SUSTAINABILITY
PLATFORM

Stepping up to the challenge of the future
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Our global food system is operating above the resource capacity
of the planet and we are facing an increasing need for food
production with an expanding world population.
Mankind has the ability and drive to create a prosperous future
for the generations that follow. For change to happen, both
individuals and large organizations must take ownership of that
future and step up to the challenges we face. Corporations can
and should play a purposeful role in shaping that sustainable
future, while keeping the balance necessary to meet today’s
business mission. Both endeavors can co-exist within the domain
of the corporate landscape. Both do at Compass.
For more than a decade Compass Group has strived to make

A VISION FOR 2020

positive change within the realm of sustainability by supporting
local economies, sourcing sustainable seafood, implementing
measures to address climate change issues and much more. Our
sustainability story has established Compass as an important
contributor towards a more sustainable future and as a model for
what is possible within the realm of the food service industry.
Compass is proud of our past contributions and is committed to
continue building on them. We establish specific milestones. We
seek to create change where we can have the greatest impact.
We pledge to the utmost public transparency, allowing us to
manage our progress and adjust our path as needed. Our Vision
2020 is our long term aspiration that is anchored in a roadmap
to realization.

We are stepping up to challenges of the
future and we are not looking back.
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Source ingredients from local &
regional sources as a first choice
Today’s Commitment:

Transparency Pledge:

• Purchase 10% of seasonal produce by year

• Report on local/regional farmer, rancher

end 2015 from American Family Farmers 1¹

and artisan purchases.

and from a geographical scope of 400
miles 2 as our primary supply. In addition

GROWN

to produce, ingredients can include meats,
dairy, cheese and other artisan products.

LOCAL
AND REGIONAL

Vision 2020:
• Purchase a minimum of 20% of our

• Continue to participate in the NC 10%
program, a campaign created by the Center

produce and other products from local/
regional sources.

for Environmental Farming Systems (CEFS),
whereby we have committed to purchasing

• Work with the Center for Environmental

10% of our food dollars to support local

Farming Systems (CEFS) and other

producers in North Carolina.

organizations to expand the NC 10%
program to other states.

• Actively pursue and support the
development of regional infrastructures for
the processing of local produce to ensure
the year round support of local farmers.
• Participate in supply chain improvement
projects, such as the Stewardship Index for
Specialty Crops and other programs that
promote the adoption of reduction practices
that reduce environmental impact.

1. As characterized by Ag of the Middle Initiative: A farm owned by a family, where the family makes the important management decisions;
is dependent on the farm as its main source of income and provides most of the labor. 2. USDA Local Food Systems
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Source proteins from suppliers that
promote the humane welfare of farm
animals
Today’s Commitment:

Transparency Pledge:

• Serve only cage-free shell eggs that

• Report certified as humane purchased

adhere to Humane Farm Animal Care

products on sustainability scorecards.

standards.1
• Report products purchased that are free
• All of the liquid eggs we serve will be

of eggs on sustainability scorecards.

cage-free and will adhere to Humane
Farm Animal Care standards by 2019.

• Provide an annual update on our
industry discussion for supply chain

• We have committed to not serving foie

improvement.

gras on our menus.
• We are committed to our goal of ensuring
our pork products will be sourced from a
gestation crate free environment by 2017.

Vision 2020:
• Double our volume of proteins that are

We will engage the industry in continuous

certified as humane 2 compared to 2014

discussions to work towards our goal.

purchasing base line (1.3 million pounds).

• In collaboration with industry NGO’s we

• Ensure 100% of broiler chickens we

will engage our suppliers in continuous

purchase are certified under GAP’s

discussion to put in place practices that

5-Step Animal Welfare Rating program

will improve the lives of farm animals.

by 2024.3

• We will source products that are made
with cage free eggs or are free of eggs.

1. As supply allows. 2. As characterized by the following organizations: Humane Farm Animal Care, Global Animal Partnership (GAP
Certified), Animal Welfare Approved, Food Alliance. 3. http://www.globalanimalpartnership.org/

CAGE FREE
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Source foods that are produced with
minimal use or free of chemicals and
antibiotics
Today’s Commitment:

Transparency Pledge:

• Our contracted liquid milk and fresh yogurt

• Report all products produced with

are free of rBGH.

REDUCED

minimal use or free of chemicals and
antibiotics on sustainability scorecards

• Our chicken and turkey products are

by year end 2015.

produced without the non-therapeutic use
of human antibiotics.

