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To bring you quality organic drinks that are fine on the palate, 
kind to the planet and fair on the pocket.

Our Purpose

We want everyone to think organic and drink organic because we 
believe it’s better for you and better for the planet.

Our Vision

Sustainable 
We do our best for the environment, respect nature; 

and we will always be 100% organic. 

Ethical
Our choices in all that we do are ethically led.

Continually improve
To innovate, evolve and remain profitable whilst 

always delighting our customers. 

Listening
We listen to our community of employees, customers and 
suppliers (our stakeholders) for what they can teach us.

Inclusive & fun
We are inclusive, respect personal differences, embrace diversity, 

and we aim to have some fun.

True delivery
We provide friendly, kind and  
reliable service at all times. 

Our ValueS

Cover shot Château Couronneau-Bordeaux. Certified Organic & Biodynamic



Our business was formed back in 1986 to 
promote and sell exclusively a selection of 
organic wines to UK drinkers. That put us 
right away in the green and ethical sector 
of doing business. We were not doing it 
because we thought it was fashionable, or 
lucrative, it was what we believed in for our 
business model. Back then the questions 
were always ‘is it made from carrots?’ and 
‘has it got alcohol in it?’ (ironically a more 
poignant question these days!) 

In the same way an inspiring teacher can change the course 
of your life, it was much the same with most of the early 
organic wine producers we met on our research travels 
around France. They were showing us exactly why organic 
was the best way, the only way. Not using harsh toxic 
long-life chemicals, encouraging biodiversity, maintaining 
healthy jobs in the countryside, helping maintain better 
social culture, and aside from this producing the best 
quality authentic wine too. This all resonated deeply with 
us, and the fact we could help by importing and selling their 
products with the wider organic message, whilst earning 
a crust ourselves, completed the virtuous circle. Ferries 
across the channel, camping in the vineyards and storing 
wine in the hallway – happy days! 

Close on 40 years later, we feel the same: there is still 
no reason not to choose organic or biodynamic. We have 
other names now to contend with and explain (natural, 
regenerative, sustainable, for example), but our Mission 
remains: 

To bring you quality organic drinks that are fine on the 
palate, kind to the planet and fair on the pocket.

Neil Palmer & Lance Pigott – Directors

Leadership  
Letter

They were 
    showing us
exactly why  
       organic was 
              the 
    best way,  
          the only way
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We are delivering good products to the market, not 
producing them. We run a business that has an impact in 
every area with stakeholders, producers, customers and 
the wider community. We knew there needed to be further 
thought on how we ran the business that went well beyond 
the organic certificates. The (BIA) B Impact Assessment 
is a tool which allows you to measure and go beyond, 
looking into all areas of governance, workers, community, 
environment and customers. We were already doing a lot, 
including carbon measurement and offsetting since 2005, 
with all our energy coming from 100% renewable sourced, 
recycled packaging etc, but on hearing about B Corp it 
seemed that we could push ourselves that bit further 
and be an even better and more responsible and robust 
business for the future. 

It’s true we have had to dig deep with the B Corp process, 
and we recommend getting help from a good B Corp 
consultant. Take the jump, and the parachute will open, as 
the saying goes – there is plenty of support out there. We 
continue to do our best, and recognise that perfection is 
not the destination, but a series of small wins all adds up 
and a new determination and mindset within our business 

is apparent. Paper 
and energy use are 
already down and we 
have also installed 
our own HVO tank 
for our vehicles. In 
addition, we continue 
to work with our 
suppliers to try 
and bring average 
bottle weights down 
and unnecessary 
packaging, as well 
as introduce new 
packaging formats to 
lower carbon, such as 
cans and bag in box. 

Journey to 
certification

IMPACT REPORT
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Our first verified 
 B Impact score (2023)

90.1

Governance

14
Workers

26
Community

19.4
Environment

27.1
Customers

3.4

50.9

80

Median score for an 
ordinary business

Qualifies for B Corp 
certification

We look forward to many ‘better vintages’ in the future! 

