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We are pleased to share this report 
on our environmental, social and 
governance (ESG) performance 
with our shareholders, associates, 
customers, communities, suppliers 
and interested non‑governmental 
organizations (NGOs).
This report builds on Kroger’s 14-year history of 
sustainability reporting, which has tracked our 
journey to becoming more sustainable. As our world 
continues to change, we will continue to invest time, 
resources and energy into making our operations 
more efficient, using resources more responsibly 
and improving health, safety and well-being. 

A cross-functional Kroger team of sustainability, 
business and functional leaders oversees the 
company’s management approach to and 
performance on ESG topics. As we near the end 
of our journey to achieve our 2020 Sustainability 
Goals, we are developing new performance targets 
for 2025, 2030 and beyond to help create a more 
sustainable future for people and our planet. More 
details about our management approach to ESG 
topics can be found in our 2019 Sustainability 
Report and online. 

About This Report 
Kroger reports its ESG performance annually. This 
report covers the Kroger family of companies’ 
2019 fiscal year, which ran from February 3, 2019, 
to February 1, 2020. Unless otherwise noted, data 
included in the report reflects this time period.

Kroger’s financial statements reflect all Kroger 
operations, including all banners and divisions, 
unless otherwise noted in the Annual Report. 
This ESG Report incorporates most of our 
operations, except for certain data sets where 
we are still integrating banners from more recent 
mergers into our tracking systems. As data 
access improves or our business changes, we 
will adjust our performance tracking accordingly 
and note this in the relevant report section.

GRI Alignment
The content in this report and on our 
corresponding website has been prepared in 
accordance with the Global Reporting Initiative 
(GRI) Global Sustainability Reporting Standards, 
specifically the Core reporting option. We 
summarize references to content that aligns with 
the relevant GRI disclosures in the GRI Index.

SASB Standards
Kroger is currently a member of the  
Sustainability Accounting Standards Board 
(SASB)’s Standards Advisory Group for the Food 
and Beverage Sector. This group of volunteer 
industry experts are appointed to advise SASB 
on emerging issues that should be considered 
in the standards development process. In 2018, 
SASB released 77 sector-specific standards to 
guide companies in identifying, managing and 
communicating financially material sustainability 
information in a way that is meaningful to 
investors and relevant to their sector. To review 
our disclosures against the Food Retailers and 
Distributors Standard, refer to our SASB Index  
at the end of this report. 
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Q&A 
With the 
Chairman 
and CEO 

How did Kroger Live 
Our Purpose in 2019?
We Live Our Purpose—to Feed the Human 
Spirit™—in big and small ways through 
Kroger’s Zero Hunger | Zero Waste 
plan, our commitment to help create 
Communities free of hunger and waste. 
I’m proud of our Associates—together 
we achieved our three-year goal to direct 
1 billion meals in food and funds to our 
Communities by 2020.

How have Kroger’s investments 
in sustainability helped 
prepare the Company for 
the COVID-19 pandemic?
Kroger has a rich history of investing in 
Communities and being there for our 
Customers. Strategic investments in our 
Restock Kroger plan, including alternative 
shopping modalities, proved critical 
as Customers turned to lower-contact 
shopping. Similarly, our Zero Hunger | 
Zero Waste Food Rescue and Dairy Rescue 
programs, as well as our charitable giving, 
are amplifying our community support at a 
time when many people are struggling.

How does Kroger’s pandemic 
response demonstrate  
Our Purpose?
The coronavirus outbreak challenged us  
to act quickly and balance the needs of 
many stakeholders. As always, protecting  
the health and safety of our Associates  
and Customers is our top priority.  

We invested more than $830 million to 
reward our Associates and safeguard our 
teams, Customers and Communities during 
the first four months of the COVID-19 
pandemic. We also created Sharing What 
We’ve Learned: A Blueprint for Businesses, 
which captures our best practices in retail 
operations, sourcing, supply chain and 
more to help others.

How will Kroger advance diversity, 
equity and inclusion?  
As a Company, we believe we can and 
must do better. We are listening deeply 
to our Black Associates, Customers and 
Allies to learn more and better support the 
advancement of racial equity. We are also 
taking deliberate action to be a catalyst 
for change in our Communities, in part 
through a $5 million fund in The Kroger Co. 
Foundation to advance diversity, equity 
and inclusion.

How will Kroger lead 
in sustainability during 
the next decade? 
We continue to accelerate toward our 
2020 sustainability goals. At the same 
time, we are developing new ambitious 
long-term targets for 2030. These include 
commitments to reduce greenhouse gases 
(GHGs) by 30% and transition to 100% 
recyclable, compostable or reusable  
Our Brands packaging by 2030. 

How is Kroger’s long-term 
strategy evolving to address 
stakeholder interests?
We are driving the integration of key ESG 
topics into our business plans and decisions 
over time. Our Zero Hunger | Zero Waste 
plan, for example, reflects the concept of 
shared value in action—working collectively 
toward a common goal that is good 
for both business and society.

We are pleased to share 
Kroger’s 2019 progress on 
ESG topics that matter to our 
Company and stakeholders 
like you. As I reflect on the first 
half of 2020, we are grateful 
for the opportunity to keep 
our doors open and shelves 
stocked for our Customers 
during the COVID-19 
pandemic. I’m incredibly 
thankful for our Associates’ 
continued dedication and 
service. Perhaps more than 
ever before, we are deeply 
committed to our brand 
ethos—Fresh for EveryoneTM—
and to advancing diversity, 
equity and inclusion in our 
Company and Communities.

Rodney McMullen 
Kroger’s Chairman 

and Chief Executive Officer
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Kroger is America’s favorite grocer. We are committed to delivering fresh food at a fair 
price, simplifying the customer experience and meaningfully giving back to the communities 
in which we operate. We believe no matter who or where you are, you deserve affordable, 
easy-to‑enjoy, fresh food. This idea is embodied in a simple tagline—Fresh for EveryoneTM—
that represents our egalitarian brand and underscores our commitments to our customers.

About Kroger

In fulfilling Our Purpose to Feed the Human Spirit™, 
we always live by our Values:

Respect
We treat all with dignity 
and value the opinions and 
perspectives of others.

Diversity
We seek and embrace difference 
in the backgrounds, cultures 
and ethnicities of all associates, 
customers and vendors.

Inclusion
We encourage and expect 
collaboration, teamwork and 
the active involvement of 
all associates.

Honesty
We insist on truthfulness with 
each other, with our customers, 
with our vendors and in our 
business records. We expect  
and value openness.

Integrity
We act in accordance with our 
values, even when it’s difficult.

Safety
We protect our customers and 
each other from injury with a  
safe and secure workplace  
and shopping environment.

Restock Kroger Plan Overview
Kroger’s vision is to serve America through food inspiration and uplift, and Restock Kroger is our three-year 
plan to deliver on that vision. The plan’s four key drivers will help us serve customers anything, anytime, 
anywhere and are built on the foundation of running great stores:

Redefine the Grocery 
Customer Experience
Accelerate our digital 
and ecommerce efforts, 
applying customer data 
and personalization to 
more aspects of the 
business, and building the 
success of Our Brands.

Partner for 
Customer Value
Use more capital to 
fund technology and 
infrastructure upgrades 
and create alternative 
revenue streams.

Develop Talent
Develop our high-
performance leadership 
culture through future 
talent development and 
training, and by investing in 
associate pay and benefits.

Live Our Purpose
Our Purpose and Promise 
guide everything we do, 
and Kroger’s Zero Hunger 
| Zero Waste social impact 
plan is how we live that 
Purpose every day.

2,757
retail 
locations

44
distribution 
centers

1,244
vehicles in 
Kroger‑owned 
commercial fleet

34
manufacturing 
plants operated by 
the Kroger family 
of companies

11M
customers daily

180M
square feet of  
supermarket space

100.7M
miles traveled by Kroger‑owned 
commercial fleet

$122.3B
Total 2019 
sales

Read more about Restock Kroger in our 2019 Fact Book.
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Materiality
Our sustainability materiality assessment was updated in early 2020, 
in line with the GRI Global Sustainability Reporting Standards. In 
partnership with a consultancy, we determined relevant topics by 
reviewing the priorities of each stakeholder group through sustainability 
reports, sustainability ratings and rankings, reporting frameworks, 
industry reports, consumer surveys and media scans. In total, 
we identified 32 significant topics. 

To prioritize these topics and apply the 
Stakeholder Inclusiveness Principle, we 
conducted interviews with and distributed 
surveys to more than 100 internal and 
external stakeholders. Analyzing the 
input, we prioritized 12 topics as most 
“material”—that is, topics foundational 
to our license to operate and/or with 
high levels of company-specific risk, 
opportunity or ability to impact. We 
identified boundaries for each topic 
based on stakeholder expectations 
and our management practices.

Kroger’s Corporate Affairs team and select 
company leaders reviewed and validated 
the prioritized topics. The validated 
topics shaped the content of this ESG 
Report, which details the Kroger family of 
companies’ management approach and 
performance for each Tier 1 topic.

We also provide information for several 
Tier 2 and Tier 3 topics of particular 
interest to our stakeholders. The 2020 
materiality assessment was conducted 
during the initial stages of the COVID-19 
pandemic, and we recognize that the 
context of our ESG work going forward 
will continue evolving. 

New Material Issues
Our 2020 materiality assessment resulted 
in some topics increasing in priority to 
Tier 1, such as Packaging and Data Privacy 
& Cybersecurity. Key new topics include 
ESG Governance, Ethics & Compliance 
and Agricultural Practices. Food Safety 
remains the top overall Tier 1 topic, as it 
was in 2018. We expect some topics to gain 
increased importance in the post-COVID 
world, such as Associate Health & Safety 
and Disaster Resiliency.

OUR 
APPROACH  
TO ESG

Increasing Importance to Kroger

Tier 1Tier 2Tier 3
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Food Safety

Data Privacy & Cybersecurity

Food Waste

Marketing 
Practices 
& Product 
Labeling

Public Policy 
Practices

Health & Nutrition

Packaging

Food Access
Customer 
Experience

ESG Corporate Governance

Ethics & Compliance

Labor Relations

Animal 
Welfare

Operational 
Waste �Disaster Resiliency

Product Safety

Water

Associate Training 
& Education

Associate Health & Safety

GMOs

Chemical Management
Retail Security

Talent Attraction 
& Retention

Responsible 
Sourcing

Supply Chain Accountability

Community Engagement
Diversity, Equity  
& Inclusion

Agricultural 
Practices

Deforestation & 
Land Management

Human Rights

Climate Impact

  Governance   Social    Environmental

Sustainable Seafood

2020 Material Topics

To read descriptions of Kroger’s 32 material ESG topics, refer to the table in the Appendix.
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Performance & Disclosure 
As we drive progress toward our 2020 goals, we also look to 
what lies ahead. Through engagement with our stakeholders, 
subject matter experts and internal business owners, we are 
identifying the commitments and goals that will maintain 
Kroger’s sustainability leadership through the next decade.

Progress on Long-Term Goals

During 2020, we are launching new or extended commitments in the areas of:
• GHG emissions reductions
• Sustainable packaging for Our Brands products
• Responsible sourcing, including zero deforestation in Our Brands products
• Extended zero-waste goals

Goal 2017 2018 2019 Target Year Trend

Zero Hunger  Fiscal year  

Donate 1B cumulative meals (food & funds) to our communities by 2020;  
3B by 2025

325M meals 316M meals 493M meals 2020
2025

  

Direct as much safe, nutritious food as possible to feed people 
in our communities through Zero Hunger | Zero Waste Food Rescue

91M lbs food rescued 100M lbs food rescued 101M lbs food rescued 2025

Zero Waste  Calendar year  

Company-wide, meet and exceed the Zero Waste threshold of 90% 
diversion from landfill

72% diversion 76% diversion 80% diversion 2020

Recycle over 200M pounds more plastic—cumulatively—by the end  
of 2020, from a baseline of 2016

45.1M pounds 52.1M pounds 53.7M pounds 2020

Continue to integrate reusable plastic containers (RPCs) into our network 
and test new technologies that reduce waste in the supply chain

140M RPCs 160M RPCs 123M RPCs 2020

Recover over 3.3B pounds of cardboard annually by the end of 2020 1.481B pounds 1.484B pounds 1.606B pounds 2020

50% of new store and remodel construction projects to achieve zero waste 
in 2019

21% of projects 40% of projects 54% of projects 2019

Phase out single-use plastic shopping bags
Phaseout commitment is in addition to any existing and future legislation for plastic bags.

- - QFC division phaseout 
complete

2025

AchievedDid not achieveRead more On trackContinued focus Achieved ahead of schedule Note: M = million, B = billion
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Goal 2017 2018 2019 Target Year Trend

Food Waste Recycling   Calendar year  

Achieve zero food waste

• Reduce total food waste generated in our retail supermarkets. 

• Improve food waste diversion from landfills in retail supermarkets. 

332,212 tons generated

27.1% food waste diversion

301,282 tons

39.7%

288,966 tons

44.7%

2025

  

Expand food waste recycling programs to support zero food waste

• �Expand programs to donate safe and nutritious food scraps to animals.

• �Leverage anaerobic digestion (AD) technology in additional locations.

• �Expand composting operations that provide nutrients back 
to our environment.

98,070 tons to animal feed

34,798 tons to AD

14,220 tons to compost

1,978 stores with food waste 
recycling programs

101,575 tons

62,598 tons

15,965 tons

2,039 stores 

108,036 tons

76,210 tons

15,870 tons

2,120 stores 

2020

Climate Impact   Fiscal year  

Improve our ton miles per gallon (TMPG) by 20% by 2020, 
using a 2010 baseline

8.1% 10.21% 10.84% 2020

Achieve 40% electricity savings in supermarkets by 2020, 
using 2000 as a baseline year

38% savings 44.9% savings 47.4% savings 2020

Achieve 3% annual reduction in electricity consumed per unit 
produced in our plants

1.86% 0.36% 2.47% 2019

  

Achieve 3% annual reduction in natural gas consumed per unit 
produced in our plants

0.32% 4.95% 3.12% 2019

   

Reduce refrigerant emissions by 9% in our retail stores annually 10% 0% 0% 2019

  

Water Reduction   Fiscal year  

Achieve 5% water savings in supermarkets by 2020, 
using a 2015 baseline year

0.5% savings 2.2% savings 5.6% savings 2020

 

Achieve 3% annual reduction in water consumed per unit 
produced in our plants

2.98% 3.44% 1.7% 2019

  

AchievedDid not achieveRead more On trackContinued focus Achieved ahead of schedule
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Goal 2017 2018 2019 Target Year Trend

Responsible Sourcing    Calendar year  

Source 100% of wild-caught seafood from fisheries that are Marine 
Stewardship Council (MSC) certified, in MSC full assessment, in 
comprehensive fishery improvement projects (FIPs) or certified by other 
Global Sustainable Seafood Initiative (GSSI)-recognized programs by 2020

87% 88% 88% 2020

Preferentially source MSC-certified wild-caught seafood and, by 2020, 
source at least 90% of volume from fisheries that are MSC certified

74%* 75% 71% 2020

Source 100% of farm-raised seafood from farms that are Best Aquaculture 
Practices (BAP) 2-star or greater certified, Aquaculture Stewardship Council 
(ASC) certified or GLOBALG.A.P. certified by 2020

81%* 89% 96% 2020

Source 100% of shelf-stable tuna from companies aligned with 
the International Sustainable Seafood Foundation (ISSF)

100% 100% 100% 2019

Transition to a 100% cage-free egg supply chain by 2025
Data reflects shell eggs. 2018 data point restated. In 2019, 24.5% of all egg types sold  
at Kroger were cage free.

