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At ALDI, our approach to sustainability is grounded 
in our purpose: to make a good life affordable. In 
2025, we focused on practical actions across food 
rescue, packaging, renewable electricity, emissions 
reduction and responsible sourcing. This report 
outlines where we made progress, where 
challenges remain, and how we are preparing for 
the next phase of our global sustainability strategy.

In 2025, we continued to make strong progress with 
food rescue throughout our store network and 
distribution centres. One hundred per cent of stores 
were connected to a food rescue organisation, with 
ninety nine per cent hosting collections at least five 
days a week. We also partnered with farmers to 
redirect surplus food unsuitable for human 
consumption to animal feed.

September 2025 marked a special milestone in our 
partnership with Camp Quality. Together, we have 
now supported more than 10,000 kids, and their 
families, impacted by cancer. It is energising to see 
our employees get involved in this work across 
stores, distribution centres and our national 
headquarters.

As we look to the future, the context in which we 
operate continues to grow more complex. Climate 
change, supply chain disruption, rising costs and 
evolving regulation are reshaping our industry. 
While challenges remain, we continue to take a 
long-term view of our role in the Australian market.

Moving forward, you will hear us talk about ‘Force 
for Good’, our new globally aligned sustainability 
strategy. It builds on the progress we have made 
to date and will bring our company purpose to life:

Anna McGrath 
Chief Executive Officer
ALDI Australia

Introduction
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We made significant progress on 
packaging sustainability with the 
support of our Buying, Sustainability 
teams and Business Partners. 

“

Most of our packaging is now recyclable, reusable or 
compostable, and the Australasian Recycling Label 
appears across our entire everyday grocery range. 

As part of our operational emissions reduction 
program, we added further solar capacity, 
installed lower-emissions refrigeration systems, 
and continued to power all our operations with 
one hundred per cent renewable electricity, 
showing that sustainability initiatives can be 
pursued alongside our focus on low prices.

We have also made steady progress on responsible 
sourcing. In 2025, ALDI Australia announced the 
transition of its entire canned tuna range to Marine 
Stewardship Council (MSC) certification. This 
milestone reflects our ongoing commitment to 
environmental sustainability, while giving our 
customers confidence that the fish and seafood 
they buy at ALDI is sourced to robust, independently 
verified standards.

We exist to make a good life affordable, 
delivering great quality at the lowest 
prices, while maximising our positive 
impact on people and the planet.

Thank you to our teams and partners for your 
contributions in 2025. Together, we are working 
to keep high-quality products affordable for 
Australians while continuing to reduce our 
environmental impact and support the 
communities we serve.



At ALDI, responsibility is core to how we do business. We believe 
Australians should be able to access great quality groceries at low 
prices, but not at a high cost to our communities or the planet. 
Guided by our values of Responsibility, Consistency, and Simplicity, 
we work to create shared value for our customers, our partners 
and our business, ensuring that doing the right thing remains the 
standard for ALDI today and into the future.

Our approach to sustainability is about the choices we make every 
day across our business. It is reflected in how we source products, 
work with our Business Partners, support our people, reduce our 
environmental impact and contribute to our communities. 

Making A Good Difference
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Together, these pillars focus on the areas where we believe ALDI can make a meaningful difference. 

As the needs of our customers, communities and the environment continue to evolve, our role remains clear: 
to make a good life affordable, while maximising ALDI’s positive impact on people and the planet.

Our sustainability initiatives are organised across four pillars:

Good Planet
Good Community

Focuses on reducing ALDI’s 
environmental impact 
through action across areas 
such as emissions reduction, 
renewable electricity, waste 
diversion, packaging and 
responsible sourcing. 

Reflects the partnerships 
and programs we 
support to make a 
positive difference in the 
communities we serve.

Good Business
Good Health

Captures our work to 
operate responsibly 
across our supply chain, 
partnerships and people.

Focuses on helping 
make healthier choices 
more accessible for 
Australian shoppers. 



At ALDI we believe access to great quality groceries at low 
prices shouldn’t come at a high cost to the planet. Good 
Planet reflects our work to reduce carbon emissions and 
improve energy efficiency, progress the use of more 
sustainable packaging, reduce waste and continue sourcing 
our products responsibly.