Re-certification 
ambitions 
We are due to re-certify in 
September 2027, by which 
time we expect to be certifying 
under the new version 7 B Corp 
standards, which will not be 
scored, therefore our aim is to 
pass all mandatory standards and 
remain B Corp certified.  

VINTAGEROOTS.COM
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Steve Lewis – General Manager
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These are the things that we had in place in June 2024 and 
still have in place in June 2025, to ensure we are reducing our 
environmental impact. Some things we already had in place 
before we embarked on the B Corp journey, and others we 
implemented as part of our B Corp improvement journey to 
become more socially & environmentally responsible: 

Environment 

•	�We only buy & sell certified organic beverages, 
whose production reduces toxic substances 

•	�We have an environmental policy documenting 
our organisation’s commitment to the environment 
with objectives and quantifiable targets for 
environmental reductions in our operations

•	�We do annual greenhouse gas footprint reports 
for our whole business 

•	�We purchase carbon credits to offset our scopes 1 
& 2 GHG emissions 

•	�We monitor usage and have set intensity targets 
(e.g. relative to pounds of revenue, volume 
produced, etc.) that are being monitored 

•	�We’re on a 100% renewable energy tariff with  
Good Energy 

•	�We separate all waste streams to go for recycling in 
our office & warehouse 

•	We regularly monitor and record water usage 

•	�Our packaging materials are certified to meet 
independent standards for environmental impact, 
i.e. FSC-certified and recycled cardboard 

•	�Our packaging is recyclable and provides 
instructions on how to recycle it correctly

•	Our packaging is non-toxic 

•	�75-99% of materials used in our products are 
recyclable or biodegradable 

•	�75-99% of materials used in our products are 
from recycled materials, reused components, and/
or certified sustainably sourced materials, i.e. 
organic beverages and FSC certified and recycled 
cardboard 

•	�We have a policy in place for the safe disposal of 
e-waste and other hazardous materials purchased 
for employee home offices 

•	�Employees are provided with a list of environmentally 
preferred vendors for office supplies 

•	�Employees are encouraged to use virtual meeting 
technology to reduce in person meetings

•	We have a written policy limiting corporate travel 

•	�The distribution partners we use utilise strategic 
planning software to minimise fuel usage and 
shipping footprint 

•	�We use freight or shipping methods with lowest 
environmental impacts wherever possible (we never 
ship by air)

•	�At our office, we use non-toxic janitorial products, 
unbleached/chlorine free paper products and 
recycled/environmentally preferred office supplies 
(paper, pens, notebooks, etc.) 

VINTAGEROOTS.COM
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3%
Reduction in 

energy use to 18,149 kwh

Our energy use was 18,704 kwh

7%
Reduction in GHG footprint to total 

emissions of 2,175

Our total GHG emissions  
were 2,344 tCO2e

1%
Reduction in 

total mileage to 2,680,784 km

 Our total mileage was 2,706,538 km 
 to distribute our products 

12%
Reduction in 

waste to 17.28 tonnes 
(all of which was recycled)

We produced 19.44 tonnes of waste,  
all of which was recycled

58%
of suppliers are trying to reduce 
their carbon dioxide emissions

49% of suppliers said they are trying to 
reduce their carbon dioxide emissions

47%
of suppliers said they are taking 
extra measures to protect and 
enhance wildlife biodiversity

49% of suppliers said they are taking 
extra measures to protect and enhance 
wildlife biodiversity

