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We shall always know everything 
about our products 
 
We know where the raw materials come from, 
in which countries they have been grown, 
extracted or processed, and how the  
vitamins and minerals have been obtained.  
 
We know their environmental impact.  
This is the foundation of our certification: 
the same rigour that food manufacturers 
must follow, applied to our entire  
operation. From raw material sourcing  
to finished product.

We shall always be transparent 
about contents and manufacturers
 
OUR MANUFACTURING PROCESS ENSURES:  

- Which factories and subcontractors  
  manufacture our products.  
- Which standards they follow (GMP, FSSC,  
  ISO).  
- Which additives are used and why.  
- The quality control procedures and the   
  tests that are carried out.  
- The working conditions on site.  
  This is information we have, and  
  information we share.

We shall always push the  
industry in the right direction  
 

EXAMPLE MILESTONES:  

- Fibre-based caps that save 95% plastic  
  per container.  
- Refill pouches that make it easy to top  
  up instead of buying new.  
- A needs assessment that helps you take  
  what you need, nothing more.  
- Save A Pill, which reduces product  
  waste. Not because we wanted awards.  
  Because it was the right thing to do.

OUR LONG-TERM SUSTAINABILITY COMMITMENTS

GREAT RESPONSIBILITY CODES
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Thirty-nine years in the industry.  

Still learning. Still pushing forward.

2025 was the year others confirmed what we have known 

for a long time: that control across the full chain 

makes a difference. Apoteket AB, Sweden’s largest 

pharmacy chain, named us Sustainable Supplier of the 

Year. The Swedish Recycling Awards (Återvinnings- 

galan) recognised our fibre-based caps as Packaging  

of the Year. Sandbacka Science Park named us Sustaina-

ble Company of the Year. Three awards, three different 

perspectives, the same conclusion.

We certified the operation according to ISO 22000. Not the factory. The full chain, 

from raw material sourcing to warehousing. That makes us one of very few Swedish 

brand owners in the dietary supplements industry with that type of certification.

The fibre-based cap, developed with Swedish partners, rolled out at full scale.  

95% less plastic per cap. That is concrete. It shows. We also changed course during 

the year. We had set goals linked to the CSRD framework. When the EU adjusted the 

requirements for smaller companies, we chose to shift focus, from our own CSRD  

reporting to supporting our retailers in their sustainability work. That is where 

our data makes the most difference right now.

This is our eighth sustainability report. We have published one every year since 

2018. Not because we have to. Because transparency is part of the trust we promise.

2026 is about continuing to do the work. Quieter. More carefully. With the same 

persistence that brought us here.

Thank you to everyone who chooses to trust us. 

Patrik Falk
CEO Great Earth

The year  

others said what 

we don’t say  

ourselves

A WORD FROM OUR CEO
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OUR PURPOSE

Our vision Good Life — Great Earth is about 
a future where a good life nourishes a  

better world, for people and planet.

 

You have probably noticed what happens  

to the world when you feel well.  

Doesn’t it look a little better? 

Brighter and more hopeful?  

 

That is exactly what we want to nurture.  

We want to help you unlock your energy and strength, 

and let it spread to the people around you, creating 

a ripple effect.  

 

Because when we feel good, we simply have better  

conditions to make the world a slightly better place.

 

Support yourself.

Noticed how 

the world  

changes when 

you feel good? 
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GREAT EARTH – QUICK FACTS 2025

39 
years 

SINCE 1987

460 000 
NEEDS ASSESSMENTS  

CONDUCTED

2043kg
PLASTIC SAVED  

THROUGH REFILLS

0,0057%95 %
SCANDINAVIAN  

PRODUCTION

0,8% 
SICK LEAVE

14

3st
SUPPORT YOUR LOCAL PLAN

ET.   SUPPORT YOUR LOCAL P
LA

N
ET

.

DEFECT RATE

EMPLOYEES

SUSTAINABILITY  

AWARDS 2025

1050 
PHARMACIES IN SWEDEN

ALL MAJOR CHAINS
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Business  
development  
with  
responsibility

PACKAGING THAT REDUCES PLASTIC
Since 2022 you have been able to refill your container instead of buying a  

new one. Each refill pouch uses 95% less RPET compared with a new container. 

In 2025, customers who chose refill saved 2,043 kg of plastic. Fibre-based 

caps, developed together with Blue Ocean Closures, save additional plastic.  

If all caps are replaced with fibre, that amounts to 2.6 tonnes less plastic 

per year. It is not about being first. It is about reducing the amount of 

plastic you bring home from the pharmacy. 

