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WHAT IS THE ESSENCE OF ‘MACSWEEN’?
 
Our approach to business is influenced by a three-generation, 60 year tradition of growth, 
responsibility and innovation. Over the past ten years, as Managing Directors, my sister Jo and I have 
developed this further; marrying family values with new products, progressive employment practices 
and environmental systems. Since 2008, we have published a regular report that summarises our 
strategy and performance, inviting comment and feedback from anyone with an interest in what we do.

With three generations embracing product quality and customer service, we are now one of the UK’s leading 
high street haggis brands and are recognised internationally. Our passion for perfection means long hours 
engaging with employees, customers and consumers; quality control; tasting; refining production processes; 
consulting with our suppliers and devising marketing campaigns. We also contribute to debates and the 
promotion of best practice within the food and retail sector. Consequently, our view on what is important to the 
business is informed by our own values and the views of our stakeholders.  

Fundamentally, as a business we respect our traditions but aim to be aspirational and to break the ‘haggis’ 
mould – a position that we make very clear on our packaging with the line ‘Trust us to be Interesting’. Over the 
past ten years we have made haggis more widely accepted as a versatile, tasty and nutritious food product 
that can be consumed all year round. We are now building on this UK success to create new products and 
access new international markets.

James Macsween 
Managing Director
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We see ourselves as leaders within the food industry and the Scottish business community. This 
is reflected in the success that we have had in developing Macsween as a food brand through 
continued innovation and investment in management and employee capabilities; new product 
development; systems; machinery and marketing. An example is the extensive testing that went into 
developing our microwaveable ‘Haggis in a Hurry’ range. As well as technical, taste and nutritional 
qualities, we leveraged our social media channels to convene tasting panels. We also incorporated 
feedback from environmental specialists, which pointed to the fact that the microwaveable slices 
delivered the right amount of food in the least amount of packaging with least amount of energy – 
thereby reducing waste and emissions.

LISTENING AND CONTRIBUTING 
We believe in sharing our experiences with others and consequently are active participants in events and 
groups within business, the wider food industry, government and education. We have been featured as a 
case study by the UK Food and Drink Federation (FDF) to represent their industry programme – Five-Fold 
Environmental Ambition. Most of the other companies featured are much bigger than Macsween and FDF 
invited us to submit a case study for their 2015 Five-Fold Environmental Ambition report. 

The industry in Scotland is enjoying a significant growth phase, particularly through success in export 
markets and the work of Scotland Food and Drink and the Scottish Food and Drink Federation (SFDF). James 
Macsween sits on the executive board of SFDF. He is a Food and Drink Ambassador, which has entailed 
working with Education Scotland and Science, Technology, Engineering and Mathematics Network (STEMNET) 
on promoting careers in the food industry. He has spoken at the SFDF annual meetings and was invited 
to speak at a recent UK FDF conference on sustainability. James has spoken at the Institute of Chartered 
Accountants in Scotland on sustainability and along with the CBI was featured in a webinar organised by Edie, 
the environmental publisher. In September 2015, James also spoke at a conference organised by RBS on 
‘greening’ manufacturing.

Macsween also freely shares its experiences more widely through its blog and Twitter feed, as well as corporate 
sustainability focused articles in mainstream media such as the FT, Scotsman, Herald, Business Insider, Food 
Manufacturer and The Grocer.  There have also been television appearances on BBC and STV.

ALWAYS LEARNING 
Continuing Professional Development (CPD) is given high priority.  All Directors, managers and supervisors 
are encouraged to undertake CPD courses and their attendance is facilitated by the company.  Learning 
journeys are a key component of this, for example, in September 2015 James Macsween spent two days with 
Taste of Arran – an organisation that facilitates collaboration and marketing for a group of food producers 
on the Scottish island of Arran.  This experience has fed into Macsween’s new product development, which 
focuses on collaboration with other food producers.  Examples of this include the haggis burger, in partnership 
with Dunbia (Ayr);  whisky cream sauce, in partnership with TSE (Scunthorpe) and the Haggis Bon Bon with 
Innovate Foods (Fife).

PARTNERSHIPS ARE PRICELESS 
Macsween also works closely with Scottish Enterprise (the economic development agency), which funds 
managers, supervisors and team leaders to train with the Leadership Factory (Emerging Leader and Emerging 
Manager courses).  The Centre for Family Enterprise helped with succession planning, when management of 
the company moved from the second to the third generation.  In addition, Jo Macsween is a founding member 
of the East of Scotland group for Vistage, a network of senior business leaders. 