Good Planet

1. ALDI remains connected to the electricity grid, with on-site solar directly reducing electricity consumption of stores and distribution centres 
where panels are installed. For the remaining electricity used at ALDI, Large-scale Generation Certificates (LGCs) procured through our PPAs with 
Australian wind farms are surrendered to the Clean Energy Regulator and retired. Surrendering LGCs guarantees that the renewable electricity 
attributes are correctly allocated to our renewable electricity consumption and are not available for resale. 5

Because sustainable living shouldn’t cost the earth. 

Renewable electricity

Since July 2021, all ALDI 
stores, warehouses and 
offices have been 
powered by 100% 
renewable electricity1. 

Having become the first Australian 
supermarket to achieve this milestone, 2025 
marks four consecutive years of maintaining 
this commitment through continued investment 
in on-site renewable energy infrastructure and 
off-site renewable generation. 

In 2025, we continued to build on the foundations 
of our long-term sustainability commitments. This 
included maintaining our commitment to 100% 
renewable electricity, reducing refrigeration-
related emissions, increasing waste diversion, and 
continuing our work across seafood and emerging 
areas of focus such as nature and biodiversity. 

This year also marked an important transition 
point as we reached the 2025 milestone for the 
sustainable packaging commitments announced 
in 2019. In 2025 we also began to establish new 
foundations for the next phase of ALDI’s global 
sustainability approach. 

In 2025, we continued to expand our on-site 
renewable energy generation using solar PV 
systems, procuring 18 additional on-site solar 
systems for installation within 12 months, 
exceeding the 15 installations forecast in last 
year’s report. 

We also continue to support renewable energy 
generation beyond our own sites through Power 
Purchase Agreements (PPAs) with wind farms in 
Victoria. These partnerships ensure we continue 
to source renewable electricity and maintain our 
100% renewable commitment.
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With the Federal Government’s Corporate Emissions 
Reduction Transparency framework now 
decommissioned, we report our renewable 
electricity commitment through National 
Greenhouse and Energy Reporting using the Scope 
22 market-based emissions method. This year, our 
Scope 2 market-based emissions were assured by 
KPMG, as reported in our Australian Sustainability 
Reporting Standard–Climate-related Disclosures 
(AASB S2) report. 

Progress also continued across our battery energy 
storage systems program3, with expansion 
underway across 11 sites: two in Victoria and nine in 
New South Wales. By storing renewable electricity 
and feeding it back into the grid when demand is 
high, the systems help support grid stability during 
peak periods. 

Two systems were installed 
during 2024, with a further nine 
installations expected in Q2 2026.

2. Scope 2 emissions are the indirect emissions associated with the electricity a business uses. The market-based method accounts for the electricity 
we purchase, including renewable electricity supported by eligible certificates or agreements.

3. ALDI's large-scale battery systems in Victoria (Scoresby and Lower Plenty) help stabilise the electricity grid by charging from solar and excess 
renewable energy during low-demand periods and discharging energy during peak strain periods.

Reducing emissions

Reducing emissions across our operations 
requires ongoing improvements to store 
infrastructure, equipment and energy systems. 

In 2025, one of our major areas of focus was 
refrigeration-related emissions.

Fresh thinking 
on refrigeration

As part of our operational emissions 
reduction program to phase out refrigerants 
with a Global Warming Potential (GWP) 
greater than 2,200, we have continued 
replacing legacy R404A refrigerants (GWP 
3,920) with lower-emission alternatives 
such as R448A (GWP 1,397) across 91 sites. 

By September 2025, we completed drop-in 
refrigerant replacements at 85 stores, 
transitioning existing systems to lower-
emission alternatives. We completed one of 
six full system replacements by the end of 
2025, and scheduled the remaining five 
systems for completion in 2026.

Once complete, the transition is expected to 
reduce equivalent carbon dioxide emissions 
by approximately 322 tonnes annually – or 
48% of the stores’ total refrigerant 
emissions – across participating sites. 
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Rethinking packaging

Since 2019, we have worked with Business Partners, 
packaging manufacturers and industry bodies to 
reduce unnecessary packaging, improve 
recyclability, increase recycled content and support 
clearer recycling information for customers. 