THE RIGHT PRODUCT FOR THE RIGHT NEED
Choosing dietary supplements should be simple, not confusing. Great Earth’s 

digital needs assessment asks a few questions about lifestyle, diet and goals 

and gives a personal recommendation. Nothing more. During 2025 the assessment 

was refined to become more accurate. More parameters, better matching, more 

personalised results. So that you know what to take, and why it suits you.

The goal remains the same: fewer people standing at the shelf guessing, and 

more people knowing what they take.

INDUSTRY RESPONSIBILITY
More players in the industry now offer refill and needs-based tools. That is 

good. When more companies do the right things, expectations rise for everyone. 

Our part is to keep focusing on what we control, and on what we can influence 

together with others. During 2025 we worked with our pharmacy partners to 

adjust ordering patterns and reduce the number of shipments, without  

affecting capital tied up in stock or service levels to the end customer.  

It doesn’t show on the shelf. But it shows in the chain. And it is in the chain 

where it is decided whether a dietary supplements company means business.

OUR INDUSTRY

The dietary supplements industry is growing.  
With growth comes more players, more products and 
more choices. That demands more. Of contents, of  
packaging and of how we as an industry make it easier 
for you to choose right.

Great Earth drives development where it makes the 
most difference: in the packaging you open, in the 
assessment that helps you choose, and in the chain that 
ensures what you take is exactly what the label promises.
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Our sustainability work is organised around five focus areas: 

HEALTH, FOUNDATION, INSIDE, OUTSIDE AND RELATIONS.  

The structure exists to create clarity, both for us and for  

you as a reader. Each area has measurable goals and is reported 

with figures, progress and challenges.

The structure reminds us to start at the right end. Not with 

what we think about our products, but with what they actually 

solve for real people.

OUR FIVE FOCUS AREAS

HEALTH		

   THE FOUNDA
T
I
O
N
	

	

INSIDE		
       

 OU
TS
ID

E	
  
  
 R
EL
AT
IO
NS
SH
IP
S

Built in.  

Not  

bolted on. 
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Support your wellness Support your core Support your inside Support your outside Support your relations
HEALTH THE FOUNDATION INSIDE OUTSIDE RELATIONS

VÅRA FEM FOKUSOMRÅDEN

We improve together with others. 

Here we present partnerships 

with pharmacy chains, supplier 

collaborations, industry  

initiatives and the recognitions 

that confirm the work delivers 

results.

The product must be protected, 

transported and packaged with  

as little impact as possible. 

Here we report on packaging 

materials, transport, fill rates 

and CO2.

What is in the product?  

Does the content match the label? 

Here the focus is on raw  

materials, product quality,  

complaint rates and the ongoing 

work to reduce environmental 

impact from manufacturing.

You who take our products  

should be able to trust that  

they deliver what they promise.  

That starts with the people  

behind them. Here we report  

on employee wellbeing, sick  

leave and the partnerships  

that connect directly to health.

Trust requires systems. Here we 

present policies, risk management, 

certifications and the quality 

assurance that allows us to stand 

behind every product, from raw 

material sourcing to finished  

container.
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Support  

your  

wellness
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When  

the body 

changes  

the rules

Hormonal changes affect sleep, concentration and energy. Regardless of 
gender. Yet most workplaces have no plan for it. Great Earth introduced its 
menopause policy in 2021, four years before The National Board of Health and 
Welfare published Sweden’s first national guidelines for menopause care.  
The policy rests on three pillars:

Education for all 
All employees are trained 

in how hormonal changes 

affect cognition, sleep 

and performance.  

Knowledge reduces stigma 

and makes it easier to 

seek care in time.

Talk as routine 
It should be normal to say 

”the brain fog just hit.” 

The conversations are for-

malised in development dia-

logues and check-ins, embed-

ded in our systematic work 

environment management.

Support, not diagnosis 
When needed, there is a  

rehabilitation pathway.  

We do not prescribe.  

Our role is to create time, 

trust and flexibility so  

that evidence-based care  

can do its job.

The policy had a gap: it originally covered menopause only. Since 2025 it also 

includes andropause, so that all employees are covered.

When The National Board of Health and Welfare published its guidelines in October 

2025, we carried out a gap analysis. In the areas relating to the workplace, 

knowledge, dialogue and supportive conditions, we already met the requirements.

Employees who feel well make better decisions, make fewer mistakes and last 

longer. In a company of 14 people, that shows in every container that leaves  

the warehouse.

HEALTH
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GOOD LIFE – GREAT WORKPLACE
Wellbeing is not a perk. It is a prerequisite. All 

employees have 30 minutes of paid walking time every 

working day, a wellness allowance, profit sharing, 

six weeks of annual leave and free access to our own 

products. We make dietary supplements to help people 

feel better. So we start with our own.

