Adding taste to life

Building a consumer centric and
sustainable business in the UK
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Chief Executive Oﬃcer,
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Jon Jenkins
Chief Executive Oﬃcer,
Müller Milk & Ingredients

Patrick Müller
Chief Executive Oﬃcer,
Milk & More

Müller yogurts have been ever present
on UK supermarket shelves since 1987.
Since then, we’ve continued to grow naturally,
and through acquisitions, into a consumer
centric organisation that today operates three
business units: Müller Milk & Ingredients,
Müller Yogurt & Desserts and Milk & More.
Often operating independently, the time
is now right to pull together the various
sustainability goals, targets and ambitions of
each business into one clear Müller strategy
for UK & Ireland.

We’re ﬁnding new ways to improve the
wellbeing and career development of our
employees, and tackling modern slavery.

We recognise the signiﬁcant eﬀects of
climate change. Through its use of natural
resources, and the impacts that come from the
production and distribution of its products, the
dairy industry must continue to take action.

our plans, and in some cases are challenging
us to go further.

Despite the challenges facing our sector,
in the UK we are increasing our eﬀorts,
and challenging ourselves to be consumer
centric, operate sustainably and achieve
proﬁtable growth.

The dairy industry today is a major employer
and source of nutritious food for people,
for people of all ages. It is safe, natural,
nutritious, aﬀordable and of course delicious.

We’re working really hard to reduce sugar
even further in our yogurts, and through
Müller branded products are chosen more than our unique partnership with British Athletics,
217 million times every year, so the end to
we’re bringing the brand to life in new and
end process, from farm to family, impacts a lot exciting ways, and inspiring communities
of lives. That’s why it’s so important that we
across the country to get active by having fun.
are consumer centric and do the right thing
Our consumers and customers are more
throughout the whole supply chain.
engaged, they’re responding positively to

We’re all thinking more about what we buy,
where it was made, the health beneﬁts, how
it is packaged and the value it represents.
So as expectations continue to change, we’re
working to ﬁnd the solutions that will meet the
needs of the markets we serve.
We’re incentivising high animal welfare
standards, helping young farmers to develop
and enhance their skills and championing
trusted, local and organic British suppliers.
As we achieve higher levels of eﬃciencies
in the UK, we’ll be carbon net zero by 2050,
we’re reducing food and water waste, we’re the
UK’s largest operator of electric vehicles and
driving down the use of plastic.
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So we’re working hard in this area to ensure the
long term success of our business, which not
only beneﬁts us, but society as a whole.

We need to reconnect people with the care
taken to produce and deliver our products.
We’ve got a powerful story to tell here,
from farm to supermarket shelf, and we’ll
show this throughout the report.
As the pioneering brand in one of the largest
and most important categories in food and
drink, we’re working hard to build a vibrant
future for the British dairy industry. We hope
that this strategy demonstrates that we
are, and will continue, to make signiﬁcant
progress in this area.

As we achieve higher levels of eﬃciencies
in the UK, we’ll be carbon net zero by 2050,
we’re reducing food and water waste,
we’re the UK’s largest operator of electric
vehicles and driving down the use of plastic.
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Who is Müller
UK & Ireland?
In 1971 Theobald Alfons Müller took over the running
of his father’s dairy farm in Bavaria, and all four of its
employees. Fast forward sixteen years to 1987
and the Müller brand, which has rapidly expanded
since, entered the UK market for the ﬁrst time.
Today, Müller UK & Ireland sources milk from
1,600 farmers in Britain, and uses it to develop,
manufacture and market a wide range of branded
and private label dairy products for the UK market.
Did you know?
Müller UK & Ireland is now the 8th most chosen
brand in the UK, picked from shelves more than
217 million times each year, and is ranked at No. 12 in
The Grocer’s Top 100 list of Britain’s Biggest Brands.

Adding taste to life
At Müller, our purpose is very
straightforward. We are adding
taste to life.
Our starting point is simple, we create a
variety of delicious products that are made
for everyone. Through the goodness of dairy,
the importance we place on taste, and various
other activities (which we’ll explain in further
detail throughout this report), we believe as
a business that we can inspire people to live
happier and healthier lifestyles.
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Consumer is
the boss

Fix, maintain, grow
our core and more

Our mindset is to be consumer
centric. They are intelligent, savvy and have
high expectations, and we put them at the
centre of our decision making. By analysing
their shopping behaviour and studying their
feedback, the consumer is our boss at Müller.

