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OPENNESS              CREATIVITY           BE REAL           CONTINUOUS IMPROVEMENT            

THE CUSTOMER MEANS EVERYTHING                 HAVE FUN & MAKE A DIFFERENCE

We create meat brands that tell stories. Real stories of the amazing farmers who commit their lives to nurture the land
and care for animals.

We are inspiring a new meat mindset and ultimately changing the way business is done by us, our suppliers and our
customers.

We collaborate with industry stakeholders to challenge the norm and find new, progressive ways to make our
business and industry more environmentally sustainable, ethical and inclusive.

We support our team members to love what they do, have fun and work in a balanced and flexible way.

We celebrate meat and food for the joy it brings people across communities around the globe.

Our goal is for our suppliers and our customers to become our biggest advocates because they love what we do and
why we do it.

…but most of all we ultimately want to do our bit to make a positive, lasting contribution to the future of our industry.

our vision
OUR VISION IS TO CREATE FOOD THAT PEOPLE AROUND THE WORLD LOVE TO EAT.

our mission

our values
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As a young company we have been busy laying the foundations of our business and are extremely grateful for
the genuine relationships we have built with our suppliers and customers since we started in 2018. It's been
an amazing ride so far!

As we enter our fourth year in business we have taken the time to reflect on how we can ensure a sustainable
future within our industry - to continue taking premium Australian produce to the global market, while telling
the stories of the Australian land, producers and animals through our thoughtful protein brands. 

I am pleased to share the very start of our journey - this report - summarising our initiatives and progress
intentions as a business. We acknowledge this is very much the start of our journey - ensuring we address
how we conduct business not only to be profitable, but to foster the success of people and protect our planet. 

We know our next important step will be identifying clear goals and targets so we may measure our impact
and improvement over time.
 
I look forward to sharing more with our valued partners as we continue to grow, learn and adjust as a
business dedicated to leaving a positive impact on our industry, society and environment. 

I PERSONALLY WELCOME YOUR THOUGHTS, COLLABORATION AND FEEDBACK
AS WE PROGRESS ON OUR JOURNEY TO ULTIMATELY MAKE MEAT BETTER.

a message from our
co-founder

Nick Thompson
General Manager, Paradigm Foods
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We see ourselves as the unique connection
between farm gates and consumers' plates,
so our relationships with each of our partners
- producers, processors and customers - is so
valued and respected. We only operate with
integrity and transparency to deliver mutual
benefits to all of our partners. Our partners'
success is our success.

As a business operating in the meat &
livestock industry we acknowledge we are
committed to better understanding our
impact on our environment so we may
continually improve as a business. 

OUR PARTNERS

OUR PLANET

We believe our difference lies in why we do business - To make meat better.

Everything we do is to ultimately make meat better for consumers, producers and for the future. Our
commitment to this revolves around four key pillars - Our Partners, Products, People and Planet.

a new paradigm in
meat

Our people are the backbone of our
business. From striving for inclusivity &
diversity in our recruitment to nurturing each
individual's personal and professional
development and providing a fun and flexible
work environment - we strongly believe in the
power of our people to deliver results for our
partners.

We take the greatest pride in our products
and brands. In a cluttered marketplace, we
bring a consumer-led and considered
approach - connecting consumers to the food
they eat through thoughtful, engaging brands
aimed to celebrate the story of the land,
farmer and the animal.

OUR PEOPLE

OUR PRODUCTS
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our PARTNERS 

RELATIONSHIPS WE HAVE ESTABLISHED

As a business, we are committed to returning
hard-earned profits where we know they belong -
with our producers. Of our 80+ producer
relationships we proudly work with a large
number of Queensland and Eastern Australian
producers - ensuring we're supporting our very
most local producers, and showcasing their
amazing produce to the world.

We are incredibly proud to be donating 10 tonnes
of protein to FareShare Queensland, a charitable
organisation dedicated to feeding communities
doing it tough. Our team get in and roll their
sleeves up to prep meals, volunteering one day
annually in support of this great cause.

SUPPORTING LOCAL 

FEEDING RURAL
COMMUNITIES

Our business revolves around our customers
and ensuring our products and service goes
beyond their expectations. We place great
value on our unique position in the supply
chain to create products and brands relevant
to our local & international customers. We
love building deep, lasting and transparent
relationships. 

Owning a unique position in the supply chain,
we acknowledge the need to ensure integrity
across our suppliers. We are in the midst of
engaging with each of our suppliers to
introduce a Supplier Code of Conduct - an
important step in ensuring this integrity.

