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KIZZY COX is a multimedia journalist and native New Yorker. She is constantly 
on the lookout for local stories with international appeal, with a specific focus 
on social justice and underrepresented communities.   
 
CHLOE-ROSE CRABTREE is a chef, journalist and historian. Her work focuses  
on American women, food culture and decolonising narratives. She is also  
a co-founder of SOURCED.

JESSICA HOLLAND is a journalist whose work explores big ideas about 
technology, society and the natural world. She has written about everything 
from extreme sports to the future of healthcare. 
 
KATIE JAMES is an impact communications consultant. She is the founder 
of Storyroot, a strategic impact studio that works with purpose-aligned brands 
and powers more meaningful connections with stakeholders.  
 
SOPHIE MONKS KAUFMAN is a London-based writer who serves as Contributing 
Editor at independent film magazine Little White Lies. I Do Not Sleep, her first 
film, was completed in 2017. Close-ups: Wes Anderson, her first book, was 
published in 2018.
 
ANNA SULAN MASING is a writer, poet and academic who connects the dots 
between food, drink and identity. She is co-founder of SOURCED, a project 
aiming to decolonise culinary experiences.



To maintain the integrity of our reporting, the following report has 
been created in line with internationally-recognized frameworks. 
We were informed by the core principles and guidelines from  
the Global Reporting Initiative Standards, the commitment to 
stakeholder inclusivity from the B Corp Impact Assessment, and 
the need for critical action from the UN SDG Decade of Action.

A LETTER FROM LEADERSHIP
Sir Kensington’s wasn’t founded on a social mission. We didn’t know much about business back  
in 2010 and, if we’re being honest, we just wanted to create a ketchup that tasted like real food. 
We did know, however, that we wanted to run a company that behaved in line with our values. 
But the more we learned about food and business, the more the inherent tension between  
these two worlds revealed itself. 

Being a responsible business isn’t just about touting the convenient, 
feel-good halo of being a tasty, natural-foods brand. The world is in 
an increasingly urgent environmental crisis, and capitalism’s effects 
continue to wreak havoc on vulnerable people and resources. As 
part of that same capitalist system, we know that Sir Kensington’s 
has an unavoidable effect on the world and people around us. And, 
as our business grows, our impact grows along with it. This is not 
a simple story of good versus evil, but one of fundamental paradox. 

We began with a deep love of food and have now been on a 
10-year journey that has solidified our belief that when business  
is done right, it has the power to change society for the better.  
Over the years, we have identified the two critical, interlocking 
components that now inform our company strategy: 

On one hand, we have purpose, with a lowercase p, which 
addresses the question of utility—what is the value proposition of 
our products? Why does the world need another mayo on the shelf?

On the other hand, there’s Purpose, with a capital P, which is 
our existential reason for being, our acknowledgment of how the 
world is changing, and our responsibility for positive impact. It’s 
what drives us and what we want to leave behind. 

One without the other is hollow. Only with both can we create 
something of lasting impact and value, for our eaters and the world. 
That’s why, at Sir Kensington’s, we’ve got an ambitious mission to 
reimagine ordinary and overlooked food with fearless integrity and 
charm. Sure, condiments have long been overlooked on the plate, 
but the people who serve as the backbone of the food system 

continue to be underserved and overworked. We have a role to play 
in leaving the world of food better than we found it—to us, that also 
means bringing integrity and charm to extraordinary and overlooked 
communities. In our home New York City community, we do this by 
creating economic opportunity through food.

That all sounds well and good, but why are we only now 
publishing our first official report? Candidly, it wasn’t until 2017 that 
we started looking earnestly into our key impact areas. We took the 
B Corp impact assessment and failed the first time. We worked 
really hard to make meaningful improvements to how we run our 
business and, in 2018, we became a Certified B Corp. This set in 
motion our commitment to consistently incorporate social and 
environmental impact into our decision-making because we 
consider it important not only to society and our stakeholders,  
but also to the success and profitability of our business.

Enter 2020. Between a global pandemic, pivotal awakening  
to the realities of systemic racism, and a seemingly ceaseless flow 
of natural disasters, this was a year unlike any we’ve experienced 
while in business. 2020 tested our mission and our values, and put 
our commitments to our stakeholders in hyper-focus. We needed  
to prove to not only our eaters, but also ourselves that the impact 
work we’ve done wasn’t just an exercise, program or pat on the 
back. We know there are limits to what mayonnaise can do during 
times like this, but we also know we needed to step up to the plate 
from our place of economic privilege. 2020 made us consider what 
ways we could, as a condiments company, support our communities 

and those in the food system most vulnerable to the insecurity that 
the virus, systemic racism and natural disasters continue to cause 
and compound. 

During the summer of 2020, we publicly announced our 
first-ever impact targets and took a critical first step in inviting 
speculation about our efforts. This Integrity Report is the natural 
next step forward. We’re excited to continue the dialogue with our 
stakeholders about our key focus areas, and the topics that leave  
us completely dumbfounded on how to tackle.

2020 now marks both 10 years since our founding, and the 
baseline year for data that we will look to for year-over-year 
comparability. As you read on, you’ll see we already have some checks 
in the win column, as well as some humbling losses that are helping  
us to strengthen our efforts moving forward. Notably, we achieved our 
initial goal around team performance incentives, but fell short of our 
target for post-consumer recycled content in our fiber packaging.  
We also continued to work on values-led sourcing across our portfolio 
of ingredients, champion sustainable agriculture practices, transform 
our company around diversity, equity and inclusion (DEI) values, 
advance our B Corp assessment score, deepen our community 
partnerships, and much more. Who knew that when you picked up that 
jar of mayo, you’d be helping underwrite progress in the food industry? 
We certainly had no idea when we cooked up our first batch of ketchup.

We are incredibly proud of these things, and of how they set us 
apart, but we are under no illusions that what we’ve done is enough. 
We hope this report helps to address some of our biggest harms on 

the planet, signals that we’re not messing around, and shows  
we have the courage to publicly hold ourselves accountable to 
continuous improvement. We hope other companies that have been 
working behind the scenes on their sustainability efforts will be 
inspired to do so, too—even on the pieces that don’t feel all  
sunshine and roses.

Looking ahead, we know we’re going to face some challenges 
and we pledge to being open about those in the years to come.  
We hope you’ll come along for the ride and keep asking us the  
tough questions—heck, we’ll take a high five occasionally, too.

In the name of good food, good business,  
and business that does good,

WE INVITE ANYONE READING THIS  
TO HOP ON THE BUS WITH US
Shoot us a note at hello@sirkensingtons.com  
to let us know what you think of our efforts, 
how we can do more, or how you’d like  
to partner with us.

Scott Norton
Co-Founder

Alex Medeiros
General Manager
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I was born into a socialist family in London during the 1984 UK miners’ strike.  
My first political act was near instant as my dad donated £8.50, my birth weight, 
to The Miners’ Solidarity fund—a pot of money set up to support them as they 
sacrificed a salary protesting planned pit closures.

Prime Minister Margaret Thatcher proved a ruthless opposition. Despite  
the yearlong strike, the pit closures went ahead. Many former mining areas remain 
in poverty to this day, echoing the left-behind nature of the steel industry in the 
Rust Belt states of America. 

My early memories are tinged with the hatred that emanated from adults 
around me towards Thatcher. My dad was a negotiator for the Transport and General 
Workers' Union—one of the largest general trade 
unions in the United Kingdom and Ireland—during 
the ’80s, when union-busting laws sought to 
strangle their advocacy for workers' rights. 

All this to say: it has been instilled in me 
since childhood that progress towards equality  
is not led from above; it forces its way from the 
grassroots. I was brought up to view capitalism as 
something that exacerbated inequalities, rather 
than worked to solve them. So the recent 
popularisation of the concept of ‘conscious 
capitalism’ is something I’ve struggled to get  
my head around. Confronted with a new boom  
of friendly multinationals, with commitments to sustainability, gender equality,  
and diversity and inclusion, my gut reaction is that they are cynically shape-shifting 
in order to meet with the current cultural landscape, rather than pursuing a genuine 
interest in social good. 

Admittedly, I have never previously bothered to research the minutiae of this 
movement. So, now, I am doing so, with a skeptical yet open mind, guided by people 
deep in the trenches of the practice, all of whom were generous enough to offer 
their time and expertise. This is not an exhaustive analysis of the state of conscious 
capitalism; rather a personal journey of discovery. 

THE CHIMERA OF  
CONSCIOUS CAPITALISM

Words by Sophie Monks Kaufman | Illustration by Nathalie Lees

“If business is harnessed  
to address these big challenges, 
then that is certainly going  
to be the quickest way  
to tackle them.”
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I ask Ingabire if there has ever been an uncomfortable sense of white saviorism 
to the project. “I don’t think those thoughts come to me,” she says. “The thought itself  
is that they’re trying to help us become leaders, and eventually we go back home and 
we use what we learned to change the country. We have this network of women and we 
ourselves are leaders—we’re going to help build the next generation.”

Ingabire is currently working on the details of two plans she wants to pursue 
upon returning home in 2022. Inequality is at the forefront of her mind. “In Rwanda 
and in Burundi, people in the city tend to live quite well, but the further you go from 
the capital city, the poorer people are,” she explains. She is hoping to launch a food 
company that operates on the principle of gleaning, gathering, distributing and 
monetising harvest waste for farmers. The second goal is to start an agency that 
offers support for people who want to start businesses.

Through her work with both SHE-CAN and Torani, Dulbecco belongs to a 
community of like-minded conscious capitalists. She is alive to the challenge  
of putting stepping stones in the path of systematically disenfranchised people. 

“There’s so much more that we can do and there are companies out there trying  
to figure these things out,” she says, before asking if I know of Joseph Kenner,  
who practices Open Hiring at Greyston Bakery. I tell her I do not. She hooks us up.

Greyston Bakery in Yonkers, New York, has been a B Corp since 2008 with 
an impressive score of 137.8. It 
was founded in 1982 by a Jewish-
Buddhist monk named Bernie 
Glassman and Kenner became CEO 
in April 2020 after three years as 
VP. Kenner explains that Glassman 
was motivated to alleviate the 
poverty he saw in a community 
ravaged by homelessness, 
unemployment, AIDs, and criminal 
justice involvement. “His question 
was, ‘How do we uplift this 
community?’ And his solution was, 
‘Let’s start with employment.’”

Open Hiring is a reinterpretation of this outlook. No résumé, no interview,  
no background check. People put their name on a list and are trained up on the job 
once their time comes—which, on average, takes around six months. Kenner cites an 
Open Hiring pilot by The Body Shop in 2019 where they found that employee turnover 
fell from 43 per cent the previous year to 16 per cent and productivity increased—

“Because they were giving jobs to people who really want it to work”. 
The open hiring list circulates by word of mouth, so it’s not unusual to find 

members of the same family on the bakery floor. “Community wellness” is a key 
corollary too: a social worker sits in the bakery where the brownies are made; they 
are here to help with issues such as affordable housing and childcare. 

Kenner is passionate about giving a chance to people who have been through 
the criminal justice system. “We’ve seen folks who come back to a world where, 
even though they’ve served their time, it’s like a life sentence because they can’t  
get a job,” he says. Crucially, though, he is careful to frame that social impact in  
the language of business. He believes in capitalism and he believes in growth. 

“This is not some Kumbaya, all-social-services scheme that we’re cooking up. 
“It is a business model within [the] whole stakeholder capitalism concept. But it’s 
couched in a system and a philosophy that does say, everybody has something to 
contribute if you can just invest in them… capitalism as a system is not wrong—the 
practitioners are what we need to change.” 

Although the concept of Corporate Social Responsibility (CSR: a strategy  
or program aimed at creating a social impact) has been in business glossaries for 
decades, ‘conscious capitalism’ rose to the fore in 2013 following the publication  
of Conscious Capitalism: Liberating the Heroic Spirit of Business, a New York Times 
bestseller co-authored by Raj Sisodia and John Mackey, the CEO of Whole Foods.  
It posed a challenge to the prevailing orthodoxy of Milton Friedman’s unchecked 
monetarism (Thatcher and Reagan were both devotees) by arguing that business  
and capitalism could be harnessed for social good by embracing four tenets: ‘higher 
purpose’, ‘stakeholder integration’, ‘conscious leadership’, and ‘conscious culture  
and management’. In response, many business leaders took up the baton. 

“I don’t think it’s any longer seen as enough to have a CSR strategy,” says 
Chris Turner, Executive Director at B Lab UK. Turner cites “scope” as the difference 
between CSR and conscious capitalism, arguing that the former is unlikely to have 
any real influence on the business at large. 

By contrast, B Lab (the B is short for ‘Benefit’) is a charity that incentivizes 
corporations to bake social impact into their DNA by offering ‘B Corp’ status to 
businesses that meet their standards. “As a business, you can’t just exist to grow 
and make more money for your shareholders,” adds Turner. “You need to think about 
what your purpose is in the context of the stakeholders.” 

One of the two key criteria for certifying as a B Corp is a change from 
traditional corporate governance (serving the interests of officers, directors,  
and shareholders), to stakeholder governance (serving the interests of workers, 
customers, the community, the environment). The second criteria is a verified score 
of over 80 points on a free checklist that measures social and environmental 
performance, legal accountability, and transparency. While there are currently close 
to 1,400 registered B Corps in the US, a further 70,000 use the free checklist criteria 
to manage their impact. These figures for the UK are 500 and 15,000 respectively. 
Globally they are 3,900 and 195,000.

Torani, a San Francisco-based company that makes syrups and sauces, 
became a US B Corp in January 2019 with a score of 87.6. (The average score is 93). 
Their CEO, Melanie Dulbecco, has been with the company for 30 years, arriving there 
after stints as a congress staffer and time spent working at a non-profit. 

Dulbecco was the ninth person to join Torani (they now employ close to 250) 
and prides herself on their “person first” approach. This has meant no lay-offs in a 
96-year history and includes swapping performance appraisals—“We think they’re 
horrible and a huge waste of time”—for a system called “contribution management”, 
which sees each employee, including Dulbecco, given a manager-coach who will 
check in annually to talk career development. 

“We’re not orienting their training around what we want them to do in their 
current job,” she says. “It’s around what their interests are. What that leads to is 
opportunities for career mixology.”

Dulbecco serves on the board of SHE-CAN (Supporting Her Education Changes 
A Nation), an organization that identifies young women with leadership potential in 
post-conflict countries (Rwanda, Liberia, Cambodia and soon, Guatemala) and pairs 
them with a mentor who helps them to win a scholarship to an American university. 
The young women then return to their communities with an international network 
to support them in enacting their business dreams. 

Noella Ingabire, the 22-year-old mentee of Dulbecco, has called the Rwandan 
capital, Kigali, home since the age of five. Through SHE-CAN, Ingabire won a 
scholarship to study economics at Wellesley College in Massachusetts: when we 
speak, she is on a year abroad at Yonsei University in Seoul, one of the top three 
universities in South Korea. 

“There’s so much more 
that we can do and 

there are companies  
out there trying to 

figure these things out.”
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The English economist Kate Raworth would, however, disagree. 
During an appearance on How To Survive The Future podcast in November 
2020, she argued: “The only option is to pull out our pencil and start 
again, we can’t fix the old model.” 

She first sketched out that new model back in 2011: donut 
economics, so called because the inner ring concerns human rights  
(food, water, healthcare, a political voice, gender equality, income) and 
the outer concerns the systems of the planet. With this, the goal is to 
create an ecosystem governed by dynamic tension between all of these 
factors—“leave no one in the hole and don’t overshoot the ring of the 
planet”. In April 2020, a few months prior to her appearance on the 
podcast and at the height of the pandemic, Amsterdam signed up to the 
donut as its recovery model for the city. Interest followed from Brussels, 
Cambridge, Costa Rica and Cornwall, with endorsements coming from 
diverse luminaries such as David Attenborough and Pope Francis.