To create a sustainable future for our
business and the wider UK dairy industry, our
main priority is to ﬁx, maintain and grow our
existing businesses, these are the bedrocks of
our future success.

They guide us, tell us how they feel and what
they want for their families. To maintain and
grow a successful and sustainable business,
we believe that becoming a truly consumer
centric organisation is key.

We have plans in place to strengthen our
branded positions and to lead in our
private label and ingredients propositions.
We also have plans to continue to modernise
the milkman, establish footholds in new
and growing channels, and explore new
growth avenues.

We’re the UK’s leading yogurt manufacturer
responsible for major brands like Müllerlight,
Müller Corner and Müller Rice. We produce
chilled desserts under licence from Mondelez
International and supply the UK private label
yogurt market from a dedicated, state of the
art yogurt facility.

Did you know?
We have revolutionised the yogurt category
with new and improved recipes for two of
the nation’s favourite yogurt brands:
Müllerlight and Müller Corner. They now
have less sugar, more protein and a thicker
and creamier texture.

We’re Britain’s largest producer of branded
and private label fresh milk, cream, butter and
ingredients products, and we boast a network
of modern super-dairies and depots servicing
customers throughout the country.

Delivers daily essentials to 500,000 homes in
England, via a network of 53 local fulﬁlment
centres. We think the milkman is the original
home delivery service and we’re ensuring that
this great British tradition continues to ﬂourish.

Did you know?

Did you know?

96% of households have milk in their fridge.
But the liquid milk processing industry is facing
substantial proﬁtability issues. To ensure
a long term sustainable future for the business,
beneﬁtting the fresh milk sector as a whole,
we launched Project Darwin, a £100m cost
and margin improvement programme.

We now conveniently deliver over
200 products from a selection of trusted,
local, British suppliers. They can be ordered
via our website and app and delivered to
doorsteps around the country before the
7am breakfast rush!
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Investing in Britain
We’ve been investing heavily throughout our network of
British dairies in recent years. Enhanced manufacturing capabilities
and operational eﬃciencies are vital to drive conﬁdence with
our customers, farmers and consumers. This map shows the
key transformations that have taken place at each site.
Bellshill
£15m investment to
substantially upgrade
Scotland’s largest fresh milk
dairy boasting state of the
art processing capabilities
for milk and cream.

Installed a second packet
butter line to help us
continue to displace butter
imports.

As well as developing our own plan (which we’ll explore in further detail shortly)
we are also aligned with the following additional frameworks that have been
designed to create a more sustainable future.
United Nations Sustainable
Development Goals

Bellshill

Market Drayton

Creating a consumer
centric and sustainable
business in the UK
The United Nations Sustainable Development
Goals set out a global blueprint for achieving
a better and more sustainable future for all.
It consists of 17 interconnected goals,
from good health and wellbeing and decent
work and economic growth, to responsible
consumption and production.

Manchester
Acquired the capability to
manufacture own fresh
milk packaging in the UK to
reduce plastic use in milk
bottles. This has also taken
place at other major sites
across our network.

The UN aims to achieve each target by 2030,
and we’ll explain throughout this booklet how
Müller is helping to tackle a number of these
crucial issues.

Telford
£50m expansion
completed to double the
size of our chilled yogurt
manufacturing facility,
capable of producing 500
million pots each year.

Droitwich
Multimillion pound
investment to update and
upgrade existing processing
capability.

Minsterley
Invested in new packaging
technology for our dessert
pots to reduce waste.

Severnside
Created a centre
of excellence for
ﬂavoured milk.

The Dairy Sustainability Framework (DSF) was developed to
provide overarching goals and alignment of the industry’s global
approach to sustainability.

Bridgwater
Signiﬁcantly enhanced
processing capabilities
with a multimillion pound
investment.
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Dairy Sustainability Framework

Hanworth
Multimillion pound
investment across
sites to secure
the future of
the much-loved
milkman.

The DSF vision is a vibrant dairy sector that is committed to
continuously improving its ability to provide safe and nutritious
products from healthy cattle, while:
• Preserving natural resources
• Ensuring decent livelihoods across the industry
Müller is an implementing member of the DSF and has signed up to
its 11 key commitments. This framework was used to help identify
opportunities within our organisation and supply chain.