Development and learning are in focus. All employ-

ees are updated annually on the business plan and 

have regular conversations about individual goals. In 

spring 2025 we held our first Health and Sustainabi-

lity Week, a full week of skills development, hands-

on activities and a focus on wellbeing. All employees 

took part. The week will now be an annual event.

 

0,8% SICK LEAVE RATE
The sick leave rate fell from 1.01% (2024) to 0.8% in 

2025. That is well below the national average of 2.5 

to 4%. With many young parents on the team, we see 

some absence as both natural and healthy. The figure 

is not a target in itself. But it confirms that the 

foundations work. 

EXTERNAL AUDIT 
During 2025, Sandbacka Science Park carried out an 

independent sustainability assessment of our operations. 

Great Earth reached the highest category in their SRL 

model (Sustainability Readiness Level). The assessment 

particularly highlighted the inclusive work environment, 

low sick leave and low staff turnover.

Gender distribution 2025
Management 

40% Women
60% Men

BOARD

33% Women
67% Men

Empluees 

71% Women
29% Men

67+33+A 40+60+A 30+70+A	

The people behind  
the product

HEALTH

In a company of 14 employees, there is no one to hide behind. Every decision, every quality check, every 
customer contact lands with someone who has a name and a responsibility. That demands a lot. It also 
creates something that is hard to copy: a workplace where everyone sees the full picture.
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Support  

your  

core
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Quality,  
all the way
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THE FOUNDATION

BUILT TO BE SCRUTINISED
In December 2025, Great Earth was certified according 

to the international standard for food safety. 

The certification covers the full chain: from raw 

material sourcing and purchasing to warehousing and 

management decisions. What that means in practice is 

described on page 20.

That requires everything to be documented. All 

processes, management processes, core processes and 

support processes, are mapped to 100%. Not to satisfy 

an auditor. Because that is how you know what you are 

doing, and can prove it.

THE NUMBERS THAT SPEAK
A complaint rate of 0.0057% in 2025. What that means 

in an industry context, we report on page 21.

95% of production takes place in Scandinavia.  

That means shorter lead times, better control and  

a lower carbon footprint from transport.

A STABLE BUSINESS IN A TOUGH YEAR
During a year when large parts of the retail industry 

issued profit warnings, Great Earth improved its 

profitability (EBITDA +3%). With a presence in all 

Swedish pharmacy chains, over 1,050 pharmacies, and a 

digital needs assessment that helps customers choose 

right, the business model rests on a broad foundation.

Most supplement companies rely on their 
contract manufacturers to manage quality. 
That covers the production — we chose to 
certify the entire operation.
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Which supplements do you actually need?  
The question is simple. The answer depends on who 
you are, how you live and what your body is lacking. 
Since 2021, 460,000 people have used Great Earth’s 
digital needs assessment to find out.

Needs assesement –  
better & improved!

The assessment asks a few questions 

about lifestyle, diet and goals. 

You get a personal recommendation. 

Simple to complete, just as it was 

from the start.

What has changed is behind the 

scenes. During 2025 we rebuilt the 

scientific foundation. The assess-

ment is now based on the Nordic 

Nutrition Recommendations 2023, 

EFSA’s (European Food Safety  

Authority) framework for upper  

limits and our own collective  

expertise in nutrition. That means 

the recommendations are better 

tailored to you as an individual, 

and that they stay within scienti-

fically safe limits.

The customer benefit is twofold. 

You avoid buying products you do 

not need, saving money and reducing 

unnecessary consumption. And you 

can trust that the recommendation 

rests on the same quality thinking 

as the products in the container.

THE FOUNDATION

 
460 000  

and counting!  
There is a strong demand for  

guidance on which supplements  

to choose based on individual  

needs and life situation.
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SUPPLIERS AND RAW MATERIALS
All suppliers are assessed annually, or immediately if there are 

significant changes in their operations. A Code of Conduct sets 

requirements for human rights, working conditions and environmental 

protection. Manufacturers must meet international food safety 

standards. Those that do not, we do not work with.

PRODUCT SAFETY
Every raw material is risk-assessed. Testing frequency is  

determined by the risk level, in accordance with the certification 

requirements and HACCP principles. Analyses are carried out by 

independent third-party laboratories.  

The result: a complaint rate of 0.0057% in 2025.

OPERATIONS
Risks are identified and managed on an ongoing basis in daily 

operations. Once a year, all risks are reported to the board, 

together with actions taken and progress made. That means no 

risk is simply noted. It is followed up, measured and reduced.