The celebrated writer, Anand Giridharadas, whose latest book  
is Winners Take All: The Elite Charade of Changing The World, is another 
critic of conscious capitalism. He told Business Insider in Feb 2019:  

“I think you and I would agree it would be weird if your approach to 
segregation in the 1940s in Alabama was to say: ‘Well, let’s create some 
points of light. Let’s create some white-owned restaurants that don’t 
mind having Black people, and we’ll celebrate that, and we’ll give them a 
certification, and we’ll put them on magazines and on change-the-world 
lists. Let’s celebrate the good.’” 

Chris Turner is in agreement that things need to be changed at  
a systemic level. He has helped to create the Better Business Act, which  
B Labs are lobbying to make into UK law. “We elevate people and the 
planet to sit alongside profit delivering a triple bottom line—you could 
call it stakeholder governance—but that becomes the legal default for 
every business in the UK,” he says. American B Labs, meanwhile, have  
a policy team who’ve created an equivalent legal form that is currently 
optional in 39 states. The long-term goal is to make it mandatory.

“If business is harnessed to address these big challenges, then 
that is certainly going to be the quickest way to tackle them,” Turner 
continues. “And it may not be possible to tackle these big challenges  
in time without business performing that role. So with that in mind, the 
question for us is going to be, ‘Can we do that quickly enough?’ If we can, 
then I think—not to be too hyperbolic about it—we save the world.”

It will take a village to save the world. Business is good at problem-
solving, in some respects because stone-cold pragmatism trumps more 
abstract concerns. Yet abstract concerns are becoming more real by the 
day, forced onto the mainstream agenda by forest fires, creature 
extinction and violence on the streets. (Both Kenner and Dulbecco 
mention the murder of George Floyd during our conversations.) 

One slippery issue is language. Capitalism, as I understand it, 
cannot eradicate social inequality because by definition it’s individual 
profiteering which leads to power and money in the hands of the elite, 
who then protect their interests to the detriment of the 99 per cent.  
Yet the practitioners of conscious capitalism strain this definition almost 
to the point of doublethink. 

Kenner listens with interest as I talk about doughnut economics 
and says it sounds like stakeholder governance. Dulbecco talks about 
Torani as “a safe place to challenge the status quo”. When I say that the 
vibe doesn’t sound a million miles away from a socialist commune, she 
says that she thinks so too. “Although it would scare a lot of people to 
say that,” she notes. “In America you can’t just say those things… what 
might be different is that we have the discipline of business applied to it.”

Another thing they do at Torani is to go on ‘learning journeys’, 
where team members devote six months to answering a question and 

then harness the best ideas to use in the organization going forward.  
In summer 2020, Dulbecco herself embarked on one focused on justice, 
equality, diversity, and inclusion (JEDI) at work. She found that for 
companies to have a sustained impact, they need to develop their own 
language and framework—rather than adopt something from a 
consultant. In other words: people need to be spoken to in their language. 

It’s true. Much as I would love for language to be an umbrella 
across the world, everyone is figuring out the best way to address their 
own audience. Partisan politics is such that certain words are loaded 
differently, with “socialism” still carrying the baggage of the red scare  
in American culture. 

I believe there will come a day when the only truly impactful 
option is systemic overhaul. But the majority of people have to be ready 
and, until they are, the work of conscious capitalists is priming their 
communities to expect a more holistic relationship between business 
and the wider world. To quote Martin Luther King Jr: “The arc of the moral 
universe is long, but it bends toward justice.” 

“As a business, you can’t just 
exist to grow and make more 
for your shareholders.”

10. 2020 Integrity Report
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INTRODUCTION
We’re making condiments with character and helping define the next generation of good 
food in America. Each product we make is rooted in our uncompromising values, which 
deliver a superior taste that defies expectations.

KEY STATS A SALES BREAKDOWN

22 
full-time employees

1 
leased office space  
in NYC (our HQ)

7 
third-party manufacturing 
partners (also known  
as Collaborative 
Manufacturers  
or co-packers)

100% 
of our products are  
made by our co-packers

6+
million jars of product sold

146 
unique ingredients 
sourced from  
around the world

THE CARTOGRAPHY OF SIR KENSINGTON'S
Sir Kensington’s is a leading provider of premium condiments  
and dressings in the U.S. and Canada.

OUR AWARD-WINNING PORTFOLIO
Mayonnaise (egg-based & vegan), Ketchup, Mustard, a line  
of globally-inspired Everything Sauces, and Salad Dressings.

Mayonnaise

Salad Dressing

Ketchup

Mustard

DISTRIBUTION CENTERS AND 
WAREHOUSES IN IL, PA AND CA

HQ IN NYC

CO-PACKERS IN IA, NC, WI, NY, 
MD AND ONTARIO

12. 2020 Integrity Report 13. Introduction



Founded by  
Scott Norton and 
Mark Ramadan

Developed the only ketchup 
made with whole tomatoes

Released the first Certified 
Humane® mayonnaise

Unveiled award-winning mustards

Opened Fries of New York—a  
real-life museum dedicated  
to the French Fry

Solicited feedback from our team to craft our first 
(and current) written mission and values

Published first Integrity Report

Released globally-inspired 
Everything Sauces 

Set first public impact targets and launched 
dedicated impact page covering Sourcing, 

Packaging, Culture and Community

Co-developed the first-ever 
commercial aquafaba supply chain  

Became a Certified B Corporation

Launched first vinaigrettes in tinted glass 
bottles to preserve oil integrity

In Scott’s off-campus apartment at  
Brown University in the spring of 2008, 
Mark applied home-printed labels to our 
first 200 jars of ketchup ahead of a tasting 
party. The finished product, temporarily 
housed in a cardboard Narragansett  
beer tray, was the foundation of our  
now award-winning condiments.

We said we’d only consider a merger 
if we could be sure it would be good 
for our stakeholders. Now, as part of  
a larger parent company, we can invest 
more in managing our impacts. 

Joined the Unilever family of brands

A DECADE OF CHANGING CONDIMENTS OUR MISSION

WE REIMAGINE ORDINARY 
AND OVERLOOKED FOODS 
WITH FEARLESS 
INTEGRITY AND CHARM
At Sir Kensington's, we believe food is the most powerful human connector.  
To protect that superpower, we work to defend the dignity of food.

…Ok ok, that sounds pretty excessive, but to us, it’s quite simple: food’s power 
lies in the dignity of its ingredients and the dignity of the people behind  
the scenes. This belief guides all of our decision-making on a daily basis  
and ensures we consider the social and environmental impacts 
of our decisions, even when we don't get credit for them.

THE DIGNITY OF INGREDIENTS
We think about using real, high-quality ingredients that benefit our eaters  
and are choicefully sourced and produced to also benefit the planet  
and our communities. 

THE DIGNITY OF PEOPLE
We have a responsibility to consider the overlooked people along our entire 
value chain—those within the walls of our office and those further up our 
supply chain who make our products come to life.

WE ARE A PROUD  
CERTIFIED B CORPORATION
Becoming a Certified B Corporation codified this mission into our company’s 
bylaws. Seriously, we legally changed our corporate purpose to include 
creating a material positive impact on society and the environment. From here 
on out, we promise to never think that what we’re doing is enough. In that 
spirit, we will go through the rigorous assessment process again in 2021 to 
stay certified and will make the results publicly available for anyone to see.

NOT SURE WHAT A B CORP IS? 

B Corps meet a high standard of social and environmental 
performance, transparency, and accountability to 
stakeholders, but it’s not just about altruism. Using 
business as a force for good means creating a business 
imperative to scale impact, instead of just seeing social 
benefit as a philanthropic afterthought. That imperative 
means always trying to knock the bar an inch higher. 
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[Sir Kensington’s] recognizes 
that there are problems  
in the food supply chain  
and is actively choosing  
to be part of the solution.  
Eater (Female, 41)

SHOUT OUT TO 
OUR STAKEHOLDERS
Sustainability is all about thinking long term and addressing  
the needs and challenges of our society by creating shared value 
for our stakeholders today. In our case, that means our eaters,  
our team, our upstream suppliers and our impact partners.

MAINTAINING OUR EATER-FOCUS
We engaged with our eaters through our Taste Buds 
community to gauge their general understanding of our 
impact strategy and figure out where we still need to  
add another dollop of education.

GETTING TO KNOW  
OUR UPSTREAM SUPPLIERS
Even though we’re still a relatively small business, we 
have a pretty complex supply chain. In 2020, we engaged 
with our most significant suppliers, our co-packers,  
to inform this inaugural Integrity Report.

WORKING WITH OUR  
IMPACT PARTNERS
We affectionately refer to our non-profit community 
partners—the amazing organizations through which  
we support underserved communities—as our  
Impact Partners.

HIGHLIGHTING OUR TEAM
We believe our secret ingredient is people. Our team  
has an incredibly strong sense of who we are and  
our purpose for being.

18,500+
By the end of 2020, we grew  
our brand-new community to  
over 18,500 Taste Buds

72%
of eaters felt we have a  
‘very strong’ impact strategy

82%
of co-packers are interested in 
strengthening how they manage 
social and environmental impacts

100%
say that strong values and an impact 
strategy is ‘very important’ in 
selecting a corporate partner

100%
were aware of our existing  
impact strategy

87%
Team’s average survey response  
rate—that's why we can’t say we’re 
representing 100% of our team

73%
believe we are proactively  
managing our social and 
environmental performance

COUNTING ON OUR CUSTOMERS
We serve our eaters through our trade 
partners—the retailers, restaurants, hotels, 
and all who stock our condiments.

[Sir Kensington’s can] help us achieve positive social and environmental impact 
while still running efficiently and being able to achieve targets required  
by our customers. Co-Packer

We are EXTREMELY grateful that they trust us and actually value our input.  
We do NOT feel like a checked box but rather a valued and TRUSTED stakeholder.  
Impact partner (NYC-Based)

I feel like we've made 
tremendous strides in Impact 
this past year. I'm familiar 
with how the work I’m doing 
pertains to Impact. Team 
Member (Supply Chain/Product)

We surveyed our key stakeholders to see how they feel about our impact work.  
This is the percentage of respondents that agreed with each statement.

QUESTION IMPACT 
PARTNERS

TEAM  
MEMBERS EATERS

Sir Kensington’s understands its impact as a food company 100% 100% 73%

Sir Kensington’s treats its employees well 86% 96% 55%

Sir Kensington’s uses only high-quality, sustainably-sourced ingredients 100% 91% 83%

Sir Kensington’s uses sustainable, recycled packaging 86% 82% 72%

Sir Kensington’s promotes DEI in its workplace 100% 96% 53%

Sir Kensington’s gives back to the local community 100% 95% 56%

Sir Kensington’s conducts its business with integrity 100% 96% 69%

Sir Kensington’s partners with ethical, values-aligned suppliers 100% 82% 61%

~25%
of eaters believe that impact 
strategies are, in general,  
just marketing

45%
Eaters’ sentiment improved  
~45%, on average, after reviewing 
our new impact website

95%
of team members say impact  
is either sometimes or always a 
consideration in decision-making

100%
are either satisfied or extremely 
satisfied with our impact work

87.5%
said they at least sometimes 
research their social and 
environmental impacts
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FOOD HAS IMPACT FROM SEED TO TABLE
The global food system currently overlooks many who deserve good food and basic human rights, 
the natural resources taken to live and do business, and the animals that contribute delicious 
ingredients to products.

We haven’t yet figured out how to both serve up crave-worthy condiments and totally avoid the 
global food system, so we’re starting by systematically accounting for these risks, considering 
overlooked people and resources, and targeting opportunities to improve the system.

ACCOUNTABILITY IS KEY
Strategies are all well and good, but that doesn’t mean we’re actually doing well and good.  
We see your strategy and raise you some governance. This means we embed sustainability  
into decision-making, goal-setting and reporting lines to ensure overall accountability.

29%
Food systems contribute 
29% of emissions, with a 
$4.7 trillion cost to the 
planet each year

70%
Irrigation for agriculture 
accounts for 70% of all 
human water use

60%
Agriculture is responsible 
for 60% of global 
biodiversity loss

80%
of female farmworkers 
face sexual harassment  
or violence at work

LORNA DAVIS
Global Ambassador for B Lab 

MARCELA MANUBENS
Global Vice President for 
Integrated Social Sustainability 
at Unilever

SCOTT NORTON
Co-Founder of Sir Kensington’s 
Founder of N+1 Ventures

REBECCA GILDINER
Sir Kensington’s Director  
of Impact Strategy

FACILITATOR

MARK RAMADAN
Co-Founder of Sir Kensington’s 
CEO of Hu Kitchen & Products

JOSTEIN SOLHEIM
Executive Vice President,  
Foods & Refreshments at 
Unilever North America 

NICOLE VITELLO
President of Oke USA  
Fruit Company 

ENTER
Research, goals, accountability, measurement—these are not the flashy (and 
often effective) tools of greenwashing, but the unsexy and behind-the-scenes 
work that is necessary to start reforming a bigger, problematic system.

OUR KEY FOCUS AREAS
We contribute to these impacts both directly and indirectly—and at multiple 
points across our value chain.

BUILDING OVERSIGHT MECHANISMS
Sir Kensington’s Integrity Board was founded to ensure rigorous measurement 
for our impact targets and to push us to continuously improve our social  
and environmental performance. Our six board members bring an impressive 
amount of know-how to the table and make sure our mission and core values 
stay at the center of everything we do. 

SIR KENSINGTON’S 2020 INTEGRITY BOARD

OPERATIONALIZING 
IMPACT
To ensure impact is considered in all 
top-level decisions and reflected in 
the culture and policies of the 
company, our Director of Impact 
Strategy reports directly to the CEO 
and sits at the leadership table.

1 We think of Responsible Sourcing as encompassing sustainable 

agriculture and rural livelihoods.

VERY HIGH
— Animal Welfare
— Nutrition & Food Safety
— Diversity, Equity,  
   and Inclusion (DEI)
— Sustainable Packaging 
— Responsible Sourcing1

HIGH
— Community Empowerment
— Employment & Benefits
— Marketing & Labeling 
— Waste

MODERATE
— Water Use
— Energy & Emissions
— Supplier Social &  
   Environmental Performance
— Team Training &
   Development
— Biodiversity

Because of data limitations, the metrics in this report 
account for ~80% of our business, where we have the 
most visibility.

80%
of our suppliers 
by spend (called 
Significant 
Suppliers)

80%
of our products 
by revenue 
(called Primary 
Products)

80%
of our ingredients 
by weight (called 
Key Ingredients)

IMPACT

INSIGHTS

PRODUCT 
INNOVATION

COMMUNITY + 
CREATIVE

GO-TO-MARKET 
(eater + trade)

WHAT IS A MATERIALITY ASSESSMENT? 

A thoughtful investigation used to identify, refine and 
prioritize key risks and opportunities. Often presented  
in a matrix, the result is a shortlist of environmental,  
social and economic topics that help organizations stay 
focused on where they can drive the most change. This  
is not meant to be exhaustive like your mom’s packing lists 
and is meant to be reviewed and updated regularly.
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GROWING
The way the global food system grows, distributes, eats and disposes of food has dramatically 
changed over the years, and not necessarily for the better. Genetically modified crops, caged 
hens, hidden sugars, exploitation of farmers, and more have turned food into a super confusing, 
guilt-inducing, oddly-politicized minefield.

