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Headquartered in Cincinnati, Ohio, Kroger® (NYSE: KR) is the fifth largest retailer in the world, spanning 34 states with store
formats that include grocery and multi-department stores, convenience stores and jewelry stores. We operate under
nearly two dozen banners, all of which share the same belief in building strong local ties and loyalty with our customers.

2015 SUS TA I N A B I L I T Y R E P O R T / K R O G E R

108.4

$

B I L L I O N I N TOTA L SA L E S

2,625

132

G R O C E RY S T O R E S
I N 34 S TAT E S

YEARS
I N B USI N E SS

270

37

MILLION MEALS
D O N AT E D
TO FO O D BA N K S

P L A N T S PR O D U CI N G
CO R P O R AT E B R A N D
PR O D U C T

P/2

Letter from the Chairman and CEO p / 3
At a Glance p / 5
2015 Highlights p / 6

2.30	Monitoring What Matters to
Our Customers p / 37
2.40
Supplier Diversity p / 44

1.0
SOCIAL p / 7
1.10
Community Engagement
1.11
Fighting Hunger p / 8
1.12
Supporting Woman’s Health p / 13
1.13
The Military and Their Families p / 14
1.14
Supporting Local Good Works p / 15
1.20
Associates
1.21
Safety p / 17
1.22	Health, Wellness and
Retirement Benefits p / 19
1.23
Associate Diversity p / 22

3.0
3.10
3.20
3.30
3.40

ENVIRONMENT p / 46
Energy/Carbon p / 47
Water p / 53
Zero Waste p / 54
Logistics p / 60

4.0
4.10
4.20
4.30
4.40

ECONOMIC p / 63
Economic Impact to Communities p / 64
Business Ethics p / 66
Corporate Governance p / 67
Government Involvement p / 68

2.0
2.10
2.20

SUPPLY CHAIN p / 24
Our Food and Products p / 25
High Impact Commodities p / 30

Awards p / 69
GRI Content Index p / 72

400,000
A S S O C I AT E S W H O M A K E A D I FFE R E N CE

This report reflects on progress for Kroger’s 2014 fiscal year (Feb. 2, 2014–Jan. 31, 2015). Harris Teeter Programs & Data were not included in this year’s
report. This report was prepared using the Global Reporting Initiatives (GRI) G3 guidelines, the world’s most widely used sustainability reporting
framework. This report is self-declared Level C.
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On behalf of our more than 400,000 Associates who serve our
Customers and deliver incredible results, we are pleased to present
Kroger’s 9th annual sustainability report. We look forward to sharing
with you our progress, as well as a few of the many stories of how our
Associates are bringing to life our sustainability mission: improving today
to protect tomorrow.
RODNEY
MCMULLEN
CH A I R M A N A N D
CE O

Every day in our stores, distribution centers,
manufacturing facilities and offices, we strive to
make a positive difference. Our sustainability work
is guided by these questions:
• Are we addressing areas where there is or may be
a social or consumer sensitivity that is relevant to
our business?
•A
 re we addressing areas where our Company has a
higher environmental footprint or material impact?

• Are we addressing the high cost business operations
where we can save money by implementing more
environmentally sound practices?

We will continue to organize our work to address social,
environmental and economic concerns, and have added
a new focus area in our report: supply chain.

In 2014, we commissioned a sustainability strategy
review by a leading global consultancy to be sure we are
focused on areas where we can have the largest impact.
This review was comprehensive. It showed us where we
are leading the industry and where we can improve. One
important change in this report is a result of that review.

The new focus on supply chain broadens what we have
traditionally called logistics. As one of the largest global
food retailers, we have opportunities to positively
influence the food system from the farm to the table.
We will report on how we are doing that—and how we
can expand our influence—in this new section.

Letter from the
Chairman and CEO
2015 SUS TA I N A B I L I T Y R E P O R T / K R O G E R

Improving Today to Protect Tomorrow by addressing
these focus areas:

Social

Supply Chain

Feeding hungry
neighbors

Food safety

Supporting local
organizations
Fundraising for causes

High impact
commodities
Human rights
Animal welfare
Supplier diversity

Environment

Economic

Energy

Jobs

Refrigeration

Investments in stores
and facilities

Zero waste
Transportation
efficiency
Water
consumption

Attractive investment
for shareholders
Business ethics

A CELEBR ATION OF PROGRESS
All of our progress in sustainability comes about because
of the dedication, creativity and consistent engagement
of our more than 400,000 Associates. It is these men and
women who are the heart, minds and hands that join
together to make a difference—the Kroger difference.
This report celebrates the completion of our first set of
sustainability goals, established in 2009. It also begins to
chart our course for the future. We believe reducing our
environmental footprint and being a good corporate
citizen is a continuous learning process. We learn from
our Customers, Associates, suppliers, NGOs and other
stakeholders.
Later this year, we will report on our new five-year goals.
We will push for faster and more accelerated progress
across all areas of our business. We are excited to share
these goals with you.
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We have a strong foundation because of the commitment
of our Associates to serve each and every Customer
every day and to be good stewards of our communities
and planet.
We welcome your comments, suggestions and feedback.
You can reach us at 1-800-Krogers or email us at
sustainability@kroger.com.

Sincerely,

Rodney McMullen
Chairman and CEO

We know shoppers have many choices about which
companies they will reward with their business. Associates
also have choices about where they work and where they
will invest their talent and time to build and grow their
career. How well a company takes care of its Associates,
communities and our planet is of increasing importance—
to job seekers, shoppers, our Associates and society
in general.

Governance
S O CIA L

SU PPLY CH A I N

ENVIRONMENT

ECO N O M I C

At a Glance
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Our Food
& Products

Our
Commitment to
the Environment

SU PPLY CH A I N

ENVIRONMENT

Our Social
Responsibility
S O CI A L

Our
Economic
Impact
E CO N O M I C
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MAKING A DIFFERENCE

FIGHTING HUNGER
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CONSUMPTION REDUCTION

O R G A N I C S R E C YC L I N G

PL ASTI C BAG

FLEET

ENERGY & CARBON

Z E R O WA S T E

R E C YC L I N G

PRODUCTIVIT Y

Our Social Responsibility
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Community
Engagement:
Fighting Hunger
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Kroger has a long tradition of engaging with others to make the communities
where our associates and customers live and work a better place. Kroger
makes significant investments in feeding the hungry, women’s health
initiatives, supporting service men and women and their families, local
organizations and schools, and disaster relief efforts.

$

280

M I L L I O N D O N AT E D

Our #1 community priority is to support organizations
that bring food and hope to our hungry neighbors. Last
year, we donated the equivalent of 270 million meals
to local food banks and programs that serve the hungry.
A founding partner of Feeding America, the nation’s
largest domestic hunger agency, we work with more
than 100 local food banks, and have done so for more
than 30 years. Kroger is among the top tier of donors to
Feeding America.