ANTIBIOTICS

• Provide an annual update on our
industry discussion for supply chain

• In collaboration with industry NGO’s we

improvements.

will continue discussions with our pork
and poultry suppliers to further encourage
reduction of antibiotics use in production.
• We support farmers and ranchers

Vision 2020:
• Specific produce items such as apples,

that can demonstrate continuous

berries and baby greens, grown

sustainability improvements through a

under the USDA Organic label will be

variety of programs such as Integrated

contracted and offered as a first choice

Pest Management, Stewardship Index

option on our menus when these are

for Specialty Crops and Greener Fields

seasonally available

Together . Where available, we purchase
from them as a first option.
• Pursue regional purchasing of Certified
Organic produce where it makes good
business sense.
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Source seafood from a sustainable
supply chain
Today’s Commitment:

Transparency Pledge:

• Ensure a minimum of 80% of our

• Drive efforts to improve transparency

contracted seafood is supplied from

on the origins and sustainability status

environmentally responsible sources.

of our seafood purchases.

• Develop programs to support positive
change in fisheries and aquaculture.

• Provide an annual update on our
efforts for supply chain improvements.

• At least 50% of our canned tuna will be
FAD Free by year end 2015.
• 100% of our contracted seafood will be

Vision 2020:
• We will serve only wild caught

supplied from environmentally responsible

and aquaculture seafood from

sources 1 by year end 2017.

environmentally responsible sources¹
or from sources that are on a clear
path towards improvement.

1. Environmentally Responsible Sources: We use Monterey Bay Aquarium’s Seafood Watch® recommendations. Under their advice we will
consider certifications such as Marine Stewardship Council (MSC), the Global Aquaculture Alliance’s (GAA) Best Aquaculture Practices
(BAP) program, or the Aquaculture Stewardship Council (ASC)

ALWAYS

SUSTAINABLE

13

Act to support campaigns that reward
the efforts of farmers and laborers
Today’s Commitment:

Transparency Pledge:

• Maintain a strong partnership with the

• Report all products produced under

Coalition of Immokalee Workers (CIW)

Fair Trade or CIW on sustainability

and pay a premium per case for all the

scorecards by year end 2015.

tomatoes purchased annually in Florida.

FAIR FOOD

• Provide an annual update on our
• Continue to represent buyers on the board
of the Fair Food Standards Council, an

industry discussion for supply chain
improvements.

organization charged with upholding the
standards of the Code of Conduct through
audits and reporting.
• Fair Trade and other eco-certified coffee is
readily available in our supply chain.

Vision 2020:
• In partnership with the Coalition of
Immokalee Workers we will extend
the code of conduct and a premium

• In collaboration with key coffee
manufacturers, up to 25% of our purchasing
dollars are attributed to funds that improve
the lives of small scale coffee farmers such
as the Food Security Coalition.

to crops other than tomatoes and
beyond Florida.
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Act to reduce the Eco-Foodprint
of our foodservice operations
Today’s Commitment:
• Provide support, technology and tools that assist our managers and clients

Transparency Pledge:
• Reports are available for our Carbon

in developing strategies to reduce energy, water and waste in their food

Foodprint users to share the reductions of

service operations.

energy, water and waste in their operation
with their clients.

• Continue to reduce CO2e emissions in the kitchens we operate by pursuing
ongoing client participation to implement the Carbon Foodprint™ Toolkit.

• Provide an annual update on our industry
discussion for supply chain improvements.

• Provide enterprise level support to clients and operators, assisting them
in accomplishing specific reduction objectives. Continue to engage with
leading organizations such as the Food Service Technology Center as
additional resources to assist with client objectives.
• Deliver verifiable strategic plans and reports that allow clients to make
public statements on CO2e and other eco-footprint reductions.

Vision 2020:
• On average, our food service operations
participating in the Carbon Foodprint
Toolkit™ program will reduce pounds

• Invest in the continuous technology improvement and leading edge
innovations of the Carbon Foodprint Toolkit™.

of CO2e emissions per guest by 20%,
compared with 2014 basis, (annual Avg:
6.92 lbs / guest).

• Foster responsible staff behavior and practices in 100% of our units through
our Love Food Not Waste Campaign, to stimulate sustained reductions in
food, energy, water and landfill waste.

• On average, our foodservice operations
participating in the Carbon Foodprint
Toolkit™ program will reduce water use in

• Source Imperfectly Delicious Produce from regional and national growers
whenever possible, to help minimize agriculture waste that goes to landfill.
• Engage our supply chain to reduce the volume of primary and secondary
packaging and increase packaging that can be recycled, composted or reused.

gallons per guest by 20% compared with
2014 basis, (annual Avg: 3.93 gal / guest)
• Reduce our purchases of red meat by 30%
compared to our 2014 baseline and report
on the carbon and water reductions (18.5
millions pounds).