ENVIRONMENTAL HEALTH  
IS HUMAN HEALTH
We are undeniably dependent on nature’s finite resources and  
our sourcing choices have a direct impact on the land where our 
ingredients are grown and harvested. Ah, there's the rub! The global 
food system’s harmful agricultural practices don’t just do damage  
to environmental ecosystems, they can also negatively affect  
the health and well-being of farm workers, rural communities,  
and eaters. That’s why we’re reaching towards a more traceable, 
ethical, and sustainable supply chain.

WHEN IT COMES TO INGREDIENTS,  
WE KEEP IT REAL
At the end of the day, the seed makes the mustard, the tomatoes 
make the ketchup, and the eggs make the mayo. Without these 
simple superpower ingredients, we couldn’t make the condiments 
that make your meal taste so good. We pride ourselves on sourcing 
the highest quality, most humane, naturally-occurring ingredients 
possible, even when we don’t get credit for it.

CERTIFICATIONS ARE  
OUR BEST FRIENDS!
Sourcing is one of those wonky areas that few companies actually 
have direct control over. Certifications help us identify the 
practices, specifications and quality that will match our standards, 
and help us build more transparent, values-aligned connections  
to suppliers that a small company like ours could otherwise  
never reach.

As I get older, I’m more conscious of what I put in my body, and it’s reassuring that 
Sir Kensington’s uses non-GMO, organic and fair trade ingredients. Eater (Male, 57)

INGREDIENTS A TODDLER CAN READ

While the spices, flavors (like seaweed and wine), and sweeteners we use  
pack a big punch on taste, we rely most on high-quality oil, eggs, and tomatoes 
to make our products great. The way we source these Key Ingredients is where 
we can make the biggest difference.

GMO KNOCKOUT
Genetically modified ingredients have been on the no-no list since Sir Kensington’s 
very beginning, but we know there’s a pretty hot debate out there about GMOs. 

As verified by the Non-GMO Project,  
a third-party verification that supports 
farmer sovereignty, crop resilience,  
and environmental sustainability.

‘GMO’ stands for genetically modified organisms and refers  
to when scientists alter the genetic material of, say, a seed.

Sometimes these alterations reflect what might occur in nature (like 
making plum tomato and beefsteak tomato babies) and sometimes they 
involve Frankenstein-ing genes from other foreign species (like taking a 
gene from an octopus and sticking it into a tomato).

33%
Sunflower oil

<1%
Gum/Acid

<1%
Nuts/Seeds

3.5%
Sweeteners

4.5%
Spices/Flavor

5%
Vinegars

7%
PROTEIN 

(Eggs)

7%
Produce

other than 
tomatoes

9%
WATER

12%
Tomatoes

20%
Avocado oil<1%

Other oils

19%
PRODUCE

53%
OIL OUR VIEW

Our view is that we simply don’t know enough yet about how 
introducing foreign plant genetics could adversely affect farmers 
and ecosystems. These are risks we aren’t willing to take and ones 
we don’t think are necessary—or part of—a just, sustainable food 
system. That’s why Sir Kensington’s steers clear of GMOs.

IN THE OTHER CORNER
Like any new technology, it’s important to think about  
the unintended consequences they could have. (Not to 
mention that by privatizing and patenting seeds, GMOs 
disempower farmers, disrupt ancient rural traditions  
of seed saving and breeding, and co-opt a knowledge 
system around seed genetics that has been stolen  
from indigenous cultures.)

IN ONE CORNER
In theory, GMOs can make things a bit 
easier for farmers by engineering crops 
to resist pests, survive droughts, or even  
to reduce bruising and browning.

100%
of Sir Kensington’s products 
are GMO-free
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EGGCELLENT CHOICE MY FRIEND
Did you know that we are the only mayonnaise on the market that carries the gold-standard 
Certified Humane® Free Range certification? We partnered with our egg supplier—where  
we source egg yolks for the mayo, ranch, and sauces you eat—to develop the first and only 
commercial supply chain of Certified Humane® Free Range eggs. When we first went after  
a higher-standard egg, it may have been because one of our core customers suggested it,  
but the more we learned, the more we realized there was no turning back.

HERE’S SOME OF WHAT INFORMED  
OUR CHOICE WAY BACK WHEN
At the bottom of the standards barrel, there’s your typical 
commercial-scale Caged facilities where hens are packed in like 
sardines and often riddled with disease. Fortunately, Unilever has  
a standard where all eggs are from Cage-Free hens, so no caged 
aviaries are ever even up for discussion. One rung up the ladder, 
there’s Free Range, which means hens have access to the great 
outdoors, but there’s no minimum space requirements to  
prevent overcrowding.

Because our eggs are Certified Humane®, our hens spend 
plenty of time outdoors so they can bask in the sun and feast their 
beaks on earth’s big bounty. They eat diets free of antibiotics, 
growth hormones and animal by-products. Using a universal 
animal-welfare standard means our hens are living their best lives, 
and more humane treatment of animals also leads to more dignified  
and safer jobs for farmers. 

That said, even our gold-standard hens are fed with 
commodity feed crops like soy and corn, which are often grown  
with less-than-ideal agricultural practices. In 2020, we took a first 
step to move away from those commodity crops by supporting the 
organic production of animal feed. And, sneak peek, by the end  
of the year, we transitioned to 100% Organic Certified Humane®  
Free Range eggs.

But we’re not out of the woods yet. We’re still indirectly 
participating in the commercial meat industry since hens often get 
slaughtered after their laying days are behind them. All that to say, 
we are proud to have some of the happiest hens, but we still have 
work to do and are always looking for ways to improve.  

EGGLESS POSSIBILITIES
We also make mayo without eggs. If you’ve ever boiled chickpeas  
at home, you may have stumbled upon aquafaba, a viscous natural 
by-product of cooking chickpeas in water. A few years ago, we 
created the first commercial aquafaba supply chain by partnering 
with a hummus company to divert aquafaba from the waste stream. 
We rely on its savory properties and emulsifying power to turn oil 
into a rich and creamy vegan mayo that still tastes like real mayo. 
This perfectly-peppery, soy-free mayo is also shelf-stable! That 
means we have the potential to save energy by removing our vegan 
mayo from the refrigerated supply chain.

But, does this plant-based superstar actually mean it’s less 
harmful on the environment than its gold-standard egg counterpart?

We were curious to learn more, so in 2020 we started working 
on an LCA (aka a life cycle assessment, which is a process used  
to analyze and understand the cumulative environmental impacts  
of products during their entire life cycle) to compare our egg 
mayonnaise and vegan mayonnaise. We’re still hatching our 
conclusions about aquafaba as an egg substitute, so stay tuned  
for the results next year.

Ever wonder why our mayo is a bit more 
expensive? Taking care of our hens in the way 
they should be taken care of involves paying 
farmers more for their care, better conditions 
and extra space for them to roam.

of Sir Kensington’s eggs are 
Certified Humane® Free Range

happy hens laid  
our eggs in 2020

CERTIFIED HUMANE® FREE RANGE
Certified Humane® is a certification from Humane 
Farm Animal Care (HFAC), which is an organization 
dedicated to improving the lives of farm animals  
in food production.

This is the premium 
we pay
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USDA ORGANIC
This label is used for food that has been produced 
using practices that promote ecological balance, 
biodiversity, and the cycling of resources.

CERTIFIED ORGANIC INGREDIENTS

THE ORGANIC STEEPLECHASE
In 2020, we set a goal to double our volume of organic ingredients  
and get to 31% by 2023. We didn’t know how we would get there and,  
if we’re being honest, we still don’t completely know.

THE STARTING LINE
16% of our ingredients were 
already organic before we even 
set our eyes on this goal—mainly 
because we use organic vinegar 
in some of our mustards.

ON YOUR MARK
In early 2020, we formed an internal Organic Task Force to build a strategy  
that could help us reach our goal. It’s a lot harder than it sounds because  
it typically costs more to fairly compensate farmers for giving the land  
some extra TLC.
 

GET SET
Turns out, our eggs are our most promising contender. So, Sir Kensington’s 
transitioned all eggs to Certified Organic, while maintaining our Certified 
Humane® Free Range certification, for an even higher-standard egg.
 

HURDLE
The tricky part is that even though we successfully transitioned all of our eggs 
to organic, without being a 100% Certified Organic product, there are limitations 
in how we can communicate it. USDA regulations prevent us from saying “Made 
with Organic Eggs” on the front of our packaging. Hopefully, you’re like us and 
also like to sip coffee as you read the back of a condiment jar.

WE’RE GOING ORGANIC  
(OR WE’RE GOING HOME)

We are a member 
of the Organic 
Trade Association.

~300,000  
farmworkers currently suffer from  
pesticide exposure annually

33% 
Sunflower oil accounts for 33%  
of our ingredients by weight

AS HAPPY AS A SUNFLOWER (OIL)
We use a surprisingly large amount of oil in our product 
formulations. There are different “grades” of sunflower 
oil, and we specifically use “Mid-Oleic” and “High-Oleic” 
grades, which have higher levels of monounsaturated 
fatty acid. Sunflower oil is also high in Vitamin E and is 
non-allergenic. Need more proof in the figgy pudding?  
We use 100% un-blended oil, meaning there’s no trace  
of soybean oil. Our oil is 100% happy sunflower.

HONESTY CHECK
01 “High-oleic” options exist for other vegetable oils, so this isn’t specifically 
unique to sunflower oil. 

02 The way oil is extracted from the sunflower seed can affect its nutritional 
properties—which we’re still looking into.

Another benefit of sunflower oil? Sunflower oil is, and has always been, 
completely non-GMO. To this day, there is no such thing as genetically 
modified sunflower oil.

PRO CON

Oilseeds are typically grown in 
rotation with other major crops using 
conservation tillage approaches.

There’s some major pest-management 
issues that lead to the use  
of insecticide, often through  
aerial application.

We’re actively working with farmers 
on pollinator support to help bring 
bees to sunflower crops.

This is a commodity crop that  
relies on importers with very little 
transparency and traceability.

Replacing non-expeller-pressed oils  
with higher-quality, expeller-pressed 
alternatives would be a big plus for 
consumer health. Eater (Female, 23)

GOOD FAT  
IS BACK IN BUSINESS
Prepare your taste buds—full-fat is in. Good fats are an important 
source of energy that help our body absorb key vitamins and minerals 
from the foods we eat. To get the good stuff, we focus on monoun-
saturated and polysaturated fats, which are in olive oil, peanut oil, 
canola oil, avocados, most nuts, and high-oleic safflower and sunflower 
oils. OH! Sunflower oil, now we see the connection.

In 2020, we transitioned 100% of our eggs to Organic 
Certified to support healthier ecosystems and safer 
working conditions for farmworkers

WHAT IS MONOUNSATURATED FAT?

Monounsaturated fats are known as “good fats,” as opposed to trans 
fats and saturated fats, which are more traditionally called “bad fats.” 

“Good” fats can help lower your “bad” LDL cholesterol and keep “good” 
HDL cholesterol levels high. Is it that simple? Nope. You have to also  
cut back on saturated fats to get these health benefits.

Organic is all about mitigating the negative externalities 
stemming from modern agriculture, which have become 
far too mainstream and widely accepted as the norm. 
Rather than relying on harmful “shortcuts” like synthetic 
herbicides or pesticides, organic farming uses natural 
methods to control pests and disease—making it a whole 
lot healthier for all of us to consume and safer for the 
people who grow and harvest our ingredients. That seems 
to us like a good reason to source organic produce.

When we assessed our key supply chain risks, certain issues—like 
agri-chemical use and workers’ exposure to those chemicals—stood 
out as too burdensome to bear. We decided to help address this 
harm to vulnerable ecosystems and humans by going organic.

Currently, only one 
product in our portfolio  
is fully certified organic, 
our Organic Mayonnaise

*We also use Organic High-Oleic Sunflower Oil in our organic mayo.

25g 
of monounsaturated fats per 100g of oil. 
Compare these to soybean oil-based mayonnaises.  

of monounsaturated fats per 100g of oil. 
Mid-Oleic Sunflower Oil (used in our classic 
mayo, sriracha mayo, chipotle mayo, special 

sauce, and all vinaigrettes)

of monounsaturated fats  
per 100g of oil*. High-Oleic Sunflower Oil 

(used in our everything sauces, all creamy 
dressings, except our avocado oil ranch, 

and all vegan mayos, except for our 
avocado oil vegan mayo)

THE OIL WE CHOOSE ALSO HAS A BIG IMPACT ON FARM 
WORKERS AND THE ENVIRONMENT
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WHY THE ORGANIC MOVEMENT 
FAILS THE PEOPLE WHO MAKE 
IT POSSIBLE
Words by Chloe-Rose Crabtree | Illustration by Janice Chang/Studio PI

In the United States, the push for organic farming is driven by consumer demand. 
The organic label has grown into an aspirational lifestyle, complete with an 
aura of healthfulness that directs consumer interest toward products based 
on their individual concerns. But organic farming methods have the ability to 
improve health far beyond the people buying the products. Instead, more  
focus must be directed at benefitting people working within the supply chain. 
Because as things stand, it is continuing to fail them. 

First, some background. Only 40 years ago, organic farming was seen  
as a fringe movement in the US. Advocates wanted to move conventional 
farming away from pesticide use and chemical fertilizers. But conventional 
farmers, as well as the United States Department of Agriculture (USDA), were 
concerned that the low-intervention methods associated with organic farming 
would result in lower crop yields. This was a devastating prospect for an 
industry with already low profit margins.

But, in 2002, the USDA implemented a process for farms to receive organic 
certification. Today, to qualify for this, a farm must implement organic methods 
for a three-year period and receive inspection from a private certifying agent 

approved by the USDA. The cost of the certification 
process can range anywhere from a few hundred 
dollars to a few thousand. Regulations also control 
who can use ‘organic’ in their marketing materials.

Because of the cost, smaller farms that  
use organic methods are often barred from the 
certification process, simply because the price  
is too high. In this sense, the marketing focus  
on consumer health actively obscures the wider 
impact that the organic movement could have 

in improving the health of its workers.
But why is that? Well, when it comes to food 

production in the US, the health of the consumer has been the main focus since 
the Pure Food and Drug Act of 1906. Passed after journalist Upton Sinclair 
published his novel The Jungle, which detailed poor living and working conditions 
faced by immigrant laborers in Chicago’s meat-packing industry, the law set the 
precedent for what is now the Food and Drug Administration. 

Sinclair’s intention was to make Americans more sympathetic to trade 
unions and the socialist movement, in the hopes that they would be compelled 
to improve the working conditions he detailed in the book. Instead the public 
was more appalled by how these conditions contributed to potential 
contamination of the food they ate. Sinclair famously said of The Jungle,  
“I aimed at the public’s heart and by accident I hit it in the stomach.” 

The novel hit on a growing concern. Following the rapid urbanization  
of the latter half of the 19th century, more Americans relied on purchasing food 
rather than farming it themselves, or having a direct relationship with a farmer. 
In 1800, roughly 94 per cent of Americans lived in a rural setting. By 1900, that 
had dropped to 60 per cent. The American workforce now found itself 
concentrated in urban centers, where long hours made it difficult, if not 
impossible, for people to produce and grow their own food. Industrial food 
production went from a thing of novelty to a matter of necessity. 

With The Jungle, Sinclair’s aim was to point out that industrial practices 
allowed for the exploitation of (largely immigrant) labor, which in turn led to lax 
health standards. But growing anti-union and anti-immigrant sentiment in the 
United States meant the public was not very sympathetic to this message. 
Instead, small food producers were now eyed with suspicion while those with  
a budget to advertise took the opportunity to prove the ‘purity’ of their goods. 
Heinz, for instance, launched factory tours where the public was invited to 
watch attractive women can products in a lab-like environment—the rest of  
the supply chain remained obscured.