Did you know?
We have also completed a materiality
assessment which identiﬁes the impacts
and opportunities that aﬀect our business,
our products, supply chain customers
and consumers. It’s available at
www.muller.co.uk
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Responsible
sourcing

Our commitments
Incentivising herd health and
welfare standards

Reducing deforestation of feed
across supply base

Helping farmers to develop
and enhance their skills

Collaboration to assess and
manage risks of raw materials

Our branded products are picked an incredible 217 million times
every year, and we believe that this comes with a big responsibility.
Whether it’s collecting raw milk from Britain’s dairy farmers, buying
the strawberries that go into our famous Müller Corner, or the pre 7am
doorstep delivered organic/free range eggs that feed families across
England every morning for breakfast, we are committed to being a
consumer centric business and sourcing our ingredients, packaging
and products responsibly.
Achieving proﬁtable growth and operating sustainably throughout
our supply chain is vitally important. We’re working hard in this area
to ensure the long term success of our business, which not only
beneﬁts us, but society as a whole.

We source materials from a wide range of suppliers throughout the
world, from small businesses to large international organisations. As a
responsible family run business, we apply strict terms and conditions
on all of suppliers to ensure that robust standards are met throughout
our supply chain.

Achieving the right balance between
proﬁtable growth and operating
sustainably throughout our supply chain
is vitally important.

Did you know?
Müller buys a ﬁfth of all
the milk that is produced
in Britain.

Herd health and welfare standards

Agriculture innovation

We will continue to work with farmers to incentivise
herd health and welfare standards, and build better,
more sustainable businesses.
To earn an additional payment, all Müller Direct
farmers must commit to the following initiatives:
• End the practice of euthanising healthy bull calves on farm
• Müller’s on-farm health and welfare assessment programme
• A programme designed to manage and reduce unnecessary
use of antibiotics
• The National Johne’s Management Plan

Engage and work with research institutions to identify
opportunities to address environmental challenges
within agriculture.

Feed
We will reduce the deforestation impact of feed
by working with our supplying farmers to use
100% responsibly sourced feed by 2025.

Raw materials
We will work with the industry to assess the full
environmental and ethical risks of our key raw
materials and develop action plans to mitigate and
reduce the risks. This will include;
• Fruit
• Chocolate
• Rice
• Vanilla
We will use 100% RSPO certiﬁed palm oil.

Local and organic
Farm environmental impacts
By the end of 2020 we will complete a review
on the viability and impact of diﬀerent environmental
improvement systems on farms for soil, slurry and
biodiversity.
By 2021 we will develop carbon reduction roadmaps
for dairy agricultural emissions.

The Müller Next Generation Programme
We will continue to develop and enhance the
skills of ambitious farmers, helping them
to build successful dairy businesses.
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We are dedicated to championing a unique choice
of trusted, local, and organic British suppliers
through our Milk & More business.

Supplier partnerships
We will continue to work closely with all of our
third party partners supplying agency workers,
supports services and logistics to ensure they
meet all relevant ethical and environmental
codes and standards.
We will continue to promote the use of formal ethical
standards and systems to businesses in our supply chains and
ensure they meet the requirements of the ETI base code.
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Our progress
Thriving through
volatility
As a dairy company, we wouldn’t be able to make
any of our products without milk.
We don’t employ any farmers or own any farms,
instead we work with 1,600 trusted dairy farmers across
Britain. To grow, we need to secure a strong and stable
future milk supply, so these relationships are vital to
future business success.
Due to an overall lack of proﬁtability, the liquid milk
industry is facing very challenging circumstances. So we’re
introducing new ways of thinking that help our supplying
farmers increase their resilience, conﬁdence and ability to
weather increasingly volatile global dairy markets.
We oﬀer a leading milk supply contract proposition and
a competitive price. Müller Direct farmers can also reduce
their exposure to volatile market conditions, which have
seen prices suﬀer dramatic swings in the past few years,
by placing a portion of their milk production against ﬁxed
prices and futures contracts.

This innovation throughout the supply chain, which acts
to smooth returns and improve the ability to plan, is
helping the sector throughout a period of signiﬁcant and
fundamental change.
But we’re not stopping there, we know that succession is
also a key issue on Britain’s dairy farms, so we’re actively
developing and enhancing the skills of future generations
through the Müller Next Generation Programme –
a fully supported and funded programme by Müller that
helps ambitious young farmers gain the skills, knowledge
and contacts required to succeed.