As we reached the end of 2025, we had the 
opportunity to reflect on how far we have come 
since our packaging commitments were set in 2019, 
and what we have learned along the way. While not 
every target was achieved in full, our progress 
reflects both the practical gains made across our 
own operations and the broader challenges being 
experienced across the packaging industry. 

Meaningful change relies on collaboration across a 
complex system involving Business Partners, 
packaging manufacturers, recyclers, government 
and industry. We are proud of our efforts to 
progress this.

Packaging remains one of the most challenging 
areas of sustainability. Further progress continues 
to be impacted by external factors including limited 
supply of suitable food-safe recycled materials, 
underdeveloped recycling infrastructure, cost, and 
the requirements of product safety, shelf life and 
transport. As Australia prepares for future 
packaging regulation, we will continue working 
with industry to support better packaging 
outcomes and build on the progress already made.

Actions that made the difference

4. Compliance status was confirmed via an in-store audit on 16 January 2026 and desktop reviews of active core range and seasonal products as at 
the end of 2025.

5. Includes soft plastics labelled with the Australasian Recycling Label's Check Locally logo, where recyclability depends on access to suitable 
collection or recycling pathways.

6. In 2025, reporting methodology for this KPI was amended so that packaging specifications received from 2025 onwards only count post-
consumer content. Therefore, prior results for this KPI may not be directly comparable.

2001
ALDI has never 
provided free single-
use plastic carrier 
bags since inception.

2021
First large Australian 
supermarket to 
replace plastic straws 
on juice poppers with 
a paper alternative.

100%
ALDI everyday 
grocery range 
carries the 
Australasian 
Recycling Label 
(ARL)4

4,916 
tonnes of 
non-recyclable 
packaging 
removed.

32.5% 
average 
recycled content 
across ALDI 
packaging6

2019
ALDI Plastics & 
Packaging 
commitments 
announced.

91.9%
of ALDI packaging 
was recyclable or 
compostable5

2024
Established a 
dedicated team 
of packaging 
technologists.

2025 Packaging outcomes

100%
identified 
problematic and 
single-use 
plastics, including 
tableware and 
straws, removed
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Saying goodbye to soaker pads 

In 2025, we removed soaker pads from selected products, including sausages, marinated meats and 
most red meat cuts. While soaker pads have long been an industry norm for fresh meat packaging, ALDI 
worked with suppliers to conduct additional testing to ensure product quality and shelf life would not be 
impacted. This removes approximately 49 tonnes of material, or 3.7 million soaker pads, each year.

Soft plastics

Soft plastics remain a systemic challenge in 
Australia, with limited collection, sorting, 
processing and end-market capacity. At ALDI, we 
recognise our role in improving outcomes for the 
soft plastic packaging we place on the market. We 
also support an industry-led approach to building 
a viable national solution.

We are a founding member of Soft Plastics 
Stewardship Australia (SPSA), an extended 
producer responsibility scheme approved by the 
Australian Competition and Consumer Commission 
and launching in 2026. SPSA is designed to 
coordinate funding, collection and processing 
across industry to improve recycling and recovery 
outcomes for soft plastics.

In parallel, we are participating in a targeted in-
store collection trial across 19 stores in New South 
Wales and Victoria. The trial is testing how soft 
plastic collection can operate in a real retail 
environment, including customer participation and 
access, collection and logistics requirements, 
processing capability and end-market outcomes, 
scheme costs and operational efficiency.

In 2025, approximately 12,000 kg of soft plastics 
were collected through the trial. Insights from this 
work, alongside SPSA implementation, will help 
inform how soft plastic collection can be scaled in 
a way that is operationally viable, accessible to 
customers and sustainable over the long term.

Building a robust national solution for soft 
plastics requires collaboration across the 
entire value chain, and ALDI has played a 
critical role from the outset. As a founding 
member of SPSA, ALDI has helped drive the 
development of a stewardship model that 
will support greater collection, processing 
and recycling outcomes across Australia.