In 2021, the focus of safety when it comes to food production remains 
turned on the consumer. Organic foods in particular receive a halo of health 
that associates them with the wellness lifestyle that dominates social media. 
Sinclair’s assertion that safer working conditions for people working within 
supply chains would lead to safer products also remains true. The unfortunate 
truth, though, is that the American consumer is trained to ignore the reality  
of a supply chain that exploits labor, especially when the workforce is 
predominantly from an immigrant background.

While the USDA provides guidelines for organic certification that regulate 
pesticide use, farming methods and the wellbeing of livestock, the welfare  
of workers employed by farms and farmers is not currently within their remit.  
By virtue of lowered pesticide and chemical use, organic farming offers the 
potential for better working conditions for farm workers at risk of diseases 
caused by pesticide and chemical exposure. But until recently, farm workers 
weren’t even granted federal minimum wage protections. Even today, minimum 
wage isn’t federally mandated for small farms and farm workers in general  
are not entitled to overtime pay. 

Instead, farm-worker income is mainly dictated by how fast they  
can work. In many cases people are paid by piece (i.e. how many buckets  
of tomatoes), which encourages workers not to take breaks or risk losing out 
on precious income. “For cherry or grape tomatoes they pay us $5 a bucket,” 
says Vianey Lopez, a farm worker based in Florida. “For each bucket you 

“Only 40 years ago, organic 
farming was seen as a fringe 
movement in the US.”
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recieve a little coin or a little ticket. At the end of the day they count them  
and that’s what you get paid.” 

In Lopez’s experience, this work isn’t paid differently on organic or 
conventional farms, but the level of focus needed for organic harvests means 
the work cannot be done as quickly. “When you pick non-organic, it’s just 
whatever. You pick whatever tomato comes in and put it in the bucket. With 
organic they’re really strict. If they only want us to pick red tomatoes we have 
to pick specifically red tomatoes, or if they want reddish with a little yellow,  
we can only pick those.”

The extra time workers like Lopez take to select these specific tomatoes 
ultimately cuts into the overall yield they harvest individually each day, which 
Lopez says can negatively affect how much she is paid. A lower payout at the 
end of the day can be devastating, so workers are less incentivized to work on 
organic farms, despite the health risks associated with chemical exposure on 
non-organic farms.

Lopez tells a story of a woman that once suffered an allergic reaction to 
the chemicals, which was so severe that it affected her breathing. The employer’s 
response? “When the crew leader came down, the only thing he told her was, 
basically, if she’s allergic to not come back. And when I spoke to the lady [who 
suffered the attack] she basically said this was the only job she could find.” 
Lopez also notes that while the employer eventually did call an ambulance, there 
were no direct health services provided by the employer to help her colleague.

In addition to physical health concerns, the instability of farm work also 
impacts workers. Many live in temporary housing on farms during harvests and 
find themselves moving multiple times a year depending on where their work 

takes them. Meanwhile, the introduction of the H2-A temporary worker visa  
for foreign agricultural laborers can also make it difficult for those residing  
in the US to gain steady employment. Major agricultural employers are 
incentivized to employ H2-A visa holders as they are not required to pay taxes 
or unemployment for them. These workers also tend to come without their 
families, meaning housing costs can be significantly cheaper.

The aforementioned cost of organic farming methods and certification, 
as outlined by the USDA’s organic program, prioritize access for larger farms 
that are unlikely to change their employment practices without regulatory 
intervention. While their packaging touts the increased health and 
environmental benefits of organic products, the back-breaking work of farming 
and employment instability is still obscured from the consumer. 

Small farms, where farmers are more likely to work alongside 
farmworkers and provide better living and working conditions, find slim profit 
margins constrain how much labor they can afford. As a result, many small-
scale organic farms rely on WWOOFers (an international network of people  
who volunteer their time to work on a farm in exchange for room and board),  
or interns who are paid with stipends by outside organizations. This offers 
some economic reprieve for the farmer, but does little to improve working 
conditions across the industry.

While health concerns are one of the major factors that drive consumers 
towards organic purchases, we must reflect more on the health of people 
within the supply chain—the people who make it possible. Their physical 
well-being can be better protected when it comes to decreased contaminant 
exposure and regulated breaks, but we should also be concerned with 
improving the mental health of our farm workers as well: which comes in the 
form of better pay, increased job stability and a clear path to labor protections.  

“Even today, minimum wage isn’t federally 
mandated for small farms and farm workers 
in general are not entitled to overtime pay.”
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FAIR TRADE MEANS  
THRIVING FARMERS
Have we mentioned yet how massive and complex the global capitalist food system is? Well then, 
have we mentioned how integral smallholder farmers—aka growers with less than five acres of 
land—are in providing food for the global population? The problem is they lack power to negotiate 
for fair prices, demand safe labor practices, and meet their basic human needs because so much 
of the market is controlled by large-scale agribusiness.

WHAT TO KNOW BEFORE PICKING  
UP OUR AVOCADO OIL MAYO
If you are one of the many Americans who eats, on average,  
70 avocados per year, then it’s time to buckle up for a brain buster. 

Fortunately, Fair Trade is a system that is designed to empower smallholder 
farmers and bring traceability and transparency to challenged, opaque supply 
chains. Within Sir Kensington’s portfolio, we’ve identified our sweeteners  
and avocado oil as our most important Fair Trade priorities.

FAIR TRADE
Fair Trade certifies that smallholder farmers receive a fair price for their product, 
work in safe conditions, build sustainable livelihoods and earn additional money 
for their communities, while committing to environmental principles.

OUR SWEET SPOTS
Our Fair Trade efforts started with our sweeteners, and nearly 100% of our 
sweeteners are now certified by Fair Trade USA or Fair for Life, including  
our cane sugar, coconut sugar, and honey.

12% of land 
80% of production
Smallholder farms only make up 12% of agricultural land worldwide, but produce up 
to 80% of the food consumed in Asia and sub-Saharan Africa.

of our sweeteners are 
Fair Trade Certified

We launched our first avocado oil mayo in 2016, and apparently, everyone loved it. 
It quickly became one of our biggest SKUs (turns out there’s a big dietary trend 
we tapped into), so in January of 2018, we started to do some investigating. 
What followed was a deep education on the social and environmental risks 
associated with these delectably creamy toast-toppers and the versatile  
oil they produce.

We now know that avocado oil is one of our highest-risk ingredients because  
of the known human rights and deforestation risks in the Mexican state of 
Michoacán where fresh avocados are sourced. To be frank, we don’t know that 
these things are happening in our supply chain specifically, but we don’t like 
that we can’t be sure they’re not happening. Creating a traceable supply chain 
that clarifies the chain of custody is the first step to avoiding these risks, and 
we’re investigating whether Fair Trade is a possibility. Shout if you know anyone 
in avocado oil production who wants to help—we know big problems like this 
will take more manpower to solve than Sir Kensington’s has on our own.

$2 per day
Most smallholder farmers live  
in poverty on less than $2.00 a day
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THE PATH OF AN 
AVOCADO: WHAT WE 
KNOW ABOUT THE 
AVOCADO OIL SUPPLY 
CHAIN IN MEXICO

GROWING  
AVOCADOS
Land is cleared to grow more and more 
avocados because of their high market value. 
Limited varieties are planted to meet 
production demands, and farmers use more 
and more pesticide and fertilizer to keep up. 
Avocados are also very thirsty and demand  
a lot of water.

MANUFACTURING  
CRUDE OIL 
Low-grade avocados are collected from 
many farms across the region. Then, the 
whole avocado (including its skin, pit, and 
flesh) is ground up, centrifuged, and filtered 
into a crude oil. 

SORTING AVOCADOS  
BY GRADE
Avocados are ranked from Grade 1 through 4, 
from best quality to lowest. Avocado oil is 
made from the lowest-grade avocados.

MAKING  
REFINED OIL
The crude oil is then refined through  
a deodorization, decolorization, and 
winterization process so that it is fit  
for final use. Each avocado oil supplier 
defines its own purity standard. **

IMPORTING AVOCADO  
OIL TO THE U.S.
Refined oil is then sold onto the market. 
The U.S. is one of the leading consumers 
of avocados and avocado oil.

Farmworkers are at risk of human 
trafficking, forced labor, child labor, 
withheld wages, lack of healthcare,  
and entrapment in camps with very 
poor living conditions.

It is believed that 30-40% of the total 
deforestation in Michoacán between  
2001 and 2017 was associated with the 
expansion of avocado plantations, 
damage that experts say is irreversible.

It’s said that drug cartels gain $150 million 
each year from the local avocado industry 
and now control 10% of orchards in the 
Mexican state of Michoacán.

As production expands, deforestation 
impacts biodiversity and limits available 
habitat for various species, including  
the Monarch butterfly.

Data show that 15,000 to 20,000 acres  
of forest land are being converted  
to agricultural land annually for  
avocado production.

WHAT WE DON'T 
KNOW: THINGS THAT 
COULD BE HAPPENING 
ALONG THE WAY

**UC Davis has tested our current supply and validated that it falls into a new, internationally-recognized standard for purity.
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MAKING
To defend the dignity of food, we need to make food that defies expectation. If we don’t think  
we can make something better, we don’t make it at all. 

Let’s be clear: we’re not here to vilify the “food system” as if it is the evil empire, or cast anyone, 
including ourselves, as hero or villain. Sir Kensington’s is not “good” by our very nature. Our goal  
is to increase our good behaviors and good actions, and a big part of that is how we choose  
to formulate, make, and package our products. 

To make a good product, we need a kick-ass team of product developers, researchers, and 
innovators to come up with recipes that bring our ingredients to life. Our supply chain partners 
then take that special sauce and turn it into actual Special Sauce. We think hard about who we 
choose to partner with and consider not only the impact our team has at HQ, but also the  
impacts stemming from where our products are made and how they’re packaged.

WE’RE PEOPLE PEOPLE
Our team is what makes what we make special. Spend some time around the Sir Kensington’s  
team and you'll know there is something delightfully incongruous about “sufficient”  
and “Sir Kensington’s.”

We tinker and we toy; we press and we prod. We question that which just “is” and wonder how it might 
be improved upon. We have a clear vision of a Sir Kensington’s that is an equitable workplace where 
employees feel heard and valued, with a sense of belonging across all identities. We are not there yet.

OUR DIVERSITY, EQUITY, & 
INCLUSION (DEI) PRACTICE
We view DEI as the most material aspect of our social  
and economic performance. We know there’s a lot we all 
have to learn, and we’re doing our homework. Though we 
started this work—and started financially investing in 
outside expertise—in early 2019, 2020 was a major call  
to action. And the call was clear: this is not about us.  
Over the course of the year, we reflected on our duty for 
action in dismantling the structural racism and white 
supremacy that is subconscious, implicit, unspoken, and 
programmed into our American society. No company is 
immune from the influence of the culture and society  
in which it operates and, as a business, we wield a small 
bit of power to create the change we all want to see. 

ORGANIZATIONS OUR TEAM 
DECIDED TO DONATE TO  
In honor of the Lives of George Floyd, Breonna Taylor, 
Ahmaud Arbery, Tony McDade and countless other  
Black victims of police violence:

BLACK LIVES MATTER GLOBAL NETWORK @blklivesmatter    
CAMPAIGN ZERO @campaignzero
COLOR OF CHANGE @colorofchange    
THE BAIL PROJECT @bailproject

36%
of team members are from 
historically underrepresented 
groups

only 14% 
of managers are from 
historically underrepresented 
groups

67%
of team members identify as 
women. We are proud to have 
strong representation of women 
across the company and in 
leadership roles

50% 
of team members are younger 
than 30 or older than 50

17% 
of team members identify  
as Black, Indigenous, or Persons 
of Color (BIPOC)

WE ARE FAR FROM 
OUR GOALS IN 
REPRESENTATION 
ON THE TEAM AND 
IN LEADERSHIP.

SURVEY ON BELONGING
In 2020, we worked with our external consultant to conduct a survey to help 
us understand when and how demographic identity impacts team members’ 
experiences at work, and update our strategy to our team’s current reality. 
We know we can’t act on the big ideas that will change our industry if we 
fail to support our own team.

KEY STRENGTHS

90%
Overall employee satisfaction rate

95% of team members say they would recommend Sir Kensington’s as  
a great place to work

95% of team members agree or strongly agree that: “Working for this 
organization makes me want to do the best work I can.”

WORK/LIFE INTEGRATION

Team members are enthusiastic about the company’s respect for work/life 
integration, especially for parents.

KEY OPPORTUNITIES

68% 
of team members agree or strongly agree that: “Sir Kensington’s has my best 
interests in mind when making business decisions.”

DECISION-MAKING & COMMUNICATION

Not everyone feels like they’re treated the way they should be, or believes 
they are paid fairly. 

The team can be trained to use transparent and inclusive decision-making 
models more effectively.

DEI STANDS FOR DIVERSITY, EQUITY, AND INCLUSION

DIVERSITY 
There’s lots of difference across 

employee identities

EQUITY 
Processes are in place to 

promote justice and make sure 
all those different employees 

are treated fairly

INCLUSION 
Staff with all different identities 

have access to resources and 
hold power in meaningful ways

BELONGING 
Each employee feels celebrated 
for their unique contributions  
to the workplace and is able  
to unlock their full potential

All perspectives and demographic 
identities that we share about our 
team are self-identified and protected 
for anonymity.

+ + =
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82%
of team members are part  
of a DEI sub-team

STRUCTURED HIRING
Our approach to structured hiring is designed to mitigate 
the negative impacts of unconscious bias when selecting 
candidates. We follow a clear rubric, created by external 
experts, that guides us through an equitable interviewing 
process and includes putting a statement about our DEI 
practice in all job postings. These are important practices 
that we have begun, but are nowhere near mastering.  
As a wholly-owned subsidiary, we have limited control 
over our hiring process, pay equity and transparency. 
These are challenges we are looking to address in 2021.

DEI COUNCIL
The DEI Council is representative of diverse demographic 
groups and departments, and was created to amplify  
the voices of all employees. The Council takes grievances 
to leadership, and proposes structures and processes  
to address them and promote systematic change.

EMPLOYEE SUB-TEAMS
Team members have formed groups for those who  
identify as Women, Young Professionals, People of Color, 
and Allies. These groups create space for individuals with 
shared demographic affiliations to come together and 
share their lived experiences and grievances in the 
workplace, so that patterns can be elevated to the  
DEI Council. 

TRAINING & EDUCATION
Data and evidence is out there about how things like 
anti-racism training have had little to no effect because 
bigger structural changes need to be made that 
acknowledge the tie between capitalism and colonialism. 
We invite workshops, trainings and “Lunch and Learns”  
on topics like race and gender inequality, implicit bias and 
more to formally educate ourselves on how to effectively 
use the systems and structures we’ve put in place.

SUPPLIER DIVERSITY
Under Unilever’s leadership, we also started tracking 
diversity among our suppliers. The goal is to find ways  
to support partners owned and operated by groups 
historically underrepresented in business and increase 
the proportion of our spend going to suppliers that are 
majority owned by racial and ethnic minorities, women, 
people with disabilities, veterans, and LGBTQ+.

76%
of team members received either DEI 
or environmental impact training

2.5% 
of suppliers were 
deemed diverse

2.5% 
of suppliers are  
owned by women

0.76%
of suppliers are owned 
by racial or ethnic 
minorities

I believe the DEI trainings for this year have been incredibly necessary, and we are 
heading in the right direction. I would like to continue to see more positive changes 
implemented into our DNA as a result of this DEI work. Team Member (Marketing)
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The heady mix of repressed sexuality, colonial structures and binary gender norms all perk up  
when the topic of the environment and sustainability percolates. I blame the Victorians. In the 1800s, 
as industry chugged along into the narrow tunnel of capitalism, the concept of diversity—in thinking,  
in being, in action—was left behind in favor of capital progress, which has been so detrimental  
to addressing the issues of climate change. 