Where we were in June 2024 Where we are in June 2025 Engage with our landlords about installing 
solar panels and getting real water  

consumption figures, rather than by cost 

Continue to make the switch to an HVO 
for our own vehicle fleet 

Talk to delivery suppliers about using their 
electric/HVO vehicle fleets 

Talk to delivery suppliers about any further  
intelligent routing 

Look into digitalising delivery notes in 
warehouse  to reduce paper further 

Buy more cans & bag-in-box 

Get involved in industry conversations into 
 lower impact packaging materials 

Turn our environmental policy into 
a climate action plan 
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From the very   
        beginning,  
their commitment  
   to organic, ethical, 
                    and  
              sustainable    
    wines has  
mirrored our      
             own values

“Vintage Roots has been more than just a distributor—
they’ve been a true partner in purpose. From the very 
beginning, their commitment to organic, ethical, and 

sustainable wines has mirrored our own values.  
As we move forward on our own B Corp journey, having 

Vintage Roots alongside us has reaffirmed that doing 
business responsibly is not only possible—it’s powerful. We’re 
proud to work with a like-minded team that shares our vision 

for a wine industry that puts people and planet first.”  

Ignacio Martinez, Domaine Bousquet

IMPACT REPORT
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These are the things that we had in place in June 2024 
and still have in place in June 2025, to ensure we are 
supporting our community. Some things we already 
had in place before we embarked on the B Corp 
journey, and others we implemented as part of our B 
Corp improvement journey to become more socially & 
environmentally responsible:

Community

• �All of our business is owned by non-accredited 
investors 

• �All of the company’s ownership is located locally to 
at least two-thirds of the company’s workforce 

• �We include a statement in all our job postings with 
a commitment to diversity, equity and inclusion 

• �We offer training for all employees on topics related 
to diversity, equity and inclusion 

• We track the diversity of our workforce 

• �30%+ of our workforce does not have 
a college degree 

• �20-29% of our workforce identifies as being 
from a racial or ethnic minority 

• �The difference between our highest paid worker 
and lowest paid worker is only 1-5x 

• 10-24% of our workforce identifies as women 

• 30%+ of our workforce is over the age of fifty 

• �1 manager identifies as being from a racial or ethnic 
minority 

• �We track the demographics of ownership among 
our suppliers 

• �We have a ready-to-use lists of preferred local 
suppliers and vendors for specific facilities 

• �We have a written preference for hiring and 
recruiting local managers 

• �We thoroughly screen our suppliers on their social 
& environmental performance (positive practices 
beyond what is required by regulations, e.g. 
environmentally friendly manufacturing process, 
excellent labour practices) with our own methods 
and all our suppliers are third party audited by the 
relevant organic body in that country

• �We pride ourselves on developing long-standing 
relationships with our organic wine producers. As a 
result, our average tenure of supplier relationships is 
greater than 60 months

• �In 2010 we launched our range of ‘Wild Thing’ 
organic wines, in partnership with ‘The Born Free 
Foundation’. A red, white, rosé and prosecco wine 
are included, and set donations from every bottle 
sold goes to Born Free who work across the world 
on conservation and animal welfare projects.  
These wines are sold into customers’ homes, as well 
as independent wine shops, hotels, farm shops, 
restaurants and also used for events across the country

• �Soil Association is a charity campaigning for 
planet friendly food and farming, who believe in the 
connection between soil, food, the health of people 
and health of the planet. We partner and donate 
once a year with 5% of total sales value covering 
a busy weeks’ sales in November each year or a 
minimum of £1500

• �We’ve been corporate members of Hampshire and 
Isle of Wight Wildlife Trust for the last 10 years. 
Protecting wildlife and supporting biodiversity is 
important work and as our local trust, we choose  
to support

• �We always will support any of our employees who 
are involved in raising money for charity. From raffle 
prizes to monetary donations (e.g. bike rides, office 
bake offs, etc)

• �We regularly supply free or discounted drinks to 
charitable events and worthwhile causes where 
we can

• �We commit to match individual workers’ charitable 
donations up to a maximum of £50 per worker 

• �We commit to making an additional charitable 
donation of £200 minimum per year to a charity 
chosen by our workers or clients. This charity is to 
change year on year

• �In terms of advocacy, we’re members of the 
Sustainable Wine Roundtable - promoting 
sustainability in the wine sector and we promote 
organic agriculture regularly in our own marketing 
and communications

VINTAGEROOTS.COM
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50%
of staff have taken up their 
volunteering opportunity,  

which has equated to 42 hours

As of 1 May 2024, we committed to offering 1 day 
per person per year to be allowed to volunteer for 
registered charities during work hours

We donated 0.1-0.4% of revenue to charity in fiscal 0.1-0.4% 
of revenue to charities in fiscal  

year end June 2025. 