“

Barry Cosier
CEO, Soft Plastic Stewardship Australia



Responsible sourcing

Our work towards more responsible sourcing 
continues across high-priority commodities, 
including beef, soy, palm oil, cocoa, coffee, tea, 
wood and paper products, and fish and seafood. 
To support this work, we collaborate with suppliers 
and traders, certification bodies and industry 
groups, including the Palm Oil Transparency 
Coalition, Roundtable on Sustainable Palm Oil, 
Retail Soy Group and Programme for the 
Endorsement of Forest Certification.

In 2025, we continued focusing on practical steps 
to improve traceability and transparency across 
higher-risk supply chains. 

In 2025, we commenced7 the transition of our entire canned tuna range to Marine Stewardship 
Council (MSC) certification, with Portview® and Oceanrise® exclusive brands carrying the MSC blue 
fish label from October 2025. This now provides our customers with clearer information on-pack, 
helping them choose quality seafood sourced from certified sustainable fisheries. This transition 
reflects improvements introduced through ALDI Australia’s updated fish and seafood sourcing 
policy. 

ALDI was also recognised at the 2025 Sustainable Seafood Awards, receiving Best Responsible 
Seafood Retailer from the Aquaculture Stewardship Council (ASC) for the third consecutive year, 
alongside Aquaculture Champion and Best Responsible Seafood Trader. The recognition reflects our 
continued work to source seafood according to our stringent sourcing requirements.

Making waves in 
responsible seafood

This included ongoing engagement with Business 
Partners and industry stakeholders to better 
understand sourcing risks, support responsible 
sourcing practices and identify where further 
progress can be made.

We recognise that some supply chain transitions 
remain complex, including the transition to 
deforestation-free supply chains. 

This is particularly true for fresh beef, where the 
scale and structure of Australian supply chains 
mean meaningful progress takes time and requires 
coordinated action across Business Partners, 
industry, government and other stakeholders.

97. The transition of our exclusive brand tuna range was completed in June 2026.



We believe our responsibility as a supermarket 
goes far beyond simply providing great quality. 
At the heart of our mission is ALDI’s Price 
Promise: a definitive commitment to delivering 
consistently low prices that give our customers 
total confidence they are getting the best value 
week-in, week-out. By helping customers 
reduce the cost of their weekly shop, we are 
proudly delivering meaningful savings to 
Australian families, helping put fresh, high-
quality food on the table for less.

Good Community 
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Because helping our mates is what we do

Being Good Different isn't just about providing 
exceptional value at the checkout; it’s also 
about making a genuine, good difference in 
the communities where our customers and 
employees live and work. 

We put this into action every day through our 
longstanding charity partnerships and 
community initiatives, such as our dedicated 
work alongside Camp Quality and Foodbank. 

Backed by an expansive food 
rescue network, we redirect 
surplus food to support Aussies 
facing food insecurity.

Community initiatives

In 2025, we continued our long-standing tradition 
of giving back to the nearly 600 communities where 
we operate, with a total of $1,971,104 raised and 
donated to our national community partners, Camp 
Quality and Foodbank.

ALDI has long been a supporter of Camp Quality’s 
programs and services that help families build 
optimism and resilience through community, 
education and fun. Camp Quality is there for kids 
aged 0-15 who are dealing with their own cancer 
diagnosis, or the diagnosis of a sibling, parent, or 
carer, every step of the way. 

Our partnership with Camp Quality includes national 
fundraising programs, including sponsoring their 
flagship event, Big Walk For Little Kids, and 
employee and customer programs that raise funds 
and awareness of Camp Quality’s important work. 

In 2025, our contributions to Camp Quality delivered  
$1,688,292 to help make a Good Difference in the 
lives of more than 2,000 children impacted by cancer 
through a range of programs and initiatives for them 
and their families. 



Foodbank and ALDI: 
mobilising rapid relief 

In March 2025, Ex-Tropical Cyclone Alfred 
caused severe flooding and power outages 
across Queensland and Northern New South 
Wales. In response to this devastation, ALDI 
mobilised a rapid relief program through our 
partner, Foodbank, to aid communities facing 
acute food insecurity in the wake of the disaster. 