DEMONSTRATING LEADERSHIP
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A SHORT ‘HAGGISOGRAPHY’ 
Macsween is a leading food brand based in Edinburgh, Scotland.  We manufacture haggis and black 
pudding that is supplied to many UK supermarket chains and independent retailers. We also sell 
direct to customers via mail order, as well as through food service companies and wholesalers.

Since 1953, when Charles Macsween opened a butchers shop in Edinburgh, two succeeding generations have 
moved the business from retailing high quality meat products into an internationally recognised manufacturer.    
In 1996, the second generation, John and Kate Macsween decided to move out of retailing and opened the 
world’s first dedicated haggis manufacturing facility in Loanhead, Midlothian, just outside Edinburgh. In 1984, 
John Macsween created the first commercial vegetarian haggis, which is now one of the company’s main 
product lines.  

The third generation, James and Jo Macsween, are proud of the tradition and commitment to excellence. 
They have continued to grow the business, taking products into the UK’s biggest retailers. Innovation remains 
at the heart of the business and in 2009 Macsween launched the highly successful ‘Haggis in a Hurry’, 
microwaveable range (Haggis, Vegetarian Haggis and Black Pudding slices), and have continued to add to the 
growing list of new products. 

A GROWING RANGE 
Since launching the Haggis in a Hurry range, we have accelerated the development and launch of new 
products. Our range now encompasses British Beef and Haggis burgers, sausages, Wild Boar haggis, Moroccan 
Spiced Vegetarian haggis, Chocolate and Chilli black pudding, Venison haggis, Three Bird haggis and a Whisky 
Cream sauce.

OUR VISION AND MISSION
Our vision is to build an internationally recognised food brand. In practice, this means broadening our 
scope beyond haggis, building demand across the whole year and reaching out to new types of consumer 
and markets. Consequently, we have strengthened our management team over the past two years. The team 
includes heads of sales, marketing, operations, technology, new product development (NPD), planning and 
finance. A further group supports the management team, including a full time training officer, production and 
dispatch supervisors.  

The strategy focuses on sustainable growth, which includes a commitment to reduce environmental impact, 
enhance the employee experience and engage with the wider world, including industry, government, customers 
and communities.

We are transparent and open to scrutiny, as exemplified by our high rating with the Supplier Ethical Data 
Exchange (SEDEX). This independent programme is used by many of our retail and food-service customers 
to benchmark our approach to ethics and environmental sustainability. Since 2013, we have been the sole 
supplier of haggis and black pudding to Marks & Spencer, which means that we comply with their own 
ambitious Plan A standards on ethics, environment, employees and product.

ABOUT MACSWEEN
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GOVERNANCE 

• Improving our environmental performance, in particular around waste, water, raw materials, energy 
and our products

• Gaining a much better picture of our suppliers’ sustainability performance

• Improving our employment and personal development structure and processes

• Defining and developing long term community partnerships

GENERATING ECONOMIC VALUE
In 2014 we produced 1,566 tonnes of haggis and related products (our financial year corresponds 
with the calendar year) and in 2015 this figure was 1,565 tonnes.  In tandem with production 
growth since 1996, we have increased our head count by 525% since 1996 and while there 
are seasonal fluctuations, we now employ 75 people in Loanhead, making us one of the biggest 
industrial employers in Midlothian.

Our employees are a diverse group, with many different backgrounds, however, more than 90% of them 
live within the Edinburgh (EH) postcode area. Our products are no different, and while we need to bring 
raw materials such as spices from further afield, 67% of our supplies come from within Scotland. As a 
consequence, we are retaining a significant proportion of economic benefit within our home area. We are 
proud to fly the flag for provenance as the leading producer of Scotland’s national dish.

BUSINESS PRIORITIES 
Over the past sixty years we have seen many changes to government regulations and to consumer 
expectations. Our business priorities therefore accommodate issues of concern for consumers, 
retailers and regulators.   

These priorities are:

ENVIRONMENTAL MANAGEMENT

Who is responsible?

Who are the main partners?

How have you performed in 
2014/15?

What are the priorities for 
2016/17?