 The colonial structure of food and trade—refined in the Victorian Empire and embedded  
in the contemporary—exhausts the land in its thirst to consume. This is all without the idea of 
balance and stewardship, which in turn creates the haves and the have-nots, dividing communities 
and nations. When thinking about diversity it is important that we don’t just focus on representation: 
this can become a box-ticking exercise that sets up divides, thus continuing ideas of binary. 
Diversity is about including a range of thoughts, and approaches, and moving away from a linear 
narrative. By understanding the damage of binary language, identities and practices, we can 
nurture something new. 

Climate deniers come in various forms, but a certain cohort has been of particular interest  
to a number of environmentalists due to a growing sense of toxic power they seem to hold on the 
media in the global north. The academic Cara New Daggett has coined the phrase ‘petro-masculinity’ 
when describing this particular segment of society: spearheaded by the likes of far-right group 
Proud Boys, this cohort hang on to a make-believe concept of gender and masculinity that is rooted 
in a bygone era and upholds binary identities and language—concepts of opposition—without any 
space for diversity. They wrap themselves around ideas such as testosterone being so sacred that 
masturbation is advised against; they view fossil fuel burning—like owning a big pick-up truck—as 
the definition of masculinity. So we are forced to watch as these men-children wreak havoc on the 
planet through acts of rebellion that are ruinous for all, littering lands with phallic oil rigs in a show 
of power. It is a minority, but it is a loud minority: they regularly capture headlines and recently 
found themselves deeply embedded in the Trump administration. If their narrative continues to build, 
one day we may not be able to see anything else.

So what do we do to combat this? Well, all around us are diverse structures that work.  
The very nature of, well, nature, is that it thrives—we thrive—when not trapped in binary identities. 
We thrive when we move away from hierarchy to develop inclusive and diverse thinking that is 
about the multiple. Let’s look at what true (bio)diversity is, and how it can help us move forward. 

PETROL IS NOT A PERSONALITY:  
A MANIFESTO FOR (BIO)DIVERSITY
Words by Anna Sulan Masing | Illustration by Tom Jay
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#1 Venus in Fungi: honoring a wider world
If we look to nature, we can see multiple examples of structures focused on creating and nurturing 
diverse connections—and complicated ones at that. 

In his book Entangled Life: How Fungi Make Our Worlds, Change Our Minds, and Shape Our 
Futures, the writer Merlin Sheldrake views these structures as an act of collaboration, stressing the 
importance of building different networks to grow and develop. “Plants only made it out of the 
water around 500 million years ago because of their collaboration with fungi,” he explains. “Fungi 
weave themselves through the gaps between plant cells […] to help defend plants against disease.” 
In this sense, it is an act of supporting, and Sheldrake notes how certain fungi are promiscuous in 
their engagement, resulting in vast, complex systems.

In 1997, a study was published by forest ecologist Suzanne Simard with the phrase ‘Wood Wide 
Web’ to describe the relationship between plants. I don’t mean to conflate the internet web and plant 
web (the internet, after all, being a space in which petro-masculinity types spew many of their 
narratives), but rather to show the effectiveness of a network. The important point is that the network 
embedded by fungi—or plants—is about new growth, new futures and collaborating outside its kind. 

Elsewhere, Anna Lowenhaupt Tsing looks to the fruit of the fungi in her book The Mushroom 
at the End of the World: On The Possibility of Life in Capitalist Ruins. When examining the particular 

case of the matsutake mushroom, she 
demonstrates how, when it gets to the 
import warehouse in Japan, it has no 
connections to “pickers and buyers”,  
let alone an ecological lifeworld. “For  
a moment,” she argues, “they are fully 
capitalist commodities.” 

It is the lack of connection  
that allows the mushroom to have this 
identity—as a commodity—and we are 
lulled into believing this is important. 

“During most of the 20th century many 
people—perhaps particularly Americans—

thought that business carried forward the pulse of progress,” says Tsing. But what is that progress 
if it is devoid of people; who is it serving? In response, Tsing shows that the mushroom is part of a 
much wider world—part of the pickers, the foragers, the web of hands the mushrooms pass through. 

Chris Newman of Sylvanaqua Farms, a farm that is based on practices of Newman’s heritage 
(his mother is Black and his father belongs to the Piscataway Conoy Tribe), writes in a 2020 essay 
Indigenous Agriculture: It’s Not The How It’s The Why on the importance of language with regards  
to connecting with a wider world. He explains how Indigenous languages in the US are verb-heavy, 
meaning that they create “a world of relationships, actions and stories”, in contrast to English  
which prioritizes “things”. 

These Indigenous languages are being ‘lost’ and with that, an approach to the world that  
is encompassing and interconnected is also lost. Because of this, as Newman points out, the 

“colonizer” (white America) has an “extractive worldview, based on private property, personal 
enterprise, individualism and consumerism”.

Newman give the example of xàskwim monocultures - of corn fields - which were part  
of a carefully managed ecosystem, including things like “semi-wild plants coaxed into productivity  
with abundant forest edges and open understories” to create a transformative space. This is in 
opposition to the colonizer’s approach which takes the idea and creates the Corn Belt. 

This further outlines how ecosystem farming then gets appropriated and its transformative 
power is neutered. To address climate change we need to be transformative. !

#2 The land: actually, an act in decolonizing
Once we begin to examine these ideas—of creating networks, building relationships—in the context 
of addressing environmental issues it becomes clear that our world is built on the prioritizing  
of limited voices. It isn’t open mic night. 

“If we look to nature, we can see 
multiple examples of structures 
focused on creating and 
nurturing diverse connections—
and complicated ones at that.”
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In 1920, women in the US were technically given the vote.  
But this isn’t the whole truth. Federal suffrage was only extended  
to Native Americans of both sexes in 1924 and the Voting Rights Act 
in 1965 was when, in practice, Black women could vote.  
This means that for the first time all Americans were allowed to 
vote—to have a say in the governance o'er the land of the free and 
the home of the brave!—was only 56 years ago. When we think about 
the environment, the land we live in and on, we see that inequality  
is entrenched because of this: only certain people are allowed a 
stake in this terrain.  

In Jane M. Jacobs’ article, Earth Honoring: Western Desires  
and Indigenous Knowledges, there is a push to understand 

environmental issues beyond the Western knowledge. “Alliances 
have developed between feminists, environmentalists, and 
[Australian] Aborigines seeking to have their interests in land 
recognized,” Jacob explains. 

It is important to note—which Jacobs does—these connections 
are complex. Some individuals may occupy multiple identities. But 
Jacob explains that the act of breaking down boundaries is key to 

“the path to global survival”, while acknowledging that said path 
“travels across a terrain marked by inequality”. 

If we look at this idea of terrain, literally, we can investigate 
those inequalities more thoroughly. The dominant notion is tied to a 
colonial idea centered on ownership: google ‘land’ and it is full of ‘land 
for sale’, registering land with the government, and property searches. 

So who owns the land—who has a say in it? To approach these 
questions, we must first decolonize our thinking about the 
environment. In Karin Amimoto Ingersoll’s book Waves of Knowing,  
she writes: “The process of decolonization or of postcolonial 
development and politics becomes a (re)establishment of indigenous 
geographical identity, […] a (re)vitalizing of indigenous geographic 
identity through knowledges of and relationships with place.” This 
idea of ‘re’ is because decolonizing is to look to the past, but to do 
 it without nostalgia—so that you are creating new-ness too. 

These are big topics, and require huge collective shifts in 
thinking, but this is to say, when it comes to thinking about the 
environment, we must nurture a relationship with the past that is 
allowed to be complicated; allowed to examine the inequalities. Giving 
space for complication is allowing for diverse thinking to be heard, 
opening up a way to challenge the growing wave of climate denial.

#3 Climate is culture: nurturing a new story
But what does this all actually have to do with the environment?  
It is easy to slip into the idea that tackling the changing climate,  
or to building sustainable businesses, is about capital and science. 
But really it is about culture. It is people, it is communities, it is 
identities. When viewed in this light, it is easy to see how  
fraught the topic is. 

The academic Kari Marie Norgaard defines climate change 
as a ‘cultural trauma’—a process that systematically disrupts the 
cultural and social. It is through this idea that denial (from the 
likes of the petro-masculinity cohort) can be understood. In the 
2019 paper Avoiding Cultural Trauma: Climate Change and Social 

Inertia with Robert J. Brulle, Norgaard explains that 
denial is centered on “the development and 
promulgation of climate misinformation”. It’s fake 
news. It is rooted in corporations, fossil fuel  
and the status quo. 

The existence of climate change, and the 
need to develop sustainable practices to survive, 
directly challenges the social status and identity  
of climate-deniers. 

Events such as extreme weather caused by 
climate change do not create cultural trauma. Rather, 
as Brulle and Norgaard explain, cultural traumas are 

“socially constructed narratives” that dispute “the 
existing social order and notions of collective identity”. 

What this points out is that this collective identity is constructed,  
and therefore we have the ability, and the power, to rewrite our 
cultural narrative. We can move away from trauma. To construct a 
new narrative, we cannot continue centering the story of capitalism, 
or consumption, as an identity for people to cling on to in desperation. 
Petrol is not a personality.  

Developing networks that focus on multiple connections 
 and relationships allow us to move away from the idea of a center, 
and thus help us move away from the binary. How we actually 
achieve that isn’t just about hiring diverse people and opinions, 
either. It isn’t just about empowering people to speak up and change 
structures. It isn’t about ‘sharing the mic’ when the mic was not 
yours to begin with. It is about nurturing diverse talent so that they 
themselves go into ownership. It is building a story with many 
central characters, all of whom are very different.

It is also about understanding that ‘ownership’ is not a 
static or singular, but rather a force and a web that allows change 
and growth—one that is framed around the wellbeing of people  
and culture. With this refocus we can build structures that support 
both people’s environment and livelihoods through the strength  
of relationships. We then have the power to place people at the 
heart of solutions and stories, we begin to address the limitations 
of capitalism, and build equitable structures for the future. 

I am not advocating for the business world to become a bonk 
fest, but I am suggesting that, like those fungi, we do take on more 
promiscuous structures to prioritize multiplicity in relationships.  
We need to move away from the linear, the binary, the hierarchy.  
We need to move towards complexity and collaboration. 

“To construct a new narrative,  
we cannot continue centering the 
story of capitalism, or consumption, 
as an identity for people to cling  
on to in desperation.”

42. 2020 Integrity Report 43. Making



STEWARDSHIP IN OUR OFFICE…
2020 was a strange year for HQs, but we still think it’s important to talk about it because it’s one  
of the few areas we have direct control over, and it gives us a good starting point to improve on. 
We do our best to walk the sustainability talk at our headquarters, but the space within our four 
walls accounts for very little of our total energy, carbon, and water footprints. And, even with  
only one office (cue a Kermit the Frog reference), it’s not easy being green.

…AND IN AREAS WE CAN’T CONTROL
Being a “responsible” business means making sure that every part of our business is acting 
responsibly and taking ownership of the risks you can’t control, not just those in the spots  
you see on a day-to-day basis.

ENERGY & EMISSIONS
Extra, extra: We’re a business that contributes to climate 
change. The energy we use in our HQ, both electricity and 
natural gas for heating, is a direct source of greenhouse 
gas (GHG) emissions. We don’t have control over heating 
since we are a tenant in a larger office building, but we do 

WATER
Time for an honesty check. We do not currently 
measure our water footprint, but we recognize  
that we have a responsibility to better assess 
the impacts we have on local ecosystems and 
waterways, as well as on the quality of life  
of local communities and indigenous peoples.

With climate change being the most pressing 
issue of our time, it would be more  
meaningful to me if there was transparency 
around carbon emissions and how our 
entire supply chain contributes to  
greenhouse gases. Team Member (Marketing)

100% of electricity powering our HQ  
is sourced from renewables

34,974 kwh electricity used at HQ in 2020

Employee travel and commuting was negligible in 
2020 because of COVID-19. We know this is likely going 

to rebound in 2021, so we’re expecting this portion  
of our Scope 3 emissions to be higher next year.

We have a long way to go to fully understand our 
Scope 3 emissions, but in 2020, we took a first step 

by assessing our co-packers’ footprints.

97.5% of co-packers have energy  
efficiency initiatives in place

434,245l
of water was used as an Ingredient
H2O is critical to growing, cleaning and 
processing our ingredients, and it is also 
a key item on the recipe. 

SCOPE 1 (tCO2e) 

13.75
SCOPE 2 (tCO2e) 

9.48
SCOPE 3 (tCO2e) 

3.62
from employee travel and commuting

THE VAST MAJORITY OF OUR EMISSIONS ARE SCOPE 3 AND OUT OF OUR DIRECT CONTROL

SCOPE 3 (tCO2e)

477.67
from co-packers’ operations 

SCOPE 3 (tCO2e)

UNKNOWN 
everywhere else

TOTAL EMISSIONS (tCO2e) 

504.52

WE’RE ONLY AS GOOD  
AS THE COMPANY WE KEEP
All of our suppliers are required to comply with Unilever’s Responsible 
Sourcing Policy, but because we do not own our supply chain, we want to 
know more. More transparency into our partners’ practices means better 
visibility into our impacts as a whole. It’s impossible for us to truly address 
our impacts without them!

In 2020, we distributed a pilot survey asking qualitative and quantitative 
questions about our co-packers’ operations, which we hope to turn into  
a more formal, actionable process in the future. 

100% 
of our co-packers completed the qualitative  
assessment (by spend)

98% 
of co-packers completed the voluntary quantitative 
assessment (by spend) 256,796l

of water was used at HQ*
*This is an estimate based on Local Law 84 benchmarking

88%
of our co-packers monitor or track 
their facilities’ water use

have a contract with CleanChoice Energy to source 100% 
renewable electricity. This does not mean that we’ve 
changed the wiring to only power our lights with wind  
and solar energy, but it does mean we are investing  
in renewable energy where we can. 

IMAGINE ORDERING A JUICY BURGER ON A SESAME SEED 
BUN AND ONLY GETTING ONE SINGLE SESAME SEED.

9%
of our total ingredients by weight 
is made up of water

UNKNOWN
water used for production

+

+ + + + =

+ = ?

The global food system accounts 
for 1/3 OF GHG emissions.

THE FIVE LARGEST food processing 
companies emit more CO2e than 
the biggest oil companies.

31% of our energy use is from  
renewable sources

With the whole team working remotely for most  
of 2020, our actual energy use is a bit more  
obscure since we didn’t track everybody’s  

personal energy bills.

Given what we know about the broader  
food system, we can assume that the ingredients 

we source are our biggest material  
contribution to GHG emissions.

Not sure what this means? It’s equivalent  
to going to the grocery store to buy a meal  
three times a day, every day, for 50 years!

We can  
control it

We can't 
control it

95%
OF EMISSIONS FROM  
UPSTREAM SCOPE 3

SOURCES
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WE’RE PICKY ABOUT PACKAGING
When “packaged” is in the name of the industry you’re in (hello, consumer packaged goods),  
you know packaging is going to be a priority. We rely on it to protect the integrity of our products  
so our eaters can safely enjoy them. Unfortunately, all packaging options use natural resources  
to make and, in our industry, they ultimately get thrown away. Ok, well, they should be recycled 
or reused, but we’ll get to that later.

GLASS IN ALL ITS GLORY
When Sir Kensington’s was born, it was born in glass. 
It was part of what differentiated us as a premium 
product. We like glass because it is made from a 
natural material and is not petroleum-based, and you 
can reuse and recycle it again and again without 
losing out on quality. But glass can be quite heavy, 
which gives it a higher carbon footprint in transport, 
and sometimes it breaks. 