More than $280 million was contributed in Kroger’s name in 2014. Our
commitment goes far beyond the funds we provide and facilitate. We tutor,
serve meals, walk to raise money for local programs, pack care packages for
our soldiers, join in parades to celebrate diversity and bring to many causes
and programs our time, talent and caring. We try to make a difference
when and where we can—the Kroger difference.
Last year, our family of stores contributed nearly 78 million
pounds of food and other products to our local food banks.
These significant product donations are supplemented
by financial support from a variety of programs. Kroger’s
annual cause-marketing program, Bringing Hope to the
Table®, provides $3 million to assist local food banks.

Grants provided by the Kroger Foundation and the
Company provided an additional $1.7 million to local
food banks. The generous support of customers and
associates raised $15 million for local hunger relief
programs during the holidays and at other key times
of the year.

Community
Engagement:
Fighting Hunger

1.11
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M AK I N G A D I FFE R E N C E TO G ETH E R
Over the last five years, $1.2 billion was donated in
Kroger’s name to help make a difference in the local
communities where we live and work.

$1.2
BILLION

DONATED IN KROGER’S
NAME SINCE 2010

MAKING A DIFFERENCE

TOGETHER

Community:
Community
Community
Engagement
Engagement:
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Fighting Hunger

FI G HTI N G H U N G E R ACROSS TH E NATI O N
P / 10

Through our Perishable Donation Partnership we donated
50 million pounds of food to our hungry neighbors.
This is an associate led program that resulted in 45
million meals for our hungry neighbors.
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PE R I S HAB LE D O NATI O N S PAR TN E R S H I P
Kroger’s industry-leading Perishable Donations Partnership
(PDP) is a Company-wide program that donates safe,
nutritious, perishable food to Feeding America food banks
with the capacity to safely handle and distribute fresh
food. As a result of Kroger’s work and our partnership
with Feeding America, many other national and regional
retailers now also donate perishable products to local
food banks.
In 2014, thanks to consistent execution by our store
associates, Kroger’s PDP program expanded to 100%
of our family of stores and resulted in nearly 54 million
pounds of perishable food, equivalent of 45 million
meals being donated to local food banks. It takes the
dedication of thousands of our associates to make this
happen. We also continue to look for ways to improve and
expand the type of product that can be safely donated.

Kroger’s Simple Truth® Brand Donates to Feeding America’s Kids Café
Kroger’s natural and organic brands Simple Truth
and Simple Truth Organic® presented a $150,000
donation to Feeding America in 2015. The donation
will help Feeding America’s Kids Café program,
which provides free meals and snacks to low
income children after school hours.

Fighting Hunger in Atlanta
Kroger’s Atlanta division, in partnership with
St. Vincent de Paul, distributed more than 210,000
pounds of food and helped serve more than
150,000 people in 2014.
“Customers see me scanning out product and ask
me what I am doing,” said Meat Manager Melvin
Scott from Kroger store #491. “I tell them how we
donate food that can no longer be sold here to St.
Vincent de Paul and the food bank. They really
feel good about what we are doing and so do I.”

P / 11

Community
Engagement:
Fighting Hunger
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R E C L A M ATI O N D O NATI O N S
An innovative reclamation approach was launched in
partnership with 12 food banks across the country in
2013. Once all sell-through options have been exhausted,
unsalable but safe food is sent to processing centers
operated by food banks. Using software and training
provided by Kroger, these processing centers discard
the trash, obtain the data needed to process vendor
payments or credits due to Kroger, and then distribute
the edible and safe food to food pantries that serve
hungry people. Previously, this process was performed
by a third party and it was expensive, cumbersome, and
food banks received no benefit.
A hybrid model emerged through a partnership with our
Smith’s® banner and the Three Square Food Bank in Las
Vegas. The Three Square Food Bank picks up reclamation
at our stores along with the fresh food products donated
through PDP. The shelf-stable grocery and health and
beauty care items are delivered to the Three Square
warehouse where volunteers from Smith’s process it.
Our PDP and “donate all” reclamation process are leading
sustainable practices. Our store associates, retail operations
leaders and food bank partners all work together to make
these programs winners for our communities.

CO M M U N I T Y E N G AG E M E N T / S O C I A L
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Community Engagement:
Supporting Women’s
Health
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Kroger is a long-time supporter of women’s health initiatives,
especially breast cancer research, education and services.
In 2014, our family of stores provided more than $6 million
to support local breast cancer programs.
The American Cancer Society has recognized Kroger in
the past four years with the Corporate IMPACT Award,
given to companies that have raised $1 million or more
annually for the organization.
Thousands of Kroger associates across the country join in
the fight—as volunteers and participants at fundraising

P / 13

events in our local communities, including the Susan G.
Komen Race for the Cure® events and the American Cancer
Society’s Making Strides Against Breast Cancer® program.
A cornerstone of Kroger’s support is our annual
Company-wide cause-marketing program, Sharing
Courage™, which raised $3 million for local breast cancer
initiatives. Since 2006, as part of Sharing Courage, nearly
300 Kroger associates who are breast cancer survivors
have shared their stories on campaign marketing
materials in our stores, and through an interactive
website, www.sharingcourage.com.

K RO G E R A SSO C IATE S S HAR I N G TH E I R CO U R AG E
The Kroger Co. continues to raise funds to find a cure for
breast cancer and to connect women and their families
to the treatments and resources they need. Kroger
associates who are breast cancer survivors tell their
stories in Sharing Courage™.
LINDA P. | LOUISVILLE, KY

Linda P.
Louisville, KY
and
Violeta T.
Sherman Oaks, CA

“Fight back and people will help. When you’re courageous,
compassion will follow. The only thing I knew about
cancer was that it was important to have annual
mammograms…and I always did. When I was
diagnosed, a lot of Kroger folks supported me by

wearing pink ribbons. My co-workers even went with
me on surgery day!”
VIOLETA T. | SHERMAN OAKS, CA

“Breast cancer is one of the most treatable forms of cancer.
Don’t ever lose heart or hope. I found out in December
2012. At first, I was diagnosed with Stage 1 Breast Cancer.
Later, the cancer was classified as Stage 2. Today, I feel
blessed, triumphant, and happy—like a Champion!
I am grateful to live in the best country with the best
medical science in the world.”

Community Engagement:
The Military and
Their Families

1.13
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In 2014, Kroger continued its partnership with the USO,
our nation’s leading organization providing services for
our troops and their families. Since 2010, the Kroger
family of stores has donated $11.9 million to the USO,
in partnership with customers, suppliers and associates.
The USO recognized Kroger as its largest cumulative donor
in its nearly 75-year history. Honoring Our Heroes, our
cause-marketing campaign generated $2.3 million in
2014. Customers and associates contributed an additional
$1 million through fundraising events in our stores and
on our website, www.honoringourheroes.com. Kroger’s
support for the military expands beyond fundraising.
Kroger hired more than 6,000 veterans last year. Since
2009, more than 29,000 veterans were hired by our
family of stores.