MD, Factory Manager, Admin manager, Green teams and Plan A teams

Resource Efficient Scotland, Energy Savings Trust, William Tracey 
[recycling], Topolytics [real time reporting]

100% landfill free, reduced water and energy use per tonne, 
improved effluent quality, controlled carbon emissions despite 
increase in production

Implement an ISO14001 compliant environmental management 
system

Macsween is a leader in environmental management within the food industry. Its work has been 
recognised by the FDF, SFDF, Scottish Government, Scotland Food and Drink and Vision in Business 
for the Environment Scheme (VIBES). It has made resource efficiency a priority since opening its 
factory in 1996. The impetus came from James Macsween, but this is now embedded throughout 
the company, overseen by the Factory Manager with the support of employees, particularly those 
whom have opted to lead ‘Green teams’. 

SOLID WASTE & RECYCLING
 
NO LONGER ‘GOING UNDERGROUND’  
In 2014, we were able to declare that the business was 100% landfill free, which in practice means that 
all of our solid waste is separated and sent for recycling or re-use. This was the culmination of a ten-year 
programme, starting with simple measures and finally tackling 10% of our waste in the form of plastic 
packaging used by our meat suppliers. After two years of research and piloting, we signed a contract with a 
company that removes this waste, bales it and supplies it as fuel to a community heating scheme (see case 
study).  While this final 10% is not recycled, we believe that conversion to refuse derived fuel is a better option 
than disposal to landfill.

Macsween Board of Directors Simple HR

Production NPD

James Macsween

Planning & Procurement

Jo Macsween

Sales MarketingFinanceTechnical

IF ALL 120 TONNES OF OUR SOLID 
WASTE WAS SENT TO LANDFILL WE 
WOULD BE SPENDING ABOUT £20,700 
PER YEAR IN DISPOSAL AND TAX COSTS.  
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Material Use/Process Recycling

Plastic – HDPE, polyethylene, jazz

Electrical and electronic waste

Paper

Metals

Cardboard

Fat

Compostable waste

Raw materials/ingredients packaging

Machinery/equipment

Packaging and office

Machinery/equipment

Transport packaging

Cooking meat

Manufacturing and canteen

Plastic products

Re-used or metal/plastic products

Paper

Metal products

Cardboard

Biodiesel

Energy from Anaerobic digestion

WHERE THE WASTE THINGS ARE 
The waste materials, how they are derived and their recycling routes are summarised below:

OVER THE PERIOD 2011-AUGUST 2015, 
THE TOTAL REBATE FROM OUR RECYCLED 
PLASTICS AND CARD WAS ALMOST £9,000.  

WASTE AND RECYCLING
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TREATMENT, WATER CONSERVATION AND 
CHANGES TO PACKAGING HAVE REDUCED THE 
COST OF WATER AND EFFLUENT PER TONNE 
FROM £14.1 IN 2013 TO £10.8 IN 2015.  

ENERGY
 
IN SAVINGS WE TRUST  
We use mains electricity for lighting and powering equipment. Our factory heating system and product 
ovens are fed by mains gas. We also log the fuel used by our van to make deliveries in Edinburgh and the 
surrounding area. We are enthusiastic supporters of the work of the Energy Savings Trust, which has helped 
us to review our systems. We have implemented all of the Trust’s recommendations including a new efficient 
boiler, timers on lighting systems, low frequency lighting, heat recovery on refrigeration equipment  
(which pre-warms water prior to full heating) and additional insulation.  

WATER AND EFFLUENTGOING LANDFILL FREE WITH WILLIAM TRACEY
By 2010, Macsween was recycling 90% of its solid waste. The remaining 10% was 
plastic used to protect raw ingredients.  After considerable amounts of research 
and trialling, the company opted for a solution from the William Tracey Group. This 
residual waste is shredded, dehydrated then baled, before shipping as refuse derived 
fuel (RDF) to EEW’s Energy from Waste plant in Delfzijl, the Netherlands.

The plant specialises in thermal waste recycling for commercial waste. Based in the 
Oosterhorn industrial park in the province of Groningen, the plant is located near 
to the Wattenmeer nature park. The waste is brought in by ship, rail or road. It then 
supplies economical, reliable, environmentally responsible energy to neighbouring 
industrial plants. The alternate fuel (EBS) developed at the site is a specially treated 
form of commercial and industrial waste with a higher calorific value than traditional 
household waste.  The plant began operating in 2010 with two incineration lines, 
which can process up to 384,000 tonnes of waste per annum.