“
Foodbank knows that communities 
don’t just need support during 
disasters, but especially during their 
recovery which can last months or 
even years.

The funds raised by ALDI shoppers, 
and matched by ALDI, allowed us to 
source and transport vital food and 
groceries to communities forced out 
of their homes, including those in 
evacuation centres.

Erica Goldfinch
Chief Partnerships and Commercial 
Officer, Foodbank

The program helped support impacted 
communities across three initiatives:

Material support: 

ALDI donated $150,000 in essential 
groceries directly to Foodbank to 
restock regional relief centres. 

Matched funds: 

To amplify impact, we matched 
customer donations dollar-for-dollar, 
doubling the impact of the national 
appeal to $10,056. 

National appeal:

ALDI activated checkout donations 
across our national network of stores, 
inviting customers to contribute to 
Foodbank’s disaster appeal, delivering 
$5,028 in support.
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Warming up winter with Red Tractor 
and Foodbank

In 2025, ALDI collaborated with Red Tractor and 
Foodbank Australia on a joint initiative to address 
food insecurity with a national ‘Buy One, Give One’ 
campaign. For every 1.6kg bag of Red Tractor oats 
purchased as an ALDI Special Buy, an equivalent 
amount was donated to Foodbank Australia. Each 
donated pack of oats provided up to 40 meals8 for 
families in need. 

AFL figure and Melbourne FC Captain Max Gawn got 
behind the campaign, officially launching it at 
Foodbank’s distribution centre at Yarraville, Victoria, 
encouraging Aussies to get involved and support 
families in need. The partnership delivered 3 million 
warm, nourishing breakfasts to Aussies doing it 
tough during the chilly winter months.

“
Partnering with Red Tractor and 
Foodbank allows us to step up for 
Aussie families who need it most in 
winter. A campaign as 
straightforward as 'Buy One, Give 
One' has a massive ripple effect, 
making a true Good Difference. We 
are thrilled to champion a program 
that delivers such meaningful, 
tangible support to the community.

Ben Jacobs
Buying Director (Breakfast), ALDI Australia

8. Meals equivalent = 40 serves per each 1.6kg bag of oats.
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Our 2025 food rescue results at a glance:

Impact up close with Christ Mission Possible (Food Solutions)

“
I thoroughly enjoyed seeing first-
hand the positive impact that our 
food donation has on the local 
community. This experience has 
made a lasting impact on why 
food rescue matters.

Amanda Wood 
Executive Manager Store 
Operations, ALDI

In October 2025, 16 leaders from our ALDI Minchinbury 
Store Operations team participated in a team-building 
event centred on food rescue run by one of our food 
rescue participant charities, Christ Mission Possible, also 
known as Food Solutions. During the session, the team 
learned about the food rescue process and took part in 
hands-on activities. Our teams loved seeing first-hand 
how our food rescue efforts benefit the recipients of the 
food rescue programs. Participants left with a renewed 
appreciation for the importance of rigorous in-store 
sorting and the direct impact our actions can have on 
local families in need.

Animal feed:
595 tonnes of surplus food provided to farmers for 
animal feed – a significant increase on the 47 tonnes 
collected in 2024.

Human consumption:
11,911 tonnes collected in 2025 – an equivalent 
of 23 million meals9 diverted to food rescue 
organisations to support families in need. This is 
a 42% increase from 2024 (8,405 tonnes).

Total food rescued:
12,505 tonnes of food was rescued in 2025.

9. Meal equivalents are calculated based on 500g of food donated = 1 meal.

Festive food for families in need

During the 2025 festive season, ALDI 
National Office employees came together 
to support Australians facing food 
insecurity over the holidays. In a team 
effort to provide tangible relief, our team 
volunteered to pack 710 hampers 
containing over 6,000kg of donated 
pantry staples. 

The initiative supported our national 
partner, Foodbank Australia, ensuring 
that vulnerable community members 
had access to essential food items during 
a high-pressure time of year. It was a 
rewarding opportunity for our people to 
contribute directly to our communities.