Where we were in June 2024 Where we are in June 2025

Digitalise our supplier assessment to make our 
tracking of social & environmental performance 

in our supply chain more efficient 

Facilitate a discussion or survey about diversity 
& inclusion principles in the workplace 

Develop a public statement about  
respecting human rights 

Carry out a supplier mapping exercise, looking 
at risk areas for human rights & environment 

Get involved more in the Sustainable Wine 
Roundtable group to advance social 

or environmental impacts

Spread between Hampshire and IOW Wildlife Trust, The Born Free 
Foundation, Soil Association, Growing Well, Phylis Tuckwell, and the 

British Heart Foundation. Although we experienced a slight reduction in 
revenue due to tougher trading conditions, we continued to donate.
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It’s an  
    amazing 
	  		        feeling to   
	     work for 
                 a business   
  with values  
                  that I  
        connect with

“Being part of the B Corp journey has been both inspiring 
and worthwhile. It’s an amazing feeling to work for a business 

with values that I connect with and believe in, and to 
contribute to using business as a force for good.”  

Mary, Marketing
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These are the things that we specifically had in place in 
June 2024 and still have in place in June 2025, to ensure we 
treat our workers well. Some things we already had in place 
before we embarked on the B Corp journey, and others we 
implemented as part of our B Corp improvement journey to 
become more socially & environmentally responsible: 

Workers

VINTAGEROOTS.COM
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• �We’ve always paid the Real Living Wage 
to all our staff 

• �We’ve always had a pension plan that includes an 
ethical investing option 

• �We’ve always invested into our staff’s professional 
development, e.g. formal onboarding for 
new starters, ongoing training for core job 
responsibilities, facilitate external professional 
development opportunities, provide reimbursements 
for intensive continuing education credentials and 
posting job openings internally first to encourage 
internal promotions 

• �We’ve always had strong health & safety processes 
in place, e.g. we have written policies and practices 
to minimise on-the-job employee accidents and 
injuries, we collect data on injury, accident, lost or 
absentee days, and we have a worker health and 
safety committee to help monitor and advise on 
health and safety programs 

• �We’ve always had a formal staff handbook that 
lays out our main policies and practices related to 
pay, performance reviews, benefits, training, leave, 
anti-harassment, anti-discrimination, grievance 
resolution, disciplinary issues and business ethics 

• We provide regular team and Christmas meals 

• �We have processes in place to provide input from 
employees prior to operational and/or strategic 
policy or practice changes 

• �We have a formalised performance review process 
that happens annually, providing an opportunity for 
all workers to give and receive feedback about their 
performance 

• We conduct an annual staff satisfaction survey 

• We provide 30-35 paid holiday days off per year 

• �We offer secondary caregivers up to 2 weeks fully 
paid leave for the birth of a child 

• �We offer primary caregivers 6 weeks fully paid leave 
for the birth of a child and up to 12 months unpaid 
leave with job guaranteed upon return, and have a 
policy in place to support breast feeding mothers

• �Employees have access to behavioural health 
counselling services and health & wellbeing web 
resources via an Employee Assistance Programme 
through our HR provider, Mentor 

• �We have policies and programs in place to prevent 
ergonomic-related injuries in the workspace

IMPACT REPORT
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90%
maintained staff satisfaction rate 