WATER AND EFFLUENT
 
SAVINGS EVERY DAY 
In 2014, the volume of water that we use decreased from 3.5 cum per tonne of product to 2.9 cum per 
tonne. This has been achieved through the introduction of a new haggis and black pudding range, ‘Delicious 
Every Day’, which uses a more sustainable form of casing that does not require the same volume of water 
for preparation. We continue to monitor water use and identify conservation measures in order to increase 
efficiency and reduce the associated cost.

FLUENT IN EFFLUENT TREATMENT  
In 2011, we installed a system that mechanically skimmed fat from the water used in production. This material 
is collected and sent for processing into biodiesel in Scotland. While this significantly improved the quality 
of our waste water, we wanted to go further. Consequently, over a two year period, we assessed the feasibility 
of installing a small on-site waste-water treatment plant. This was commissioned in June 2013 and over the 
past two years we have seen improvements in the quality of our effluent, which is reflected in a lowering of our 
discharge consent levels.  
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DESPITE A 67% INCREASE IN PRODUCTION 
VOLUMES SINCE 2011, THE COMBINED COST OF 
ELECTRICITY AND GAS PER TONNE OF PRODUCT WAS 
£70.85 IN 2015, COMPARED TO £72.36 IN 2011.   
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BETWEEN 2013 AND 2014, OUR EMISSIONS 
OF CO2EQ INCREASED BY ONLY 7.1% 
AGAINST A PRODUCTION INCREASE OF 27%.    

WE THINKS IT’S A FAIR COP 
Even before the historic climate agreement signed in December 2015 at COP21 in Paris, we recognised the 
need to become more energy and resource efficient. For example, over the past ten years, even though we are 
not required to by law, we have voluntarily measured our energy performance against consumption targets set 
under the UK Government’s Climate Change Levy (CCL) discount scheme. Against a backdrop of consistently 
increased production volumes, we have been able to work within the targets set each year under the CCL. In 
2015, our electricity and gas use was 1,972 Kwh/tonne, compared to 1,953 Kwh/tonne in 2014 (a reduction 
of 18%). We continue to look at ways of optimising the use of gas and electricity, particularly as the business 
grows and we introduce new products. While we have yet to find a suitable renewable and low carbon energy 
technology, despite researching small scale wind and solar, we continue to monitor developments in this area.
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TRANSPARENCY AND REPORTING 
We have produced a publicly available summary of our approach to sustainability and environmental 
management since 2008.  To help us keep track of environmental data we have worked closely with a 
technology start up in Edinburgh, called Topolytics (www.topolytics.com).  The company’s software allows us 
to input all of our data on waste, emissions and resource efficiency, map these processes and generate real 
time reports.  In the medium term, our aim is to build on this work and implement a formal environmental 
management system (EMS), compliant with the ISO14001 standard.   

EMPLOYEES

Who is responsible?

Who are the main partners?

How have you performed in 
2014/15?

What are the priorities for 
2016/17?

MD, Factory Manager, HR & Training Manager, HR advisor

Polaris Learning [training]

Employee and Health & Safety Committees started, HSE 
Improvement and Action Plans, training ladders for all employees, 
SVQ training for all permanent employees

ILM courses and further REHIS training for team leaders and 
supervisors

Our HR and Training Manager has primary responsibility for employee welfare and development, 
reporting to the Managing Director. They define policy and process and monitor performance. Issues 
are raised and resolved through the monthly Employee Committee, which is attended by our HR 
advisor.  The members of this committee are changed every six months to allow more people to have 
a voice and inject new ideas.

Once every month, we hold a full company meeting within the factory, which we call ‘Team Talk’. This allows any 
employee to raise any issue with colleagues or the management team.  

Management of health and safety has always been a high priority.  As we have grown and our product portfolio 
increased, so our approach has become more sophisticated. Product safety is of the highest standard and 
in order to ensure the same for employees, we initiated a monthly Health, Safety & Environment (HSE) 
Committee in 2015. This is attended by key members of the management team and at least one person from 
each functional area of the business. This oversees regular internal audits and compliance with our Health 
and Safety Manual (published in August 2015), which contains 26 policies relating to training and testing, for 
example.  The Committee is also responsible for a health and safety improvement plan.

OUR SUGGESTION BOX SYSTEM CALLED ‘TELL 
JO AND JAMES’, ENCOURAGES EMPLOYEES 
TO POST QUESTIONS, FEEDBACK OR IDEAS, 
ALL OF WHICH RECEIVE A RESPONSE.  