P / 14

Kroger Heroes
Today, more than 2 million Americans serve on active
duty or in the reserves, including some of our own
associates. Honoring Our Heroes is our way of saying
thank you to our troops and our nation’s 23 million
veterans. Working together, The Kroger Co. Family of
Stores and the USO stand behind our troops and their
family members—until everyone comes home.
FRY’S: REGGIE V. | ASSISTANT STORE MANAGER AND
MARINE VETERAN

“What I missed the most about home was being with
family and eating my mom’s food—instead of
eating in the mess hall.” Reggie was deployed

5 times for 6 months each. He was stationed in
Japan 3 times, Korea once and Thailand once.
Thank you for your service, Reggie.
ANTHONY V. | STORE CLERK AND NAVY RESERVIST

“My military experience taught me that teamwork is
essential. Anything can be accomplished when you
work as a team.” Anthony enlisted in 2012. He was
called to serve at RIMPAC in Hawaii, which is the
biggest naval exercise in the world. Anthony will
continue to serve our country until 2020. Thank
you for your service, Anthony.
Read more at www.honoringourheroes.com.

Anthony V.
Store Clerk and
Navy Reservist

Reggie V.
Assistant Store
Manager and
Marine Veteran

Community Engagement:
Supporting Local
Good Works
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K RO G E R CO M M U N IT Y R E WAR DS®

SALVATI O N AR MY R E D K ET TLE PRO G R A M

Many worthwhile organizations and school-based
programs struggle to raise money for operations and
supplies. Kroger Community Rewards is an easy way for
customers to support the local causes and programs
that matter most to them. Once enrolled in the program,
customers are able to “credit” their purchases at a Kroger
store to an eligible school or non-profit organization. In
2014, the Kroger family of stores donated $51 million
to local schools and organizations participating in our
Kroger Community Rewards and supported more than
30,000 local organizations.

Each year, The Salvation Army feeds, clothes, and cares
for nearly 30 million Americans in 5,000 communities
nationwide. Customers and associates of the Kroger
family of stores across the country open their hearts and
wallets in December to support The Salvation Army’s
annual Red Kettle holiday campaign. Together, we
contributed $16.3 million in 2014. All funds stay in the
communities where collected. Contributions made at
Kroger family stores represent 11% of the total
amount raised by The Salvation Army in 2014.

CO M M U N I T Y E N G AG E M E N T / S O C I A L
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Community Engagement:
Helping Communities
in Need
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Our commitment to our communities means that we
marshal our resources when our neighbors are facing
difficult times caused by natural disasters and other crises.
Kroger’s network of stores, manufacturing facilities and
distribution outlets are able to quickly respond when a
community is in need. With the help of the American Red
Cross, we work with local governments, first responders,
and even Homeland Security to help make sure that our
communities can quickly recover. Several examples of
our work in 2014 are featured on the right.

CO M M U N I T Y E N G AG E M E N T / S O C I A L
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Fred Meyer® and QFC® Divisions Helping with the Washington Landslide Relief and Recovery
When a landslide ravaged the Oso area in Snohomish
County, Washington, the QFC and Fred Meyer divisions
rallied to offer aid to those affected in the rural community.
The March 2014 landslide caused 43 deaths and 49 homes
were completely destroyed. Fred Meyer and QFC made a
large product donation to the search and rescue crew in

Oso. Many stores coordinated food drives and organized
coin box fundraisers to benefit the victims and the first
responders. In addition, the Kroger Co. Foundation
matched customer and associate donations.

Kroger Ships Water to Affected Toledo Stores
The city of Toledo, Ohio was under a “Do Not Drink, Do
Not Boil” advisory in August 2014 after tests revealed the
presence of toxins in the water from algae on Lake Erie.
Due to the alert, Kroger officials rerouted trucks to ship
additional loads of bottled water to stores in the affected
area. Kroger also shipped prepared baby formula to
stores in Toledo.

In addition, Kroger worked with the mayor of Toledo,
D. Michael Collins, to donate a truckload of gallon jugs of
water. The 26 pallets of drinking water were distributed in
conjunction with the mayor’s office.

Kroger Steps Up to Help Michigan Water Crisis
In January 2015, Flint, Michigan residents were notified
that the city’s water had unsafe levels of a by-product
of the disinfectant chlorine. In response, the Michigan
Division sent additional truckloads of bottled water to
area stores and lowered the price of a 24-pack of water
to $1.99, or a dollar off.

“Access to clean, healthy drinking water is a fundamental
human right,” says Michigan Division Customer Communi
cations Manager Ken McClure. “It is our obligation to help.”

Associates: Safety

1.21
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Kroger is in the food business and the people business. Kroger works
hard to create a safe, healthy, inclusive culture where there are opportunities
for careers and advancement.
We believe our industry-leading safety results make our stores, manufacturing plants and facilities among the safest places to work in America. Safety
is a core value at Kroger. Keeping our nearly 400,000 associates safe is an
important part of our commitment to them.

77%

Our ultimate safety goal is zero accidents.

ACCI D E N T R AT E
REDUCTION

In 1995, Kroger launched a safety initiative that has
reduced our overall accident rate by 77.4%. We have
made steady progress every year since 1995. However,
in 2014 Kroger experienced an increase (+5.6%) in OSHA
(Occupational Safety and Health Association) recordable
injuries, for the first time since 1995. These injuries
coincided with a rapid influx of new associates that

occurred in the second half of 2014. Our retail and
logistics injury rate rose by 3.3% to 3.71 per 100 FTE*.
We have redoubled our safety efforts to return to our
long-standing trend of continuous improvement. Our
first quarter in 2015 data shows we are back on our
trend of reducing accidents.

(*The FTE rate is a nationally accepted standard for measuring injuries for every 100 full time equivalent associates.)

In 2014, 1,461 retail locations (48%) operated without
an associate lost-time injury, and 649 retail locations
(21%), and four of our manufacturing plants, went the
entire year without a recordable accident.

Associates: Safety
Associates: Safety
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Associates: Health,
Wellness and
Retirement Benefits
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Kroger is committed to our associates’ health and well-being. That is why
we offer our associates competitive wages, high-quality health care
benefits and retirement savings plans.

1.7

$

B I L L I O N A SS O CI AT E
H E A LT H C A R E

TOTAL R E WAR DS
Our Company’s total rewards package, which includes
wages, perks, discounts, and health and wellness benefits,
is among the best in the retail food industry. It is designed
to attract and retain talented associates. Our health care
plans include coverage for medical, prescription drugs,
dental, vision, disability and life insurance. We also provide
same- and opposite-sex domestic partner benefits.