Staff satisfaction rate at 90% 

2% of employees participated in skills-based 
training to advance core job responsibilities 75% 

of employees participated in skills-
based training to advance core job 

responsibilities

Job growth – we had 10 members of full-time  
staff & 4 part-time staff 

Job growth – we had 10 members of 
full-time staff & 4 part-time staff 

Our attrition rate was 20%+ >10%
attrition rate

We hadn’t reimbursed anyone 
for continued education 1

member of staff, this past year was 
reimbursed for continued education

(Wine Training WSET Level 3, passed in December 2024) 

1-24% of employees participated in external 
professional development e.g. WSET Level 3 > 1-24% 

of employees participated in 
external professional development*

*e.g. marketing conference, Sustainability in Drinks Oct 2024, London Wine Trade Fair 
(sustainability seminars), marketing webinar, webinar on EPR (packaging responsibility) in Feb 

2025, sustainable roundtable on glass bottle weights, judging at International Wine Challenge

e.g. copywriting and wine courses, warehouse staff 
did first aid, ladder and health & safety training

1-24% of employees received skills-based 
training on cross-job functions beyond 
regular responsibilities, e.g. one of our 
drivers having in-house wine training

No one received skills-based 
training on cross-job functions 
beyond regular responsibilities

because in our small team we were unable to 
accommodate this year and requests for this 

were not made 

Where we were in June 2024 Where we are in June 2025 Develop a more formalised collective steps challenge 
to promote more physical exercise in the working day 

Start offering incentives for workers to participate in 
health and wellness activities (e.g. an exercise fund)

Roll out more life-skills training (e.g. financial literacy) 

Offer more cross-skills training  
(e.g. wine tasting training for warehouse & office staff) 

Develop our performance review process to include: 
 - Peer and subordinate input  

- Clearly identified and achievable goals  
- A 360-degree feedback process for Sept 2025 performance reviews

Consider taking on interns e.g.  
- Staff’s children could do work experience  

- Children of producers could come and do half  
work experience/ half cultural experience - pen pals 

Ensure we have equal cancellation periods 
 when using variable schedules 

Formalise our commitment to not requesting 
wage histories from job applicants

Start telling our employees how we set our wages 
and what benefits they are entitled to

Create more mechanisms to allow employees 
to feedback on decisions that affect them
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I am delighted  
      to be your 
                  customer  
             and  
              very proud   
       to  
promote  
   Vintage  
      Roots
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“As a food buyer, but not an expert on wine,  
I have always appreciated the support that Vintage 
Roots has given me. With tutored tastings for my 

team, they are great ambassadors for the producers 
they represent. It goes without saying that their 

customer service is excellent.”  

Alexander Evans [trade customer],  
Farm Shop Buyer, Westmorland Ltd, Penrith 

“Thank you for this and bothering to 
write about your values......and thank 

you for being so ahead of the game and 
very aware. I am delighted to be your 
customer and very proud to promote 

Vintage Roots, which I do all of the 
time. Always enjoy buying wines and 

spirits from you folks – it’s a good feeling 
to know that I am supporting the 

organic/biodynamic movement :-)”  

Direct Customer

“Thank you for the delicious low sulphite wines!  
We enjoyed both the red and white we ordered and 
won’t hesitate to order again. Excellent service and 
quick delivery. It was great to read about where the 

wine had come from and the history of the vineyards 
which really added to the experience. Thanks!”  