Risk management at Great Earth follows the same logic that runs 
through everything else: we control the full chain. From the boardroom 
to the laboratory. The certification provides the framework. Day-to-day 
operations provide the discipline.

Control is not  

a document.  

It is a habit.

THE FOUNDATION | RISK MANAGEMENT
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Great Earth controls more than the product. We control how the operation works.  
The entire business model is process-mapped at three levels.How the chain works

THE FOUNDATION | BUSINESS MODEL

MANAGEMENT
Strategic planning, risk management, in-

ternal audits and continuous improvement. 

This is where decisions are governed and 

followed up. It means quality issues never 

stay within a single department. They reach 

the management table.

CORE PROCESSES
From product development and supplier 

assessment via purchasing, labelling and 

warehouse management to marketing, sales 

and distribution. The chain ends with you 

as the end customer, whether you shop at a 

pharmacy or online.

SUPPORT PROCESSES
Underpinning everything is food safety: 

hazard analysis (HACCP), document control, 

non-conformance management, validation  

and recall procedures. Complemented by HR, 

finance, work environment and IT. This is 

the layer that catches errors before they 

reach the container.

STRATEGY

PRODUCT  
DEVELOPMENT

WAREHOUSING &  
DISTRIBUTION

FOOD  
SAFETY

RISK

HR&IT

PROCUREMENT

MARKETING

MONITORING

FINANCE

LABELING

SALES

Most dietary supplements companies manage 

production and sales. Few have mapped every 

process, from management decisions to complaint 

handling, in a unified system. That is the dif-

ference between hoping quality holds and knowing 

it does. And for you as a customer, it is the 

difference between having to trust a label and 

being able to trust the full chain behind it.
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Support  

your  

inside
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A journey
towards
minimal
impact
Omega 3 is a fatty acid the body 
cannot produce on its own.  
It needs to come from outside.  
The question is from where, and 
how clean the source is.

INSIDE | OMEGA 3 VEGAN

GROWN ON LAND 

No overfishing. No impact on marine ecosystems.

CLEANER FOR YOU 

Free from heavy metals and contaminants that can be present  

in marine-based sources. What you swallow should be clean.

FOR EVERYONE 

Vegan. Also suitable if you do not eat fish or shellfish.

EASY FOR THE BODY TO ABSORB 

Algae-based Omega 3 has high bioavailability.  

Your body uses more of what you take.

Great Earth’s Omega 3 has made three journeys. The first 

was fish-based. We certified the product and placed GPS 

coordinates for the catch location on every container.  

You could trace the contents all the way back to the sea.

Then we switched to krill. Lower in the food chain,  

lower risk of overfishing, a cleaner raw material with  

less accumulation of heavy metals.

But we wanted to go further. In 2023 we launched a vegan 

Omega 3, extracted from algae grown on land in stainless 

steel tanks in the Netherlands. No overfishing. No heavy 

metals. Free from the contaminants that can accompany  

marine-based sources. Since 2024, our Children’s Omega 3 

also uses the same algae-based raw material, so that even 

the youngest get a cleaner product.

The journey took time. Every step was about the same thing: 

a cleaner product for you, without compromising on quality.
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The  
full chain,  
certified

Until 2025, Great Earth was certified  
according to Certified for Self Care, the 
Swedish industry association’s national  
management system. It worked.  
But it  was a national standard, designed  
for the industry by the industry.

We chose to switch to ISO 22000, the interna-
tional standard for food safety. Not because 
the old system was inadequate. Because we 
wanted to be measured against the same  
requirements as food manufacturers, globally.

INSIDE | ISO CERTIFIED

WHAT IT MEANS IN PRACTICE
ISO 22000 requires documented procedures for every 

step where something can go wrong. Risks are  

identified, actions planned, results followed up.  

This does not apply to a single factory.  

It applies to us. In concrete terms, it means we have:

* Documented control of raw material sourcing and suppliers

* Systematic monitoring of warehousing and handling

* Non-conformance management procedures across the full chain

* External audits by a certification body, annually

WHAT IT MEANS FOR YOU
You should be able to trust that the contents of 

the container are exactly what the label promises. 

The certification ensures that control works at 

every step, not just the last one.

It may sound technical. But in practice it comes 

down to one thing: you do not have to wonder 

whether what you take delivers what it promises.

WHY WE WENT ALL THE WAY
We could have settled for our contract  

manufacturers’ certificates. That meets the  

requirements. But it means someone else owns  

the control. We chose to own it ourselves.  

More work, more audits, stricter demands on  

ourselves. But it was the right thing to do. 

 

Trusted. Every step.
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Quality first. 
Always.
57 complaints on over one million products sold. 
That was the result in 2025. A complaint rate of 
0.0057%.