21% 23.3%* 23.1% 2025

Source 100% of fresh pork from suppliers and farms that have transitioned 
away from gestation crates by 2025
2019 and 2018 (restated) data points reflect the percentage of Kroger’s fresh pork supply chain 
that has moved sows away from gestation crates for at least part of pregnancy.

– 38%* 43% 2025

Packaging    Fiscal year  

Kroger seeks to optimize Our Brands manufactured product packaging 
in several ways:

• �Reduce plastic resin by 10M pounds, from a 2015 baseline.

• �Use at least 20% post-consumer recycled (PCR) content.

• �Increase the recyclability of plastic packaging.

• �Increase communication about recyclability on all applicable packaging.

•� �Increase certified virgin fiber from well-managed forests 
for paperboard packaging.

•� �Support the expansion of infrastructure to increase the availability 
and accessibility of recycling for Our Brands product packaging.

4.8M pounds 
plastic reduced

1,310+ items labeled 
with “Please Recycle”

9.8M pounds  
plastic reduced

1,830+ items labeled 
with “Please Recycle”

10.1M pounds 
plastic reduced 

3,000+ items labeled 
with “Please Recycle”

2020

  

AchievedDid not achieveRead more On trackContinued focus Achieved ahead of schedule

*Restated

Note: M = million, B = billion
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Engagement
As one of the world’s largest 
retailers, Kroger has a large and 
diverse group of stakeholders. 
We define stakeholders as those 
groups and individuals who affect 
our ability to successfully run our 
business, and who may be affected 
by our business operations. We 
proactively manage a wide variety 
of stakeholder relationships to 
foster open dialogue and capture 
feedback on key ESG topics. Our 
approach to engagement varies 
by stakeholder group.

Key Stakeholder Primary Engagement Methods Engagement Outcomes in 2019

Shareholders Kroger’s leaders, our Investor Relations team and 
other subject matter experts engage with shareholders 
throughout the year. Key channels include direct investor 
engagement, investor conferences, our annual shareholders’ 
meeting, quarterly earnings calls, financial reports, investor 
questionnaires about ESG topics, www.thekrogerco.com, 
press releases and webcasts.

�Our comprehensive shareholder engagement plan and 
continuous dialogue ensures the company’s strategy is 
informed by our key stakeholders and aligns business, financial 
and investor strategies. In 2019, Kroger met with unique 
investors that managed nearly 70% of the active institutional 
float and with investors holding more than about $50 billion  
of purchasing power.  

NGOs We engage in long-standing partnerships with many NGOs 
to share the vision for Kroger’s Zero Hunger | Zero Waste 
social impact plan and our performance. We welcome 
dialogue with NGOs on diverse sustainability topics to help 
advance common goals for people and the planet.

Proactive and ongoing dialogue with more than 40 NGOs 
informed Kroger’s ESG priorities, material topics and new 
long‑term goals regarding carbon reduction, packaging  
and deforestation.  

Associates & 
Labor Unions

We strive to engage with all Kroger associates in all 
locations. We use employee training, one-on-one 
discussions and coaching, the company’s intranet, email, 
leadership meetings and town halls, affinity and inclusion 
groups, internal and external social media and an annual 
employee engagement survey. We also communicate 
with local and international unions through scheduled 
meetings, telephone calls and ongoing collective bargaining 
agreement negotiations. 

Regular engagement with labor union leaders and members 
led to the adoption of 139 new collective bargaining 
agreements in 2019, covering nearly 96,000 associates.

Customers We offer customers many ways to engage with us, including 
in-store service counters, surveys, focus groups, websites 
and social media, as well as Kroger Customer Connect, our 
live call center.

The customer insights team at 84.51° led customer research to 
inform our Zero Hunger | Zero Waste plan and gauge interest 
in transitioning to reusable shopping bags. 

Communities We foster close relationships with the neighborhoods in 
which we operate. Key channels include direct engagement, 
local giving and fundraising, service and volunteerism, 
weekly food donations, hunger relief, ongoing special 
events, store openings, media relations and more.

Followed Kroger’s established Community Engagement 
Principles and gave back meaningfully in the places we 
call home. Our corporate and retail division teams focused 
on advancing positive impact in our communities through 
philanthropy, service and ongoing dialogue.  

Suppliers & 
Manufacturers

Kroger’s engagement with our suppliers is a critical 
element of our commitment to responsible sourcing and 
supplier accountability. We focus our engagement during 
the onboarding process and continue it through ongoing 
meetings, site visits, surveys, audits and scorecards.

Engaged select suppliers in key ESG strategies, including food 
access and raw milk rescue, food waste reduction, packaging 
optimization and community development.
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Contributing to the Sustainable 
Development Goals
In 2015, the UN launched the Sustainable Development Goals (SDGs) to 
focus global efforts in 17 key areas to help bring peace and prosperity to 
people and the planet. Our Purpose—to Feed the Human Spirit™—aligns 
with many of the SDGs, and as we commit to doing our part, we call on 
our stakeholders and partners to join us.

Significant Impact
We have a significant impact on SDGs 2 and 12 through Kroger’s 
Zero Hunger | Zero Waste social impact plan:

Zero Hunger 
As America’s grocer, we are committed to creating communities free 
of hunger and waste. This mission is reflected in our brand ethos: 
Fresh for EveryoneTM. We believe in creating solutions that provide 
access to fresh, nutritious food and improve health for all.

How we’re contributing
SDG Target 2.1
By 2030, end hunger and ensure 
access by all people, in particular 
the poor and people in vulnerable 
situations, including infants, to 
safe, nutritious and sufficient food 
all year round.

• �Directed a total of 493 million 
meals in food and funds to our 
communities in 2019; exceeded 
three-year goal to donate 1 billion 
meals to our communities from 
2017 through 2019. 

• �Improved the nutritional balance of 
surplus food donated through Zero 
Hunger | Zero Waste Food Rescue. 

• �Supported national and local 
non-profit partners—like Feeding 
America, No Kid Hungry and 
others—that direct meals to 
children, families and individuals 
in need across the U.S.

SDG Target 2.4
By 2030, ensure sustainable food 
production systems and implement 
resilient agricultural practices 
that increase productivity and 
production, that help maintain 
ecosystems, that strengthen 
capacity for adaptation to climate 
change, extreme weather, drought, 
flooding and other disasters, 
and that progressively improve 
land and soil quality.

• �Conducted multiple pilots focused 
on reducing food loss and waste 
in our operations.

• �Established The Kroger Co. Zero 
Hunger | Zero Waste Foundation as 
a public charity to support partners 
improving sustainable practices in 
food production and consumption, 
including the Congressional Hunger 
Center and IDEO CoLab.  

• �Worked with Fair Trade USA to 
better support global communities 
from which we source Our Brands 
products and ingredients. 

Responsible Consumption and Production  
Kroger has long focused on waste reduction across our food 
production, distribution and retail processes as part of our 
sustainability commitment. Our goal is to achieve zero waste  
by 2020 and zero food waste by 2025.

How we’re contributing
SDG Target 12.2
By 2030, achieve the sustainable 
management and efficient use of 
natural resources.

• �Measured and reported progress 
on 2020 Sustainability Goals;  
set new long-term targets to 
reduce carbon emissions and 
deforestation, and to improve 
packaging sustainability. 

• �Built on our partnership with Fair 
Trade USA to increase community-
development premiums paid 
through Fair Trade‑certified 
products. Joined the Sustainable 
Coffee Challenge to source all 
Fair Trade‑certified coffee for 
Kroger’s Simple Truth® brand.

• �Released a No-Deforestation 
Commitment for Raw Material 
Sourcing in our operations and 
completed the membership 
process for the Roundtable on 
Sustainable Palm Oil (RSPO). 

SDG Target 12.3
By 2030, halve per capita global  
food waste at the retail and consumer 
levels, and reduce food losses along 
production and supply chains, 
including post‑harvest losses.

• �Continued to maximize food rescue, 
reduce the amount of food waste 
generated and improve food-waste 
diversion from landfill. 

• �Committed to engage 20 strategic 
Kroger suppliers in the World 
Resources Institute (WRI)’s 
10x20x30 Initiative.

• �The Kroger Co. Foundation partnered 
with World Wildlife Fund (WWF)  
to expand the reach of its Food 
Waste Warrior Toolkit to local  
school districts in major U.S.  
markets. See the report.

• �Kroger’s manufacturing plants and 
co-packing suppliers are now aligned 
with the standardized date labeling 
practice of “Use by” to indicate food 
safety and “Best by” to indicate 
quality for Our Brands products.

2020 Kroger ESG Report Our Approach Environment Social Governance AppendixIntroduction

sustainability.kroger.com

10

https://sustainabledevelopment.un.org/#
https://c402277.ssl.cf1.rackcdn.com/publications/1271/files/original/FoodWasteWarriorR_CS_121819.pdf?1576689275
sustainability.kroger.com


Good Health and Well-Being
Kroger’s health, nutrition, pharmacy and The Little 
Clinic® services help improve our customers’ health and 
wellness. We support a variety of nutritional plans, and 
offer vaccinations, physicals, sick visits, prescriptions, 
nutrition counseling and our innovative OptUP app. Equally 
important are our own associates’ health needs. Kroger 
offers competitive benefits, including health insurance 
options, parental leave, adoption support, well-being 
assistance and smoking-cessation services, among others.

Decent Work and Economic Growth
We want our associates to come for a job and stay for a career. 
We are an equal opportunity employer that seeks to provide 
career opportunities and flexibility for associates regardless 
of gender, race, age, sexual orientation, culture, language or 
religion. Kroger’s average hourly wage is over $15, and with 
comprehensive benefits factored in, our average hourly rate 
is over $20. Kroger’s commitment to protecting human rights 
is reflected both in our Statement on Human Rights and our 
Vendor Code of Conduct, and our Social Compliance Audit 
program verifies suppliers’ conformance with the vendor code.

Climate Action
Kroger uses energy-savings and emissions-reduction 
investments to reduce our climate impacts. Our Retail team 
has achieved a 47.4% electricity savings in our supermarkets 
since 2000. We also participate in the U.S. Environmental 
Protection Agency (EPA)’s GreenChill program, and set 
annual goals to reduce refrigerant emissions in our stores.
We have 15 solar power installations across our stores, 
distribution centers and plants. In 2019, we also initiated 
a carbon risk analysis, which will further inform efforts 
to identify and reduce impacts to Kroger from physical, 
regulatory and transitional climate risks. In 2020, we set a 
new science-based GHG emissions goal to reduce company-
wide emissions by 30% by 2030.

Life on Land
While providing a crucial resource, food production 
can have significant impacts on our natural resources. 
Several of our supply chains are engaged in reducing 
their environmental impacts. Kroger is a signatory of the 
U.S. Dairy Stewardship Commitment, an industry‑wide 
initiative, as well as the Sustainable Coffee Challenge. 
Our No‑Deforestation Commitment addresses 
deforestation from palm, soy, beef and pulp/paper, 
and our sustainable packaging commitments include a 
focus on sustainable forestry management in our paper 
products. We also expanded Kroger’s Pollinator Protection 
Statement to encourage suppliers’ conservation efforts.

Life Below Water
For over a decade, Kroger has partnered with WWF, our 
suppliers and others to increase the sustainability of the 
seafood we sell. By aligning with third-party certifications 
for wild-caught and farm-raised seafood, we ensure that 
our customers can purchase seafood while advancing 
conservation for future generations. Kroger has supported 
several fishery improvement projects through sourcing and 
financial contributions to help fisheries achieve certification. 
Meanwhile, our sustainable packaging goals are intended to 
reduce the amount of plastic packaging in the environment by 
reducing unnecessary packaging, increasing recyclability, and 
giving customers easy ways to reduce, reuse and recycle. 

Business Impact 
We contribute to the following five SDGs through our business operations:

Read more about this topic

Read more about this topic

Read more about this topic

Read more about this topic

Read more about this topic
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Our Social Impact Plan

Kroger’s Zero Hunger | Zero Waste 
social impact plan aligns with four 
of our most material social and 
environmental issues: food access, 
food waste, health and nutrition, 
and community engagement. 
Inspired by Our Purpose—to Feed 
the Human Spirit™—and our brand 
promise—Fresh for Everyone™—it 
is our commitment to help create 
communities free of hunger and 
waste. This mission is central to 
the fourth pillar of our Restock 
Kroger plan, Live Our Purpose, 
and evolved from a strategic look 
at what was authentic to our past 
and what we, uniquely, can do.

For more details about 
Zero Hunger | Zero 
Waste, please see 
our 2019 ESG Report 
PDF online.

Read more about how  
Zero Hunger | Zero Waste 
aligns to key ESG topics  
in these sections. 

Environment

Governance

Social

See a list of Kroger’s latest 
associate Zero Heroes.

For details on giving aligned to 
our social impact plan, please 
see this report on The Kroger 
Co. Foundation and The 
Kroger Co. Zero Hunger |  
Zero Waste Foundation. 

Zero Hunger | Zero Waste addresses a 
fundamental absurdity in our food system: 
an estimated 40% of the food produced 
in the U.S. is thrown away, yet one in 
nine Americans experiences hunger. As 
America’s grocer, we have the size, scale, 
expertise and local connections to help. We 
are setting ambitious goals, leveraging our 
charitable giving and outreach efforts, and 
bringing long-standing and new partners 
on our journey. 

We are collaborating with partners, 
advisers and innovators who are helping 
solve the complex problems surrounding 
food insecurity and waste. Thanks to our 
dedicated associates, generous customers 
and thoughtful partners, we are making 
significant progress on our Zero Hunger | 
Zero Waste plan.

Zero Hunger | Zero Waste—introduced 
in late 2017—aligns internal teams and 
external partners on strategic ways to 
improve food security and end waste.  
We strive to direct as much food as 
possible to its highest purpose: feeding 
people. We recognize the need for a better, 
more resilient global food system to meet 
the needs of an estimated 10 billion people 
by 2050. 

We are engaging and recognizing 
associates and others who are Zero 
Heroes among us. Their commitment and 
passion for rescuing fresh food, reducing 
waste, recycling and serving others is 
truly inspiring.

Zero Hunger | Zero Waste
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Champions of Change: 2019–2020 School Year  

Student volunteers   
(Note: some students earned credit for both goals)

4,914

Student volunteer hours 37,000

Community impact value More than $1M

Schools with Zero Hunger | Zero Waste activities 231 

States with Zero Hunger | Zero Waste activities 41 

Total Zero Hero awardees 960 

Zero Heroes Among Us
Engaging Youth in the SDGs

In the process, students earn awards and 
develop a personal service résumé detailing 
their hours of service and areas of positive 
social impact.

Kroger sponsored youth service awards 
aligned with SDG 2: Zero Hunger and SDG 12: 
Responsible Consumption and Production. 