Did you also know?
We have signed up to the UK
Roundtable on Sustainable Soya
and made a commitment to
work with our farmers to reduce
the environmental impact of
their feed.
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We’re introducing new ways of
thinking that help our supplying
farmers increase their resilience,
conﬁdence and ability to weather
increasingly volatile global
dairy markets.

... And did you know?
Müller Direct farmers who commit to
initiatives that are designed to continually
improve herd health and welfare standards
are oﬀered an additional 1.0 pence per litre.
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Reducing our
environmental
impact
We all rely on the natural environment to provide us with the things
we need to live happy and healthy lives – like food, clean air and water
to name but a few.
At Müller UK & Ireland we don’t take this for granted, and we’re
committed to ensuring our business growth is realised through
responsible and environmentally sustainable practices.
Compliance with all environmental regulations and laws are a given,
considerations towards the environment are ingrained into our
decision making processes, and we regard codes of best practice for
environmental performance as the minimum standards that will be met.
We fully support the ambitions and targets of the Dairy Roadmap, a
crucial industry wide strategy that was developed to reduce the dairy
industry’s environmental impact. To achieve these ambitious goals,
we’re not only making many changes within our business, but we’re
working with our customers and suppliers to help reduce the
environmental impact of our products and operations.

Our commitments
Carbon net zero by 2050

Driving down the use of plastics

Reducing food waste and
loss by 50%

Reducing water use by 15%

Whether that’s easing the strain on local water sources by increasing
our water eﬃciencies, moving our products around the country more
eﬃciently, eliminating all avoidable waste or innovating on packaging
materials, Müller is doing the right things.

We fully support the ambitions and targets
of the Dairy Roadmap, a crucial industry
wide strategy that was developed to reduce
the dairy industry’s environmental impact.

Carbon reduction

Water

We will be carbon net zero by 2050.

We will reduce our relative water use across the
business by 1% year on year and 15% by 20253.

We will reduce our absolute carbon footprint
by 40% by 20251.

Food Loss and waste

Fleet eﬃciency

In line with the UN’s SDG Target 12.3 we will reduce
our food waste and loss by 50% by 20302.

• We will increase the ﬁll ratio of our vehicles
year on year and reduce the number of vehicles
on the road.
• We will measure and improve the miles per gallon
of our inbound and outbound logistics ﬂeet
by 5%, by 2023.
• By implementing ﬂeet wide telematics by 2020, we will
improve the driving style of our highly trained drivers.
This will increase ﬂeet eﬃciency and road safety.
• We will investigate and where appropriate implement,
new fuel types and energy mixes.

Plastics and packaging

Did you know?
We now use 25% less plastic
in our yogurts and desserts
packaging.†
† 25% reduction from 2006 baseline
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We’re committed to driving down the use of plastics,
while supplying dairy products within packaging
that is ﬁt for purpose and can be recycled
wherever possible.
• All our packaging will be 100% recyclable,
reusable or compostable by 2025.
• We will use 30% recycled content in our plastic packaging by 2025.
• 50% average recycled content by 2025 across all materials.
• We will aim for 50% rHDPE in milk bottles and will support developing
a recycling infrastructure to achieve this.

Food redistribution
We will double the amount of our product that is
redistributed to charities by 20234.

1 From a 2015 baseline 2 From a 2017 baseline 3 From a 2015 baseline 4 From a 2018 baseline, relative to food waste volumes
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Our progress
Finding innovative
packaging
solutions
As we build a consumer centric business in the UK, we’re clear
on the need to drive down the use of plastics. Shoppers and our
customers expect our products to not only taste great, but to
maintain their quality from our dairies to their fridges. So a
sensible and balanced approach needs to be taken.
Many don’t realise that our fresh milk bottles
are already 100% recyclable and having
forward secured appropriate supplies of
recycled HDPE, up to 40% of the bottle is made
using recycled material.
We’re unique in that we’ve acquired the
capability to manufacture our own fresh
milk packaging, and that allows us to go even
further. For example, in 2019, we removed a
further 700 tonnes of plastic per annum by
further lightweighting our bottles and caps.

Many don’t realise that our
fresh milk bottles are already
100% recyclable.

The Closed Loop Life of a Plastic Milk Bottle
Milk bottles can be recycled in a closed loop, meaning the bottle you put into your
recycling bin can become part of a new milk bottle.
Farm
Milk is produced and then collected
by tankers and taken to the dairy.
Müller Blowmoulding Plant
The recycled plastic pellets
are then used to make new
milk bottles.