To put the figure in perspective: a typical  
complaint level in the food industry is between 
0.5 and 2%. Companies with mature quality  
systems aim to get below 0.5%.

Behind the figure is ISO 22000 and the  
systematic work described on the previous page. 
Not chance.

INSIDE | QUALITY

CODE OF CONDUCT
All suppliers and partners are covered by a Code  

of Conduct that sets requirements for human rights, 

working conditions and environmental protection.  

It is not a document gathering dust. It is the  

foundation for being able to account for every  

ingredient in every container.

COMPLAINTS OVER TIME

2023: 74 complaints.  

2024: 47 complaints.  

2025: 57 complaints.

The increase from 2024 to 2025 is explained by a  

higher sales volume. The complaint rate remained  

in the same range. We report the figure openly,  

every year, so that the trend is visible.
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Support  

your  

outside
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OUTSIDE

Less plastic. 
Better grip

In 2024 we launched fibre-based screw caps in part-
nership with Blue Ocean Closures. During 2025, the 
full-scale rollout began. Every new production batch 
gets fibre-based caps. We do not replace existing 
stock early, that would be wasteful. But the direction is 
set: the entire range is switching over. Each cap made 
of cellulose fibre saves 95% plastic compared with a 
traditional plastic cap. Multiplied across the full range, 
that amounts to 2.6 tonnes less plastic per year.

WHAT THE CONSUMER SEES
RISE (Research Institutes of Sweden) carried out an 
eye-tracking study in a pharmacy setting. 9 out of 10 
participants chose Great Earth’s packaging as the most 
environmentally friendly. The heat map data shows that 
the eye is drawn to the fibre-based cap. The brown ma-
terial signals something other than plastic, without us 
needing to explain it on the label.

In a customer survey among those who bought products 
with fibre-based caps during the pilot, 95% said they 
prefer the fibre-based cap over plastic.

WHAT THE RETAILERS SEE
Desiré Cichy, Project Manager Sustainability, Apotea 
(Sweden’s leading online pharmacy):
”Replacing plastic with paper while maintaining functio-
nality is no simple task, but Great Earth has managed to 
find an innovative solution.”

Amelia Sjöberg, Sustainability Developer, Apotek Hjärtat 
(one of Sweden’s major pharmacy chains):
”The cap also becomes a conversation starter about  
sustainability in the meeting with the customer.”

WHAT THE CONSUMER FEELS
The fibre-based cap provides a natural friction that 
plastic lacks. Less force is needed to grip and twist. 
That is better for everyone, but crucial for those with 
reduced hand function. More on page 25.
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OUTSIDE | CIRCULAR PACKAGING

The Swedish Recycling Awards (Återvinningsgalan) is one of Sweden’s most  
established recognitions in recycling and sustainability. To be nominated, a  
packaging solution must meet the Swedish Producer Responsibility Organisation’s 
strict criteria for recyclability. It is not a popularity contest. It is a technical validation.

IN 2025, GREAT EARTH AND BLUE OCEAN CLOSURES WERE AWARDED PACKAGING OF THE YEAR.

 
JURY STATEMENT:

”The dietary supplements company is the first in the world to use a new closure made of 
recyclable cellulose fibre, replacing the coloured polypropylene caps previously used.”

The award was presented in Stockholm by Helena Nylén, CEO of the Swedish Producer  
Responsibility Organisation, and Åsa Stenmarck from The Swedish Environmental  
Protection Agency.

Already in 2024, the same collaboration was recognised at the Packnorth Awards, where the 
solution won both the Circular & Sustainable Packaging category and the main prize.

Two awards, two jury panels, the same conclusion: changing the material makes a difference.

Packaging  
of the Year
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OUTSIDE | CIRCULAR PACKAGING

When we developed the fibre-based cap, the goal was to 
reduce plastic. Accessibility was not in the specification.  
It turned out that cellulose fibre provides a natural friction 
that plastic lacks. Less force is needed to grip and twist.  
A side effect that became more important than we anticipated.

Better for  
everyone.  
Essential  
for some.

Over one million Swedes live with rheumatism 

or reduced hand function. For them, a tightly 

fitted plastic cap can be a barrier in everyday 

life.

During 2025, TV4 News covered how the fibre-ba-

sed cap makes a difference. The Swedish Rheuma-

tism Association took part and highlighted the 

packaging as an example of universal design. 

 

The Swedish Rheumatism Association chose Great 

Earth’s fibre-based cap as an example when they 

launched their ”Easy to Use” certification.  

Not because we are certified. Yet. The seal  

beneath the cap needs to become easier to  

remove for those with reduced hand function. 