For the 2019–2020 school year, 4,702 
student volunteers at 224 schools in  
41 states earned service credit aligned  
with SDG 2 and hunger relief. Another  
356 students at 90 schools in 29 states 
earned credit supporting SDG 12 and  
waste reduction. 

A total of 960 students earned recognition 
as Zero Heroes for achieving specific levels 
of service. Students named Zero Heroes 
for service aligned with SDG 12 also had 
an opportunity to connect with WWF’s  
Food Waste team and be recognized as 
Citizen Scientists. 

In 2019, Kroger helped scale 
the InnerView youth social 
responsibility platform 
to amplify community service 
opportunities related to our 
Zero Hunger | Zero Waste plan. 
Through InnerView, students 
aged 14 to 24 are encouraged 
to explore the UN SDGs and 
engage in volunteer efforts that 
align with their personal beliefs 
and passions.

ZERO
HERO
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ENVIRONMENT

2019 5,749,758

2016 7,251,426

2017 6,658,109

2018 5,917,427

Total Carbon Emissions (Scope 1 and 2)—Tons CO2e

Normalized Carbon Emissions—Tons CO2e/sq. ft.

2016 2017 2018 2019

31.3 29.8
26 24.9

Total Waste Generated—M short tons

2017
2.0

2.5

3.0

2018 2019

2.414

2.709

2.913

2017*

Diversion From Landfill Rate—%

72%

* Restated

2018

76%

2019

80%

2016 2017 2018 2019

Plastic Recycled in Our Operations—M lbs, cumulative

40.06 85.2 137.35 191.1

Amount of Plastic Resin Removed From Packaging for Kroger-
Manufactured Our Brands Products—M lbs, cumulative

2016 2017 2018 2019

1.8

4.8

9.8 10.1

Food Waste Diversion From Landfill  
in Kroger Retail Stores—%

2017 2018 2019

27.1%
39.7% 44.7%

In This Section

15 	 Climate Impact
17 	 Food Waste
19 	 Zero Waste
20 	 Packaging
22	 Water
23 	 Product Sustainability

M = million

M = millionM = million
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Climate Impact 

Our large portfolio of stores, 
warehouses and manufacturing 
plants contributes significantly to 
our energy and carbon impacts. 
With a large and complex supply 
chain, our carbon footprint also 
includes our products and the 
suppliers who make them.

We have measured and managed 
our carbon footprint since 2006, and 
reducing our climate impact is central to 
our sustainability commitment. We have 
a history of reducing carbon intensity 
through investments in energy efficiency, 
renewable energy and refrigerant emissions 
reduction measures. We continue to 
extend proven solutions as well as to 
identify and evaluate new innovations and 
collaborations with potential to improve 
our sustainability.

Our 2020 Sustainability Goals reflect 
current commitments to reduce energy 
and carbon impacts. We recently set a 
new science-based goal to reduce absolute 
GHG emissions from our operations by  
30% by 2030, from a 2018 baseline.

Climate Risk Assessment
Our mechanisms to identify and assess 
climate impact risks include: 

• �Periodic meetings of the Public 
Responsibilities Committee of the  
Board of Directors to elevate and discuss 
current risks and emerging trends. 

• �Materiality assessment process to 
identify and confirm the most material 
sustainability topics for the company. 

• �Regular stakeholder engagement 
to discuss emerging trends, industry 
benchmarking, and risks and  
opportunities pertaining to 
environmental and social impacts.

• �Dedicated business resiliency 
and continuity planning to assist in 
preparing for potential interruptions 
to business operations. 

In 2019, we conducted a qualitative 
assessment to evaluate the economic, 
transitional and physical risks climate 
change poses to our business. In 
partnership with a third-party consultant, 
we prioritized risks to our operations and 
supply chain in four key areas: lost revenue, 
reputational damage, increased costs 
and impact on associates.

The assessment confirmed several risks 
Kroger was already evaluating, such as 
the business impacts of rising and more 
variable temperatures, future legislation 
mandating reduced refrigerant emissions 
and the challenges and opportunities 
from market shifts towards electric 
vehicles. Discussion about Kroger’s carbon 
impact management activities can be 
found in our CDP Climate response.

Goals Progress in 2019 Target Year

Improve our TMPG by 20% by 2020, using a 2010 baseline Improved fleet efficiency by 10.84% against 2010 baseline, by achieving 8.47 TMPG. 2020

Achieve 40% electricity savings in supermarkets by 2020, using 2000  
as a baseline year

Achieved 47.4% cumulative annual electricity savings in supermarkets against a 2000 baseline, resulting  
in 2.2 billion kWh of cumulative avoided electricity.

2020

Achieve 3% reduction in electricity and natural gas consumed  
annually per unit produced in our plants

Electricity consumed per unit produced increased by 2.47% (total electricity consumed decreased by 1.94%) 
and natural gas consumed per unit produced increased by 3.12% (total natural gas consumed decreased by 1.31%). 
What we produce, and how much, varies year over year, which impacts our short-term performance trends.

2019

Reduce refrigerant emissions by 9% in our retail stores 
between 2018 and 2019

Company-wide, supermarket refrigerant emissions did not change materially between 2018 and 2019. However, 
nearly half of our retail divisions met or exceeded their division-level emissions reduction goals.

2019
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Energy Management and Leadership

Stores Plants Supply Chain Operations

Kroger uses the EnergyCAP tool and machine learning 
to track and actively manage energy use, as well as 
minimize refrigerant leakage, across our 2,757 stores.
To reduce energy use, new stores are designed with 
energy-efficient features and existing stores are 
retrofitted. To date, 821 stores have been certified by 
the U.S. EPA’s ENERGY STAR program.

We also seek to minimize leakage from our air 
conditioning and refrigeration units, and we participate 
in the U.S. EPA’s GreenChill program.

The glass door retrofit project rolled out to 250 stores 
in 2019 and will save an average of 225,000 kWh 
of electricity and 16,000 therms of natural gas per 
store, annually.

Our facilities reduce energy intensity through regular 
goal setting, energy tracking, collaborative leadership 
and internal benchmarking.
To date, eight Kroger manufacturing plants have 
installed energy management systems (EMS). These 
systems provide real-time energy data, which allows 
for immediate correction of energy anomalies and 
identifies energy-reduction opportunities.

Our KB Specialty Foods plant has replaced a 
5,000-pound R-22 refrigeration system with an 
ammonia system, which helps reduce Kroger’s ozone-
depleting and GHG impacts.

In April 2020, a new solar power installation went live 
at Kroger’s La Habra Bakery in California. The 970‑kW, 
2,900-panel array will offset 20% of the facility’s 
electricity needs.

We continuously improve the efficiency of our fleet 
by replacing old vehicles with newer, more efficient 
vehicles. We invest in truck improvements, optimize 
routes and limit speeds. 
We regularly implement energy-efficiency measures, 
and we operate solar installations at multiple 
distribution centers.

In 2019, we activated our largest solar power array 
to date at the Paramount, Calif., Distribution Center. 
The 2-MW installation can generate 4.28 million 
kWh of solar power annually—about 50% of the 
building’s needs. Kroger is also investing in electric 
vehicles in our truck fleet, with 10 Tesla vehicles planned 
for our California distribution network.

Carbon Emissions Trends
Kroger’s carbon emissions for 2019 are summarized to 
the right, with more details provided in the Appendix 
of this report and our latest CDP Climate response.

Between 2018 and 2019, the increase in Kroger’s 
Scope 1 emissions were partly driven by the transition 
away from ozone-depleting R-22 refrigerants 
(not reported per Kroger’s current GHG reporting 
protocol) to other refrigerants (which are reported). 
Stationary and mobile energy consumption both 
decreased, as did corresponding Scope 1 emissions.

In 2019, Kroger reduced electricity consumption 
by 2.7%, driven primarily by store efficiency 
improvements. Updated U.S. EPA eGRID emissions 
factors further amplified energy reductions,  
resulting in an 8.3% reduction in Scope 2 
location‑based emissions.

Kroger’s normalized GHG emissions (tCO2e per  
1,000 square feet) continue to show a declining 
trend, decreasing from 26.0 in 2018 to 24.9 in 2019.

For more details about our approach to climate impact, please see our 2019 Sustainability Report. 

Emissions Category 2019 Emissions—tCO2e % Change

Scope 1 (stationary, mobile) 771,598 -2.8%

Scope 1 (fugitive) 1,673,928 +10.2%

Scope 2, location based 
(purchased electricity)

3,304,231 -8.3%

Scope 2, market based 
(purchased electricity)

3,522,338 +1.8%

Total (S1 + S2, location based) 5,749,758 -2.8%

Total (S1 + S2, market based) 5,967,865 +3.4%

Scope 3 2,175,346 -5.3%
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Food Waste

Reducing and recovering edible surplus 
food has multiple benefits, including 
reducing hunger and food insecurity, 
improving operations efficiency, and 
reducing environmental impacts.

As items near their expiration date, we 
employ item-markdown best practices. 
Many surplus food products that are 
still safe to eat are donated through our 
Zero Hunger | Zero Waste Food Rescue 
program. We aim to recycle—through, 
in order of priority, animal feed, AD or 
composting programs—any food that 
cannot be donated.

We measure and track our food waste 
footprint annually. With support from our 
partner WWF, we established our food 
waste footprint in 2017 using WRI’s Food 
Loss & Waste Protocol. 

In the last year, our retail stores continued 
to show a favorable trend in reducing  
total food waste generated and improving 
food waste diversion from landfill.  

Through leadership and associate 
communication, Kroger’s Zero Hunger | 
Zero Waste plan continues to permeate 
our company culture. Our store associates 
are actively engaging in store programs to 
more effectively manage our food rescue 
and food waste recycling programs. 

Between 2018 and 2019, total food waste 
generated in Kroger-operated stores 
decreased by 4.1% to 288,966 tons  
(2018: 301,282), while the percentage of 
food waste diverted from landfill improved 
by 5 percentage points to 44.7%  
(2018: 39.7%). Since 2017, our baseline 
year, we have decreased total food waste 
generated in our stores by 13% and 
improved our food-waste diversion rate  
by almost 18 percentage points.

The GHG impacts of these improvements 
are also notable. As a result of diverting 
more than 129,000 tons of retail food waste 
from landfill in 2019, we are avoiding an 
estimated 79,000 metric tons of CO2e.

As a food retailer and manufacturer, we are at the center 
of a chain that produces surplus food that may go to waste 
unnecessarily, which is why we have committed to eliminating 
food waste across the company by 2025.

Goals Progress in 2019 Target Year

Achieve zero food waste

• Reduce total food waste generated in our retail supermarkets.

• Improve food-waste diversion from landfills in retail supermarkets.

• Generated 288,966 tons of food waste in supermarkets (2018: 301,282).

• Diverted 44.7% of food waste in supermarkets (2018: 39.7%).

2025

Expand food waste recycling programs

• �Expand programs to donate safe and nutritious food scraps to animals.

• �Leverage AD technology in additional locations.

• �Expand composting operations that provide nutrients back 
to our environment.

• Diverted 108,036 tons of food waste to animal feed operations (2018: 101,575 tons).

• Diverted 76,210 tons of food waste to AD (2018: 62,598 tons).

• Diverted 15,870 tons of food waste to composting facilities (2018: 15,965).

• Expanded food waste recycling programs to reach 2,120 stores (2018: 2,039).

2020

2020 Kroger ESG Report Our Approach Environment Social Governance AppendixIntroduction

sustainability.kroger.com

17

sustainability.kroger.com


Destination Food (Short tons) Inedible Parts (Short tons) Total

Animal feed 44,146 10,088 54,233

AD 41,147 41,147

Composting 15,876 15,876

Bio-diesel production 18,046 18,046

Landfill 134,124 25,540 159,664

Total 235,292 53,674 288,966

Food Rescue and Recycling
In partnership with Feeding America, 
Kroger introduced our innovative Zero 
Hunger | Zero Waste Food Rescue program 
more than 10 years ago. We partner with 
Feeding America-affiliated food banks 
across our communities to direct safe, 
wholesome surplus food to individuals 
and families in need. In 2019, we donated 
101 million pounds of food to partner food 
banks company-wide.

We have food waste recycling programs 
in 2,120 stores (2018: 2,039), and aim to 
launch these programs in every store. 
Most of our stores currently use animal 
feed—a smaller number of stores use 
composting and AD services.

Value Chain Engagement
Food waste happens all the way up the 
supply chain, which means our vendors can 
be among our greatest partners. In 2019, 
Kroger joined WRI’s 10x20x30 Initiative 
as a retail partner to contribute toward 
SDG 12 and Target 12.3. We are engaging 
20 suppliers in WRI’s Target, Measure, Act 
process to halve global food waste by 2030. 

Meanwhile, approximately 40% of food 
waste happens at the consumer level. As 
a result, we consider our customers key 
partners in our zero-waste vision and share 
easy ways to reduce food waste at home.

Over time, brands and retailers have 
adopted a wide variety of date labeling 
practices that cause confusion. Expert 
organizations recommend the adoption of 
a single standard: “Use by” to indicate food 
safety, and “Best by” to indicate product 
quality. Kroger’s manufacturing plants and 
co-packing suppliers are aligned with this 
transition to ensure Our Brands products 
reflect the standardized terminology. 

Notes:

1.	 Food loss diversion data reflects data collected from stores 
on their composting, animal feed, fat/bone and used cooking 
oil recycling programs. 

2.	The landfill metric shared here is estimated using data 
captured and synthesized from annual waste audits 
conducted in a subset of our stores.

3.	Harris Teeter data is included in landfill and food diversion, 
but is not included in inedible parts diversion due to 
insufficient data. 

4.	The bar length for 2019 progress is proportional relative 
to the bar length of 2017 baseline.

Landfill Diverted

39.7%

100%

27.1%

44.7%

72.9%

55.3%

60.3%

Progress 2019

Target 2025

Progress 2018

Baseline 2017

Food Waste Management Data

Where Is Our Food Waste Going? 

For more details about 
our approach to food 
waste, please see our 
2019 Sustainability Report.
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We remain committed to achieving zero waste—diverting 90% 
or more of waste from landfill—and continue to steadily improve 
how we manage waste.

Zero Waste

Waste-Management Method Weight (Short tons)

Waste reduction 123,000

Donation 55,084

Animal feed 108,036

AD 76,210

Composting 15,870

Other recycling 1,955,627

Waste-to-energy 7,417

Landfill 571,837

Total 2,913,080

Notes:

1. �Data reflects calendar year 2019.

2. �Waste disposal is managed 
by and reported to Kroger 
by our different waste and 
recycling haulers.

3. �Waste data excludes office 
locations and salvage centers 
(which are very small portions 
of our waste footprint).

4. �Donation is primarily food 
donation with a nominal 
amount of non-food donations.

Goals Progress in 2019 Target Year

Company-wide, meet and exceed the Zero Waste threshold of 90% 
diversion from landfill

Achieved a waste diversion rate of 80% (2018: 76%). 2020

Source Reduction 
• �Continue to integrate RPCs into our network and test new technologies 

that reduce waste in the supply chain.

Supply chain network had 123 million RPCs in circulation to ship products among our suppliers, distribution centers 
and stores. 

2020

Plastic Recycling 
• �Recycle over 200 million pounds more plastic by the end of 2020, 

from a baseline of 2016.