H E ALTH B E N E FIT S
For associates eligible for benefits under the Companysponsored health care plans, we offer competitive
medical coverage via Health Savings Accounts (HSAs)
and Health Reimbursement Accounts (HRA’s). We offer a
number of programs to help associates better manage
their health, such as:
• In 2014, 64,363 associates and their spouses/domestic
partners received free health screenings (86% of
those eligible).
• More than $27.8 million was paid in incentives in 2014
to associates who met health screening targets.
• Our percentage of tobacco users (as indicated from
self-reporting in the health screening) has declined
2.3% since 2011.

• Kroger also offers free health coaching services for
conditions such as heart disease, diabetes, weight loss
and tobacco use cessation. Nearly 6,000 coaching
sessions were conducted in 2014.
A majority of our hourly store associates are represented
by labor unions. Kroger makes contributions to multiple
Health & Welfare Trust Funds and Pension Trust Funds
on behalf of eligible associates covered by collective
bargaining agreements. All funding for these health and
wellness trusts and pension funds is paid solely from
the Company.

1.22
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H E A LT H A N D W E L L N E S S

A S S O C I AT E S

WE LLN E SS I N ITIATIV E S
WE LLN
E SS
I N ITIATIV
S associates to improve
Kroger
also
provides
ways forE all
their health. All divisions launched “I CAN DO THAT”
Kroger also provides ways for all associates to improve
wellness challenges. Nearly 35,000 associates from all of
their health. All divisions launched “I CAN DO THAT”
our divisions participated in walking and weight loss
wellness challenges. Nearly 35,000 associates from all of
challenges in 2014. 13.9 billion steps were walked in
our divisions participated in walking and weight loss
the walking challenges and more than 9,700 pounds
challenges in 2014. 13.9 billion steps were walked in
were lost in the weight loss challenges.
the walking challenges and more than 9,700 pounds
Importantly,
ourweight
associates
pay less for their
were lost in the
loss generally
challenges.
health care benefits than other individuals working in
Importantly, our associates generally pay less for their
our industry. In 2014, the Company spent more than
health care benefits than other individuals working in our
industry. In 2014, the Company spent more than $1.7

$1.7 billion to provide health care for our associates,
their families, and retirees.
billion to provide health care for our associates, their
Over
the and
last four
years, we have seen a demonstrated
families,
retirees.
improvement in the health of our workforce through
Over the last four years, we have seen a demonstrated
lower cholesterol, blood pressure and blood glucose
improvement in the health of our workforce through
scores. Our workplace programs were recognized as a
lower cholesterol, blood pressure and blood glucose
“Best Employers for Healthy Lifestyles” award from the
scores. Our workplace programs were recognized as a
National Business Group on Health, and by the American
‘Best Employers for Healthy Lifestyles’ award from the
Heart Association.
National Business Group on Health, and by the American
Heart Association.

Associates: Health,
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O PP O R TU N IT Y CU LTU R E
We continue to do our part to create jobs and opportunity.
We employ 25,000 more associates today than we did
last year. More than 90 percent of these new jobs are in
our supermarket divisions, ranging from full-time department heads and assistant store managers to part-time
courtesy clerks and cashiers. Over the last seven years,
Kroger has created more than 65,000 new jobs in our
local communities. We are particularly proud that we
hired more than 6,000 veterans in 2014 and more than
29,000 veterans since 2009.

Evolving Workforce
Our team is ready to meet future challenges in the
industry. Kroger’s fast growth, innovation and food
culture attract some of the nation’s best and brightest.

SAR A BA SC H , 32

RO CI O I N DACO C H E A , 34

Position, join date: Category strategy manager for
private brands, 2012

Position, join date: Multicultural category manager, 2003

What she does: Chooses and designs new items under
the Company’s house labels nationwide.
Back story: A former personal trainer and independent
film producer, the Miami University grad moved into
product design where she shepherds new products from
conception to the shelf. House brands at Kroger are
approaching a $20 billion business and are a part of the
critical strategy to lure budget-minded customers.
“I’m responsible for designing new items. The cool
thing about this job is I can get inspiration from, say,
eating in a restaurant. And over 12 to 18 months, you
get to watch an idea become a live product in the
hands of consumers and friends and family.”

What she does: In charge of Hispanic product offerings
nationwide—choosing assortment, shelf space, pricing,
promotions and community events.
Back story: The Xavier University graduate began as an
assistant store manager, but moved over to category
management.
“Since I’m Hispanic, I love that I have a voice so that we
have the right products in our stores.”

Associates:
Associate Diversity
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Diversity is one of Kroger’s core values. We want our associates at all levels
to reflect the diversity of the communities where we live and work. The
Company is committed to fostering an environment of inclusion where
diversity is appreciated as a competitive advantage.
Each of Kroger’s retail divisions has developed diversity-related strategic partnerships with universities, educational institutions and community partners.

9
A S S O C I AT E
R E S O U R CE G R O U P S

Kroger provides inclusion training to all management and
many hourly associates, and numerous work locations
(stores, plants, divisions) have a culture council. These
councils, composed of a diverse array of associates, work on
projects that reflect Kroger’s core values of safety, integrity,
respect, honesty, diversity and inclusion. They also provide
leaders with feedback and facilitate communication with
associates to champion company business priorities.
Kroger is equally committed to retaining talented associates and providing career development opportunities to
help motivated associates realize their advancement

potential within the Company. Career development plans
for women and people of color are reviewed annually by
our senior management team as part of the Company’s
successor planning. Kroger requires managers and department heads to report quarterly on the recruitment and
promotion of women and people of color. Today, 51% of
all associates are female and 33% are people of color. 40%
of exempt associates are female and 20% of exempt
associates are people of color.
Kroger has a long tradition of hiring people with disabilities,
especially on our front lines serving customers. The

Bridges from School to Work program run by the
Marriott Foundation helps more than a thousand young
people enter the workforce annually with steady, beneficial employment as they leave high school. Last year,
Kroger was recognized by the Marriott Foundation for
People with Disabilities and separately by the Ohio
Governor’s Council on People with Disabilities for significantly contributing to employment opportunities for
people with disabilities.

Associates:
Associate Diversity
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A SSO C IATE R E SO U RC E G RO U P S (ARG S)
Associate Resource Groups serve as our strategic partners
by creating meaningful connections among our associates
within the Company. We currently have nine ARG’s which
reside at our Corporate location and nineteen chapters
across our divisions. Our ARG’s continue to impact our
business in the areas of recruitment/retention, products,
services, talent development, multicultural marketing,
and associate engagement.
In 2014, Kroger received a score of 85 out of 100 on the
Corporate Equality Index (CEI). The CEI is sponsored by
the Human Rights Campaign and rates companies based
on their employment policies related to gay, lesbian,
bisexual and transgender associates.
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AOK Wins Prestigious Human Rights Campaign Award
The Alliance of Kroger ARG (AOK) was honored with the
LGBT Affinity Group of the Year Award presented by the
Human Rights Campaign of Greater Cincinnati at their
2015 Gala.
The award recognizes a company’s employee resource
group for innovative ways to improve climate and culture
for LGBT employees.

group has partnered with key suppliers to reach LGBT
consumers and has established Pride displays at 100 stores
nationwide. Following a successful allies training, AOK
hosted the Company’s first-ever panel of transgender
employees, spouses and shoppers, to discuss their
experiences within the Company and stores.