Once that is solved, we will certify.

95% less plastic. Easier to open.  

The same product protection.

Those were not three separate goals.  

It was the same cap.

Stina Nordström, Secretary General of  

The Swedish Rheumatism Association:

”This is a wonderful example of when 

sustainability and accessibility go  

hand in hand. You reduce the plastic 

dramatically, but you also make life 

easier for 1.5 million people in Sweden 

who have reduced hand function.”
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Our containers are made of RPET (recycled PET plastic) and last at least eight years 
according to testing. That makes them far too good to use once. The refill pouches 
contain the same product, in packaging that uses 95% less plastic. The pouch is sorted 
as paper. It is cheaper. And it is flat, so it goes straight through the letterbox.

Since launch in 2022, refill has grown  
to nine products and is sold via our own 
e-commerce, at pharmacies and through  
retailers. In 2025, enough customers  
chose refill to save 2,043 kg of RPET.

A refill pouch is small. But the choice 
it represents is not. Every pouch that 
replaces a new container is plastic that 
never needed to be manufactured.

HOW IT WORKS 
 
1. Keep your container 

2. Buy a refill pouch, in store or online
 
3. Top up
 
4. Recycle the pouch with your other paper

OUTSIDE | REFILL

You bought the container. 
Why buy a new one?
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OUTSIDE | SAVE A PILL & FILL RATE

Since 2022 we sell those products 
via Save A Pill on our own  
e-commerce, at a lower price.  
With a complaint rate of 0.0057%, 
we are talking about very few  
containers. But a good product 
should never be discarded because 
the packaging is not perfect or 
because our planning was not.

What started as a way to reduce 
waste became a sales channel of 
its own. And something happened 
internally. The team began handling 
these products with the same care 
as the rest of the range. Every 
container was packed and shipped 
with the same precision. No B-grade 
product. Just a good product that 
deserved a second chance.

The equation has not been simple. EU legal  
requirements on text size set a ceiling for 
how small the container can be. 77% is the 
optimal balance between container size,  
labelling requirements and product protection.

THE RESULT 
the EU’s new fill rate requirements, which come 
into force in 2030, are already met. The last 
few percentage points are harder. Each item 
requires its own solution, and the EU’s  
requirements on label legibility set a lower 
limit for container size.

The next step is refill. A refill pouch requires 
a fraction of the material compared with a  
new container. That is how we reduce packaging 
material further, without compromising product 
protection.

It is what’s inside 
that counts

More content. 
Less air.

Sometimes a container gets damaged during transport. Sometimes 
the best before date approaches because we misjudged the sales 
volume. Sometimes we change the design and the old packaging  
is left over. The contents are the same. The quality is intact.

Every container transported half-full means unnecessary material 
and unnecessary shipments. Since 2021, the fill rate in our packa-
ging has increased from 65% to 77%. During 2026 we will address 
the remaining items with the goal of reaching 79%.

From 65% to 
77% fill rate!
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Shorter routes, fewer flights, more questions

Import-related CO2 emissions fell by 57% in 2025, 

despite the number of shipments increasing by 48%. 

The explanation: better purchasing forecasts meant air 

freight instances dropped from 11 to 2. During 2024 we 

were forced to fly in products that had sold faster than 

expected. Better planning resolved most of it, but we 

will always prioritise the product being available. 

 

 

Customer shipments increased by 5%. Growth and exports 

to new markets, primarily Norway and Albania, drive the 

increase. In the Swedish market, where Postnord improved 

their emissions data, we reduced CO₂ per shipment by 

just under 5% despite more deliveries.

We have also worked with our retailers to adjust 

ordering patterns and reduce the number of shipments 

without affecting service levels (read more on page 30).

OUTSIDE | LOGISTICS

CO2 EMISSIONS (KG)

CO2 EMISSIONS (KG)

IMPORT

CUSTOMER SHIPMENTS

80 000

60 000

40 000

20 000

20222021 2023 2024 2025
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In 2021 we moved 95% of production from the USA to Scandinavia. That was the single most important decision to reduce 
the climate impact of transport. Four years on, the effect is clear in the figures, but the picture is not straightforward.

AIR FREIGHT

Sometimes products sell faster than planned. That leaves us 

with a choice: wait for sea freight and risk empty shelves, 

or fly the products in so that you as a customer are not 

left without what you rely on. We have chosen the latter.

In 2024 it happened 11 times. In 2025 the number was 2. 

The difference comes down to better forecasts and closer 

dialogue with our manufacturers. But we will never promise 

zero, because if the choice is between an empty pharmacy 

shelf and an air freight shipment, we choose the air 

freight.