Recycled over 53.7 million pounds of plastic (cumulative 191 million pounds since 2016). 2020

Cardboard Recycling 
• �Recover over 3.3 billion pounds of cardboard annually by the end of 2020.

Recycled over 1.6 billion pounds of cardboard (2018: 1.48 billion pounds). 2020

Construction Sites

• �50% of new stores, remodels and construction projects in 2019 to be 
zero waste.

54% of new stores and remodels achieved zero waste, diverting 68,000 tons of construction waste from landfill. 2019

Plastic Bags

• �Phase out single-use plastic shopping bags by 2025.
Phaseout commitment is in addition to any existing and future legislation for plastic bags.

Kroger’s QFC division was the first to phase out single-use plastic bags in 2019. Our Corporate Affairs,  
Retail Operations and Sourcing teams are developing a phaseout timeline for the next five years, with input from 
other stakeholders.

2025

Our associates recycle much of the waste 
we produce, like cardboard, plastic and 
paper, to increase our landfill-diversion rate. 
We also incorporate reusable items, like 
RPCs, wooden pallets and milk crates, to 
reduce materials needed to ship products 
between suppliers, manufacturing plants, 
distribution centers, and stores. 

Our overall waste-diversion rate 
increased to 80% in 2019 (2018: 76%), 
with all business units maintaining or 
improving their diversion rates. In 2019, 
31 manufacturing plants continued to 
achieve zero-waste status. Our Retail 
Operations team rolled out an improved 
cardboard recycling tracking program 

across all divisions, driving increased 
participation and higher diversion rates. 
At our distribution centers, teams are 
installing additional recycling equipment 
to increase diversion rates. We report our 
waste-management metrics to the EPA 
WasteWise program.

Kroger joined the U.S. Chamber of 
Commerce Foundation’s Beyond 
34 initiative, which aims to find scalable 
solutions to increase the national recycling 
rate beyond 34%. As a local champion  
of the second pilot in Cincinnati, Kroger 
is playing a key role in identifying and 
implementing waste reduction and  
recovery opportunities.
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Packaging

We continue to drive progress on our 
current 2020 Sustainability Goals for 
packaging through the end of this year.  
As we look to the future, we recognize that 
we still have work to do. We have recently 
launched new 2030 Sustainable Packaging 
Goals that will pave our way to 2030.  
These include: 

• �Seeking to achieve 100% recyclable, 
compostable and/or reusable packaging 
for Our Brands products.

• �Increasing recycled content in packaging 
so that the Kroger Our Brands product 
portfolio collectively contains at least 10% 
recycled content in packaging. 

• �Reducing unnecessary packaging.

To start, we will complete a baseline 
product packaging footprint to fully 
understand current packaging impacts.

Improving the recyclability of single-use 
packaging depends on both product 
redesigns and recycling infrastructure 
improvements. We look forward to 
collaborating with our suppliers, the industry 
and other experts to achieve these goals.

Goals Progress in 2019 Target Year

We seek to optimize packaging for Kroger-manufactured Our Brands 
products in several ways: 
• �Reduce the amount of plastic resin by 10 million pounds from 

a 2015 baseline.

• Use at least 20% PCR content. 

• Increase the recyclability of plastic packaging.

• �Increase communication about recyclability on all applicable packaging.

• �Increase certified virgin fiber sourcing from well-managed forests 
for paperboard packaging.

• �Support the expansion of infrastructure to increase the availability 
and accessibility of recycling for Our Brands product packaging.

• �Reduced plastic resin in packaging for Kroger-manufactured products by 10.1 million pounds 
between 2015 and 2019, surpassing our goal one year early.

• Added PCR content to packaging across dairy, produce and bakery categories.

• Added “Please Recycle” to additional product packages in 2019—for a total of more than 3,000 items. 

• �Majority of paper-based packaging in Kroger’s plants was certified to a sustainable forestry standard 
and/or contained recycled content.

• Offered plastic film drop-off recycling program, company-wide.

2020

Sustainable packaging is a core tenet of our zero-waste vision. While 
packaging is important for preserving product quality, freshness and 
integrity, we also recognize the negative impact packaging—including 
plastic packaging—can have on the environment. This is why we are 
focused on reducing unnecessary packaging, reusing where we can 
and striving for more recyclable packaging.
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Packaging Reduction
In 2019, we finished rolling out new milk 
jugs that are 10% lighter to all Kroger family 
of companies’ dairy-processing plants, 
and we recently improved our half-gallon 
juice container—with more improvements 
planned for 2020.

Moving Beyond Single-Use
Customers are increasingly concerned 
about the environmental impacts of 
single-use plastics and packaging, and are 
seeking more sustainable options. In May 
2019, TerraCycle launched its revolutionary 
circular packaging platform Loop in the 
U.S. with Kroger as its exclusive grocery 
retailer partner. Starting as an e-commerce 
pilot in several states in the Northeast, 
Loop offers customers popular consumer 
goods in durable, refillable packaging.

Kroger was also the first major U.S. 
grocery retailer to commit to phase out 
single-use plastic bags by 2025. While 
there are many challenges ahead, we are 
committed to being part of the solution. 
In fact, Kroger is the Grocery Sector Lead 
Partner for the recently launched Beyond 
the Bag Initiative. In a partnership with 
other leading retailers convened by Closed 
Loop Partners, Kroger is supporting the 
development of alternatives to the single-
use plastic grocery bag.   

Recycling Solutions
We recognize that recycling infrastructure 
is critical for making our products more 
recyclable, and we aim to support the 
communities in which we operate to 
improve this. We are also offering recycling 
solutions for our customers. 

Our in-store plastic film collection and 
recycling program accepts a wide range 
of plastic films not currently accepted in 
curbside recycling programs, like plastic 
grocery bags, produce bags, bread bags, 
and plastic overwrap on household tissues, 
diapers and bottled water.

In 2020, Kroger launched a new recycling 
mail-back program in partnership with 
TerraCycle. This solution allows customers 
to mail harder‑to-recycle flexible plastic 
packaging for popular Simple Truth®  
items back to TerraCycle for safe and 
effective recycling.

As a new member of the How2Recycle 
program, we will begin adopting the 
program’s label on Our Brands product 
packaging to help customers recycle  
our product packaging more readily  
and accurately.

Increasing Recycled Content
We are incorporating recycled material in 
our product packaging to drive demand for 
recycled materials and “close the loop.”  
In 2019, we continued adding PCR content 
to multiple plastic packaging items 
manufactured in our plants, including 
25% PCR content into two buttermilk 
containers, up to 40% PCR in pie 
containers, and up to 20% PCR in several 
cake and cookie containers.

Certified Fiber Packaging
Many Kroger products use paper packaging. 
Our goal is to increase the amount of 
fiber certified to three sustainable forestry 
standards: the Forest Stewardship Council, 
the Sustainable Forestry Initiative, and 
the Programme for the Endorsement of 
Forest Certification. Our No-Deforestation 
Commitment for Raw Material Sourcing 
and Sustainable Packaging Goals reiterate 
our commitment to adopt certified fiber 
in product packaging.
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The nature and intensity of these water 
impacts vary by the business area. For 
example, in our stores and distribution 
centers, water intensity is relatively low 
because water use is largely limited to 
“taps and toilets.” In our manufacturing 
plants, however, water intensity can be 
relatively high. Collectively, our facilities 
consumed approximately 6.6 billion 
gallons of water in the past year.

Water Risk Assessment
In 2019, we updated our water risk 
assessment to reflect changes in our facility 
portfolio. Using WRI’s Aqueduct tools, we 
evaluated our facilities for location-based 
water risk across several impact areas, 
including physical quantity, physical quality, 
regulatory and reputational risks. While the 
analysis indicated that Kroger does have 
facilities operating in regions with a defined 
level of water stress, these represent less 
than 10% of our total facilities. Overall, we 
consider Kroger operations as low risk for 
water withdrawal.

How We Manage Water
Our engineering teams and associates 
regularly review our processes and 
operations to identify water-reduction 
opportunities. Our supermarkets continue 
to implement a five-point water-reduction 
retrofit program, which includes retrofitting 
pre-rinse spray valves, bathroom faucet 
aerators, urinal flush valves, commodes  
and their flush valves, and Starbucks  
dipper wells used for cleaning utensils.

In 2019, we began rolling out improved-
efficiency sprinkler nozzles in landscape 
irrigation systems. Our stores are also 
piloting new water-efficiency projects, 
including advanced adiabatic cooling 
technology that can reduce a whole 
store’s water use by as much as 50% and 
reduce water used for cooling refrigeration 
equipment by 80%.

Water
Goals Progress in 2019 Target Year

Reduce water consumption by 5% by 2020 in supermarkets, 
against 2015 baseline

Achieved 5.6% water savings in supermarkets from a 2015 baseline, a cumulative water reduction of 250,000 kGal. 2020

Achieve a 3% reduction in water consumed annually 
per unit produced in our plants

Water consumed per unit produced decreased by 1.47%, while total water consumed decreased by 5.71%.  
What we produce, and how much, varies year over year, which impacts our short-term performance trends. 

2019

Water Consumption—B gallons

2017

8.463

2018

7.698

2019

6.600

We know the importance of safe, high-quality water for the health of 
our associates, customers and communities, and the planet. We have 
programs in place to reduce water usage, find reuse opportunities 
and manage water discharge quality to protect local water sources.

B = billion
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Product 
Sustainability
Natural & Organic
Natural and organic products are an 
important element of Kroger’s overall 
product assortment, and the number 
of natural and organic products Kroger 
carries continues to increase each year. 
This reflects the customer’s ever-growing 
interest in purchasing products that are 
free from artificial ingredients, flavors and 
preservatives, and in sustainable products 
with reduced environmental impact. The 
average Kroger store carries 4,000+ 
natural and organic products, with all 
stores carrying some assortment. Many 
stores have integrated natural and organic 
products into the conventional aisles to 
increase visibility to customers.  

Kroger’s own Simple Truth® and Simple 
Truth Organic® product lines continue to 
expand—reaching more than 2,300 unique 
products in 2019—and remain the second-
largest brand in our retail stores, based on 
sales. We remain committed to increasing 
the affordability and availability of natural 
and organic items to improve health and 
sustainability. Currently, 18 of Kroger’s  
manufacturing plants are certified to 
produce organic Our Brands items. 

Plant-Based Alternatives
Kroger continues to increase our 
assortment of plant-based alternatives 
across multiple product categories 
in response to increasing consumer 
interest. We currently offer more than 
1,300 plant‑based products across the 
store. In 2019, Kroger’s Simple Truth® 
and Simple Truth Organic® brands launched 
27 new plant-based food products (in 
addition to 12 non-food products), reaching 
39 product categories to date. This 
includes our Simple Truth® Emerge  
plant-based meat alternative line. 

In fact, the Good Food Institute’s Good 
Food Retail Report recognized multiple 
Kroger retail divisions for their extensive 
plant-based product assortment 
and marketing. 

Sales of all plant-based products grew 
significantly in 2019 compared to 2018, 
with an 11% increase in the fourth quarter 
alone, while sales of Our Brands plant-
based items increased more than 13% 
versus the previous year. 

In 2019, Kroger’s meat department 
launched a consumer test in around 
60 stores in partnership with the Plant 
Based Foods Association to better 
understand consumer adoption. This study 
found that sales of plant-based meat 
alternatives rose 23% when placed in  
store meat cases.

Chemical Management
We are committed to managing 
product quality and safety, and set high 
standards for all Our Brands products. 
Our regulatory compliance and quality-
assurance programs define product and 
supplier requirements such as quality 
specifications, testing protocols, and 
reporting and labeling to ensure safe, 
high‑quality products.

• �Currently 92% of our canned goods items 
are free of BPA liners. We are committed 
to converting the remaining items by the 
end of 2020.

• �We are committed to eliminate the 
sourcing of live plants that have been 
treated with neonicotinoid-containing 
pesticides, and engage relevant suppliers 
to ensure alignment with this policy. 

• �We developed an Apparel Restricted 
Substance Policy that adopts the 
Apparel and Footwear International RSL 
Management (AFIRM) Group’s Restricted 
Substances List (RSL) and establishes 
compliance requirements for our 
suppliers.

• �Several Our Brands products have been 
certified with the EPA Safer Choice label, 
demonstrating to consumers that they 
contain ingredients considered safer for 
human health and the environment.

Fair Trade Certified 
Through our partnership with Fair Trade 
USA, Kroger helps build livelihoods and 
support communities around the world 
from which we source products. Our 
contributions to the Fair Trade-supported 
Community Development Funds  
($1.37 million in 2019) allow farmers and 
growers to enhance their communities, 
capabilities and resilience, while also 
ensuring environmental sustainability. 
In 2019, Kroger increased the volume of 
Fair Trade Certified ingredients we sourced 
by over 70%, reaching 29.3 million pounds 
and 82 Simple Truth® products.
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Learning & Development 2019

Average Wage for Hourly Store Associates 

2019 Demographics Full Time Part Time Total

Male 91,956 119,818 211,774

Female 95,327 124,211 219,538

Total 187,283 244,039 431,312

All Kroger Associates New Hourly Associates Trained in Basic Food Safety (Goal: 100%)

2017

97%

2018

87%

2019

94%

Charitable Giving Directed to Hunger Relief in Our Communities

$ to hunger relief as part of total charitable giving Meals directed to our communities (food + funds)

Achieved goal to give 

1B meals 
in last three years 

2017

2016 $319M

2019

2018

330M

$358M$200M

$181M

$279M

325M

$328M$192M 316M

$205M 493M

$15/Hour $20/Hour
Average wage for 
hourly associates is 
more than $15/hour in 
Kroger-operated stores

2,300
Associates per 
day logged into 
Kroger’s Learning 
Management System

9,300
Learning 
development 
courses completed 
per day 

17,000
Retail store and 
department leaders 
participated in 
training to improve 
our customers’ 
experience

Average wage for  
hourly store associates 
is more than $20/hour, 
including comprehensive  
benefits

2017 2019

Female Non-Diverse 33% 32.5%

Female Diverse 18% 18.7%

Male Non-Diverse 32% 31.2%

Male Diverse 17% 17.7%

All Kroger Associates

Note: M = million, B = billion
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Food Safety
Keeping food safe is central to everything we do. Food safety, quality 
assurance and regulatory compliance are key facets of our business and, 
for our suppliers and partners, they are conditions of working with Kroger. 

Our company-wide Risk Mitigation Strategy 
helps ensure every facility meets or 
exceeds all food safety laws and standards. 
We establish and maintain science-based 
food preparation and handling practices 
and develop programs to address emerging 
food safety topics. 

The International Association for Food 
Protection awarded the Kroger family of 
companies the 2012 Black Pearl Award 
for “corporate excellence in food safety 
and quality,” reflecting our ongoing 
commitment to food safety. We continually 
improve food safety standards to reflect 
the latest data and best practices, and 
regularly report food safety performance 
to the Public Responsibilities Committee  
of the board.

Our Stores
Food safety managers help ensure 
compliance with all applicable federal, 
state, and local regulations; oversee 
associate food safety training and master 
cleaning schedules; coach store teams 
on best practices; and coordinate the 
store audits.

Every year, Kroger provides food safety 
training to associates who work in our retail 
supermarkets. We aim to train 100% of new 
retail store associates before they serve 
their first customer through the Serve Up 
Safe Delicious Food™ program.