Established in 2009, AOK raises awareness and promotes
inclusion among associates across the Company. The

Accepting the LGBT Affinity
Group of the Year award is
Michael Wilson, Reuben Shaffer
& Adam Roberts.

Our Food and Products

LO C A L LY G R OW N
P / 28

©WWF-US/Molly Edmonds
SUS TA I N A B L E
SE A FO O D
P / 30

Supply Chain

Our Food and Products

2.10

SU PPLY C H A I N

2015 SUS TA I N A B I L I T Y R E P O R T / K R O G E R

1.2

$

P / 25

We have a growing interest in the importance of “supply chain.” By “supply
chain” we mean the whole food growing and distribution system from
farm or ocean to our stores. Shoppers will always care about price, service,
shopping experience, product selection and quality. More and more people
also care and want to know how Kroger positively influences the supply
chain—from raw materials and ingredients, manufacturing inputs, labor
practices, and animal welfare. Kroger has programs in place to address
many aspects of a complex and dynamic food system.

BILLION
SI M PL E T R U T H
SA L E S

Kroger is quickly becoming a top destination when customers are looking for affordable, accessible organic and natural foods. We offer thousands of natural, organic and
eco-friendly product choices to meet our customers’ needs and preference for their families and homes.

Our Food and Products
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O RG AN I C

S I M PLE TR UTH O RG AN I C

Kroger is a leader in providing our customers fresh
organic fruits, vegetables and salads. Our organics
section has grown and expanded in response to our
customers’ interest in these products. Our natural and
organics store brands, Simple Truth, reached a milestone
$1.2 billion in annual sales in 2014—this within two
years of launching the brands exclusively in our stores.
During the year, more than 20 million households bought
one of our more than 2,600 Simple Truth or Simple Truth
Organic items. Both product lines have clearly defined
product standards in order to clearly communicate
to shoppers.

These products are made using methods that the USDA
includes in its definition of organic. What does it all mean?
Please visit simpletruth.com to learn more.
Kroger Manufacturing operates several certified organic
processing facilities, including: Tamarack Farms Dairy
in Newark, OH; Kenlake Foods in Murray, KY, which
produces Kroger nuts and oatmeal; and Hutchinson Dairy
in Hutchinson, KS, which produces ultra-pasteurized
organic milk and soy milk.
There is growing interest from our customers about
genetically modified organisms (GMO’s). For customers
seeking to avoid GMO’s, they can choose from hundreds
of Kroger’s organic offerings that are identified as nonGMO. The National Organic Program standards do not
allow GMO’s in the production of organic products.
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Organic Supplier
DiSanti Farms, located in Pueblo, Colorado, is a
5th-generation, family-owned-and-operated business
that has been around since 1890. The DiSanti Family
has been providing the Kroger Co. Family of Stores
with a wide range of organic fresh fruit and vegetables
for over half a century. Year round they supply many
fresh produce items, including radishes, zucchini,
yellow squash, cilantro, parsley, chilis, bell peppers
and red beets.

Our Food and Products
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NATU R AL FO O DS

S I M PLE TR UTH “FR E E FRO M 101”

Kroger continues to be one of the largest natural food
retailers in the U.S. by sales volume. Natural foods have
seen double digit growth for the past several years.
Natural food products in Kroger are primarily sold in the
1,300 Nature’s Market departments, otherwise known
as “store within a store.” All of the products within this
department must adhere to Kroger’s strict natural food
ingredient standards which mean they must refrain from
using 101 ingredients deemed “undesirable.” With over
4,000 items to choose from, Nature’s Market continues
to offer our customers not only products that are made
with the ingredients they want but also give customers the
option to buy from companies that engage in business
practices that are important to them. Third-party certifications such as Fair Trade, Rainforest Alliance and Forest
Stewardship Council are increasingly important to Kroger
and our customers.

This phrase—Free From 101—means that these products
are free from 101 artificial preservatives and ingredients
that our customers have identified as being “undesirable.”
Please visit simpletruth.com for more information.
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Traditional Medicinals
Traditional Medicinals (TM) is a medicinal tea company,
founded in the 1970’s. Since its inception, TM has
practiced sustainable farming. USDA’s National
Organic Program wild crop harvesting practice
standards require wild plants to be harvested in a
non-destructive manner and will sustain the growth
and production of the wild crop. Approximately 50%
of TM’s botanical raw materials species are wildcollected plants. Traditional Medicinals is regarded
as a leader in the sustainable food landscape. Their
track record affords them the opportunity to harvest
dandelion root and nettle herbs from the Bialowieza
Forest, a UNESCO World Heritage Site, one of the last
and largest remaining primeval forests in Europe.

Our Food and Products
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LO C ALLY G ROWN
For many years, Kroger has worked with farmers and
suppliers to bring locally produced goods to our grocery
stores. Our customers value the “locally grown” and
“locally produced” programs as these products are very
fresh and help lessen the impact on our environment
through reduced transportation and minimized handling.
We participate in many state programs that support local
and regional farmers, including: Kentucky Proud, Ohio
Proud, Colorado Proud, Michigan Select, Buy Texas,
Virginia’s Finest, and Goodness Grows in North Carolina.
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How Kroger Delivers on Fresh and Locally Grown
Bethany Manz, a regional produce specialist, delivers
local produce to our stores. Like other regional produce
specialists, Bethany is our eyes in the field for our procurement team, travelling to farms across the Midwest. Her
number one priority with produce is “fresh”—delivering
product to our customers at its absolute peak. Everything
she looks for must meet Kroger specifications, grown

Kroger’s Louisville Division expanded their commitment
to local in 2014. Kroger will sell 125 products from 34
Kentucky Proud producers in 88 stores throughout
the division.

under the USDA Good Agricultural Practices and backed
by the growers’ food safety programs.
“Regional produce specialists are the communication
arm between our Company and our farms and growers,”
said Manz.

King Soopers® Leading Local

One of Kroger’s most popular products is local too—our
17 dairies throughout the U.S. process milk from local
farmers and deliver it fresh to all of our retail stores. See
more about milk and the dairy industry on page 35.
Volunteering at the 3
Square food bank in Las
Vegas are, left to right, Ken
Derrickson, Kenny Kitsuki Store
510, Cinnamon Sammons Store
791, Mike Callihan, Julie
Klasna Store 510 from our
Food 4 Less division.