EXPORTS AND GROWTH

Deliveries to Norway and Albania increased during the year. That 

means longer transport distances and higher CO2 per shipment. We 

see it as a natural part of growth, but it demands more of how we 

plan and pack. Fill rate per pallet is a focus area going forward.

E-COMMERCE

During 2025 we switched to plastic-free, FSC-certified 

corrugated mailers for e-commerce shipments. That reduces 

plastic use in customer deliveries and is a concrete step in 

taking responsibility for the full journey to your door.
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RELATIONS | PARTNERSHIPS

Trust across the full chain requires partners who hold the same standard. 
No chain is stronger than its weakest link. These are the partnerships that 
made the greatest difference in 2025.

PHARMACY CHAINS

Pharmacies are more than sales channels. During the year 

we worked with several chains to change ordering pat-

terns. The result: fewer shipments from our warehouse, 

without affecting capital tied up in stock or service 

levels to the consumer. Each order line saves 13 minutes 

in receiving handling at the retailer. It doesn’t show on 

the shelf. But it shows in the chain. That Apoteket AB, 

Sweden’s largest pharmacy chain, then named us Sustai-

nable Supplier of the Year, without us knowing we were 

being evaluated, confirms that the partnership works 

both ways.

BLUE OCEAN CLOSURES

They developed the technology. We were first to com-

mercialise it. During 2025, fibre-based caps rolled out 

across the full range. Now we are helping BOC reach 

more industries and more customers. The technology that 

started in a dietary supplements cap can work across the 

entire FMCG sector. Read more about the fibre-based cap 

and the results on page 23.

 

 

 

THE SWEDISH RHEUMATISM ASSOCIATION

The accessibility of the fibre-based cap was covered by 

TV4 and The Swedish Rheumatism Association in 2025 (see 

page 25). The partnership continues. The goal is an Easy 

to Use certification.

UN GLOBAL COMPACT

Seventh year as a member. The membership provides the 

framework for how we work with human rights, working 

conditions and the environment across the full supply 

chain. It is not a badge on the wall. It is the structure 

behind our Code of Conduct.

Better  
together
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RELATIONS | RECOGNITIONS 2025

During 2025, Great Earth was assessed by three independent bodies.  
All arrived at the same conclusion: the way we work, works.

SUSTAINABLE SUPPLIER OF THE YEAR

Apoteket AB, Sweden’s largest pharmacy chain, named  

Great Earth Sustainable Supplier of the Year 2025.  

The motivation highlighted the combination of sustainable  

product development and a focus on health and wellbeing.

It is Apoteket’s own assessment, based on how we deliver 

in practice. The award was presented at their supplier 

meeting in front of 400 attendees. We did not know it was 

coming. Apoteket had evaluated us on their own initiative.

SUSTAINABLE COMPANY OF THE YEAR

Sandbacka Science Park named Great Earth Sustainable  

Company of the Year in the region. The recognition  

is given to companies that contribute to sustainable  

development in Gävleborg.

For us, it confirms that the sustainability work is  

noticed, even outside the industry.

Two awards, one audit  
– same conclusion

SUSTAINABILITY AUDIT: HIGHEST LEVEL

The University of Gävle and Sandbacka Science Park 

carried out an independent sustainability audit of the 

operation during the year. The result:

* Ranked 6th among participating companies in environmental performance

* Ranked 7th in social sustainability

* Highest category in Sustainability Readiness Level (SRL)

The audit examined everything from climate impact and  

resource management to working conditions and governance. 

That a company of fifteen employees places at the top  

and reaches the highest SRL level shows that rigour  

matters more than size.
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FOLLOW-UP ON SUSTAINABILITY GOALS 2025

In last year’s report we set four goals for 2025. Here we report the 
outcome. Two goals were met. Two were adjusted along the way.

NEEDS ASSESSMENT 2.0

The needs assessment continued to grow 

during 2025. The personalisation was 

deepened so that recommendations better 

reflect individual needs. The principle 

remains the same: take what you need, 

nothing more.

EMBED SUSTAINABILITY IN CULTURE

Sustainability should live in day-to-day 

work, not in a document. During 2025  

we held our first Health and  

Sustainability Week with the entire  

company. The response was so positive  

that it will now be an annual event. 

Great Earth has had a menopause policy 

since 2021. During 2025 it was broadened 

to include andropause, so that the policy 

now covers all employees. In the same 

year, The National Board of Health and 

Welfare published Sweden’s first national 

guidelines in the area. This was comple-

mented by an independent sustainability 

audit that confirmed an inclusive work 

environment with low sick leave and low 

staff turnover.