14
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THE SHIFTING PATTERNS OF WORK
The growth in demand for Macsween products, prompted the company to review its 
shift patterns – finding a balance between meeting customer and employee needs.

In order to ensure that we developed a system that was effective and accepted, 
we worked through our existing Factory Forum, which comprises of employees from 
all parts of the company. In order to give more people a chance to contribute we 
operate a Summer and a Winter Forum, which each operate for six months. They 
discuss many issues, including facilities management, operations and social events.

The Forum therefore became the key medium through which we worked out how 
we could create acceptable shift patterns that generated more product. Different 
scenarios were realised and the Forum members took them back to other employees 
for review. In the end, the employees themselves devised a shift pattern that would 
fit their own lifestyles, while helping us to achieve the desired increase in production 
volumes. Further sessions reviewed the associated hygiene and access issues. It also 
presented an opportunity for two employees to become supervisors.

This new shift pattern started operating in mid-2015 and has achieved the desired 
balance between employee satisfaction and capacity growth. 
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ENTRENCHING A CULTURE OF LEADERSHIP
In 2015, our team leaders attended workshops that focus on soft skills, in particular 
leadership and communication. In 2016, seven of our team leaders and supervisors 
will be given the opportunity to further develop their skills through attending the 
Institute for Learning Management (ILM) courses.   

 

In 2016, team leaders and supervisors are undergoing the 4-day REHIS Intermediate 
Food Safety and Hygiene course (Level 3). This will also be made available to all 
employees from 2017. 

Throughout 2015, our permanent employees have undertaken SVQ Level 2 or 3 
qualifications, working through our training advisor, Polaris Learning. All permanent 
employees had such a qualification by the end of February 2016. 

TRAINING AND PROFESSIONAL DEVELOPMENT
One of our business priorities is ‘improving our employment and personnel development structure and 
processes’.

THE LADDER OF SUCCESS 
Each of our employees has a career path and ‘training ladder’ which offers them access to SVQ Level 2/Level 
3 training and Modern Apprenticeships. Within 6 months of joining the company, all permanent employees will 
have completed Hazard Analysis Critical Control Point (HACCP) and Food Hygiene Training. This is managed 
by our training officer and provides continuing professional development to all employees and a framework 
that links salary to attainments levels. Individual development plans and performance are reviewed every six 
months. 

The first stage of training covers all mandatory requirements relating to a role, in particular, food hygiene in the 
form of a six hour course approved by the Royal Environmental Health Institute of Scotland (REHIS). Having 
satisfied these requirements, every employee can opt for specialist training in areas such as internal audit, 
food hygiene, health and safety, fire warden and green team.

• Avoid accidents and damage to people’s health and do not cut corners to save time and money

• Ensure we pay as much attention to health & safety as any other key business objective

• Always follow safe working procedures

• Work to legal requirements as a minimum standard to be achieved

• Always insist on high standards of health & safety when dealing with others

• Strive for continuous improvement in health & safety performance

NEVER STOP LEARNING 
Professional development is given high priority.  All directors, managers and supervisors are encouraged 
to undertake CPD courses and their attendance is facilitated by the company. Learning journeys are a key 
component of this, for example, in September 2015 James Macsween spent two days with Taste of Arran – an 
organisation that facilitates collaboration and marketing for a group of food producers on the Scottish island 
of Arran.  

Macsween also works closely with Scottish Enterprise (the economic development agency), which funds 
managers, supervisors and team leaders to train with the Leadership Factory (Emerging Leader and Emerging 
Manager courses).  

As well as training our own employees, we are also an accredited training centre for food hygiene.  
Consequently, our operations and technical team deliver training to employees from other food companies 
at our site.  In this way, we are able to bolster quality levels across our industry, empower people in other 
companies and enhance the skills and experience of our own employees.

GOOD TO TALK 
Team Talks take place every four weeks, giving employees a chance to share thoughts and ideas with their 
colleagues. Everyone participates, wearing “production whites” in order to break down any perceived barriers 
between functional areas within the company.

Our annual employee engagement survey provides an opportunity to raise standards and gain feedback.  
Action is guaranteed on issues raised in the survey.

We have also created new teams that focus on ‘Lean’, ‘Green’ and ‘Ethical’ performance.  Employees can 
choose to run a team as part of their formal job description. Our Staff Council is a key forum for cross-
company debate and action and consists of employees elected by their colleagues.