Food rescue 

When good food goes to waste, less food reaches the 
people who need it most, while also impacting the 
environment. In 2025, ALDI achieved a 79% food 
waste diversion rate, contributing to our total waste 
diversion result of 90%. These achievements reflect 
our ongoing efforts, alongside our food rescue 
participants, to manage surplus food responsibly 
and improve how food waste is recovered, reused or 
redistributed wherever possible.

Our food rescue program embeds simple, practical 
solutions across our network to recover surplus food, 
reducing landfill while helping deliver meals to 
communities in need. We are proud that 100% of 
ALDI Australia stores are connected to a food rescue 
organisation, with 99% of stores hosting collections 
at least five days a week. Having regular collections 
and clear in-store processes ensures our teams can 
rescue as much surplus food as possible.



Good Business 
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We love supporting locals, because after all, we’re locals too 

This innovative model allows us to prioritise freshness and quality while maintaining our leadership as 
Australia’s most affordable supermarket, proving that low prices should never have to come at the expense of 
our commitment to the environment nor to the communities we serve.

At ALDI so much of our Good Difference is built on a 
foundation of longstanding, mutually beneficial relationships 
with our network of Business Partners. By fostering long-term 
relationships with over 1,000 Australian Business Partners, 
we ensure our commitment to the community is built into 
how we do business, from how we negotiate fairly and 
responsibly, through to our Australia-first sourcing policy, 
and our quality and safety standards.

Human rights

At ALDI, we recognise that our global reach carries a profound 
responsibility to respect and support the human rights of the people 
in our supply chain. As a large retailer, we recognise the risk that 
modern slavery can and does occur within businesses. We are also 
clear and unwavering that modern slavery and human exploitation 
have no place in our business and will not be tolerated.

To ensure we uphold these responsibilities and principles, our 
Business Partner Sustainability Standards serve as the mandatory 
minimum requirements for all our Business Partners, covering both 
merchandise and non-merchandise sectors. 

Driven by our core value of Responsibility, we are constantly 
evolving our due diligence processes to identify and manage 
human rights risks. By continuously improving these safeguards, 
We strive to ensure that doing the right thing remains a 
fundamental standard for our business and our supply chains, 
both today and into the future.

See our Modern Slavery Statement for more details on our 
approach to human rights in our supply chain.

https://www.aldi.com.au/sustainability/good-business/modern-slavery-and-human-rights


Award-winning performance

ALDI’s commitment to quality and value was recognised again in 2025, with a host of award wins across product 
and industry categories:

▪ Chicken 
▪ Lamb (two years in a row)
▪ Seafood 
▪ Fish (two years in a row)

6
consecutive 
years

Roy Morgan

Supermarket 
of the Year

8
consecutive 
years

Canstar Blue

Best-rated
supermarket

3
consecutive 
years

ASC

Responsible
Seafood 
Retailer

4
award 
wins since 
2021

ALDI Australia’s 
Lazzio coffee

Australian 
Champion

2
award 
wins

ALDI Mobile

Telecommuni-
cations Awards

4
category 
wins

Canstar Blue

Supermarket 
Meat Awards 

▪ Years Won: 2021, 
2022, 2024 and 2025

#1 in Supplier Satisfaction

We’re proud to see ALDI once again ranked as the 
number one supermarket for supplier satisfaction 
in the latest Food and Grocery Code Supervisor 
Annual Report. 

The report is based on supplier survey responses 
and engagement, with 420 suppliers answering 
questions about their experiences working with 
the buying team. Strong supplier partnerships are 
fundamental to our business model and to the value 
we provide in-store every day. By fostering strong 
relationships with over 1,000 Australian Business 
Partners, we ensure that ethical trading standards, 
fairness, and mutual respect are built into how we 
do business every day.

“
A sincere thank you to our suppliers 
for their trust and collaboration, and 
to our Buying team for the role they 
play every day in delivering value 
for our customers.

Jordan Lack
Chief Commercial Officer, ALDI Australia

Partnering with Integrity 

#1 Supermarket for 
Supplier Satisfaction: 

Ranked first place across the 
industry by our suppliers in 
the Food and Grocery Code 
Supervisor Annual Report.