THE VALUE CHAIN: TRANSPORT AND LOGISTICS

The goal was to make the value chain more 

efficient. We chose to start at the other 

end: with the retailers. During the year 

we developed business cases showing how 

changed ordering routines reduce the 

number of shipments from our warehouse, 

without worsening their capital tied up in 

stock or service levels to the consumer. 

Each order line saves 13 minutes in  

receiving handling at the retailer.  

Several have adopted the new approach, 

some remain. Fewer shipments also mean 

less packaging to handle.

In parallel, we launched plastic-free, 

FSC-certified corrugated mailers for 

e-commerce. And 95% of production now 

takes place in Scandinavia.

Air freight occurred on two occasions 

during the year. That is not acceptable in 

the long term. We have strengthened the 

logistics organisation to avoid it going 

forward.

CSRD PREPARATION

We had set a goal to prepare for CSRD 

reporting with a focus on Scope 1 and 2. 

During 2025 the EU adjusted the  

requirements, and companies of our size 

were excluded. We chose to shift focus: 

instead of our own CSRD reporting, we  

now support our retailers in their  

sustainability work. That is where our 

data makes the most difference.

We continue to publish our sustainability 

report, as we have done since 2018.  

Not because we have to. Because it is  

part of the trust we promise.

How did we do?
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SUSTAINABILITY GOALS 2026

Four goals. All measurable. All possible to follow up  
in next year’s report. Shared focus: more control,  
more transparency, less plastic.

Climate data at product level
During 2025 we mapped emissions at  

operational level. The next step is  

to calculate the footprint of each  

individual product, from raw material  

to transport.

That means collecting climate data from 

manufacturers and freight companies, 

product by product. We start with our 

ten largest products and work outward 

from there.

 

 

 

 

Data support for retailers’ reporting
The EU’s new sustainability reporting 

requirements (CSRD) mean our retailers 

need data from their suppliers. Climate 

data per product (see goal 1) is part  

of the picture. But CSRD covers more  

dimensions: social conditions, supply 

chain traceability, environmental data.

During 2026 we will adapt our systems 

to deliver the data that pharmacy chains 

and other partners need. Which data is 

needed, they determine. That it is avai-

lable on time, that is our responsibility.

Packaging audit
The EU’s forthcoming Packaging and 

Packaging Waste Regulation (PPWR) sets 

new requirements for reduced waste and 

increased recycling. We have already come 

a long way with fibre-based caps, refill 

and improved fill rates. But we need to 

review the full packaging portfolio sys-

tematically.

The goal is to ensure we meet forth- 

coming requirements before they come 

into force. The same principle as with 

fill rates: we do not wait for  

regulations to force us.

New material solutions for the container
The caps are on their way. During 2025  

we took the decision to switch to fibre- 

based caps across the full range.  

The transition is ongoing, in pace with 

new batches being produced.  

The next question is the container.

During 2026 we begin exploring material 

solutions that could replace today’s RPET 

container. It is early, and we promise no 

finished answers during the year. But the 

direction is clear: we want the entire 

package, not just the cap, to be possible 

without plastic.

This is our focus  
for 2026

Four goals that all come down to the same thing: know more, show more and use less
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The food we eat contains less and less nutrition.  
It is becoming harder to meet the body’s needs through diet alone.  
At the same time, awareness of what we put in our bodies is 
growing, and so is the demand to be able to trust what we take. 
Four years remain until 2030. Much of the foundation is already  
in place. Here is where things stand, and what remains.

Personalised dietary supplements 
A digital needs assessment that gives personal recommendations based on life-

style, diet and goals. You take what you need, nothing more. Next step: deeper 

personalisation and better follow-up, so that the recommendation evolves with you.

Sustainable raw materials 
95% of production takes place in Scandinavia. Shorter transport routes, better 

control, fresher products. Next step: continue moving production closer and raise 

the bar on raw material sourcing. Every ingredient should be traceable, sustaina-

bly produced and chosen because it is the best option for the product.

Circular economy 
Fibre-based caps across the full range. Refill pouches that save 95% plastic.  

77% fill rate, already within the EU’s 2030 requirements. Next step: less materi-

al where possible, better material where needed.

Our journey towards 2030 is about the same thing as the past 39 years. Control 

across the full chain. Products you can trust. And a promise that holds over time.

FORWARD | 2030

What is  

a good life 

in 2030?
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Thank you to our employees  
who do this work every day.

Thank you to the pharmacies that hold us,  
and the industry, to a higher standard.

Thank you to our partners who develop with us.

And thank you to you, for choosing  
to care about what you take.

S
UP
P
OR
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greatearth.se

YO
UR
SELF
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Good life
Great Earth.