We continually improve our guidelines for 
sanitation based on industry best practices, 
and we commission bimonthly Food Safety 
Review (FSR) third-party audits of each 
store.

In 2019, auditors conducted nearly 
15,000 FSRs using a revised audit protocol 
that better aligns with our food safety 
standards and changes in the U.S. Food 
and Drug Administration’s Food Code. 
The modifications incorporated updated 
regulatory guidance and increased the 
criticality of some violations to reflect 
their potential impact on food safety. 
Company-wide, we had an average of 
2.1 critical violations per store per audit in 
2019. Where critical violations occur, we 
immediately implement corrective actions 
to address issues and reinforce proper 
processes and behaviors. 

Our Plants
We manufacture popular Our Brands 
products—31% of total units and 42% of 
the grocery category units—at Kroger-
operated food processing plants. We meet 
or exceed all regulatory and industry-
accepted standards and requirements. All 
manufacturing plants are certified to the 
Safe Quality Foods standard, a Global Food 
Safety Initiative (GFSI)-audited protocol, 
and every plant has an assigned Quality 
Assurance Manager and a Safe Quality 
Food Practitioner. 

Each facility must also establish a multi-
disciplinary Food Safety Committee, train 
all new associates, and give refresher 
training to all associates at least annually. 
Food Safety Plans identify the preventive 
and critical control steps necessary to 
ensure product safety in our plants.

In 2019, there were zero product recalls 
for Kroger-manufactured Our Brands 
items. The most common cause of recalls, 
when they occur, is labeling issues related 
to undeclared allergens. When Class I 
recalls are necessary to protect health 
and safety, Kroger quickly activates our 
comprehensive customer notification 
systems to alert shoppers who may have 
purchased these items. 

Distribution Centers
As with our stores and manufacturing 
plants, maintaining excellent food 
safety practices in our 44 distribution 
centers is critical. Food Safety and 
Sanitation Standards outline management 
responsibilities and formal documented 
programs, such as Food Safety Plans, 
that are necessary to effectively establish 
and maintain food safety. Distribution 
centers also use Cold Chain Management 
Standards to ensure appropriate 
refrigeration control and product handling 
measures are conducted for the foods we 
receive, store and transport.

For more details about 
our approach to food 
safety, please see our 
2019 Sustainability Report.

Number of Kroger-Manufactured Products Recalled

2017

4 3 0
2018 2019
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Kroger believes in the healing power 
of food and helps our customers make 
food choices that align with their health 
goals, diets and specific diseases or 
chronic illnesses. 

Kroger Health
How we improve health and nutrition is 
important to Kroger and our stakeholders. 
The team at Kroger Health, the company’s 
healthcare arm, oversees health and 
nutrition strategy and programs, pharmacy 
operations, The Little Clinic and more. 
Kroger Health is one of America’s leading 
retail healthcare organizations, with 
2,280 retail pharmacies, 220 clinics and 
11 specialty pharmacies. Our team of 
22,000 healthcare practitioners—from 
pharmacists and nurse practitioners to 
dietitians and technicians—serves over 
14 million customers annually.

Kroger Health leads the company’s Food 
as Medicine strategy, which complements 
the Pharmacy and The Little Clinic lines of 
business. We believe promoting long-term 
health and nutrition among our current 
and potential customers is a shared value 
proposition with the potential to improve 
population health and increase sales, 
customer loyalty, and alternative revenue. 
The Food as Medicine strategy aims for 
“20x5by2025”: 20% improvement in five 
critical dimensions of population health: 
obesity, diabetes, food insecurity, cost 
and product assortment by 2025.

We are committed to bringing innovative 
products and services to market while 
engaging Our Brands and key supply 
chain partners to produce better, 
healthier foods for all.

Pharmacy
Kroger is the fifth-largest pharmacy 
operator in the U.S. by number of 
locations. Our retail and specialty 
pharmacy operations extend to 36 
states plus Puerto Rico. In 2019, our 
pharmacists filled 262 million prescriptions. 
Aside from dispensing safe, accurate 
and appropriate medications, we are 
committed to providing a holistic, 
personalized, quality health experience 
to our patients. Our everyday pharmacy 
services include: vaccinations, 
medication synchronization, medication 
therapy management and a variety 
of health screenings. In 2019, our 
pharmacies provided more than 
81,000 free health screenings. 

In 2019, Kroger Health introduced its Rx 
Savings Club, a new program designed to 
significantly reduce the cost of prescription 
drugs for customers across the country, 
adding to the Wellness Your Way platform. 
The program was developed in partnership 
with GoodRx, America’s number one 
source for prescription drug savings.

The Little Clinic
The Little Clinic is a convenient, affordable, 
quality healthcare option that continues 
to expand its assortment of services 
to meet our customers’ diverse health 
needs. In 2019, The Little Clinic operated 
221 retail clinics in nine states and cared for 
1.2 million patients. The Little Clinic is one 
of only two retail health clinic organizations 
that has earned The Joint Commission’s 
Gold Seal of Approval®, demonstrating 
continuous compliance with its nationally 
recognized standards.

Health & Nutrition 
As the country’s largest food retailer, we recognize our ability and 
responsibility to offer healthy product choices and services for the 
11 million customers we serve every day. We encourage customers 
to choose more healthy and nutritious products, support wellness 
and provide tools for healthier lifestyles.

For more details about 
our approach to health and 
nutrition, please see our 
2019 Sustainability Report.

For information 
about Kroger’s 
COVID-19 Response, 
please see our Here 
for Everyone report.

Kroger Health’s Food 
as Medicine Strategy 

By 2025, Kroger Health 
aspires to drive 20% 
improvements in the five 
most important areas 
of population health:

OptUP to Make Healthier Choices
In 2018, Kroger introduced OptUP, an 
innovative app that scores shoppers’ food 
purchases with Kroger for nutritional value. 
Then, based on purchases, OptUP offers 
better-for-you options and delivers a metric 
for tracking improved nutrition over time. 
In 2018 and 2019, our scores were based on 
a nationally recognized nutrient profiling 
system enhanced by our team of registered 
dietitians. This system helps summarize the 
information on nutrition labels, making it 
easy to compare similar products and find 
better-for-you options.

K = thousand, M = million, B = billion
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Food Access 
Kroger’s Zero Hunger | Zero Waste social impact plan is our 
commitment to create communities free of hunger and waste. 
This includes bringing attention and resources to the complex 
issues surrounding food insecurity and increasing the availability 
of affordable and nutritious food for all.

We recognize that many of our customers 
struggle to make ends meet and pay for 
groceries. Since 2000, Kroger has invested 
$4.5 billion in lowering prices, helping our 
customers meet their weekly budgets. We 
work with key partners to fight hunger and 
find ways to direct more food to struggling 
individuals and families. We aim to direct 
surplus food and meals to neighbors in 
need, rescue higher-nutrition items and 
support innovation to improve food security 
and health.  

In 2019, Kroger directed the equivalent of 
493 million meals to improve food security 
in our communities, including food and 
funds donated to Feeding America and its 
affiliated local food banks and other key 
hunger-relief partners. This brings our three-
year total to 1.1 billion meals, surpassing our 
2020 target.

Kroger also introduced the Zero Hunger 
Mobile Market in partnership with the local 
Dare to Care Food Bank, based in Louisville, 
Ky. This single-aisle grocery store on wheels 
brings affordable fresh fruits, vegetables, 
and pantry staples to underserved 
neighborhoods in Louisville.

Zero Hunger | Zero Waste 
Food Rescue 
Kroger’s Zero Hunger | Zero Waste 
Food Rescue program is the heart of 
our commitment to create communities 
free of hunger and waste. Through this 
program, we rescue safe, wholesome 
surplus produce, proteins, and other 
fresh items that can be donated to food 
banks and turned into a healthy dinner or 
satisfying snack. In 2019, our associates 
rescued 101 million pounds of food 
company-wide, up slightly from 2018.

Working with Kroger’s food safety 
experts and our food rescue partners, 
we continuously expand the program to 
include more items that can be safely 
donated. In 2019, we expanded a pilot 
for donating three species of fresh, 
never‑frozen seafood to all stores, directing 
more high-nutrition items to agencies that 
can properly handle them. We continue to 
work with long-standing and new national 
partners to maximize the amount of surplus 
food available for our communities. 

Over time, we are strategically shifting the 
balance of surplus food rescued to include 
more high-value proteins, produce and 
dairy, and to reduce the undefined “mix.”

Serving Our Communities
Our retail associates are passionate about 
making a difference in their communities. 
As well as supporting large-scale initiatives, 
many associates and leaders volunteer 
their time to help local families in need 
of healthy food and hope. Although we 
do not currently track volunteer hours, 
community-based activities our associates 
participate in often include: 

• �Events to pack and serve meals with local 
food bank partners.

• �Support for hunger-relief organizations 
serving active-duty military, veterans, 
seniors, and other at-risk populations.

• �Serving as board members and 
regular volunteers for food banks 
and non‑profit organizations.

• �Walks, runs and other events to raise 
money for local non-profits.

When our partners, communities, and 
neighbors began to feel the effects of 
the COVID-19 pandemic, we stepped in 
to help. Kroger and The Kroger Co. Zero 
Hunger | Zero Waste Foundation quickly 
directed grants to Feeding America, No Kid 
Hungry, the United Service Organizations 
(USO), Meals on Wheels and countless 
local partners. See our COVID-19 Response 
Overview for additional details.

For more details, see 
Zero Hunger | Zero Waste 
progress updates.

Meat

Mix

Bakery

Dairy

Produce

Deli

34.3%

24.7%

15.2%

12.1%

8.4%
5.3%

2019
37%

23%

14%

13%

8%
4%

2018
36%

23%

12%

15%

7% 3%

2017

Balancing the Plate 

Nutritional value of rescued food over time 
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Associate Health & Safety 
Protecting the health and safety of more than 431,000 associates across the Kroger family 
of companies is a top priority, and zero accidents is our ultimate safety goal. We believe 
our leading safety results make our stores, manufacturing plants and distribution centers 
among the safest places to work in the U.S.

Kroger’s Health & Safety teams use annual 
goals tailored to their part of the business 
to achieve our zero-accidents goal and help 
protect the well-being of our associates 
and customers every day. 

These goals are intended to improve 
performance year over year (continuous 
improvement), or to ensure we are hitting 
a certain threshold for health and safety 
performance. They focus on injury events 
for associates and customers, and on 
reporting frequency. 

Our Approach
We prioritize providing the right safety 
training and equipment, safe working 
conditions and resources to maintain 
and improve associates’ well-being. 
We have multiple requirements and 
processes to prevent, review and 
address safety concerns. Through clear 
expectations, routine monitoring, and 
regular communication and engagement, 
we reduce the number of injuries and 
accidents that happen in our workplace.

Several policies also ensure we comply 
with relevant Occupational Safety & Health 
Administration (OSHA) requirements, 
such as:

• Hazard communications plan
• Bloodborne pathogens
• Process safety management
• Powered industrial truck
• Emergency evacuation
• Hearing conservation
• Lockout/tagout
• Personal protective equipment

Management at All Levels
Managing health and safety is critical to 
our business success. Each part of our 
business—Retail Operations, Manufacturing 
and Supply Chain—has its own 
management structure to help minimize 
incidents in its operations.

Retail Operations
Each retail division has dedicated safety 
resources. We have district (within a 
division) Safety Training and Resources 
(STAR) Safety 360 teams made up of 
managers who meet regularly to review 
injury and accident reports. Each store 
also has a STAR Safety Team that drives 
associate awareness and engagement in 
safety programs and executes on our in-
store health and safety goals. Associates 
comprise 80% of these teams.

Manufacturing
One associate in every Kroger 
Manufacturing facility is dedicated to 
promoting associate safety on a full-time 
basis. In most cases, our plants have two 
full-time associates leading the safety 
process, one focusing on OSHA compliance 
safety and the other on behavioral safety.

Supply Chain
Our Supply Chain behavior-based safety 
program—Behavior Risk Improvement—
is an associate-run floor program 
supported by distribution center 
management and supervisors.

Each department and shift has core teams 
made up of floor associates who perform 
pinpoint observations and offer feedback 
on these observations every day. The 
peer‑to‑peer feedback the program uses has 
proven highly successful in reducing injuries.

Data Tracking and Monitoring
We track all health and safety metrics 
centrally for an enterprise-wide view of 
issues, trends and opportunities. We monitor 
associate injury performance including total 
injuries, OSHA injury rates, and lost-time 
injuries, as well as customer injury metrics 
like slip-and-fall injuries. We also track 
the completion of required training for 
associates. We regularly share these metrics 
with leaders and relevant team members 
to inform management decisions.

Metric Associates Contractors

Injury Rate  
(OSHA Injuries/100 full-
time employees (FTE))1

3.61 3.72

Lost Day Rate  
(OSHA Lost Time Rate/ 
100 FTE)2

2.74 3.31

Work-related Fatalities 0 0

1.	�Injury rate includes injuries greater than minor injuries 
(first aid) per OSHA reporting requirements

2.	We classify lost days as calendar days. Lost days begin 
the day after the injury.

Number of Associates Who Completed 
Personal Safety Training in 2019

98.5%

All associates

98.7%

Retail store associates

Read more about how we are 
protecting our associates’ health 
and safety during the COVID-19 
outbreak. 
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We Live Our Purpose and Values by 
building a diverse workforce, welcoming all 
people into the Kroger family of companies 
and creating an inclusive culture. We also 
focus on living Our Promise—a framework 
that guides every interaction with each 
other and our customers every day: 
everyone friendly and caring, everything 
fresh, uplift every way and improve  
every day. 

Our Beliefs
The Kroger team is humbled and inspired 
by the heightened national conversation 
on racial equity in 2020, and we stand 
with our valued Black associates. We are 
unequivocally anti-racism. We acknowledge 
the need to do more to help end systemic 
racism, and we are committed to attract, 
reward and advance people of color across 
the company.   

In 2019, we began implementing new 
leadership training—developed in 
partnership with a third-party consultant—
to build awareness of implicit bias among 
us. This training continues to roll out across 
the company in 2020 to help deepen our 
awareness and understanding of the legacy 
of systemic racism.

We are committed to being part of the 
solution by leveraging our strengths; 
engaging our associates, customers 
and communities; and directing 
philanthropic grants through The Kroger 
Co. Foundation’s Racial Equity Fund to 
advance national and local action.

Diversity, Equity & Inclusion 
Diversity and inclusion have been among Kroger’s Values for 
decades. We are committed to fostering an environment of inclusion 
where diversity of all kinds is valued and appreciated. Our goal is 
to attract, retain and develop leaders and associates who reflect 
the communities we serve.

U.S. Population
2018*

Kroger Operating Area 
Population 2018*

Total Kroger Associates
2019**

White or Caucasian 63% 59% 64%

Hispanic or Latino 17% 19% 13%

Black or African-American 12% 13% 15%

Asian or Asian-American 5% 6% 3%

Other 3% 3% 5%

Reflecting Our Communities

*U.S. Census Estimate Data  **Kroger Data

Our Approach 
Kroger’s Chief People Officer oversees the 
Human Resources and Labor Relations 
team, which advances diversity, equity and 
inclusion across the company. Our Diversity 
& Inclusion team monitors progress against 
goals, leads our Associate Resource Groups 
(affinity groups), and implements our 
Supplier Inclusion strategy. We regularly 
track and review progress on our goal for 
retail stores to reflect the demographics of 
the neighborhoods in which we operate. 
Over time, we have gradually improved our 
performance on this measure. 