King Soopers is the largest purchaser of locally grown
produce in the state of Colorado, and has supported
the growth of hundreds of local producers and farmers.
Customers get the freshest product possible and support
the local economy while farmers have a reliable marketplace for their produce. King Soopers also sources all
of its non-organic milk from local dairy farms, and
recently built their own state-of-the-art dairy plant
located in Old Stapleton, allowing them to deliver the
freshest possible products to customers (see page 35
for more on the new dairy plant).

Our Food and Products
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FAI R TR AD E
Fair Trade is an approach to sustainable development
that can help family farmers in developing nations gain
better access to international markets. Kroger first brought
Fair Trade products to its stores in 2000, and we continue
to search for certified products that are of interest to our
customers. The number of Fair Trade Certified™ products
that we carry, including different varieties of coffee, tea
and chocolate, increase every year. These products can
be found in our natural foods department and nutrition
centers, depending on the store. Simple Truth continues
to increase the availability of products. Kroger is proud of
Simple Truth’s Fair Trade Certified products that empower
farmers, spark sustainable business and support thriving
communities.

R AI N FO R E ST ALLIAN C E C E R TI FI E D®
This certification helps ensure millions of acres of working
forests and farms are managed according to rigorous
sustainability standards. Rainforest Alliance certification
helps guide farmers toward sustainable farm management and provides independent auditors concrete criteria
to evaluate social and environmental practices. Farms
that meet the comprehensive criteria of the Sustainable
Agriculture Network (SAN) are awarded the Rainforest
Alliance Certified seal of approval, a prestigious badge
that can be used to market products. You’ll find that many
items in our stores feature the green frog seal, like our
Private Selection® Coffees, Home Sense® tissues and other
rolled tissue products, and many of the flowers we sell.

SU PPLY C H A I N
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Wholesome Sweeteners
Many Kroger customers are also interested in knowing
that the products they consume are produced by people
who earn a fair and living wage in safe working environments. Wholesome Sweeteners is an organic sweetener
company based out of Sugarland, TX. Their products
are imported from four main countries, Mexico, Brazil,
Malawi and Paraguay. In all of these countries, their core
value of “Fair Trade, Not Aid” is put into action with every

Clif Bar®
Clif Bar products made with cocoa prominently and
proudly display their Rainforest Alliance Certification.
This company has made a commitment to conserve
natural resources, support local farming communities
while ensuring the future supply of new crops by only
purchasing cocoa that is sustainably grown and
Rainforest Alliance Certified.

product sold. Not only does their fair trade certification
guarantee that farmers receive a fair price for their crops,
but Wholesome has invested over $9 million in premiums
to farmers’ cooperatives. Each of these communities
democratically determines how these premiums will be
used to benefit the entire community.
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High impact commodities are commodities that have been identified as
having the potential for higher social, environmental, or economic impacts
due to where and how they are produced or processed. Kroger leads and
participates in industry-wide and global forums to learn more about some
of these key commodities, and their specific social and environmental
impacts. We actively evaluate if there are areas where we can influence
positive change. Here are examples of what Kroger is doing in several key
areas: sustainable seafood, dairy, palm oil, conflict minerals and flowers.

I N CR E A S E I N
SUS TA I N A B L E
SOURCING

SUSTAI NAB LE S E AFO O D
Offering sustainable wild caught and farm-raised fish is important to our customers and Kroger. Our seafood buyers
recognize the importance of responsibly sourced seafood and are taking steps to ensure that the variety of fish we
enjoy today is available for future generations.

©WWF-US/Molly Edmonds
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WI LD C AUG HT
In 2009, Kroger began a partnership with the World
Wildlife Fund (WWF). This partnership and continuing
assessment work helps us better understand the sustainability of fisheries where we source our seafood. By
2015, our goal was to source 100% of our top 20
wild-caught species (by volume) from fisheries that
are Marine Stewardship Council (MSC) certified, in
MSC full assessment, or engaged in a comprehensive fishery improvement project. At the end of our
initial commitment period, 86% of our top 20 wild
caught fresh and frozen species by volume meet
these criteria. Between 2010 and 2014, Kroger significantly increased its purchase volume of seafood from
MSC certified or full assessment fisheries by almost 200%,
outpacing the growth in overall seafood procurement.
We believe this makes Kroger a leader in sales of MSC
certified seafood.

P / 31

SEAFOOD

WILDCAUGHT GOAL:

100%

FARMED GOAL:

100%

CANNED GOAL:

100%

Top 20 Wild-Caught
Species

Corporate Brands
Farm Raised

Corporate Brands
Canned Tuna

MSC certified, in full
assessment, or in a FIP

Best Aquaculture
Practice Level 2

Sourced from ISSF
participating companies

by 2015

by 2012

by 2013

Progress:

86%
MEETS GOAL

100%

BEST AQUACULTURE
PRACTICE LEVEL 2
FARM RAISED

100%

SOURCED FROM
ISSF PARTICIPATING
COMPANIES

Partners:
TM

High Impact
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FI S H E RY I M PROV E M E NT PROJ E C T S (FI P S)
Kroger additionally increased its procurement from fisheries in improvement projects by 119%. Comprehensive
FIPs offers a step-wise approach for fisheries to reach the
MSC standard. This collaborative effort brings together
fishers, the private sector, government, researchers, and
NGOs to improve the environmental performance of a
fishery. This approach ensures that FIP activities are
aligned with regionally specific interests.
By working with World Wildlife Fund (WWF) to support
comprehensive FIPs, Kroger is helping improve the health
of the world’s oceans and ensure the long-term viability
of fisheries and livelihoods of fishers around the globe.
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Kroger-Supported Fishery Improvement Projects
Kroger has supported 18 fishery improvement projects
(mapped below) since 2010 through sourcing, letters to
key stakeholders and/or direct funding.
“Since the launch of its commitment in 2009, Kroger
has proven to be a leading U.S. retailer in driving
market transition toward sustainable seafood. By
striving to ensure sustainability within its supply
chain, Kroger has provided the support needed to
move fisheries around the world toward sustainable

practices and MSC certification. This important work
helps to establish resilient fisheries that contribute
to more sustainable business, preserve livelihoods
of fishers and others in the fishing industry, and
positively impact the health of the oceans on a
global scale.”
CAROLINE TIPPETT | WWF-U.S. DIRECTOR OF SEAFOOD
ENGAGEMENT

Sometimes, however, there is consensus and science that
a species should not be fished and needs time to recover.
In those cases, we will not source these species from areas
at risk. Therefore Kroger does not source shark, blue fin
tuna, marlin, skates, rays, parrot fish and monk fish. We
listen to and learn from NGOs with expertise and experience in these areas. We rely on expertise from many
sources and science to guide our sourcing decisions. We
are proud of the work we are doing as a result of our
partnerships and informed buying processes.