As well as the formal company systems, we work hard to engage with our employees in more creative ways.  
For example, in 2013, as part of our 60th anniversary celebrations, the company hosted a Writer in Residence.  
He gathered stories from across the company and asked each employee to identify objects that were special 
to them.  

HEALTH & SAFETY
Through 2015 and into 2016, we initiated a Health & Safety Improvement Plan. The plan had the 
following aims:

1918
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Further impetus to our health and safety work has been provided by Marks & Spencer’s Plan A, which places 
a high level of importance on the ethical dimensions of our business, in particular, the relationship with our 
employees.  

In 2014, slips and manual lifting injuries were predominant.  In 2015, slips were also common alongside hand 
injuries.  In both years, the majority required no treatment, while one in each year was recorded in line with the 
Reporting of Injuries, Diseases and Dangerous Occurrences Regulations 2013 (RIDDOR).  The HSE Committee 
will oversee plans that aim to improve health and safety performance.

THE OVERALL NUMBER OF 
WORKPLACE INJURIES DECREASED 
FROM 28 IN 2014 TO 18 IN 2015.  

Type of injury 2014 2015

Injury requiring medical treatment 6 3

Injury requiring medical treatment – reported to RIDDOR 1 1

Injury requiring no treatment 16

28

9

18

Injury requiring first aid treatment 5 5

TOTAL

MACSWEEN MARVELS

KAREN ALEXANDER 
I was born and bred in Loanhead and brought my family up here.  I worked in the local chip shop for 18 years 
(since I was 14!), then went to work at the local printers.  I was there for 11 years until I was made redundant 
and then three weeks later started with Macsween.

I have been here for 15 months and started as a temporary worker in the dispatch area. In March 2015 I was 
promoted to line leader which was great. It showed me that my hard work had paid off.  I enjoyed the new 
responsibility and take great pride in the work I was doing to ensure our products were the best they could be 
for our customers.  Then, in August 2015 I was promoted again, this time to Team Leader!  

Stepping up to the new role has been a great challenge and it makes me proud to know the management 
team think so highly of me.  Knowing that my team has exceeded targets gives me the best feeling. 

Favourite haggis dish: The family love haggis nachos and haggis tacos with cheese and salsa on a Saturday 
night, but my favourite is good old haggis tatties and neeps.

20
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BRIAN POSKITT 
I am one of the oldest (and some say the fittest) employees at Macsween.   I am from Rotherham in South 
Yorkshire, but moved to Scotland in 1991.  I was unemployed from 2011 until September 2014.  I thought I 
was too old to start a new job, but Macsween gave me the chance and for that I am very grateful.

I have worked in every area, learning 1st cook, slicing and packing finished product.  I take great pride in my 
work and the products we make.  I am also part of the Health & Safety Committee, which is great, helping to 
look after the guys and making sure we are safe is very worthwhile.

The thing I enjoy most is that Macsween gave me a chance after being unemployed for three years, which is a 
great boost to my self-esteem.  This is one of the best teams of people I have worked with.

Favourite haggis dish:  I love Macsween black pudding on a roll for breakfast.

PABLO MALVAR GOMEZ 
My name is Juan Pablo Malvar Gomez....but you can call me Mr Pablo!  I moved to the UK from North West 
Spain in 1998 and to Scotland in 2012.  I am married with two children, with another one on the way.  Oh, 
and I have a dog too!

Macsween was my first and only job in Scotland.  I started as a production operator in the 1st cook boiler 
room where I worked for eighteen months until I broke a vertebrae and was unable to work for six months.  
When I came back, the company was really good, allowing me to carry out light duties. I was promoted to shift 
supervisor two and a half months ago – I am loving the new challenge, there is a lot of pressure especially now 
(December) and in January for Burns Night.  We have a lot of work to do to ensure our customers are happy, 
get their orders and maintain the great quality that Macsween is known for.

I have learnt many things in my time here, including good working relationships, team work and product 
development. 

Favourite haggis dish: Spanish omelette with peppers, onion, potatoes and, of course, traditional haggis!

Our business has an influence over the lives of our employees, our consumers and communities in Edinburgh 
and Scotland.