Throughout the year, our corporate team 
and functional business leaders nurture 
strategic partnerships with universities, 
educational institutions and community 
partners to attract candidates who 
represent all races and ethnicities. We 
invest in building skills among leaders and 
associates at all levels so they can advance 
and grow, no matter what path they choose. 

In 2019, Kroger ranked fourth on The Wall 
Street Journal’s list of the top 20 most 
diverse Fortune 500 companies, and was 
named Company of the Year for Corporate 
Equality by the Human Rights Campaign 
(HRC)’s Greater Cincinnati Chapter, 
recognizing our commitment in the region 
that is home to our headquarters and more 
than 21,000 associates.

More than half of Kroger’s workforce 
are women, each with a unique personal 
story and career journey. Kroger supports 
participation in the national Network of 
Executive Women and celebrates our leaders 
and rising stars named Progressive Grocer’s 
Top Women in Grocery. We continue to 
support women through strategic career 
development plans and ongoing talent 
discussions and training opportunities. 

LGBTQ Inclusion 
Kroger earned our second consecutive 
perfect score on the 2020 Corporate 
Equality Index, the HRC Foundation’s 
national benchmarking tool for corporate 
policies and practices supporting lesbian, 
gay, bisexual, transgender and queer 
(LGBTQ) associates. 

Kroger met or exceeded all Corporate 
Equality Index criteria, resulting in a 
perfect score of 100 and designation 
as a Best Place to Work for LGBTQ 
Equality. We provide same-sex partner 
benefits and transgender-inclusive health 
care. In addition, we partner with the 
National LGBT Chamber of Commerce 
to create and enhance partnerships with 
LGBTQ suppliers.

Read more about how we 
promote Diversity & Inclusion. 
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Our centralized Corporate Affairs function 
is responsible for leading community 
engagement. Regional Corporate Affairs 
directors and division managers partner with 
our leaders to meaningfully engage local 
officials, businesses, non-profit organizations 
and special interest groups to better 
understand priorities, listen to concerns, and 
inform decisions on strategic giving. 

Kroger’s goal is to be welcome in the 
communities we call home and a trusted, 
involved and valued partner. Our leaders 
serve as local non-profit board members, 
and our associates volunteer with 
community partners aligned to our mission 
and their own personal passions. We also 
engage our customers and give them easy 
ways to give back at stores and online.  

Since launching Kroger’s Zero Hunger 
| Zero Waste social impact plan, we 
have strategically aligned community 
engagement and philanthropy to drive 
greater positive impact in our communities. 

Giving Back 
Kroger directs charitable giving in the form 
of strategic donations and grants from the 
company, The Kroger Co. Foundation—our 
private foundation—and The Kroger Co. 
Zero Hunger | Zero Waste Foundation—a 
new non-profit public charity. In 2019, 
a total of nearly $280 million in charitable 
donations were made in Kroger’s name. 
Of that, we directed $205 million to 
hunger-relief organizations that help 
improve food security in our communities. 

Examples of our national partners include: 

• �Feeding America: Kroger is a founding 
member and visionary partner of Feeding 
America, and we direct food and funds to 
Feeding America and its affiliated food 
banks in our markets. 

• �World Wildlife Fund: Our decade-long 
partnership with WWF helps advance 
seafood sustainability in our global 
supply chain, reduce our retail food-waste 
footprint and teach young Food Waste 
Warriors to prevent and reduce food 
waste at home.

• �USO: Through Kroger’s long-standing 
partnership with the USO, we say  
thank you to millions of active-duty 
military service men and women and  
their families. In 2019, Kroger and  
The Kroger Co. Foundation directed 
$2.6 million to the USO. In all, the Kroger 
family of companies and The Kroger Co. 
Foundation have contributed more than 
$33 million to the USO—the single largest 
cumulative donation to the USO in its 
77‑year history. 

• �American Red Cross: In 2019, Kroger 
joined the Red Cross Annual Disaster 
Giving Program, pledging a $500,000 
grant from The Kroger Co. Foundation  
to help power infrastructure, training  
and other preparedness efforts 
in advance of disasters.

Community Engagement
The Kroger family of companies is committed to community engagement, positive 
social impact and charitable giving locally and nationally. Since our earliest days—
when our founder Barney Kroger started selling groceries in 1883—we’ve connected 
with our communities to give back meaningfully in the places where we live and work.

Community Rewards
We also give back to our communities 
through our customer-directed, hyper-local 
Kroger Community Rewards program. When 
customers enroll in Community Rewards and 
select the registered 501(c)(3) organization 
of their choice, Kroger makes a donation 
on their behalf based on the number of 
shoppers linked to that organization and 
total spend. In 2019, Kroger directed a total 
of $44 million to Community Rewards to 
help local organizations that matter most 
to our customers.

Creative Solutions
While every community is unique, we follow 
established principles to achieve a common 
goal: to be welcome in our neighborhoods 
and help people live healthier lives. As part 
of our Zero Hunger | Zero Waste mission, 
we also engage community stakeholders 
to discuss complex issues regarding 
food insecurity.

Examples from our work in Cincinnati include:  

• �A design thinking engagement led by 
84.51°, our Customer Insights team, and 
Xavier University’s Center for Innovation 
to help identify the underlying causes of 
food insecurity and co-create solutions.

• �A partnership with the University of 
Cincinnati (UC) to offer the Inquiry to 
Innovation: Zero Hunger | Zero Waste 
honors seminar. Interdisciplinary UC 
students collaborated with Kroger leaders 
to understand issues and develop ways  
to recover and redistribute surplus food 
on campus.

• �An engagement with InnoVationGirls, a 
platform where girls from ages 10 to 15 
engage with businesses to solve real-
world challenges. Their team co-created 
ideas to help food insecure families live 
healthier lives. 

For more details, please see our 
Community Engagement Principles.
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Additional Social Disclosures
Talent Attraction 
& Retention 
Kroger’s people are our most important 
asset. To deliver on the Develop Talent pillar 
of our Restock Kroger plan, we continually 
improve how we attract and retain talent. 
We offer a broad range of employment 
opportunities for workers of all ages and 
aspirations, from teenagers looking for their 
first job to experienced career professionals 
and seniors wanting to stay active and 
connected in their community. People often 
come to Kroger for a job, and our focus on 
talent development encourages them to 
stay for a career.

We offer competitive benefits and pay 
in all our stores, distribution centers, 
manufacturing plants, technology hubs, and 
corporate offices. We also help associates 
build Careers with Promise by nurturing and 
developing skills that support them in their 
current roles and prepare them to take the 
next step. In the past decade, Kroger also 
created 100,000 new jobs, more than 90% 
of which are in our supermarket divisions, 
ranging from full‑time department heads 
and assistant store managers to part-time 
courtesy clerks and cashiers. In 2019, we 
also achieved record employee retention in 
one of the tightest labor markets in years, 
improving our retention rate by nearly 
5% from the prior year. 

We listen to our associates and gather 
feedback through our annual Associate 
Insights survey. We typically have a very 
high participation rate across the company, 
and we share results widely. In 2019, 
Kroger’s overall engagement score was 70, 
down 2 points from the prior year but above 
the industry benchmark.

To further understand our associate 
engagement trend and address feedback 
in real time, we are adding more frequent, 
smaller surveys among randomly selected 
associates in 2020. This includes questions 
to gauge how associates feel about health 
and safety during the COVID-19 outbreak.

For more details about our 
approach to talent attraction 
and retention, please see our 
2019 Sustainability Report.

Training & Development
Well-trained, engaged, and productive 
leaders and associates are essential 
for delivering on Our Purpose, Values 
and our Restock Kroger plan. We offer 
Kroger Learning & Performance Academy, 
a comprehensive training and leadership-
development curriculum with skill-based 
training by role from new-hire associate to 
store leader, and leadership development 
from department leader to executive. 
Leadership training focuses on developing 
leaders with strong business acumen who 
consistently perform at a high level and 
effectively coach, teach and train others.

Investing in Our People
We care about our associates’ overall 
well‑being—physical, financial and 
emotional. We offer associates several 
important benefits to help them save 
money, continue their education, and take 
care of themselves and their families. 

Through Restock Kroger, we planned to 
invest $500 million in associate wages 
between 2018 and 2020. In late 2019, we 
increased our estimate to approximately 
$800 million in associate wage investments, 
excluding COVID-19 associate investments 
in 2020.

As a result, Kroger’s average retail hourly 
wage increased to over $15 per hour. 
Including benefit equivalents, the average 
rate surpasses $20 per hour.

Feed Your Future
Our industry-leading continuing education 
benefit—Feed Your Future—offers up to 
$3,500 annually (and up to $21,000 over 
the course of a career) to help continually 
develop skills. All part-time and full-time 
associates are eligible after six months 
of service. Since inception, the program 
has directed over $8 million to help more 
than 5,000 associates, 87% of whom are 
hourly associates.

Read more about how we are 
protecting our associates’ health and 
safety during the COVID-19 outbreak. 
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Digital Growth
Shoppers today want convenient services 
like curbside pickup, delivery, and ship-
to-home. As reflected in our Restock 
Kroger plan, Kroger’s vision is to serve 
America through food inspiration and 
uplift. We aim to offer a seamless shopping 
experience for our customers so they can 
shop for anything, anytime, anywhere. 
During COVID-19, these digital shopping 
modalities increased in importance and saw 
significant growth.

The Kroger Digital team continually adds 
features and enhancements to improve our 
customers’ experience online through the 
Kroger app and ecommerce website.

Customers can shop online for over 70,000 
items, with more regularly added. We offer 
1,989 curbside pickup locations, with 304 
added in 2019, and same-day home delivery 
through our partnership with Instacart from 
2,385 stores. Together, Pickup and Delivery 
services cover 97% of Kroger households. 
We are committed to continuing this growth 
to meet our customers’ changing needs 
in 2020 and beyond.

Ocado
Through our partnership with Ocado, one of 
the world’s largest online grocery retailers, 
Kroger will be able to bring fresh food to 
our customers faster than ever before. This 
strategic partnership leverages advanced 
robotics technology and a seamless 
fulfillment system for customers across the 
United States. To date, Kroger has named 
nine locations for Customer Fulfillment 
Centers (CFCs) featuring the Ocado Smart 
Platform, including Monroe, Ohio, where 
construction began in 2019. This facility is 
planned to come online in 2021. 

Other CFCs are planned in Groveland, 
Fla.; Fredericksburg, Md.; Atlanta; Dallas; 
Pleasant Prairie, Wis.; and in the Great Lakes, 
Pacific Northwest and West regions.

Customer Experience
Creating unique, personalized experiences 
helps build connection with our customers, 
and highly relevant shopping experiences 
that drive loyalty. A cross-functional 
team, including Marketing, Merchandising, 
Loyalty, 84.51°, and Kroger Technology 
& Digital, among others, is responsible 
for leading and measuring customer 
satisfaction and digital innovation. In 
addition to our focused approach to 
data science, we ask for and listen to our 
customers’ feedback.

We engage customers all year long to 
measure satisfaction and gather feedback. 
Data scientists at 84.51° regularly field 
customer surveys to gather input on key 
topics and anticipate changing needs 
and trends. 

Measuring Satisfaction 
In 2019, we introduced a new market study 
across Kroger-operated supermarket 
divisions that tracks how customers feel 
about us and our performance relative 
to competitors.

This enables deeper insights into elements 
of the shopping experience that are most 
important to customers, and how Kroger 
can connect more deeply with current and 
new customers. 

We field this 20-minute online survey 
twice a year, and results are shared with 
corporate and division leaders. Two studies 
were completed in 2019, reflecting a 
mostly flat trend in customer connection 
for Kroger and much of the grocery retail 
landscape at the time. We anticipate 2020 
studies will reflect changes in shopping 
modalities, behaviors and experiences 
related to COVID-19. 

Customer Comments
We also gather customer feedback on 
Our Brands products to continually 
improve quality and assortment. In 2019, 
we received 9.18 comments per million 
units of Our Brands products, up from 
8.73 comments per million (restated) 
the prior year. 

Read more about how 
Kroger promoted new, 
low-contact shopping 
options during COVID-19.

Customer Satisfaction: Kroger’s Position in the Market
Source: Online consumer survey 

Fresh 
products are 
high quality

Selection in 
store brand 
products meets 
my needs

Offers 
personalized 
recommendations

Employees 
are friendly

Products are 
consistently 
in stock

Better

Big box retailers
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To find out how we have invested 
in our associates during the 
coronavirus pandemic, see our 
our COVID-19 Response summary.

Labor Relations
Approximately 66% of associates 
are covered by collective bargaining 
agreements negotiated with local unions 
affiliated with one of several different 
international unions. There are 356 such 
agreements, usually with terms of three 
to five years. Our objective in every 
negotiation is to find a fair and reasonable 
balance on compensation packages that 
provide solid wages as well as good quality, 
affordable health care and retirement 
benefits while also keeping our family 
of companies competitive in the market.

We continue to communicate with 
local unions that represent many of 
our associates about the importance of 
growing our business and profitability, 
which will help us create more jobs and 
career opportunities as well as enhance job 
security for our associates. In 2019, we did 
not experience any work stoppages or idle 
days in our operations.

Marketing Practices and 
Product Labeling
Kroger develops product information 
and marketing communications to help 
customers make purchase decisions 
that are right for them. We follow all 
applicable laws and regulations related 
to marketing practices.

Recent decisions to exit certain 
product categories reflect our ongoing 
commitment. In 2019, Kroger decided to 
discontinue the sale of electronic nicotine 
delivery products, or electronic cigarettes, 
at all store and fuel center locations given 
mounting questions and an increasingly 
complex regulatory environment. The 
company exited this category after selling 
all existing inventory. Previously, Kroger 
decided to exit sales of firearms and 
ammunition at select Fred Meyer stores in 
Alaska, Idaho, Oregon and Washington.

Across our operations, we avoid targeted 
marketing to minors of products intended 
for adult purchase and consumption, 
including adult beverages and nicotine 
products. We are committed to 
representing product characteristics 
clearly and accurately, including health 
and nutrition benefits.

Read more about our  
Responsible Marketing Statement.
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GOVERNANCE
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2016 18%

2017 21%

2018 23.3%*

2019 23.1%

2016 $2.37B

2017 $2.61B

2018 $3.02B

2019 $3.39B

2016 86%

2017 87%

2018 88%

2019 88%

2017 81%*

2016 78%*

2018 89%

2019 96%

Amount of Sustainable Seafood Sourced by Kroger—M lbs

Comprehensive  FIP MSC / in assessment Meeting commitment Total

Annual Spend With Diverse Suppliers

+182%
+198%

+122%

* Restated

% Shell Egg Units Sold That Are Cage Free % Wild-Caught Seafood Sourced by Kroger That Meets 
Sustainability Criteria

+216%

* Restated

M = million, CY = calendar year
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Kroger is committed to strong 
corporate governance—we 
believe it builds trust and 
promotes the long-term 
interests of our shareholders 
and other stakeholders. We 
continue to improve systems 
that integrate ESG priorities into 
overall business and corporate 
governance practices. This 
includes oversight of enterprise 
risk and accountability among the 
company’s senior management 
and Board of Directors, as well 
as ongoing engagement in 
progress updates.