CARDBOARD, CARTONS,  
AND CORRUGATE, OH MY!
While we’re technically talking about the boxes  
and packaging that we use to ship our products,  
there is some fun jargon in the packaging world.  
When cardboard has that middle zig-zag layer, it’s called 
corrugate. Both cardboard and corrugate are made of 
paper fiber, and that’s what the majority of our 
products are transported in to get to the store shelf. 

METAL COMES OUT ON TOP
Metal is the most recycled material of the bunch.  
Like glass, metal is recyclable forever without 
degrading. Our metal lids are also BPA non-intent  
(for all intents and purposes, this means BPA-free,  
but there’s some important regulatory considerations 
why we won’t say that out right).

THOSE PESKY PACKETS
Our single-serve packets, or "sachets" in 
industry-speak, are a big source of our 
sustainable packaging woes. Sachets provide a 
valuable convenience to many of our eaters when 
all you need is a squirt of mustard. But we're not 
proud of the end life they're fated for—there is 
currently no recyclable solution on the market for 
these multi-layered sauce pockets. We’re looking for 
solutions to this pesky issue, from sourcing 
alternative input materials like recycled or bio-based 
materials, to investigating new innovations in 
biodegradable and recyclable solutions. 

PROBLEMS WITH PLASTIC
We eventually entered plastic because of that sweet 
sensation of squeezing condiments, but rigid plastic 
is now the go-to packaging material for almost 49% 
of the products we sell. We know, we know, plastic 
is a dirty word. Hear us out. Yes, plastic is derived 
from petroleum, its production emits significant 
amounts of greenhouse gases, and irresponsible 
disposal can harm ocean ecosystems. 

A PACKAGING BREAKDOWN
3%
METAL 
Lids

74%
GLASS 

Jars

10%
PLASTIC 

Squeeze bottles 
and caps

13%
PAPER 

Boxes for 
transport

We think long and hard about the materials we use, how we use them, and 
what will happen to them once they’re no longer needed—and the hard reality 
is that every material has its pros and cons.

4,511,407 lbs
total weight of our packaging

THERE IS NO SUCH THING  
AS PERFECT PACKAGING
Drum roll, please. Life cycle analyses show that recycled 
plastic has a lower carbon footprint than bio-based 
material and glass, and is more commonly recycled in the 
U.S. What else, pray tell? Plastic is a lot lighter than glass 
(which saves on a lot of transportation-related emissions), 
is harder to break than glass (which reduces waste), and 
gets recycled more than glass (which means it can be 
upcycled more often). Lighter bottles means less material, 
and less material means a smaller environmental footprint. 
We are making the transition from virgin plastic to post-
consumer recycled (PCR) plastic and redesigned our plastic 
packaging in 2020 to make it slimmer and more efficient, 
all to double down on plastic’s potential. 

3.5%
We were able to reduce packaging materials by 3.5%, 
resulting in two tons of plastic savings.

73% 
lower mineral 
resource use

65% 
lower impact on 
global warming

60% 
less fossil  
fuel use

THE BENEFITS OF OUR NEW  
PCR (PET) MAYO BOTTLE
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IF YOU CAN’T REUSE, RECYCLE
We work tirelessly to design packaging that connects to our brand DNA, 
delights our customers and protects our wonderful-tasting products.  
Our overall packaging strategy is to source recycled content, design  
for recyclability, and increase recycling rates. Sourcing recycled content, 
particularly post-consumer recycled (PCR) content, is an important part  
of this strategy because it is an effective way of contributing to a closed  
loop system, reducing greenhouse gas emissions, and lessening the amount  
of material that ends up in landfills and oceans.

Our packaging is what people see the most, and the labels we put on our  
jars and bottles are how we connect with our eaters most directly. All those 
certifications we’ve talked about live and breathe on the labels you see,  
from how a product was sourced to how it should be disposed of.

The amount of PCR in our packaging varies based on the product it’s 
protecting. Why? When we use higher quantities of recycled content, our 
squeeze bottles have a gray-ish tint because of how recycled plastic is 
reprocessed. We’re still figuring out how to address the discoloration,  
but if you’re down with some funky-looking bottles with sauce that still  
tastes great so that we can use more PCR, let us know!

The production of virgin paper pulp contributes to deforestation, and that’s 
something we don’t want to be a part of—yet another reason recycled content 
is a win-win. Unfortunately, we missed this target in 2020 since we weren’t 
able to verify that our co-packers were sourcing 100% recycled fiber. We need 
to partner with them a little bit more closely on the materials they’re sourcing, 
but we believe we’re close. We're on it!

only 14% 
of plastic gets recycled globally

13.7% 
of our packaging materials by weight are PCR, but 18.2%  
of our packaging contains PCR content

819,368 lbs 
weight of all packaging made with recycled content

614,499 lbs 
weight of post-consumer recycled content  
in plastic packaging

CURRENT AMOUNTS OF  
PCR RANGE BY FORMULA
Mustards 100%
Ranch 50%
Mayo 25%
Ketchup 0%

post-consumer recycled (PCR) content in rigid plastic by weight Goal by 2022

Goal by 2020

IN 2020, WE SET TWO PCR-RELATED 
PACKAGING TARGETS 
1. USE ONLY 100% RECYCLABLE AND  
100% PCR MATERIAL FOR ALL OF OUR  
RIGID PLASTICS BY 2022.

recycled content is used for corrugate by weight

LABELS: THE FACTS AND THE FUN SIDE
Before reading this report, you might have just known us as that fancy ketchup company.  
But there’s a lot to be proud of at Sir Kensington’s. Happy hens. Fair Trade sweeteners. PCR 
inclusion. Investment in DEI frameworks. Love of compost. Uncompromising values. So, in 2020, 
we refocused our marketing strategy with a new tagline, Better Every Bite, to more closely  
align with our impact strategy. As is true of all our favorite language, Better Every Bite is  
a triple entendre that embeds better flavor and better sourcing into every touchpoint,  
while also celebrating the fun of food at the same time. 

of eaters are more likely to 
purchase packaged food labeled 
with third-party certifications

As proud as we are of our recyclable and recycled plastic 
progress, it only really makes a difference if, well, it’s recycled. 
 
If you don’t see a recycling logo on one of our plastic 
squeeze bottles, it’s because of this oxygen barrier, called 
OxyClear, that keeps our products fresh in place of artificial 
preservatives. There are also some mixed signals from the 
recycling industry on what level of OxyClear is acceptable 
for recycling, and the Association of Plastic Recyclers (APR) 
has formed a committee to investigate the issue. As of the 
end of 2020, the APR said these bottles can still get 
recycled, but until the APR guidelines are official, we can’t 
put that recycling logo on our label. Stay tuned!

PERCENTAGE OF OUR PRODUCTS  
WITH THE FOLLOWING LABELS

94%
of our packaging  
is recyclable
OxyClear is a big reason 
we’re not at 100% yet.

OXYCLEAR has a bit of blue-ish 
haze to it that is barely visible  
on some products, but on others, 
like our ketchup, that haze can 
look pretty unappetizing.  
What a Ketchup-22.

2. USE 100% RECYCLED MATERIAL IN  
ALL PAPER FIBER BY THE END OF 2020.
AMOUNT OF RECYCLED PAPER FIBER

AMOUNT OF RECYCLED PLASTIC

100%
Non-GMO

85%
Certified Humane®

10%
Organic

71%
How2Recycle

0%
Fair Trade

HOW TO PREPARE: Tells you if you 
need to take any extra steps 
before recycling.

HOW TO RECYCLE: Tells you whether 
the item is in one of four 
categories. Widely Recycled, Not 
Yet Recycled, Store Drop-Off or 
Check Locally.

TYPE OF MATERIAL: Tells you what 
the packaging is made of.

PACKAGING FORMAT: Tells you which 
part of the packaging the label is 
talking about.

We’ve tried to help demystify recycling by including a How2Recycle symbol on most 
of our packaging. We hope this will help make recycling a bit simpler and more 
straightforward. Kinda like our ingredients. 

EVERYONE SHOULD KNOW HOW TO RECYCLE
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It was March 2020. The pandemic had just begun, and people around the world 
were hiding out at home, anxiously watching the news. But Aaron Meier had a 
job to do. Every weekday, he’d get up at 3am and head out in his truck to pick 
up household garbage from the streets of northwest San Francisco. This would 
then be taken to a 185,000-foot recycling center run by his employers, Recology, 
to be sorted and sold on to manufacturers to create new products. The early 
start was part of a plan to reduce person-to-person contact at the dispatch 
office by staggering shifts.

“It’s a tough job,” Meier typed in a Twitter thread that month, “from 
getting up pre-dawn to the physical toll it takes on my body to the monotonous 
nature of the job, at times it’s hard to keep on going… Right now, though,  
I am feeling an extra sense of pride and purpose as I do my work. I see 
people, my people, of my city, peeking out their windows at me. They’re 
scared, we’re scared. Scared but resilient.”

He continued: “It’s gonna be ok, we’re gonna make it be ok. I love my city. 
I love my country. I love my planet Earth. Be good to each other and we’ll get 
through this.” Together, the series of tweets were liked almost a million times.

The last year or so has given many people a renewed appreciation for 
all the frontline workers who keep our communities functioning, often doing 
tough labor and working long hours. It’s also becoming increasingly 
recognized that recycling is crucial, not just for the health of our cities but 
also for the health of our planet. This explains why Meier’s words struck a 
chord. Recycling wouldn’t happen without drivers like him operating in the 
early hours of the morning, and a small army of others who clean, sort and 
sell on the recycled materials. 

Elizabeth Torres is another member of this workforce. Based in New 
Jersey, where she lives with her husband, daughter Ellie, and black-and-white 
shih tzu Sol, she started working at a Materials Recovery Facility (MRF, 
pronounced ‘murf’) run by Sims Municipal Recycling in 2013. She’d moved to  
New York City from the Dominican Republic when she was 16, and had been 
working at her family’s bodega, and doing seasonal work with a company that 
created Christmas displays in stores. She was drawn to work at Sims by the 
steady paycheck and the opportunity to further herself. “I’m a dreamer,” she says, 
“and I see myself going forward. I want to lead my own facility someday.”  
Her favorite book, she says, is The Magic of Thinking Big by David J. Schwartz.  
“I read it when I was in high school, in college, and a couple of times since then.”

Torres’ first job at the facility was as a laborer: separating clear from 
colored glass, as well as sweeping and wiping down equipment. The MRF is right 
on the New Jersey waterfront facing Brooklyn, and barges full of mixed plastic, 
metal and glass disgorge their contents there every day for sorting. These items 
would then take a journey on a series of conveyor belts, where machines would 
separate out the materials using magnets, optical sensors, jets of air, and  

THE PEOPLE BEHIND THE 
PROCESS: WHO REALLY 
SORTS OUR RECYCLING?
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crushers that break up glass so that it can fall through small gaps.
There’s something hypnotic about seeing inanimate objects  

do this intricate work on such a large scale, but human workers are 
also key at many stages of the journey. Mechanics maintain the 
machines, drivers operate mobile equipment, and sorters give the 
materials a final check before they are compressed into bales and 
sold on, removing any non-recyclables that had erroneously made it 
through the automatic sorting process. 

Torres was only in this job for about seven months before she 
was promoted to supervisor. She’s now assistant manager of the 
facility, with a crew of more than 30 people, and her team have kept 
working through lockdowns, snowstorms: whatever comes at them. She 

runs the first shift, which means that she gets up at 4.30am, dropping 
off her daughter at daycare on the way to work, and works until 4.30pm. 
“We’re essential workers, and it’s been okay,” she says. “We’re very 
proud that we’re making a difference. Since day one, we’ve been taking 
all kinds of precautions, and we’ve kept on it. We haven’t stopped.”

Once materials are sorted and baled, they must then be 
shipped to manufacturers. Sims and Recology are private 

companies—ones that work in partnership with the cities they 
operate in—and to stay in business, they need buyers for the 
recycled materials they sort. All sorts of events can send 
shockwaves through this market. When China stopped importing 
recycled materials from around the world in 2018, prices dropped  
in the U.S. due to the surplus. Given that it’s cheaper to make new 
plastic and paper than to recycle them, this put even more pressure 
on manufacturers to choose between sustainability and cost-
cutting when it came to product design and packaging.

During the pandemic, however, the price of recycled paper 
surged again, as there were problems in the supply chain of newly 
manufactured paper. “It’s still higher than it was before the 
pandemic started,” says Kara Napolitano, Outreach and Education 
Coordinator at Sims. Much of the recycled paper from the Sims MRF  
in New York, she says, goes to the nearby Pratt Industries on Staten 
Island, to be turned into pizza boxes and corrugated cardboard 
packaging. Plastics, meanwhile, are sold on to buyers along the 
eastern region of North America.

There are a few different ways that consumers can do their 
bit for the ‘closed-loop’ economy, in which discarded products are 
continually re-used to make new ones. They can support companies 
that choose to use recycled materials in their manufacturing 
process. They can also help out sorters, drivers, mechanics and other 
people in the recycling workforce by keeping any items out of the 
recycling that don’t belong there. Lithium-ion batteries can be 
particularly dangerous to include, Napolitano says, as they can cause 
explosions, and long items like garden hoses and shower curtains 
can stop machines from running. Keeping sharp items out of the 
trash, and rinsing out discarded items properly will also protect 
workers, and make their lives easier.

There’s a tendency known as “wishcycling”, Napolitano adds, 
that involves people putting non-recyclables in the recycling because 

“We’re very proud that we’re 
making a difference. Since day 
one, we’ve been taking all 
kinds of precautions,  
and we’ve kept on it.”

they just seem too substantial to discard completely. It’s a possible 
explanation for why so many bowling balls have turned up at the 
Sims MRF over the years. “Weird, right?”

There is no national law mandating recycling in the U.S.,  
but New York and San Francisco are two cities that do have local 
laws in place, and you can get ticketed for failure to properly 
separate your trash. It’s important to comply with these practices, 
but people should also understand that the recycling process 
itself is not carbon-neutral, especially when trash travels for  
long distances. Reducing consumption, buying food with less 
packaging, and prolonging the life of items before they are 
discarded: these are all important in the struggle to create  
a zero-waste world.

Rogelio Gutierrez is someone who has gone above and 
beyond to do this, not only keeping trash out of landfills but also 
transforming people’s lives in the process. Originally born and 
raised in Mexico, where he started farm work at the age of seven, 
he moved to the Bay Area from Guadalajara in 1987, and has spent 
the last 13 years working as a driver for Recology in San Francisco, 
specializing in picking up bulky items. As he does his rounds, he 
keeps his eye out for unused, broken wheelchairs that he can fix  
up and pass on to those in need. In just one year, he provided four 
wheelchairs to people ranging in age from seven to 72 in the 
Mexican towns of Pacana, Cuisillos, and Tala.

Like his colleague Aaron Meier, whose tweet about his work 
during the pandemic went viral, Gutierrez is not only doing his job, 
but also helping people to see their garbage, and the workers that 
manage it, in a new light. “We’re invisible normally,” Meier said in 
2020. “People don’t think about us unless we miss a pickup. It feels 
good to be seen. I’m happy to have accidentally inspired a nation  
to think more about the important work we are doing.” 
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SHARING
We believe food has superpowers. But those superpowers are activated for some at the  
expense of many.

In an industry with the lowest-paying and most dangerous working conditions, we get to set our own 
prices, work in comfort, and every day have the power to make positive choices. Most working in food are 
not so lucky, and we know our business relies on these underpaid and overworked groups. 