CUSTOMER FOCUS

SUPPLY CHAIN
INTEGRITY

KEY ACHIEVEMENTS

80+ 22
producer
relationships

countries of 
export

10 TONNES
of protein committed to 
FareShare
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We are committed to really understanding what,
why and how consumers around the world want
when it comes to meat.  We are proud of new
partnerships we are building in  key international
markets - allowing us to to be at the forefront of
consumer trends to ensure our products and
brands answer the everchanging needs of
consumers around the world. 

our PRODUCTs 

We only operate within the the highest
standards of food safety and product quality
and meet all regulatory and customer
requirements with all producers operating
under a stringently-audited approved Quality
Management System.

All of our producers are approved by the
Department of Agriculture to an export
standard and AUSMEAT accredited holding a
variety of accreditations including BRC, SFQ,
HACCP, AAWC, MSA and ACO.

Animal Welfare is paramount to our business
and we ensure all of our producers hold the
highest accreditation in relation to Animal
Welfare.

We believe there is so much to be celebrated in
crafting premium quality beef & pork. We make it
our business to create thoughtful and impactful
brands which tell the rich story behind the meat -
honouring the land, the animal and the farmer.

QUALITY & SAFETY

BEAUTIFUL BRANDS

CONSUMER-CENTRED

KEY ACHIEVEMENTS
OVER 26 MILLION
dining experiences delivered 
around the world.

GOLD, SILVER & BRONZE
medals for our ICON XB Wagyu & Roam Australian Wagyu
in the Royal Queensland Food & Wine Show.
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our planet

RELATIONSHIPS WE HAVE ESTABLISHED

The wellbeing and welfare of animals is
incredibly important to us as a business. We
require all producers to comply with animal
wellbeing standards including an integrated
anti-microbial stewardship program and internal
animal welfare audits of all plants, farms and
feedlots. We also promote the use of Truck Safe
trucks for all animal transport.

ANIMAL WELLBEING
We have commenced the process to
understand the baseline of scope 1, 2 and 3
emissions and have engaged a third party
consultant to understand threats and
opportunities for our business.  We are
investigating a pilot in a methane-reducing
feed additive and look forward to being part of
the developments in this exciting space.

CARBON FOOTPRINT

We are investing a great deal of time and
resources in better understanding the role we
can play in Regenerative Agriculture -
connecting sustainably-minded consumers
with a regenerative beef alternative.

REGENERATIVE
FOCUS We have completed an extensive office review

and made inroads in adopting green-office
alternatives including LED motion sensor
lighting, green stationery, recycling, water
monitoring, E-waste donations, reduction in
corporate travel and a sustainable work from
home policy for our people. We plan to turn our
attention to our product packaging impact next.

CORPORATE IMPACT
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our people 

KEY ACHIEVEMENTS

All team members are encouraged to take
great care in their own personal physical and
mental health. We offer weekly personal
training sessions to all staff, as well as mental
health seminars, annual flu vaccinations and
anonymous access to an Employee
Assistance Program to ensure all staff have
access to counselling support as required.

We support our people to not only work in a
balanced and flexible way but importantly to
have FUN and find fulfillment & joy in the
work we do. All staff are encouraged to find
balance in working in or out of the office and
ensuring the importance balance of work,
personal and family commitments.

HEALTH

BALANCE

We certainly are a diverse bunch. With a team
of 20 individuals, we are proudly represented
by a 55/45  gender mix with a great range of
cultural backgrounds beyond our own
backyard. We take proactive steps to recruit
new team members to be diverse and
inclusive and engage all team members in
important training to celebrate diversity and
inclusivity.

Being a small, growing team there is no end
to the great opportunities in our business
and everyone is encouraged to roll up their
sleeves and throw up their hand to continue
to grow their own personal skillset and on-
the-job experience.

DIVERSITY

OPPORTUNITY

100% 94% 88%
of our team have fun at work. of our team have good work/life balance. of our team feel satisfied at work.
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SDG ALIGNMENT

As a business operating between producers, processors and international customers, we know we have much
more to do to engage other parties across the value chain to continually review our impact and learn - so we
may ultimately make longer-term changes collaboratively.                                                                                                                                   

what's next on our
agenda?

PARTNER ENGAGEMENT

We plan to align our business approach with the United Nations Sustainability Development Goals (SDGs). As a
business operating in food, we know we have an important role to play in feeding our growing population in a
sustainable manner and believe aligning to The Global Goals will help guide our decision making in the future. 

With SDG alignment giving us structure and direction in our sustainability efforts, we plan to define our own
formal goals and targets to be effectively measured and reported against.

GOAL-SETTING & MEASUREMENT

As a team of passionate people, we are proud of the direction we have established for our business - one
fueled by purpose and not just profit. This is only just the beginning though. We are committed to taking the
time and  relevant resources to reflect, review and realign our business to ensure we respect our planet and
society - while striving for a more sustainable future for our industry. 

We plan to focus on the following areas over the next 12 months.

8