Over the past 60 years, three generations of the Macsween family have nurtured their own links with 
community groups, locally and internationally.  James and Jo have long standing relationships with the Royal 
Highland Agricultural Society of Scotland, St Columba’s Hospice in Edinburgh and other local school and 
choir groups.  Macsween has also provided haggis to the British Army to fuel Burns Night celebrations in 
Iraq, Afghanistan, Bosnia and the Falklands.  Children’s after-school clubs, local Gala days and scout groups 
have also enjoyed donations of our haggis or visits from our mascots Hamish and Morag.  Latterly, we have 
organised meeting and outings for our Green Team.

THE BIG DINNER 
In March 2015, Macsween sponsored the BIG Dinner, at which one thousand people enjoyed a fine meal and 
raised £500,000 for the 500 miles charity that supports disabled people in Africa.  The charity runs two clinics 
in Malawi that make and fit prostheses and orthosis for free.  The average cost for an artificial limb is around 
£175, which is out of reach for most Malawians.

EDINBURGH CYRENIANS’ FARESHARE SCHEME
The Cyrenians collect surplus food from manufacturers and retailers and distribute  
it to other organisations that works with homeless and vulnerable people.  They, in  
turn, use it to make nutritious, fresh meals, often teaching their clients basic  
cooking skills.  Macsween now has a formal  
arrangement to provide surplus product to  
the scheme on an ongoing basis.

COMMUNITY ENGAGEMENT

Who is responsible?

Who are the main partners?

How have you performed in 
2014/15?

What are the priorities for 
2016/17?

MD, Marketing Manager

Edinburgh Cyrenians

Formal partnership with Edinburgh Cyrenians

Continue to engage with local, national and international 
community and charity organisations
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Who is responsible?

Who are the main partners?

How have you performed in 
2014/15?

What are the priorities for 
2016/17?

MD, NPD Manager, Purchasing Manager, Technical Manager

BRC, Supplier self audits, Preferred & Accredited Supplier List, SEDEX

New products developed:  Whisky Cream Sauce, Macsween 
Highlander Burger, Macsween Meatballs, Special Editions:  
Wild Boar/Chocolate Chilli/Moroccan Spiced Veg.   BRC - AA 
accreditation. Silver for Integrity audit through M&S

Bronze for Plan A by Spring 2017. BRC AA accreditation 
continued

OUR ‘SOURCE’ IS NOT SO SECRET 
While we need to bring raw materials such as spices from further afield, 67% of our raw materials come from 
Scotland.  We have worked with many of these suppliers for more than thirty years.  All of them comply with our 
systems and policies, which we can readily monitor because of this history and proximity.  Consequently, we 
can trace the origin of every ingredient that enters into production.

While a focus on technical quality and safety is paramount, we also review the sustainability performance of 
our suppliers.  In 2013 we increased the number of questions about environmental management, employee 
relations and community engagement.  

TO COMPLIANCE AND BEYOND 
We co-operate fully with regulatory bodies looking after food hygiene and we comply with all relevant UK food 
manufacturing legislation.  For example, our site is ‘AA’ BRC (British Retail Consortium) approved (the industry 
standard for food manufacturers that demonstrates the quality of safety systems).  This is assessed through an 
annual audit.  We are also HACCP (Hazard Analysis and Critical Control Point) certified – a legal requirement 
for all food producers in the European Union.  

ETHICAL SOURCING 
We are transparent and open to scrutiny, as exemplified by our high rating with the Supplier Ethical Data 
Exchange (SEDEX).  This independent programme is used by many of our retail and food-service customers 
to benchmark our approach to ethics and environmental sustainability.  Since 2013, we have also been the 
sole supplier of haggis and black pudding to Marks & Spencer, which means that we comply with their own 
ambitious Plan A standard on ethics, environment, employees and product.  All of these requirements are 
reflected in our ethical sourcing policy.

LEAN AND CLEAN 
In 2015, we have been piloting a 5S ‘lean’ programme with our dispatch team.  This is built around Short 
Interval Control meetings, which are 5 minute reviews of performance over the previous two hours and a review 
of what is happening next.  These augment a weekly ‘lean’ review, during which we plan out ‘waste’ and build 
up efficiency.  In 2016, this approach will be rolled out across the business.

PRODUCT & SUPPLY CHAIN
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ENGAGING WITH CUSTOMERS AND CONSUMERS

Who is responsible?

Who are the main partners?

How have you performed in 
2014/15?

What are the priorities for 
2016/17?