FIP WE
HELP FUND
FIP WE
SOURCE FROM

INDONESIA
EQUADOR

INDONESIA

PERU

FISH E RY I M PROVE M E NT

PROJECTS

High Impact
Commodities
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AQ UACU LTU R E (FAR M R AI S E D)

G LO BAL SUSTAI NAB LE S E AFO O D I N ITIATIV E

Farm raised seafood is a healthy alternative too. Since
2012, all of our farm-raised corporate brand seafood
suppliers achieved and maintain the Global Aquaculture
Alliance’s (GAA) Best Aquaculture Practice (BAP) level 2
certification. This third-party audit ensures high stan
dards for environmental practices, food safety, quality,
and traceability. For more information, please visit
www.gaalliance.org/.

Kroger is a founding partner of the Global Sustainable
Seafood Initiative (GSSI) and a representative sits on the
Board. The GSSI mission is to create a common, consistent
and global approach for the continuous improvement of
seafood certification and labeling programs that promote
seafood sustainability. Such an approach will ensure
confidence in the rating of sustainable seafood for

consumers worldwide. Since the launch in 2013, more
than 30 companies and multiple other stakeholders have
supported the process. The initial Benchmarking Tool
draft was released for public comment in mid-2014. For
more information: www.ourGSSI.org.

C AN N E D TU NA
All of our corporate branded canned tuna is sourced from
companies who participate in the International Seafood
Sustainability Foundation (ISSF). The ISSF was formed
in 2009 to create science-based solutions for tuna fisheries
worldwide. We are committed to continuously evaluating
improvement opportunities in this area.
Funding provided by Kroger
enabled the transition from
J-hooks to circle hooks, which
help reduce turtle by-catch.

©WWF-US/Molly Edmonds
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H OW WE I M PROV E
Kroger takes its responsibility to influence the fishing
and farming practices around the world seriously. We
listen to and learn from many advocates for sustainable
fishing practices and respect the multiple viewpoints
that exist for how to ensure the future of various species
of fish. We continually evaluate how we can improve our
buying and sourcing practices, and contribute to the work
being done to improve the sustainability of wild caught,
farm raised seafood, and canned tuna.

Kroger believes in the importance of transparency and
we will continue to share with our customers information
about the dynamic seafood sustainability landscape as
well as work to improve and promote it. Last year we
launched a series of videos to share our approach to
seafood sustainability. To learn more about our seafood
sustainability efforts and policy, please visit our website
at http://sustainability.kroger.com.

Kroger.com/sustAinAbility
Kroger proudly supports WWf’s efforts
to improve the heAlth of the World’s oceAns
through our commitment to mArine steWArdship
council certified Wild-cAught seAfood.
leArn more At WorldWildlife.org
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Today, palm oil is the world’s leading oil crop and accounts
for roughly one-third of the global vegetable oil production. Unless it is sourced responsibly, however, palm oil
can contribute to deforestation in parts of the world.
In April of 2013, Kroger adopted a Company policy about
the use of palm oil in our corporate brand products. We
committed to purchase 100% certified sustainable palm
oil (CSPO) to be used in these products by the end of 2015.
Suppliers have been asked to acknowledge and accept
the corporate policy, as well as state their progress. At
the time of printing, Kroger manufactured products

implemented a plan to source 100% CSPO (mass balance).
About one-third of Kroger labeled products are currently
sourcing CSPO. Simple Truth products that contain
palm oil are sourcing 100% CSPO. We continue to work
with suppliers in transition throughout the year. We will
continue to support public policy efforts for a moratorium on palm oil expansion in rainforests and peat lands.
Our position on palm oil is in line with the position
advocated by the Consumer Goods Forum, an international body of retailers and consumer packaged goods
(CPG) manufacturers. For more information, please visit
www.theconsumergoodsforum.com.

High Impact
Commodities
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DAI RY
Kroger is both a retailer and processor of milk. We have
17 fluid milk processing plants across the U.S. Kroger is
committed to producing and selling the highest quality,
freshest, most sustainable dairy products available.
Our dairies processed more than 509 million gallons
of raw milk for corporate brand products in 2014. We
receive our raw milk from local dairy farmers across the
United States. We have invested in many initiatives from
the farm to the store that make Kroger a leader in providing the freshest milk possible. Kroger has strict quality
metrics for incoming raw milk; from the time we receive
it we keep it cold and moving through the plant adhering
to strict quality standards. These efforts allow us to
provide a 10-day freshness guarantee, making us a leader
in the industry.
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Kroger Pours It Forward for Hunger Action Month
In 2014, MilkPEP teamed up with Kroger for a 3-week
in-store partnership during the month of September
(National Hunger Action Awareness Month) called Pour
It Forward. More than 1,600 Kroger stores across the
country promoted The Great American Milk Drive with
in-store signage and tear pads that allowed shoppers to
choose a donation at checkout of $1, $3 or $5 to add
to their grocery bill. Thanks to our associates and

customers, 60,027 Free Milk Vouchers have been sent to
85 Feeding America Food Banks.
“Kroger’s participation in The Great American Milk
Drive is a point of pride and we look forward to next
year’s campaign, making even more milk available
to local families in need,” says Feeding America’s
Kelli Walker, Director, Corporate Sponsorships.

Mountain View Foods Plant

U.S. Dairy Innovation Center

In May 2014, Kroger opened the Mountain
View Foods plant in Denver—our first
new fluid milk plant in more than 20
years. The facility processes fresh conventional and organic milk in halfgallons and gallons and it packages
aseptically processed milk, creams and
juices in quarts and smaller bottles. At
full capacity, Mountain View Foods will
service a few thousand groceries and
convenience stores in the Kroger network in Colorado and nearby states. It is
a state-of-the-art facility with quality,
freshness and shelf life built into every
part of the process.

Kroger works with the Innovation Center to explore opportunities
for food waste partnerships with dairy farms. In 2015, an Innovation
Center sustainability manager will work with Kroger to identify
on-farm digester partnerships that can help divert Kroger’s food
waste. The manager will also work with Kroger to help assess the
potential for broader adoption of digesters through Kroger’s
leadership role in the Food Waste Reduction Alliance. The Food
Waste Reduction Alliance seeks to develop practical, scalable
solutions to the connected challenges of hunger and food waste.
Kroger is proud to participate in this industry effort to continue to
improve the environmental impacts of dairy and retail operations.
For more information on the U.S. Dairy Innovation Center, please visit
www.usdairy.com.

High Impact
Commodities
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FLOWE R S
As the nation’s largest florist, we work with the leading
suppliers who understand how to effectively manage
their farms now, and in the future. We understand that
customers increasingly want to know where and how
flowers are grown, harvested and transported. Rainforest
Alliance Certification offers a comprehensive approach to
sustainable agriculture. On Rainforest Alliance Certified
flower farms, dangerous agrochemicals are prohibited
and soils, waterways and wildlife habitat are protected.
Farm workers enjoy decent housing, access to medical
care and schools for their children. The little green frog
seal assures consumers that the flowers they are purchasing
have been grown and harvested using environmentally
and socially responsible practices.
Our corporate brand roses are Rainforest Alliance Certified.