The Corporate Governance Committee 
considers racial, ethnic and gender diversity 
to be important elements in promoting 
full, open and balanced deliberations of 
issues presented to the Board. Committee 
members consider director candidates who 
help the Board reflect the diversity of our 
shareholders, associates, customers, and 
the communities in which we operate. Of 
10 members on Kroger’s Board of Directors, 
four are women and two are diverse.

The Corporate Governance Committee 
oversees Kroger’s governance policies 
and practices, including those by which 
the Board performs its functions, and 
nominates director candidates who have 
specific qualities, skills, and experiences 
that would contribute to current and future 
Board and committee effectiveness. Board 
committees with the most direct oversight 
of ESG topics are the Audit Committee, 
which oversees compliance with legal, 
financial and regulatory requirements, 
and the Public Responsibilities Committee, 

ESG Governance
which oversees our responsibilities as 
a corporate citizen and efforts to engage 
stakeholders and manage issues that 
affect our business.

Several internal Kroger departments 
are accountable for risk management:

• �Audit: oversees financial reporting and 
managing our independent auditors. 

• �Ethics and Compliance: leads awareness 
and implementation of Kroger’s Policy on 
Business Ethics and Anti-Corruption as 
well as monitoring vendor and supplier 
compliance with the Vendor Code of 
Conduct.

• �Environmental Compliance: oversees 
the company’s compliance with 
environmental regulations, reflecting 
Kroger’s Sustainability Commitment.

• �Social Responsibility Compliance: 
focuses on Kroger’s commitment to safe 
and fair working conditions in our global 
supply chain.

• �Kroger Technology & Digital: focuses 
on governance and topics related to data 
privacy and cybersecurity.

• �Food Technology: oversees food safety 
for our manufacturing operations and 
retail stores.

• �Sourcing: focuses on responsibly sourcing 
products for our extensive line of 
Our Brands products, including products 
we manufacture and label, reflecting our 
Responsible Sourcing Framework.

• �Corporate Affairs: fosters dialogue and 
advocacy across Kroger’s operations. 
Leaders in sustainability and community 
engagement work internally and 
externally with a wide range of 
stakeholders to advance our social 
impact and sustainability goals.

2019 Highlights
In 2019, we continued to integrate 
food rescue, waste diversion, recycling 
and packaging goals from our Zero 
Hunger | Zero Waste social impact plan 
into Retail Operations, Manufacturing, 
Sourcing and Supply Chain operations. 
We also convened senior business 
leaders and multi‑stakeholder teams 
to help set new long-term goals for 
sustainability performance.

We provide additional details about 
our corporate governance practices 
and Board committee members’ 
experience and qualifications in 
our 2020 Proxy Statement.
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Responsible Sourcing

Kroger Vendor Code of Conduct
Our customers trust that the products 
we bring to market are sourced from 
reputable suppliers who provide safe and 
fair working conditions. We share this 
concern, as articulated in our Statement 
on Human Rights. All suppliers, including 
those providing Our Brands products, 
must maintain good working environments 
and meet all the requirements of our 
Vendor Code of Conduct. We uphold a 
zero‑tolerance policy for certain violations 
of our Code, such as child and forced labor, 
discrimination and bribery.

Animal Welfare Requirements
Kroger has a long-standing commitment 
to responsible business practices, including 
the humane treatment of animals, as 
articulated in our Animal Welfare Policy, 
and we align with the Food Marketing 
Institute’s industry-reviewed animal 
welfare standards for beef, pork, chicken, 
turkey and eggs. We have also made 
commitments to source 100% cage-free 
eggs and to transition to a 100% gestation-
crate-free pork supply chain, both by 2025.

For the last decade, we have also convened 
our own independent panel of animal 
science experts to make recommendations 
on ways to improve animal welfare.

Kroger does not conduct animal testing  
on our manufactured Our Brands products 
and ingredients, nor do we require or 
request that our contract suppliers conduct 
animal testing. 

Responsibly Sourced 
Milk and Dairy
Kroger is both a retailer and processor 
of many dairy products, and we are 
committed to producing and selling the 
highest-quality, freshest, most sustainable 
dairy products available. All cooperatives 
supplying milk to our plants must be in 
good standing with the National Dairy 
FARM™ (Farmers Assuring Responsible 
Management) program. We have invested 
in many initiatives from farm to store, 
enabling our industry-leading 10-day 
freshness guarantee.

In early 2020, Kroger adopted the U.S. 
Dairy Stewardship Commitment. 

Sustainable Seafood
For over a decade, we have been improving 
the environmental sustainability of our 
seafood through sustainable seafood 
commitments, expert partnerships and 
sourcing decisions. Like us, our customers 
recognize the importance of preserving 
the variety of fish we enjoy today for future 
generations. With support from partner 
WWF, and by aligning with certification 
standards—including those benchmarked 
by the GSSI—we are working to achieve our 
100% sustainable wild-caught and farm-
raised responsible seafood commitments. 
In 2019, we supported 25 FIPs through 
sourcing and/or funding, which helps 
advance progress on our commitments.

Read more about Kroger’s 10-year progress 
in our Seafood Sustainability Report.

No-Deforestation Commitment
Kroger is committed to eliminating tropical 
deforestation from Our Brands products. 
Per our No-Deforestation Commitment for 
Raw Material Sourcing:

• �Palm: We will source palm oil, palm kernel 
oil and palm oil derivatives from suppliers 
certified to the RSPO supply chain 
standard, or an equivalent standard.

• �Pulp/paper: We will source paper 
packaging that is certified to a sustainable 
forestry standard and/or includes 
recycled content.

• �Soy: We will source soy-based ingredients 
that are deforestation free. 

• �Beef: We will source fresh beef and  
beef-based ingredients that are 
deforestation free.

In 2020, Kroger joined the RSPO, and 
we will report progress on eliminating 
deforestation to CDP Forests.

Supplier Inclusion
The Kroger family of companies takes a 
deliberate approach to supplier inclusion. 
Minority- and women-owned business 
enterprises (MBEs and WBEs) and other 
diverse businesses provide products, 
services and perspectives that align 
with our strategies and help us better 
understand our customers’ needs and 
trends in the marketplace. We value our 
business relationships with these M/WBEs  
because they contribute to the local 
economy and community, and their 
products and services are often unique  
and popular among customers.

In 2019, Kroger: 

• �Achieved Billion Dollar Roundtable status 
for the 12th consecutive year, reaching 
more than $1 billion in spend with certified 
minority- and women-owned suppliers.

• �Increased diverse spend by more than 
10% annually for the last three years, 
reaching $3.39 billion in 2019.

• �Ranked 12th on Omnikal’s 2020 Omni50 
list, which recognizes Kroger as one 
of America’s Top 50 Corporations for 
multicultural business opportunities.

• �Was recognized by the Women’s Business 
Enterprise National Council as one of 
America’s “Top Corporations for Women’s 
Business Enterprises” for the sixth year in 
a row. 

• �Was named the 2019 Corporation of 
the Year by the Ohio Minority Supplier 
Development Council.

Given our scope and scale, 
we are committed to reducing 
the social and environmental 
impacts of our supply chain 
by using responsible sourcing 
practices. We develop our 
priorities and policies by 
evaluating risk, and engaging 
with investors, industry 
groups, NGOs and subject 
matter experts.

See our Responsible 
Sourcing Framework 
for more detail.
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Supply Chain 
Accountability
Our responsible sourcing commitments and requirements help us 
minimize negative impacts in our supply chain, so it is important we 
ensure their integrity. We have programs in place to hold our suppliers 
accountable for meeting our standards through assessments of 
environmental, social and human rights practices, and we are working 
to improve the traceability of Our Brands products.

Several of our responsible sourcing 
commitments and programs are aligned 
with specific environmental and social 
certification schemes to provide clarity 
and add third-party credibility. Our 
Responsible Sourcing Framework 
summarizes our major policies and 
commitments, and our approach to 
tracking performance against these.

Social Compliance Audits
As described in Kroger’s Social Compliance 
Program Requirements, our social 
compliance audits are designed to check 
our suppliers’ alignment with our Vendor 
Code of Conduct, which vendors must 
agree to when registering to become 
a supplier.

Factory visits are guided by Kroger’s 
Social Compliance Audit Content and 
conducted by a third‑party auditing firm. 
We require social compliance audits for all 
Our Brands (food and non‑food products) 
and unbranded products (such as bulk 
produce) processed at facilities outside 
the United States. We also require audits 
for direct import national-brand products 
where Kroger is the importer of record.

In 2019, approximately 17% of the audits 
resulted in approved facilities that can 
continue doing business with us for 
another 12 months. 58% were given a 

corrective action plan and required to fix 
violations over either six or 12 months. 
Finally, 25% of audits identified zero 
tolerance violations, and, if permitted, the 
suppliers corrected violations immediately.

We launched the Worker Voice Survey 
in 2019, through our social compliance 
auditing firm, ELEVATE. The survey, 
administered by cellphone, allows 
workers to share sentiment and feedback 
anonymously, and has been implemented 
for all facilities ELEVATE audits in 
Bangladesh, China, Vietnam, Thailand,  
India and Mexico.

Supplier Management
Supplier Hub, Kroger’s vendor 
management system, enables a thorough 
identification and verification process 
for our external vendors and suppliers. 
Through Supplier Hub, we can more 
easily collect and centrally maintain 
important information about our suppliers’ 
compliance with our commitments, such 
as U.S. food safety standards, facility audit 
outcomes, certifications and relevant 
company initiatives. Additionally, we 
continue to embed compliance controls 
deeper into day-to-day operations to help 
shield Kroger from unnecessary third‑party 
risk and maintain the integrity of our 
brands and reputation.

Kroger recently established a new business 
team to partner with our Technology 
function in implementing a more holistic 
approach to supplier lifecycle management. 
This cross-functional Supplier Solutions 
team is developing new ways to speed up 
our suppliers’ “time to market” with Kroger 
through seamless navigation of Kroger’s 
supplier-facing portals and simplified 
vendor processes. 

To maintain consistency and focus, we 
have enacted executive oversight and 
policy governance to help optimize 
enterprise processes, monitor compliance, 
remove barriers and expedite solutions 
for continuous supplier-performance and 
cost improvement.

Animal Welfare 
Audit Requirements
As articulated in our Animal Welfare Policy, 
we require all beef, pork, chicken, turkey 
and egg suppliers to provide evidence 
of an annual animal welfare audit. These 
audits must align with our accepted animal 
welfare standards and be conducted by 
reputable third-party auditing companies. 

Testing, Monitoring and Reporting
Kroger is committed to managing our 
products to ensure safety and quality. 
We require our suppliers to comply with 
regulatory requirements pertaining to 
product safety, as well as to meet or 
exceed our quality, safety and performance 
requirements. We engage with suppliers to 
address any concerns. This is true for both 
food and non-food products. 

We continue to be innovative in engaging 
our suppliers through different channels. 
In 2019, we developed and implemented 
a new dip® brand apparel factory-
engagement plan as an extension of the 
supplier scorecard developed previously. 
Visual dashboards, a standardized 
factory-engagement form and dynamic 
communications with suppliers help 
measure supplier and factory performance 
against key quality metrics, as well as 
performance relative to other factories 
across Kroger’s supplier community. 
The engagement also helps identify 
improvement opportunities.
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Data Privacy & Cybersecurity 

The Kroger Technology & Digital teams 
are responsible for data privacy and 
information security across the company. 
Corporate Information Security team  
leaders have instituted strong governance, 
policies and practices, led by the Chief 
Information Officer, the Chief Information 
Security Officer and our Chief Compliance 
Officer, who regularly report to the Audit 
Committee of the Board of Directors.

Privacy
Kroger continues to prioritize development 
of processes that enhance privacy and 
incorporate protections into our business 
strategy, culture and ongoing operations. 
Changes necessary to comply with the  
Nevada Privacy Law went into effect on 
October 1, 2019. Capabilities and features 
to facilitate privacy requests from California 
consumers were implemented on  
December 30, 2019.

We regularly update our Privacy Policy 
to be transparent about why we collect 
information, how we use that information, 
and the choices our customers have about 
how we use it. The following privacy 
principles guide us when doing business: 

• �We respect our customers’ privacy and 
are committed to protecting it.

• �We are transparent about how and 
why we collect information.

• �The information we collect helps us 
provide value to our customers and 
enhance their shopping experience.

Dedicated Kroger leaders guide efforts to 
implement recent data privacy legislation in 
the markets where we operate. As part of 
our standard practices, we conduct general 
privacy awareness training for all associates 
who handle personal information so 
they understand their important role in 
upholding these principles and practices.

Best Practices 
We implement and maintain reasonable 
security practices and procedures 
appropriate to the nature of the 
information we maintain, including 
appropriate technical, administrative and 
physical procedures to prevent loss, misuse 
or alteration of personal information. 

For example, we use Transport Layer 
Security (TLS/SSL) to encrypt certain 
sensitive personal information we exchange 
with customers. That way, access to data 
is limited through the use of technological 
safeguards. We also comply with payment 
card industry data-security standards 
for the processing of credit and debit 
card transactions.

We encourage our customers to use 
complex passwords and to change them 
regularly. While we use both passwords and 
usernames to protect information online, 
we also take reasonable steps to protect 
personal information offline. 

Only associates who need the information 
to perform a specific job are granted 
access to our customers’ data. Associates 
who violate customer privacy safeguards 
are subject to disciplinary action, 
including termination.

Cybersecurity
The Kroger family of companies operates in 
a highly competitive, increasingly complex 
and ever-changing business environment. 
To safeguard our systems and information, 
we continually upgrade security 
governance and protocols to reflect 
changes in technology, potential risks and 
business needs. We expect associates to 
complete a version of corporate security 
awareness training annually, and we 
provide updated information throughout 
the year to alert associates to new potential 
cybersecurity risks.

Kroger conducts regular reviews and 
exercises to maintain the highest levels of 
information security across the company. 
In the unlikely event that our systems or 
information are compromised, we take 
quick and aggressive actions to investigate 
the situation and prevent events from 
happening in the future. In 2019, Kroger 
successfully prevented significant breaches 
of our technology systems. The same is 
true for 2017 and 2018. Despite this, we 
remain vigilant and aware of potential 
emerging threats.

Our customers’ trust is important to the Kroger family of companies, and we 
recognize our responsibility to protect our business information and the data 
shared with us. As an organization, we are committed to the ongoing development 
of methodologies and processes that enhance data privacy and security. 

Kroger Technology 
& Digital was named 
to Computerworld 
magazine’s Top 100 Best 
Places to Work in IT for 
the third consecutive year. 

Read or download Kroger’s 
detailed Privacy Policy.
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Material Topics Summary Table

Appendix

2020 Materiality Assessment Topic Definitions and Boundaries

Environmental Topic Topic Definition Boundary Tier

Agricultural Practices Promoting responsible pesticide, fertilizer and soil-management practices, including efforts to reduce  
negative impacts on pollinators. 