Direct Customer



• �We offer product/service guarantees, warranties 
or protection policies

• We have formal quality control mechanisms

• �We have feedback/customer service feedback 
or complaint mechanisms

• We monitor customer or consumer satisfaction

• �We have written policies in place for ethical 
marketing, advertisements or customer engagement

• �We manage the privacy and security of client/
customer data

• �Our products and websites feature customer 
service contact information

• �We respond to all direct inquiries or complaints 
within a month of receipt

• �We offer live time support to customers 
Monday-Friday

• �We are committed to customer feedback  
and addressing any complaints

• �We have specified targets for customer 
/client satisfaction

• �We have a formal publicly available data 
and privacy policy

• �We make all users aware of information collected, 
length of time it is preserved, how it’s used, and 
whether and how it is shared with other entities 
(public or private)

• �All customers have the option to decide how 
their data can be used

• �Our email list building and email activities 
are GDPR compliant

VINTAGEROOTS.COM
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These are the things that we had in place in June 
2024 and still have in place in June 2025, to ensure 
we are treating our customers well. Some things we 
already had in place before we embarked on the B Corp 
journey, and others we implemented as part of our B 
Corp improvement journey to become more socially & 
environmentally responsible:

Customers

WHAT’S IMPROVED IN THE LAST YEAR

95%
customer satisfaction rate still

Customer satisfaction rate was above 95% 

Where we were in June 2024 Where we are in June 2025

PLANS FOR  JUNE 2025 – JUNE 2026

Start doing formal stakeholder engagement with staff, suppliers 
and customers on how well they think we’re performing socially & 

environmentally and feed this back into our business model strategy

IMPACT REPORT
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95%
customer satisfaction rate
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These are the things that we had in place in June 2024 
and still have in place in June 2025, to ensure good and 
ethical governance. Some things we already had in place 
before we embarked on the B Corp journey and others we 
implemented as part of our B Corp improvement journey 
to become more socially & environmentally responsible: 

Governance 

• �Our whole business purpose is to solve a specific 
environmental challenge – only source & sell organic 
& biodynamic wines, thus contributing to reduced 
toxins in the soils used for wine production 

• �Our management team reviews our social and 
environmental performance at least twice a year. 
Our KPIs include [see our scorecard with year-on-
year results at the end of this Impact Report]: 

	 • Energy use reduction 

 	 • Overall greenhouse gas footprint reduction 

	 • Total mileage reduction 

	 • Reduction in our overall waste production 

	 • Source reduction of our products & packaging 

	 • �% of suppliers trying to reduce their greenhouse 
gas emissions 

	 • �% of suppliers taking extra measures to protect 
and enhance wildlife biodiversity 

	 • �% of employees participating in skills-based 
training to advance core job responsibilities and 
receiving bonuses

	 • Employee and customer satisfaction rates 

	 • Number of staff taking up volunteering 

• �We have good internal governance via a formal 
organisational chart outlining the management and 
reporting structure of the company, written job 
descriptions for all and management team meetings 
to plan strategies and/or make operational 
decisions 

• �We have policies in place to promote ethical 
decision-making and prevent corruption, e.g. staff 
code of ethics, whistleblowing policy and have 
internal financial controls 

• �We are publicly transparent about our ownership 
and Board of Directors 

• �We are transparent with our employees about the 
company’s financial performance – sharing our 
performance at least yearly 
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100%
of managers have now had 

performance reviews where their 
social & environmental objectives 

were incorporated

Managers had just had social & environmental 
objectives assigned to them

No Impact Report evaluating all our  
social & environmental initiatives

This is our 1st Impact Report where 
we’re evaluating and sharing our 

social & environmental performance

Submitted our B Corp application As part of our Impact Report analysis, 
we’ve developed a roadmap of social 

& environmental improvements to 
work on over the next year

Where we were in June 2024 Where we are in June 2025
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26 Start doing formal stakeholder engagement with staff, 
suppliers and customers on how well they think we’re performing 

socially & environmentally and feed this back into our 
business model strategy

Conduct a materiality assessment to ensure that the KPIs we’ve 
picked are the most important ones in our sector and ensure that 

we are focusing on the most important social & environmental 
issues that impact us and we can influence 

Create a publicly available grievance procedure 

Create a public statement to declare we 
don’t engage in political lobbying 
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info@vintageroots.co.uk

Holdshott Farm, Reading Rd 
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