7.8¢ 
For every dollar that a consumer spends  
on food, only 7.8 cents actually goes to the 
farmer growing it

57% 
of the U.S. agricultural workforce  
is undocumented

58%
of workers lack health coverage

NYC’S EXTRAORDINARY AND OVERLOOKED

We believe we have a responsibility to bring integrity and charm  
to these extraordinary and overlooked communities by creating  
economic opportunity through food. To us, this means sharing the  
wealth to defend the dignity of food and the jobs that enable it.  
We approach this in a few ways: 

A) By devoting significant resources to community impact and philanthropy 
and encouraging our team to spend 2% of their work time volunteering 

B) By providing world-class benefits to team members and investing  
in their professional development

C) By compensating typically-overlooked culinary enthusiasts through  
every touch point 

D) By moving towards fair sourcing and a transparent supply chain

more than 70%
of farm labor jobs are done  
by immigrants

79%
of food system workers do not have  
a single paid sick day

FOR EVERY $
earned by white men working  
in the food chain:

Latina women earn  45¢
Latino men earn  76¢
Black women earn  42¢
Black men earn  60¢
Asian women earn  58¢
Asian men earn  81¢
Indigenous women earn  36¢ 
Indigenous men earn  44¢

We believe we have a responsibility to better the lives of the most 
disadvantaged communities in our own city and for those in rural 
areas where we source and produce our products. When we set out  
to build a program to support our local community in New York City, 
we knew we had to focus on those same overlooked and marginalized 
communities. The first step was to find the right impact partners. 

In 2020, we’re honored to work with  
non-profits who share our mission to lift up  
the New York City-area food community. 

FOOD EDUCATION FUND, a culinary public high school program 
EMMA’S TORCH, which empowers refugees through  
culinary education
HOT BREAD KITCHEN, which provides culinary training for women 
facing economic insecurity
BK ROT, which creates green jobs for local Brooklyn youth  
through composting 
GREEN BRONX MACHINE, which empowers people through  
urban gardening
FEAST, which trains community health educators in communities 
lacking food security
BROWNSVILLE COMMUNITY CULINARY CENTER, which brings world-
class culinary training to the Brownsville neighborhood of Brooklyn

ONGOING COVID-19 REALITIES
The pandemic’s effect on the food industry, both at the global 
system-level and local restaurant industry-level, cannot be 
overstated. It was overwhelming to decide where to put relief funds 
when so many communities are in need. We decided to focus on 
food-insecure groups in our NYC and partner communities; our own 
hourly team members in the field; our local restaurant customers 
and workers; and farmworker communities, who are some of the 
most essential, yet invisible and vulnerable, frontline workers.

Some of the many organizations we supported included: West Side 
Campaign Against Hunger, God’s Love We Deliver, Promobile 
Kitchen, Green Bronx Machine, Rethink Food, Feeding America,  
The Restaurant Workers’ Community Foundation, and 
Farmworkers’ COVID Pandemic Relief Fund. In addition, we contributed 
to the COVID-relief funds created by our Impact Partners to support 
their own participant communities that were impacted by restaurant 
closings across NYC. When the pandemic hit, we also paid 100% of our 
brand ambassadors’ hourly wages through May after all their in-store 
demos were canceled.

increase over standard 
allocated relief fund

The way we see it, food companies can either be a part of the problem or they can be a part  
of the solution. We choose the latter. We believe in an equitable industry where anyone has 
access to a good food job, and that every food job is a good job. No, this won’t happen overnight.  
We are patient enough to make big things happen and to do our part now to get the job done—
even when the job to be done is not our job at all.

We always set aside a fund  

of discretionary dollars to allow 

for relief support and call-to-

action issues, but this year we 

increased that fund dramatically 

in light of pandemic-relief needs.

Overnight, COVID-19 devastated the thriving food and hospitality industry  
and left tens of thousands unemployed, and shuttered businesses. Almost all  
of our workforce alumnae have experienced a significant or total loss of income  
with limited job opportunities in the culinary field for the foreseeable future.  
Impact Partner (NYC-Based)

54. 2020 Integrity Report 55. Sharing



Jason Gutierrez needed a fresh start. Back at college, he tried his 
hand at a few different majors, but nothing really stuck. Eventually 
he dropped out and began working as an exterminator for the NYC 
Housing Authority. Although the money was decent, the job was 
killing his spirit, along with the critters he was hired to eradicate. 

The 31-year-old always had a passion for food: growing up in a 
Dominican family where meals were a big part of life, he had always 
dreamt of earning a living through cooking. But without the $50,000-
plus required for culinary school, or the suitable connections to get 
him there, that dream seemed impossible. That’s when his girlfriend 
suggested he try a new culinary training program she’d heard about, 
which was based in their Brooklyn neighborhood. Despite his initial 
skepticism, he attended an intro session and “immediately fell in love”.

Brownsville, Brooklyn, is a place where you’re more likely to 
find fast-food joints and take-out shops than a sit-down restaurant 
with table service. It’s also home to a community that struggles with 
a high rate of diet-related illnesses. But that’s exactly why Lucas 
Denton thought it was the ideal place from which to offer free, 
culinary vocational training. The result is Brownsville Community 
Culinary Center (BCCC), a place where participants like Gutierrez can 
apprentice alongside seasoned industry professionals at the top of 
their game. During the course of BCCC’s 40-week program, 
participants learn the fundamentals, before sharpening their skills 
learning recipes and making dishes. The curriculum and menus are 
inspired by the culinary traditions of the students themselves—much 
of it drawn from the African diaspora and Central America. 

BCCC was born after a coming-together between Denton and 
the fabled Danish chef and restaurateur Claus Meyer back in 2014. 
The former had worked in Brownsville for his job with the NYC 
Commission on Human Rights. The latter had recently established  

the Melting Pot foundation, an organization combating food poverty 
through initiatives related to hospitality. Fresh from launching 
culinary centers in Bolivia that focused on training low-income 
youth, Meyer was looking to expand the work into NYC. Once they 
became acquainted, things quickly progressed. 

Lest this be misconstrued as two white guys descending on 
a Black and brown neighborhood and “saving” its residents. From 
the very beginning, Denton made it clear that any initiative meant  
to serve a community had to be led by people from that community. 
It’s a perspective borne out of his own experience. Originally from 

Poughkeepsie, a small town in New York, Denton struggled with 
substance abuse in his youth until a court-mandated program helped 
him get sober. However, he was acutely aware it didn’t benefit people 
of color the same way it benefitted him as a white person. 

Through his work with the NYC Commission on Human 
Rights—which fosters partnerships across diverse communities,  
as well as investigating and prosecuting those found guilty of 
discrimination in housing and accommodation—Denton was already 
familiar with the Brownsville community. “My goal was really to try 
and just connect: connect the resources that I had access to, to the 
folks in Brownsville who were already doing the work,” he says. 

One of those people was Daniel Goodine, a 63-year-old 
Brownsville resident of nearly three decades, who co-founded an 
anti-violence program called Men Elevating Leadership with his wife, 
following the loss of their son to gun violence. After Denton reached 
out, Goodine began serving on BCCC’s community advisory board. 
From the start, it was the center’s commitment to offering young 
people skills and employment that struck a chord with him. 

“It was [about] being in a place where people come and have a 
second or third opportunity to learn something,” he says. “That’s how 
I ended up hanging out with [BCCC] more, because I saw a golden 
opportunity for young people to be in a good space. It was just 
whatever [people] needed, we gradually became. It was a safe haven.” 

 Safe havens are necessary in a place like Brownsville, which 
has more than twice the number of violent crimes than NYC overall.  
It is also more heavily policed than majority-white neighborhoods, 
which in turn has led to an incarceration rate that is four times 
higher than the rest of the city, with nearly two out of every 100 
residents aged 16 and up having been incarcerated. On top of that, 
nearly 28 per cent of residents live below the poverty line, compared 

to 17 per cent citywide, as of 2018. 
For Rae Gomes, 35, BCCC’s new executive director, 

it’s imperative that they remain engaged in all of these 
issues. “The problem with violence is that violence is a 
determining factor for your health, for your wellbeing,  
for your mental health state—it determines so much,”  
she says. “We’re providing the resources so that we [can] 
address just about any issue that the young people will 
come up against throughout their time in this program.” 

Alongside its day-to-day work, BCCC is currently 
working with Brooklyn Community Services to provide 

on-site care and service referrals for participants. It’s also working 
on a pilot program with Brownsville Community Justice Center,  
which works with young people who have faced criminal charges, 
convictions, or incarcerations. This is a key partnership, because 
once someone has a criminal conviction, particularly a felony, finding 
gainful employment becomes difficult. 

Unemployment is higher in Brownsville than it is citywide.  
But it wasn’t always an issue. From the late 19th century, up until  
the first half of 1950, the neighborhood was largely home to Jewish 
immigrants. There were many businesses and factories in the area  

BROWNSVILLE COMMUNITY 
CULINARY CENTER—MAKING A 
DIFFERENCE ONE DISH AT A TIME
Words by Kizzy Cox | Photography by Guarionex Rodriguez, Jr.

“It was [about] being in a place 
where people come and have  
a second or third opportunity 
to learn something.”
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of people were flying last year because of the whole pandemic.  
So I would have been out of a job and I wouldn’t know what to do.  
I feel like BCCC really helped me a lot.” 

Given the manner in which the events of the past year have 
gutted the restaurant industry, BCCC is now pivoting to different 
types of culinary education. “[Our focus] is not to gear young people 
towards restaurant jobs, because they're fleeting at this point,”  
says Gomes. “We’re thinking more expansively about what culinary 
education can do in the intersection of various other jobs: 
healthcare, mass food production, culinary arts within the 
community, community chefing, cooking for diet-related illnesses.”

BCCC is also focusing on fixing long-standing health 
disparities. While COVID-19 has had a significant impact on the 
Brownsville neighborhood, Denton believes it pales in comparison  
to what systemic racism has done to it. “You just got to look at the 
statistics, the level of people dying from diet-related illness in 
Brownsville vastly eclipses what you know coronavirus has done.” 

In response, BCCC is launching an ambitious multi-pronged 
diabetes wellness program in April. Gomes sums it up as ‘ABCD’: 
‘Access’ to healthy food, ‘Brooklyn’ Community Services, ‘Clinical’ 
support and ‘Diabetes’ education—which will include workshops, 
self-management, nutritional support, and cooking demos. “It's sort 
of a holistic approach to diabetes, wellness and care,” she notes.  
“I would say the only thing that's really missing is an intentional 
focus on physical activity. But I'm hoping that can come later on.” 

The new culinary training program, meanwhile, will start in 
September. Whatever shape that takes, for participants like Phillips 
and Gutierrez, BCCC’s value lies in its investment in the community, 
creating chefs out of people who are overlooked in the culinary 
world and embracing their cultural cuisines. 

“Now, it’s nothing but white males dominating the industry,  
so you don’t really see people like us—when you do, we’re cleaning 
the bathroom or washing dishes,” says Phillips. “But BCCC opened  
a door for us to go in and show them that we can do the same  
thing that you’re doing. And we can do it better.” 

and jobs were plentiful. However, as 
more Black and Latinx people moved 
into the neighborhood, fleeing 
segregation and seeking better 
opportunities, factories began to 
vanish. The situation was 
exacerbated by the construction of 
massive public housing developments 
(NYCHA), after which the remaining 
Jewish population fled and 
disinvestment followed. From the 
1960s onwards, this led to increased 
poverty, higher crime and poor health 
outcomes, the last of which was 
compounded due to a lack of healthy 
food options.  

Through her work, Gomes has 
explored the systemic reasons that 
contribute to what she refers to as 
“food apartheid”: intentional policies 
that restrict access to healthy food. 
For example, for every one 
supermarket in Brownsville there are 
15 bodegas (small stores that rarely 
sell fresh produce), and attempts to 
increase the number of supermarkets still result in a lack of healthy 
options—because the quality of the food being sold is poor. 

With that in mind, she plans to expand on BCCC’s program by 
directly addressing health inequities that a lack of healthy food 
contributes to. For example, 33 per cent of Brownsville’s residents 
have high blood pressure compared to 28 per cent for the rest  
of the city. 41 per cent of its residents are obese compared with 24  
per cent citywide. While diabetes rates aren’t much higher than  
the city’s at 13 per cent, Black people are much more likely to have 
complications from the disease—including amputations and kidney 
failure—and are twice as likely to die from it.   

“Brownsville is a community  
that has done a lot with a 
little. We’re here to support 
and bring resources.”

Food justice is important to Gomes. As a Black mother living in 
central Brooklyn, she relates to the frustration that comes with having 
to travel to find healthy options—a frustration amplified by her 
upbringing in Trinidad, where she was surrounded by bountiful and 
accessible produce. “Brownsville is a community that has done a lot 
with a little,” she says. “We’re here to support and bring resources.” 

One of those resources is money. The ability to dole it out 
affects who can afford to participate in the culinary program.  

Edgar Phillips, a 26-year-old father of three, was making a good 
salary at Delta Airlines—but his heart wasn’t in the work. He wanted  
to go to culinary school, but the cost of doing so was prohibitive. 

While his wife encouraged him to apply for BCCC training, 
Phillips was hesitant: the Flushing Queens resident had only heard 
negative things about the Brownsville neighborhood. His perspective 
changed, however, when he attended an introductory session and 
heard about the stipend: a key part of BCCC’s offering. It was this 
that convinced him to give the program a shot. “I’ve got a family,”  
he explains. “I need to make money.”

For parents like Phillips, expensive programs or unpaid 
apprenticeships just aren’t feasible. BCCC directly addresses this 
with its paid training program and guaranteed job placement. 
Phillips, for instance, found work at the Mexican restaurant Cosme 
just two weeks after finishing his culinary training, where he 
continued working as a prep cook until the coronavirus pandemic 
forced the restaurant to close. 

Meanwhile, Gutierrez—one of Phillips’ classmates—landed 
himself a prep cook position at one of Claus Meyer’s restaurants  
and later leveraged his previous management experience into 
creating a culinary program for children at a Staten Island day camp. 
Sadly, however, the pandemic has upended much of that progress 
and exacerbated pre-existing issues. “[It made it] very hard to get 
anything, in a place where it was already hard to get things,” he 
explains. “Fresh produce and everything, it is not easy to come  
by around here… people were hungry.” 

In that sense, BCCC has had to get creative over the past year 
in order to meet the changing needs of the community. Gutierrez was 
in between jobs when COVID-19 hit, so BCCC called him back to help 
with a food distribution program started by their partner Collective 
Fare, which was founded by a BCCC instructor. At the height of the 
pandemic, Gutierrez says demand was unprecedented. “When we’d 
have distribution on-site we’d have long, long lines—like 200 people,” 
he remembers. “It was crazy.” While the queues have since 
shortened, he still runs the café, creating the menu and the meals.  

Phillips also found work with BCCC after Cosme was forced 
to shut its doors. Without BCCC’s training, he says his entire 
trajectory would have been different. “I would have still been 
working for the airport. They got rid of a lot of people—not a lot  
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We use our resources—our time and dollars, as well as our platform—to  
bring our trademark integrity and charm to marginalized groups in NYC’s  
food system, including women of low socioeconomic status, refugees,  
low-income and POC youth, and those from underserved communities,  
with the following objectives:

01 Support job creation and pathways to employment in good food jobs
02 Bring visibility to the extraordinary and overlooked in the food industry
03 Advocate for dignified working conditions and wages in the food chain

We’re proud of our work with our Impact Partners, but we know the majority 
of our externalities are more in our food chain and agricultural practices than 
in our local NYC community. We are still working on how to best apply these 
objectives to address the actual impacts of our business.

WE SHOW UP FOR OUR NEIGHBORS

OUR TIME & SKILLS
We set a goal to have all of our employees dedicate at least  
2% of their time annually to work with our community 
partners. This is voluntary, but team members are incentivized 
with a 1-for-1 PTO-day match for every day volunteered up  
to five days. We also leverage our acumen in finance, 
operations, fundraising, marketing, and more to further 
build our Impact Partners' capacity and amplify their work.

