .

•  Agricultural emissions:  Emissions from 
agriculture represents around 70% of our 
supply chain emissions,  whi le the world 
is  also expected to produce more food to 
feed our growing world populat ion.  We 

incorporated these project ions into our 
model to set a separate reduct ion target 
for agr icultural emissions from other scope 
3 contr ibutors to recognise i ts  unique 
chal lenge.

•  Implementation strategy:  In order to secure 
execut ive approval for our science-based 
targets we developed a costed strategy with 
the Energy,  Property,  and Treasury funct ions 
of our business,  demonstrat ing that the 
targets could be real ist ical ly del ivered in the 
t imescales proposed.

WHAT IS THE WIDER IMPACT 
OF COMPANIES MAKING SUCH 
COMMITMENTS?

Science-based targets have helped us,  for the 
f i rst  t ime,  to al ign our efforts to act on cl imate 
change with those of the global community. 
This al ignment s ignals the direct ion of travel 
in the f ight against  cl imate change to al l of 
our stakeholders – including our investors , 
suppl iers and customers.  With more and more 
businesses sett ing science-based targets 
we also have the opportunity to encourage 
pol icymakers to raise their nat ional ambit ions, 
which wil l be vital ly important as they look 
to increase the levels of their Nat ional ly 
Determined Contr ibut ions (NDCs) every f ive 
years .

www.sciencebasedtargets.org

info@sciencebasedtargets.org /science-based-targets@sciencetargets
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