Reprocessing
Sorted recycled plastic is taken
to a reprocessor for cleaning
and shredding into pellets.

FACTORY

FACTORY

Müller Dairy
Plastic Bottles are ﬁlled
with milk.

Consumer
Many of us use milk everyday
in either hot drinks or on cereal.
Collection
Once consumed, milk bottles are collected
from household recycling bins and taken to
a sorting facility.

Did you know?
Schoolchildren at Sunnyside Primary helped us become the
ﬁrst dairy company in the UK to oﬀer fresh school milk
with paper straws. We have committed to removing all
plastic straws by 2020.
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The UK’s biggest
electric ﬂeet
Did you know that our Milk & More business
delivers more than 100 million pints of milk
in glass bottles to 500,000 homes across
England every year?
We’re passionate about securing the future
of the great British milkman – an iconic role
in this country. To do so, we’re modernising
this business into a convenient delivery service
with a sustainable and environmentally friendly
proposition at its heart.

With over 500 environmentally friendly delivery
vehicles, we’re now the largest operator of
electric vehicles in the UK. Not only will this
save 3.4 million litres of diesel each year,
but they’re extremely quiet, which is important
when delivering before 7am!

Did you know?
We currently have
4.5 million glass bottles
in circulation, with
each bottle able to be
reused up to 25 times.

x25

Did you know?
All of Milk & More’s milks, juices and creams
are now available in glass bottles.
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Our people
Müller UK & Ireland is an entrepreneurial, progressive and vibrant
family run business, and we aim to make each day better than the last.
Our people are absolutely crucial to our success and we’re building
a better business from the inside out.
We engage with all of our employees to show them how their individual
role, and the decisions they take, can make a big diﬀerence.
Our employees are empowered with the correct skills and responsibility,
while understanding the need to balance environmental sustainability
with proﬁtable growth.
We have a designated sustainability team who continue to drive best
practice, ensure all systems and processes are fully compliant with all
necessary standards, and regularly deliver various training sessions for
employees throughout the business.

We engage with all of our employees to
show them how their individual role,
and the decisions they take, can make
a big diﬀerence.

Our commitments
Implementing a new employee
wellbeing plan

Introducing more employee
mental health ﬁrst aiders

Robust plans to tackle
modern slavery

Career frameworks
to support employees
development

Wellbeing and safety
As we encourage happier and healthier lifestyles,
by 2020 all employees will have access to a
wellness toolkit which covers advice on mental,
physical, ﬁnancial and social wellbeing.
We will continue to improve the safety
performance of our business.

Employee engagement
Continue to review levels of employee engagement
using an external independent survey, helping us
to make sure Müller is a great place to work.

Future careers
We will continue to improve development and
internal career opportunities through the creation
of career frameworks, internal development
programmes and apprenticeships.
Continue to support the Dairy Industry Skills
Partnership to improve productivity, the capabilities, skills
and qualiﬁcations of our people and the image of the industry.

Modern slavery
Every site will implement a modern slavery plan
in line with Stronger Together, an industry wide
programme that is designed to tackle modern
slavery in supply chains.

Gender equality
We will complete an annual gender pay report,
including speciﬁc actions to address any gaps.

Did you know?
As part of our oﬃcial sponsorship of British Athletics and
Athletics Ireland we’ve been taking our Müller Activity Zones
to major athletics events across the country. And for every event,
they were staﬀed entirely by our amazing employees,
all on a voluntary basis.
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Our progress
Creating a bright
future in Telford
We’re extremely proud to be creating branded and private label
dairy products that are made in Britain, with milk from British farms.
To enable us to do this, we’re continuing to invest in our people.
We’ve completed a £50m expansion project to build a state-of-the-art
chilled yogurt manufacturing facility that is capable of producing
500 million pots every year.

Not only have we created 65 new jobs in the area, but the facility
is a major step towards reducing the UK’s dependence on imported
yogurt products. As we look to create a bright future for the British
dairy industry, this gives us the ability to pursue potential further
increases in production.

Looking after the
mind and body
It’s widely known that poor physical health can
lead to an increased risk of developing mental
health problems. It’s also the case that poor
mental health can have a negative impact on
our physical health.
On the physical side, and as part of our athletics
partnerships, we are always encouraging our
employees to get active and achieve their
personal bests. Our employees get discounted
rates at over 3000 gyms across the nation
and whether they’re raising money for various
good causes by hiking, swimming, canoeing or
mountain climbing, or simply taking the dog
for a walk, our employees are achieving some
incredible feats.
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We’re also rolling out our Müller mental health
ﬁrst aiders programme across our various sites
in the UK. A number of our employees have
completed this course which aims to oﬀer
people further help and support within
the workplace.