CULTURAL APPRECIATION THROUGH 
CULINARY ADVENTURE

ongoing annual goalaverage on a per-employee basis

AVERAGE EMPLOYEE TIME SPENT VOLUNTEERING

COVID-19 made it difficult to do in-person volunteerism and virtual opportunities were limited. Virtual 
volunteerism in 2020 included writing notes to frontline workers and grocery shopping for the elderly in NYC.

We’re a NYC-based company inspired by the culture that surrounds us.  
New York City has more than 40 unique ethnic communities marked  
by distinct culinary cultures that have changed the way our city thinks  
about food. What’s more, we’ve heard that international influence is a  
top desirable attribute in the foods our eaters crave, and more than half 
surveyed want to try new, globally-inspired foods. This is tricky territory 
for us to wander into.

OUR EVERYTHING SAUCES
Inspired by NYC’s diverse food scene and developed with input from associated chefs and culinary 
enthusiasts, our Everything Sauces seek to honor and celebrate their unique cultures through 
culinary adventure. Each sauce highlights an ingredient tied to its inspiration: Garlic Sauce with 
Moroccan preserved lemon, Chile Lime Crema with chilies from Mexico, Gochujang with gochujang 
from Korea, and Curry Masala with turmeric from India. The eye-catching labels for our first four 
sauces were also designed in collaboration with women and non-binary illustrators from each 
culinary culture—we are so honored to have worked with Jasmina El Bouamraoui, Deb Lee, Marisol 
Ortega, and Beena Mistry. 

There is a critically important difference between cultural appreciation and cultural appropriation. 
Candidly? We don’t always get it right. The truth is, we’re inspired by the culture that surrounds us, 
but we’ll own up to the fact that we can do a lot more to intentionally empower and compensate 
the cultural identities we’re inspired by. These issues are very much on our radar, and we’re looking 
for ways to refine our product development and marketing to be more attuned to, and respectful of, 
the cultural significance of food. 

WHAT IS CULTURAL APPROPRIATION?

Cultural appropriation is when elements of a culture, 
most often a minority culture, are used or adopted by 
another culture outside their original context. This 
often results in the dominant culture capitalizing on 
that adoption and not passing on those gains to the 
culture from which the elements were sourced. 

38%
of New Yorkers are immigrants

OUR PLATFORM
One-to-one partnerships and incremental changes in  
our individual supply chain can only do so much. Our 
responsibility to these communities also means actively 
advocating for much-needed systemic change in the food 
industry. We are proud to support Women in Hospitality 
United, which was born of the #MeToo movement and works 
towards equity in the hospitality sector. Sir Kensington's 
also signed onto the LEAD on Climate 2020, Business Call  
to Action: Build Back Better, and participated in an advocacy 
day with legislators to advocate for climate policy.

304
total hours volunteered in support  
of community organizations

74%
of team members took PTO for 
volunteer time

OUR DOLLARS & PRODUCT
We dedicate a significant budget annually for 
charitable giving to non-profits that are making  
the food system healthier, more just and more 
sustainable. We also build meaningful in-kind  
donation partnerships—aka we donate product— 
to bring our impact partnerships full circle.

0.8%
This year, community investments 
(excluding our team’s time) were  
less than 1% of revenue 

As a small and growing company, 
reserving a fixed charitable giving 
budget year-over-year is challenging, 
so our percentage of revenue 
designated for giving changes 
year-to-year.

*This total includes the additional COVID-relief funding and product donations, which totaled around $134,595.

Total financial contributions

$191,519
Monetary value of in-kind donation 

$81,095
Total donations 

$272,614*+ =
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In 2020, every employee received  
a mid-year and end-of-year 
performance review and all 
employees were eligible for an 
annual performance bonus.

WHAT IS THE DIFFERENCE BETWEEN MINIMUM WAGE  
AND LIVING WAGE? 

Minimum wage is mandated by law, both at  
a national and state level, and living wage is 
determined by what it costs to live from place to 
place and situation to situation. In New York City  
in 2020, the minimum wage is $15.00 per hour, 
while the living wage for an adult with no children 
is $21.77 per hour. By comparison, the national 
minimum wage is only $7.25. Yikes.

MEGAN 
ON THE MARKETING TEAM
Source biodegradable or reusable 
supplies for all IRL activations, 
including in-store demos and 
trade shows.

CARLA 
ON THE PRODUCT TEAM
Reevaluate the use of detergent  
and chemicals used at 3PMs and 
look for potential alternatives to 
switch to more sustainable options.

ESTABLISHING INDIVIDUAL &  
TEAM IMPACT-ALIGNED TARGETS
At the start of 2020, we set a goal to link 100% of team members’ performance 
to impact and diversity, equity, and inclusion (DEI) indicators by the end of the 
year. And we did it! This means that each and every Sir Kensington’s team 
member was held accountable for helping us manage our social and 
environmental impact over the course of the year. 

A CULTURE THAT CARES
We’re proud to have built a culture that some of the brightest and kindest people 
want to be a part of—a culture built on transparency, trust and doing the right thing 
even when no one is looking. When people are supported and provided opportunities 
for development, the magic they can cook up is endless. 

WHERE IMPACT IS EVERYONE’S JOB
To truly use business as a force for good, every team member and every leader must consider 
environmental and social responsibility as part of the job description. We believe that aligning individual 
performance with impact—just as it’s tied to business performance—is the key to real change, and can 
empower all team members to contribute to the continuous improvement of our sustainability efforts.

Incentivizing impact (linking performance incentives  
to DEI goals and sustainability for ALL team-members) is 
powerful and made me think: ‘Wow.’ Eater (Female, 23)

We did it!

100% OF TEAM MEMBERS HAD IMPACT AND DEI GOALS

WORKPLACE 
RESOURCES
When Unilever’s global mandate 
required us to transition to remote 
work last year, we did our best to 
provide the necessary tools and 
communicate effectively to make 
sure the whole team felt supported. 
It wasn’t perfect, and frankly,  
it’s still hard.

PAY & BENEFITS
With a core mission that’s all about defending the dignity 
of people, Sir Kensington’s set a baseline of generous 
vacation, parental leave, and benefits—and paid everyone, 
including our contractors, a living wage. 

PROFESSIONAL DEVELOPMENT
What’s not to love about forward-thinking educational programs and a learning 
budget that can be applied to nearly any personal goal? Trick question—
nothing! In 2020, everyone at Sir Kensington’s had access to professional 
development opportunities, and all team members got trained on the 
company’s mission and values, code of ethics, impact strategy, and the food 
system’s social and environmental impacts more broadly. 

of team members  
were internally promoted 

in 2020

“I was aware of and able to tap into the tools, training and people that I needed to effectively 
navigate changes arising out of COVID-19 disruptions.”

“I had the appropriate amount of information to make correct decisions about my work.”

“I continued to collaborate effectively with my team during COVID-19.”

“Sir Kensington's has managed both its business and people well during COVID-19.”

“Sir Kensington's has maintained adequate communication with all  
of its employees during COVID-19.”

$1,000
is dedicated to each team 
member’s learning budget  
each year

48%
of team members used their 
learning budget for professional 
development

100%
of employees earned above the local living  
wage for an individual

$32.03
lowest paid wage  
on an hourly basis

73%
of team members  
are enrolled in our 
healthcare plan

8 VIRTUAL LUNCH & LEARNS
were hosted with entrepreneurs, 
sustainability experts, and non-
profit partners

+280
total hours were spent on 
professional development

77%
of the team is satisfied or very 
satisfied with available training 
opportunities

We surveyed our team to see how supported they felt with the transition to working from home.  
This is the percentage of respondents that AGREED or STRONGLY AGREED with each statement.

ALEX 
ON THE MARKETING TEAM
Develop a cohort of diverse 
micro-influencers with different 
backgrounds to help reach new 
audiences and extend brand 
interest beyond our current 
audiences/target demographic.
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LEARNING
Capitalism has ushered in unprecedented human development, improving quality of life 
tremendously over the last three centuries, but it’s also brought unparalleled inequality  
and environmental degradation. Now, the world around us is shaped primarily by the activities  
of business, and so we must consciously shape business. Capitalism is a relentless force, and 
rather than fight it, we can fix it. It’s up to us, to you, and anyone with the power of choice  
to use it for good.

We need to hold ourselves to a higher standard not only by measuring our goodness grade,  
but also by being real and rigorous about how we can continuously improve. We will 
acknowledge and own our impacts, and always try to do better.

Here, we’re setting a precedent to share some of the work that we plan to undertake in the 
coming year. By putting these ambitions out there in the world, we vow to be transparent with 
our progress and explain any shortfalls. We only ask that you all continue to hold us accountable 
for doing so—plus, we hope it will only make you enjoy our condiments that much more.

IT’S IN THIS THEME THAT WE GIVE OUR PARTING WORDS TO YOU.

EXPANDING OUR ENGAGEMENT  
WITH SUPPLY CHAIN PARTNERS
We are doubling down on our stakeholder engagement efforts in 2021 and, by 
the end of the year, we hope to increase transparency of our impacts through 
our suppliers and expand our upstream boundary to account for more than 
80% of our suppliers.

SETTING AND MEASURING DEI GOALS
We have work to do. We hold ourselves accountable to this work, and while 
this is the first time you may be hearing from us about it, it won’t be the last. 
We continue to partner with our external DEI consultant and have planned to 
state our goals and initiatives more formally, and in practical detail, over the 
coming months.

CLARIFYING OUR CARBON FOOTPRINT
We want to better understand the extent of our contribution to climate change 
and hope to expand our Scope 3 inventory to reflect the transportation, 
refrigeration and storage of our products. We have very little insight into 
agricultural production, eater use and customer distribution and, while that 
will likely still be the case by year-end, it’s still on our radar.

A FUTURE OF  
CONTINUOUS IMPROVEMENT
Sir Kensington’s has always done things differently. In a world of zig, we zag, so 
that you may enjoy extraordinary, unconventional condiments that Better Every 
Bite. We don’t see ourselves as experts in conscious capitalism, though we’ve 
joined the movement and are committed to moving forward. We believe it’s more 
important to start walking down the path you wish to take, than to be concerned 
about how far away your destination is.

Here are some of the ways we are focusing our efforts in the coming year to be even 
more conscious of how we affect the world and people around us.

LET US KNOW WHAT YOU 
THINK AND CONTINUE 
ENCOURAGING US TO DO 
EVEN MORE! 
Hey, we’ll also take a couple of pats 
on the back if you’ve got them.

hello@sirkensingtons.com
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P18: Food systems contribute 29% of emissions, 
with a $4.7 trillion cost to the planet each year. 
(From a book: Corporate Behavior and 
Sustainability: Doing Well by Being Good, edited 
by Güler Aras, Coral Ingley)
P18: Irrigation for agriculture accounts for 70% 
of all human water use. (https://www.usgs.gov/
special-topic/water-science-school/science/
irrigation-water-use?qt-science_center_
objects=0#qt-science_center_objects)
P18: 80% of female farmworkers face sexual 
harassment or violence at work.  
(http://nfwm.org/farm-workers/farm-worker-
issues/womens-issues/)
P18: Agriculture is responsible for 60% of global 
biodiversity loss. (https://www.ecowatch.com/
biodiversity-meat-wwf-2493305671.html)

P24: ~300,000 farmworkers currently suffer from 
pesticide exposure annually. (https://www.gao.
gov/assets/hrd-92-46.pdf)

P30: Most smallholder farmers live in poverty on 
less than $2.00 per day. (https://www.worldbank.
org/en/news/feature/2016/02/25/a-year-in-the 
-lives-of-smallholder-farming-families)
P30: 12% of land | 80% of production: Smallholder 
farms only make up 12% of agricultural land 
worldwide, but produce up to 80% of the food 
consumed in Asia and sub-Saharan Africa. (https://
www.sciencedirect.com/science/article/pii/
S2211912417301293)

P31: Americans eat, on average, 70 avocados per 
year (https://www.heritage.org/trade/
commentary/thank-god-avocados-mexico)

P32: It’s said that drug cartels gain $150 million 
each year from the local avocado industry and 
now control 10% of orchards in the state.  
(https://brownpoliticalreview.org/2018/04/
blood-avocados-cracking-cartels/)
P32: 15,000 to 20,000 acres of forest land  
are being converted to agricultural land annually  
for avocado production.  
(https://www.washingtonpost.com/climate-
solutions/2021/02/04/climate-solutions-avocados/)
P33: 30-40% of the total deforestation in 
Michoacán between 2001 and 2017 was associated 
with the expansion of avocado plantations, 
damage that experts say is irreversible. (https://
www.wri.org/insights/will-mexicos-growing-
avocado-industry-harm-its-forests)
P33: As production expands, deforestation impacts 
biodiversity and limits available habitat for various 
species, including the Monarch butterfly. (https://
www.washingtonpost.com/climate-solutions/ 
2021/02/04/climate-solutions-avocados/)

P45: The global food system accounts for 1/3  
of GHG emissions. (https://news.un.org/en/
story/2021/03/1086822#:~:text=Food%20
systems%20account%20for%20over%20
one%2Dthird%20of%20global%20greenhouse%20
gas%20emissions,-Unsplash%2F%20
Providence%20Doucet&text=Food%20system%20
emissions%20were%20estimated,as%20these%20
emissions%20kept%20increasing.)
P45: The five largest food processing companies 
emit more CO2e than the biggest oil companies. 
(https://grain.org/article/entries/5976-emissions-
impossible-how-big-meat-and-dairy-are-heating-
up-the-planet) 
 
P48: Only 14% of plastic gets recycled globally  
(http://www3.weforum.org/docs/WEF_The_New_
Plastics_Economy.pdf)

P54: 79% of food system workers do not have a 
single paid sick day. (http://foodchainworkers.org/
wp-content/uploads/2012/06/Hands-That-Feed-Us-
Report.pdf)
P54: 58% of workers lack health coverage. (http://
foodchainworkers.org/wp-content/
uploads/2012/06/Hands-That-Feed-Us-Report.pdf)
P54: 57% of the U.S. agricultural workforce is 
undocumented. (https://www.forbes.com/sites/
phillempert/2017/02/28/3-big-reasons-the-food-
industry-needs-immigrants/?sh=5989959bf1f5)
P54: For every dollar that a consumer spends on 
food, only 7.8 cents actually goes to the farmer 
growing it. (https://www.usda.gov/media/
blog/2019/05/14/where-do-americans-food-
dollars-go)
P54: For every dollar earned by white men 
working in the food chain: Latina women earn 45¢, 
Latino men earn 76¢; Black women earn 42¢, Black 
men earn 60¢; Asian women earn 58¢,  
Asian men earn 81¢; Indigenous women earn 36¢, 
Indigenous men earn 44¢  
(http://foodchainworkers.org/wp-content/
uploads/2011/05/Color-of-Food_021611_F.pdf)
P54: More than 70% of farm labor jobs are done  
by immigrants. (http://wesleyanargus.
com/2017/11/09/our-food-system-is-built-on-
racism-then-and-now/)

P60: 38% of New Yorkers are immigrants. (https://
www1.nyc.gov/assets/immigrants/downloads/pdf/
moia_annual_report_2018_final.pdf )

P61: In New York City in 2020, the minimum wage 
is $15.00 per hour, while the living wage for an 
adult with no children is $21.77 per hour.  
By comparison, the national minimum wage  
is only $7.25. (https://livingwage.mit.edu)

SOURCES
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THE FOOD FIGHT 
    

                 SIR KENSINGTON’S 2020 INTEGRITY REPORT

If you were to pluck most big food and beverage companies off the planet, 
the world might be a better place. We are determined to become a business 
that, if Sir Kensington’s ever ceased to exist, the opposite would be true.
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