Internal—Corporate (Sourcing)

External—Supply Chain (Farmers)

3

Chemical Management Redesigning products and processes to avoid the use and/or generation of hazardous chemicals, replacing potentially 
hazardous chemicals with safer alternatives, reducing hazardous chemical emissions and wastewater discharge, 
and diverting unsalable or hazardous consumer products from landfill through responsible management.

Internal—Corporate (Sourcing)

External—Food, Consumer Packaged Goods (CPG) and  
Packaging Suppliers

3

Climate Impact Energy consumption and GHG emissions resulting from building and fleet management in retail, manufacturing, supply 
chain and other Kroger operations. Implementing solutions (e.g., renewable energy and energy/refrigeration efficiency) to 
address climate change and mitigate the impacts of climate change to Kroger.

Internal—Stores, Food Production Plants, Distribution Centers, Fleet

External—Suppliers to Kroger’s Food Production Plants

1

Deforestation & Land Management Supporting responsible land-management and forestry practices in our operations and supply chain to reduce forest loss 
and negative impacts to biodiversity, particularly among high-impact commodities such as palm oil, beef, soy, and pulp/
paper/timber.

Internal—Corporate (Sourcing)

External—Food, Packaging and CPG Suppliers

3

Food Waste Working across the value chain to reduce and recover food waste in our operations and in partnership with suppliers, 
farms and customers.

Internal—Food Production Plants, Stores, Corporate (Government Affairs)

External—Farmers, Food/Perishables Suppliers

1

Operational Waste Diverting more waste from landfill through increased waste reduction, reuse and recycling adoption in our operations. 
This includes adopting more circular economy models.

Internal—Stores, Food Production Plants, Distribution Centers 3

Packaging Adopting sustainable packaging practices that reduce unnecessary materials, increasing recyclability of packaging, 
adopting more reusable models, and increasing recycled content and sustainable fibers. Supporting infrastructure 
development and providing recycling solutions and recycling information for customers.

Internal—Corporate (Product Design, Sourcing, Government Affairs)

External—Suppliers, Packaging Suppliers

1

Water Reducing water use, increasing reuse and managing water discharge quality to protect local water sources. Internal—Food Production Plants, Stores, Distribution Centers

External—Farmers, Suppliers

3

Social Topic Topic Definition Boundary Tier

Associate Health & Safety Providing proper safety training and equipment, safe working conditions and access to resources to maintain and improve 
associates’ health and well-being.

Internal—All Operations 1

Associate Training & Education Providing training and educational opportunities to build associates’ skill sets, increase engagement and job performance 
and support career advancement.

Internal—All Operations

External—Customers, Unions

2

Community Engagement Using community engagement principles to share updates on Kroger business and operations, discuss community 
priorities, partner in local events and identify opportunities for philanthropic support and more. Being a trusted partner 
in the communities where our associates and customers live through volunteerism, grants and donations.

Internal—All Operations

External—Communities, NGOs

1

Customer Experience Providing exceptional service and value and improving the customer experience through advances in areas such as online 
ordering, home delivery and digital solutions that offer greater flexibility in how customers shop.

Internal—All Operations

External—Customers

2

Disaster Resiliency Enhancing our ability to respond to natural disasters affecting our associates and customers by improving 
our preparedness and speed to mobilize needed resources.

Internal—All Operations

External—Communities, Government/Policy Institutes

2

Diversity, Equity & Inclusion Building a diverse and inclusive workforce, fostering an environment of non-discrimination where diversity is 
a competitive advantage and providing equal opportunity for associates. Building supplier diversity and inclusion 
as a business advantage.

Internal—All Operations

External—Communities, Customers

1
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Food Access Fighting hunger by ensuring the availability of sufficient, affordable and nutritious food to support an active and healthy 
life for customers and communities.

Internal—Food Production Plants, Retail Operations, Sourcing/
Procurement

External—Community, Customers, Suppliers

1

Food Safety Ensuring food produced in our manufacturing plants and sold in our stores is safe for customers by establishing and 
maintaining science-based food preparation and handling guidelines. Developing and maintaining programs to address 
emerging food safety topics.

Internal—Food Production Plants, Distribution, Retail Operations

External—Customers, Suppliers

1

Genetically Modified Organisms 
(GMOs) 

Transparent communication about the presence and impact of GMOs in food products. Internal—Corporate (Sourcing)

External—Food Suppliers 

3

Health & Nutrition Encouraging customers to include more healthful and nutritious products in their baskets, providing pharmacy and retail 
health clinic services to our customers and supporting wellness in the communities in which we operate.

Internal—Food Production Plants, Marketing, Retail Operations, 
Technology, Sourcing/Procurement

External—Community, Customers, Suppliers

1

Labor Relations Promoting fair labor practices; respecting associates’ freedom of association and right to collective bargaining; and 
participating in positive, proactive, consultative conversations with associates, including those covered by collective 
bargaining agreements.

Internal—All Operations

External—Union

2

Marketing Practices 
& Product Labeling

Providing clear, fact-based and transparent nutritional labeling, including information on geographic origin, 
restaurant‑type menu items sold in our stores and our suppliers’ products. Working with suppliers to ensure product 
attributes are truthfully and responsibly communicated to our customers in stores and through advertising, including 
refraining from marketing products that do not fulfill specific nutritional criteria to children.

Internal—Corporate (Package Design, Procurement/Sourcing, 
Marketing)

External—Customers, Industry Associations, NGOs, Suppliers

3

Product Safety Providing customers with high-quality non-food products (i.e., clothing, cleaning products, etc.) that meet the highest 
safety and legal requirements. Setting robust standards for the production of non-food products.

Internal—Distribution, Retail Operations

External—Customers, Suppliers

2

Retail Security Ensuring the physical security of retail operations by training associates on issues such as active shooters, open carry 
laws and appropriate response to crime and theft.

Internal—Retail Operations 3

Talent Attraction & Retention Creating a workplace of choice by providing competitive wages, high-quality benefits and a company culture that fosters 
career advancement and purpose.

Internal—All Operations

External—Communities, Customers

2

Governance Topic Topic Definition Boundary Tier

Animal Welfare Providing industry leadership in support of the humane treatment of animals, requiring adherence to Kroger’s 
Animal Welfare Policy, helping improve industry practices and driving innovations in plant-based protein.

Internal—Food Production Plants

External—Animal Protein Suppliers (Our Brands, National Brand)

2

Data Privacy & Cybersecurity Ensuring the data privacy and security of associates, customers and suppliers and implementing procedures to prevent, 
detect and respond to potential data breaches.

Internal—Corporate (84.51°, IT/Technology, Shopper Marketing)

External—Customers, Suppliers

1

ESG Corporate Governance Establishing and disclosing systems that ensure that ESG priorities are incorporated into the company’s overall corporate 
governance practices, including checks and balances that enable the Board of Directors to have appropriate control and 
oversight responsibilities.

Internal—All Operations

External—Supply Chain, Customers, Investors

2

Ethics & Compliance Operating in an ethical manner and in compliance with applicable regulations, including anti-corruption, anti-bribery and 
anti-competitive practices. Maintaining and enforcing codes of conduct to protect associates, suppliers and customers.

Internal—All Operations

External—Supply Chain, Customers, Investors

2

Human Rights Upholding human rights, including addressing such issues as forced labor, migrant labor, child labor and living wage 
expectations, within operations and through the supply chain. 

Internal—All Operations

External—Supply Chain, Customers, Investors

3

Public Policy Practices Actively participating in forming and shaping federal, state and local public policy on issues that could significantly 
affect our business. 

Internal—Corporate (Compliance, Corporate Affairs, Government Affairs)

External—Customers, Government/Policy Institutes, Industry 
Associations, NGOs, Suppliers

3

Responsible Sourcing Developing and adhering to procurement practices that mitigate environmental and social risks in the supply chain, as well 
as finding opportunities to make a positive impact for people and the planet. Increasing traceability and transparency. 

Internal—Corporate (Sourcing, Corporate Affairs, Ethics & Compliance)

External—Suppliers 

1

Supply Chain Accountability Holding suppliers accountable for meeting standards through assessments of environmental, social and human rights 
practices. Working to improve the traceability of products.

Internal—Corporate (Sourcing, Ethics & Compliance)

External—Suppliers 

1

Sustainable Seafood Offering wild-caught and farm-raised seafood sourced from sustainability-certified fisheries, supporting FIPs and 
removing at-risk species from stores.

Internal—Corporate (Sourcing)

External—Seafood Suppliers 

3
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Energy & Emissions Table
2019 Data

Energy Consumption1,2 Amount Unit Amount Unit Change Compared to 2018

Total fuel consumed  3,957,310 MWh 1.42E+16 joules -2.9%
Stationary sources (natural gas, propane, fuel oils)  3,211,178 MWh 1.16E+16 joules -2.1%
Mobile sources (diesel, gasoline, liqufied petroleum gas, jet fuel)  746,132 MWh 2.69E+15 joules -6.5%
Renewable fuel  -   MWh  -   joules n/a

Total electricity consumed  7,442,435 MWh 2.68E+16 joules -2.7%
Renewable electricity  3,674 MWh 1.32E+13 joules +722%

Total Energy Consumed  11,399,745 MWh 4.10E+16 joules -2.8%

1. This data reflects the vast majority of Kroger’s operations, with a few exceptions.				  

2. Using each fuel type’s heat content value, we were able to convert each fuel source from total gallons to therms and then MWh.  
	

2019 Data

Energy Intensity1 Amount Unit Amount Unit Change Compared to 2018

Energy intensity per square foot 49.32 MWh/1,000 ft2 1.78E+11 joules/1,000 ft2 -4.2%
Normalizing factor: facility footprint 231,154 1,000 ft2 - - -

			 

3. The energy intensity calculation reflects total energy consumed within the organization.

2019 Data

Carbon Emissions1,2,3,4 Amount Unit Change Compared to 2018

Direct (Scope 1) emissions  2,445,527 tCO2e +5.7%
Stationary  582,527 tCO2e -2.1%
Mobile  189,071 tCO2e -4.9%
Fugitive5  1,673,928 tCO2e +10.2%

Indirect (Scope 2) emissions (location based)  3,304,231 tCO2e -8.3%
Indirect (Scope 2) emissions (market based)  3,522,338 tCO2e +1.8%

Total Corporate (Scope 1 and 2) emissions (location based)  5,749,758 tCO2e -2.8%
Total Corporate (Scope 1 and 2) emissions (market based)  5,967,865 tCO2e +3.4%

Indirect (Scope 3) emissions  2,175,346 tCO2e -5.3%
 
1. �We used the GHG Protocol Corporate Accounting Standard, the Operational Control approach, and Global Warming Potentials from the IPCC Fifth Assessment Report (AR5 – 100 year). The base year for our footprint is 2006, when we first started measuring it.

2. �Scope 1 and 2 emissions reflect CO2, CH4, N2O and HFC gases. Our emissions calculations primarily rely on EPA emissions factors. Details are disclosed in our CDP Climate response. Offsets were not used in our calculations.

3. �Scope 3 emissions reflect the following categories: Fuel-and-energy–related activities (not included in Scope 1 or 2); upstream transportation and distribution; waste generated in operations; business travel and employee commuting.	

4. Carbon intensity calculation reflects total Scope 1 and 2 (location-based) emissions. 			 

5. �Between 2018 and 2019, Kroger continued to transition away from R-22 refrigerants in our operations, which contributed to the increase in reported Scope 1 fugitive emissions. R-22 emissions are not reported per the GHG Protocol’s Corporate Reporting Standard, while 
the refrigerants Kroger is transitioning to are included in the reporting standard scope. In 2019, Kroger’s R-22 emissions decreased by 25,775 tCO2e (or 21.2%).    
 

2019 Data

Carbon Intensity  Amount Unit Change Compared to 2018

Total corporate carbon emissions intensity per square foot 24.9 tCO2e/1,000 ft2 -4.2%
Normalizing factor: facility footprint 231,154 1,000 ft2 -
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SASB Index
Topic Accounting Metric Unit of Measure Company Response

Fleet Fuel Management Fleet fuel consumed, percentage renewable Gigajoules (GJ), Percentage (%) 2,686,075 GJ; 0% renewable

Air Emissions from Refrigeration Gross global Scope 1 emissions from refrigerants Metric tons (t) CO2e 1,673,928 tCO2e

Percentage of refrigerants consumed with zero ozone-depleting potential Percentage (%) by weight We do not report this publicly

Average refrigerant emissions rate Percentage (%) We do not report this publicly

Energy Management (1) Operational energy consumed, (2) percentage grid electricity, 
(3) percentage renewable Gigajoules (GJ), Percentage (%) (1) 38,353,005 GJ, (2) 70% grid electricity, (3) 0.032%

Food Waste Management Amount of food waste generated, percentage diverted from the waste stream Metric tons (t), Percentage (%) 262,146 metric tons food waste generated in stores; 44.7% diverted from landfill

Data Security (1) Number of data breaches, (2) percentage involving personally identifiable information 
(PII), (3) number of customers affected Number, Percentage (%) (1) Zero data breaches; (2) n/a; (3) n/a

Description of approach to identifying and addressing data security risks n/a See Data Security & Cybersecurity section

Food Safety High-risk food safety violation rate Rate Average of 2.1 critical violations per store per audit in 2019.

(1) Number of recalls, (2) number of units recalled, (3) percentage of units recalled 
that are private-label products Number, Percentage (%) Zero recalls of Our Brands products manufactured by Kroger.

Product Health & Nutrition Revenue from products labeled and/or marketed to promote health 
and nutrition attributes Reporting currency See Health & Nutrition section

Discussion of the process to identify and manage products and ingredients related 
to nutritional and health concerns among consumers n/a See Health & Nutrition section

Product Labeling & Marketing Number of incidents of non-compliance with industry or regulatory labeling 
and/or marketing codes Number Zero incidents of non-compliance with labeling and/or marketing codes

Total amount of monetary losses as a result of legal proceedings associated 
with marketing and/or labeling practices Reporting currency We do not report this publicly

Revenue from products labeled as (1) containing GMOs and (2) non-GMO Reporting currency We do not report this publicly

Labor Practices (1) Average hourly wage and (2) percentage of in-store and distribution center 
employees earning minimum wage, by region

Reporting currency, 
Percentage (%) (1) Average hourly wage is over $15, (2) We do not report this publicly

Percentage of active workforce covered under collective bargaining agreements Percentage (%) 66% of associates are covered by collective bargaining agreements

(1) Number of work stoppages and (2) total days idle Number, Days idle (1) Zero work stoppages, (2) Zero days idle

Total amount of monetary losses as a result of legal proceedings associated with: 
(1) labor law violations and (2) employment discrimination Reporting currency We do not report this publicly

Management of Environmental 
& Social Impacts in the 
Supply Chain

Revenue from products third-party certified to environmental or social sustainability 
sourcing standard Reporting currency We do not report this publicly

Percentage of revenue from (1) eggs that originated from a cage-free environment 
and (2) pork produced without the use of gestation crates Percentage (%) by revenue We currently report these metrics by units/weight, not by revenue

Discussion of strategy to manage environmental and social risks within the supply chain, 
including animal welfare n/a See Responsible Sourcing, Supply Chain Accountability and  

Our Approach to ESG sections

Discussion of strategies to reduce the environmental impact of packaging n/a See Packaging section
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