MD, Head of Marketing, Sales Director

Digital Marketing partners, Royal Highland Show, Twisted Burns 
Supper, Targeted Media Events eg. Haggis Cook-off, Retailer 
Activation In-store, Focus Groups

Full rebrand undertaken, new products launched, increased 
engagement on social media and significantly more followers

Launch of Sausages and other new products, social media 
engagement through exciting content

HAGGIS HAGGIS HAGGIS
In 2014 we made our Edinburgh Fringe Festival debut with a celebration of our 
national dish – Haggis, Haggis, Haggis.  The show that we helped to create and 
produce, told the true story of haggis; myth-busting and evoking the bard, Robert 
Burns.  

 

PROMOTING A BALANCED DIET
In 2015, we launched our weekly meal planner to promote a varied and balanced 
menu and save time on food shopping and in the kitchen.  Viewing a week’s worth 
of meals is a great way to assess the nutritional balance and get children involved in 
food choices.  Getting out of a food rut is important, therefore our planner and recipe 
ideas are designed to encourage a bit of culinary adventure.

 

TAKING ST ANDREWS TO LONDON
In November 2014, Macsween showcased its Special Edition haggis range at 
Borough Market in London to celebrate St Andrews Day.  The team launched the 
#mealmakeover competition that encouraged consumers to get creative with 
Macsween haggis and black pudding.

We manufacture haggis and black pudding that is supplied to many UK supermarket chains and 
independent retailers.  We also sell direct to customers via mail order, as well as through foodservice 
companies and wholesalers.  Our vision is to build an internationally recognised food brand.  In 
practice this means broadening our scope beyond haggis, building demand across the whole year 
and reaching out to new types of consumer and markets.  

THE PROOF OF THE PRODUCT IS IN THE TESTING 
We have launched new products such as sauces and burgers that introduce the brand to new consumers.   
Prior to launch we ask our customers for their feedback on new products. For example, when creating our 
microwaveable ‘Haggis in a Hurry’ range, as well as technical, taste and nutrition qualities, we leveraged 
our social media channels to convene tasting panels.  We also incorporated feedback from environmental 
specialists, which pointed to the fact that the microwaveable slices delivered the right amount of food in the 
least amount of packaging with least amount of energy – thereby reducing waste and emissions.

FROM HAGGIS LOVERS TO HAGGIS VIRGINS 
We are passionate about generating and maintaining a lively and active dialogue with long standing haggis 
consumers and those new to the product.  We have led the way in the use of digital and social media to gain 
feedback on new products as well as keeping everyone up to date with what we are doing. James and Jo 
regularly contribute recipe ideas, photographs and haggis-shaped gossip to our Facebook page and Twitter 
stream, while our blogs provide insights into the business. Our YouTube channel is also helping to demystify 
our products, including Jo’s step-by-step guide to cooking and James’s master-class in how to ‘address the 
haggis’. In ‘The Macsween Haggis Bible’ written by Jo, we also share stories from the Macsween family and our 
indelible relationship with haggis.

Our consumers can readily access information on our products, their ingredients and how they are made. Our 
informative labelling is the first port of call, but they can also access information on our website, through our 
social media channels or leaflets in retail outlets. Our retail customers also audit our production facilities and 
test our products to ensure that they meet their own quality requirements.  
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RECOGNITION 
Our consistently high ratings with British Retail Consortium and SEDEX provide us with confidence that we are 
demonstrating best practice in relation to our peers within the food industry.  Each year we work with Kantar 
World Panel to understand our position against our peers in the supermarket sector as well as general trends.  
It also allows us to understand if our products are helping to grow the category.  We also benchmark ourselves 
through industry awards.  

These include:

• VIBES (Vision in Business for the Environment of Scotland) – SME Management Award (2008)

• Scotland Food & Drink Excellence Awards - Sustainability (2009)

• Scotland Food & Drink Excellence Awards - Business of the Year (2009)

• Institute of Grocery Distribution Morrisons Award for Outstanding Small Business (2012)

• Family Business United Award (2013)

• Scotland Food and Drink Excellence Awards – Best Red, White meat and Game (2014)

• Scotland Food and Drink Excellence Awards – Product of the Year (Three Bird & Venison Haggis) 
(2014)

• Scotland Food and Drink Excellence Awards - Outstanding Contribution to Food and Drink (2015)

Our products have also scored consistently highly in the Guild of Fine Foods Great Taste ratings.  For example, 
Macsween was the first haggis manufacturer to be awarded the maximum three gold stars.
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