1,000+ Local Partners: 

Building mutual trust with 
Australian Business Partners 
to support our Australia-first 
sourcing policy.

Fair and Reliable Trading: 

Balancing low prices under 
our Price Promise with fair, 
collaborative negotiation and 
trading practices.
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https://grocerycodesupervisor.gov.au/sites/grocerycodesupervisor.gov.au/files/2026-06/food-grocery-code-supervisor-annual-report-2024-25.pdf
https://grocerycodesupervisor.gov.au/sites/grocerycodesupervisor.gov.au/files/2026-06/food-grocery-code-supervisor-annual-report-2024-25.pdf


Good Health 

15

Keeping Aussies happy and healthy for generations to come

Making healthy choices easier 

ALDI has long taken a responsible approach to 
the way we range, price and promote products. 
An example of this, ALDI became the first 
Australian supermarket in 2011 to be free from 
artificial colours, in our exclusive brand range.

We continue to prioritise fresh food in our 
catalogues, dedicating prominent space to 
seasonal fruit, vegetables and meat. This 
commitment has always been part of how we 
range and promote products.

At ALDI, we believe healthier choices should be simple, 
affordable and easy to understand. In 2025, we supported 
customers through Health Star Ratings and clearer whole 
grain labelling across selected ALDI exclusive brand products.

Clearer nutrition information 

Health Star Ratings helps customers compare 
packaged products within the same category 
and make more informed choices. 

We use Health Star Ratings to assess the 
nutritional profile of selected product 
categories including bakery, breakfast, dairy, 
chilled convenience, freezer, pantry and non-
alcoholic beverages. This range excludes 
inherently healthy products, such as fresh fruit 
and vegetables, and products generally 
considered discretionary, such as chocolate, 
confectionery and desserts. 

In 2025, 53.5% of in-scope products achieved 
3.5 stars or higher

Bringing whole grains to the front 

ALDI partners with the Grains and Legumes 
Nutrition Council (GLNC) to help make whole 
grain content easier for customers to identify 
on packaging. 

ALDI was the first Australian supermarket to 
include the whole grain content logo on the front 
of select product packaging. After trialling the 
logo in 2024, we launched a further two products 
with the GLNC logo in 2025.

Hillcrest® Muesli Clusters Nuts and Hillcrest® 
Muesli Clusters Berry now display whole grain 
content on pack, containing 53% and 66% 
whole grains respectively. The range of 
products featuring the logo will increase in 2026.



When we set our 2025 sustainability 
commitments, we knew progress would require 
practical action across our business and supply 
chains. Throughout 2025, we maintained our 
renewable electricity commitment, made 
progress on packaging, expanded food rescue 
outcomes and continued work on responsible 
sourcing. Some challenges remain, particularly 
where systemic change depends on industry, 
infrastructure and regulation.

Daniel Baker 
Director - National Sustainability
ALDI Australia

Looking ahead
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If the last few years have taught us anything, it’s that 
when we work together under a shared purpose, we 
are capable of extraordinary things. By aligning our 
global influence and ability to drive change even 
more closely with our values, we will ensure that 
ALDI remains a Force for Good for our customers, our 
producers, and the planet.

We have progressed significantly 
across our pillars of Good Planet, 
Good Community, Good Business 
and Good Health. 

“

We look forward to sharing more on 
our Force for Good focus areas and 
milestones as we work through 
delivering the strategy in our ALDI 
Australia operations. 

This work shows how sustainability initiatives can 
be managed alongside our commitment to low 
prices. From fundamental shifts in our supply 
chain to the way we present products on our 
shelves, our progress is a reflection of the 
dedication of every team member at ALDI.

However, standing still is not an option. As the 
world evolves, so must our approach. 

As we look ahead, bringing our new Force for 
Good global sustainability strategy to life across 
ALDI Australia and the wider ALDI SOUTH Group 
represents a whole-of-business reaffirmation of 
our core purpose. This framework ensures we 
remain focused on the areas where ALDI can have 
the greatest impact, allowing us to move beyond 
simple mitigation and toward actively improving 
the food systems we all rely on.



Good Different

Learn more

https://www.aldi.com.au/sustainability
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