Did you know?
A £15m project to
substantially upgrade
our fresh milk dairy
in Bellshill, which
secured 265 jobs,
was the largest single
investment in Scottish
dairy processing in a
decade.

Our employees get discounted
rates at over 3000 gyms across
the nation...
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Inspiring happier
and healthier
lifestyles
Our goal is to simply add taste to life.
As the 8th most chosen brand in the UK we have a great opportunity
to drive positive change. Our approach is to try and make a diﬀerence
to people’s everyday lives, helping them to become not only happier,
but also healthier.
Our dairy products are picked from shelves a staggering 217 million
times a year. So there’s a big opportunity to make a diﬀerence with
our products alone. So that’s why we’ve developed a consumer centric
range that answers to everyday dairy goodness, permissible indulgence
and everywhere in between.

But most dairy companies can do that, that’s the easy part.
We’re doing so much more. We’re getting the nation active by
inspiring active lifestyles, and investing in the foundations of the
sport. We’re innovating to reduce sugar and bringing protein
to the masses. We’re making people smile through our
tongue-in-cheek marketing campaigns. We’re supporting local
communities by championing products from local suppliers.

Our commitments
Reducing sugar by 25%

Leading product innovations

External partnerships that
champion healthy lifestyles

Inspiring communities

We’re bringing our brand to life in lots of new and exciting ways while
inspiring happy and healthy lives – That’s the Müller way.

Reducing sugar

Community

We are targeting a total sugar reduction of 25%5
across our branded yogurt portfolio.

We will work with our external partners to engage
communities in getting active through fun.

If achieved, this would be substantially ahead of
Public Health England’s 20% voluntary guidelines6.

External partnerships

Leading health innovations

Our external partnerships will focus on
championing healthy lifestyles.

We will continue to develop delicious new
dairy products and recipes that are motivated by
health and inspired by taste.

5 Total sugar SWA per 100g, less 3.8g lactose allowance per 100g (based on Kantar volume data)
6 Public Health England. Sugar Reduction: Achieving the 20%

Did you know?
We donate surplus Müller products to various
charities. In 2019, through the Felix Project
we provided over 12,000 crates of product for
redistribution to over 350 charities, schools and
community organisations. In the same year,
through FareShare, we also donated over 132
tonnes of food for redistribution
to charities that they work with.
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Our progress
Getting the
nation active
In the run up to the annual Müller
Anniversary Games, did you know that we
organise a Müller Sports Day that gives local
schools the chance to follow in the footsteps
of their heroes and compete at the iconic
London stadium?

Did you know?
We sponsored the very
ﬁrst Müller Para Track
Grand Prix. We helped
5x Paralympic Champion,
Hannah Cockroft MBE, bring
her vision to life to create
an event where para track
athletes from all around the
UK could race before the
2019 World Championships.
We also now sponsor the
Müller Market Drayton 10K

What’s your
perfect yogurt?
We’re constantly being asked to launch
everyone’s ideal yogurt combination.
We release lots of limited editions every year,
but we can’t please everyone all the time.
So, we decided to give the power to the people
with our ﬁrst ever consumer centric pop up
shop, which we called the Müller Corner Shop.

With 28,000 possible ‘create your own
yogurt’ combinations, and a huge Müller
Corner shaped ball pit, the thousands of people
who visited deﬁnitely left feeling happier.

New sports kit for schools
Through our athletics partnerships we have provided over 20 schools,
from Orkney to Sussex, with brand new sports equipment.
On top of that, we’ve arranged for each school to receive a visit
from one of their athletics heroes. We’re investing in grass roots
and inspiring the next generation of athletics champions.

Revolutionising the nation’s
favourite yogurt brands
We know that when Müller grows,
so does the yogurt category.
In order to strengthen our core brands,
we launched new and improved recipes for
two of the nation’s favourite yogurt brands,
Müllerlight and Müller Corner.
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Supported by our biggest ever marketing
campaign, our best ever recipes have less
sugar, more protein, and have a thicker and
creamier texture.
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For further information about Müller please go to www.muller.co.uk
Thank you
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