Kentucky Derby—Garland of Roses
Did you know that Kroger supplies the flowers for the
Kentucky Derby? Since 1987, Kroger’s master floral
designers have crafted the “Garland of Roses,” which
is bestowed upon the winning thoroughbred. It takes
nearly one dozen master florists and many volunteers
approximately seven hours to create the garland, which
measures 122 inches long by 22 inches wide, weighs
approximately 40 pounds, and contains more than
400 “freedom” roses.

P / 36

J E WE LRY
Fred Meyer Jewelers® continues to help turn our customers’
life occasions into celebrations; and we do it responsibly.
We engage with the Responsible Jewelry Council (RJC),
an international non-profit organization bringing
together more than 470 members across the supply
chain, and our suppliers to raise industry standards and
improve sourcing practices. The RJC works to improve
consumer confidence in the jewelry industry by creating
auditable standards. Certification builds trust between
companies in the industry and our customers. By maintaining our certification, we demonstrate our commitment to responsible practices in a way that is visible to
our customers and business partners.
Fred Meyer Jewelers continues our efforts towards
compliance with the Conflict Minerals provision of the
Dodd Frank Financial Reform Bill. This rule requires
jewelry companies in the U.S. to report on efforts to trace
back gold and other minerals in their products to the
country where they were mined to ensure their sources
do not support conflict. We support the underlying goal
of the rule and are working with our vendors and industry
associations towards compliance.

Monitoring What
Matters to Our
Customers: Food Safety
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Food safety is Kroger’s top priority. We want to ensure our customers can
count on wholesome, fresh, and safe food for their family. Therefore, we
have well-established, science-based practices in place to ensure that the
food items sold in our stores are prepared and handled safely. In 2012, our
leading practices earned us top honors in the food safety field, the Black
Pearl award, by the International Association for Food Protection. In 2013,
Kroger received the SQF Manufacturer of the Year award for maintaining
food safety programs at our manufacturing facilities. Our excellent Food
Safety team continues to develop and maintain programs to address emerging
food safety topics. Kroger’s board of directors and senior management
actively monitor our food safety performance.

R ETAI L STO R E S
AU D IT S
Kroger conducts a bi-monthly food safety review (FSR) audit of each store. These audits are conducted by third-party firms and augment inspections conducted by local health
departments and Company associates. In 2014, Kroger conducted 14,200 food safety reviews and followed up on results to resolve any issues that were identified.
Kroger monitors food safety audit results with the same rigor as financial results. We use these audit results to consistently monitor our store operations, and to understand and
correct non-compliance with our own standards and those of governmental agencies.

Monitoring What
Matters to Our
Customers: Food Safety
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TR AI N I N G AN D C E R TI FI C ATI O N

S E RV E U P SAFE D E LI C I O US FO O D®

R E C ALL S

In 2014, we provided food safety training to more than
42,350 hourly associates. Associates working in our perishable foods department are required to complete food
safety training and to pass tests.

Fifty thousand of our associates have been trained in our
industry leading food safety program, Serve Up Safe
Delicious Food. This initiative focuses on improving
food safety awareness and behaviors among our associates. There are three core areas in the Serve Up initiative:
Foods at Safe Temperatures (FAST); Sanitation; and
Personal Hygiene.

Products are removed from stores for many reasons.
Sometimes it is due to an incorrect label. Other times
an incorrect ingredient is added. On rare occasions, a
product can be recalled because it may be the source
of illness or injury. Kroger follows the industry and
government standards for both product recalls and
withdrawals. We also are a leader with our 24-hour,
seven-day-a-week process for quickly removing from
sale any recalled or withdrawn product. Kroger was one
of the first retailers to implement a customer notification
system for certain types of recalls. Using our customer
loyalty database, we are able to notify customers via
register receipts and phone calls about recalls of
products they may have purchased.

Store managers must take an eight-hour course in food
safety and pass the Certified Food Safety Manager (CFSM)
test, a nationally accepted certification requirement. Our
co-managers are also required to obtain this certification
during their training. More than 4,500 store managers
and co-managers earned this certification last year.

Keeping foods at safe temperatures is critical to providing
fresh, high-quality products that will keep our customers
safe and coming back to our family of stores. We maintain
temperature logs to ensure all perishable foods are stored
at the proper temperature. In fact, we monitor temperatures every four hours for cold foods and every two hours
for hot foods. Store managers review these temperature
logs routinely and during our bi-monthly Food Safety
Review (FSR) audits.
We continue to find new ways to improve. We are putting
an automatic temperature monitoring program in all of
our refrigerated cases. To date this equipment has been
installed in more than 1,000 stores with the remaining
stores to have this technology in the coming years. This
program will not only monitor temperature and trends
but it also will send alarms to store management when
temperature trends are warming. This alarm feature will
enable store associates to react to negative temperature
trends well before they become food safety issues.

Rapid Recall Exchange (RRE) is industry collaboration
between suppliers and retailers. It provides timely and
accurate product recall and withdrawal notifications to its
members through a convenient web-based service that
speeds up the recall process. Kroger was an early adopter
and has been a leader in RRE practices. Today, nearly 800
companies participate in the Rapid Recall Exchange.

Monitoring What
Matters to Our
Customers: Food Safety
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G FS I AU D IT S
Kroger believes in the importance of continuous improvement in the food safety area. In 2014, every Kroger manufacturing plant received full Global Food Safety Initiative
(GFSI) certification. These standards are best-in-class and

require the constant improvement in food safety as
measured by certified third-party auditing companies.
All of our private label suppliers are required to have GFSI
certification. This is an industry-leading practice.

Q UALIT Y AN D CO R P O R ATE B R AN DS M AN U FAC TU R I N G STAN DAR DS
Kroger operates 37 dairies, bakeries and grocery manufacturing plants around the country. Nearly half of our
corporate brand grocery products are manufactured in
one of our own plants. We follow leading industry practices
and use the same type of auditing approach with our
plants that we use with our retail grocery stores, combining
the data from third-party audits, internal audits, and those
of regulatory agencies to help us monitor and continuously improve our operations.
We set high quality and performance standards for all
of our Corporate Brand products, whether we make
them ourselves or use a third-party supplier. We measure
our performance in several ways, including comments
we receive on our toll-free phone line and via emails.
A standard industry measure of product quality is the
number of comments received per million units of
product. In 2014, our rate of customer comments per
million units of product was 9.19. This was an increase of

8.2% from 2013. We continue to monitor this important
source of feedback and regularly review all customer
comments. Our product technologists investigate the
causes and implement corrective actions as needed.
When Kroger customers have questions, concerns or
just need help in planning that special meal, they can
call us toll free at 1-800-KROGERS or email us through
www.kroger.com. We have professional dietitians and
home economists on staff, as well as other speciallytrained representatives who can help.
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SU PPLI E R M ANAG E M E NT
Kroger strategically manages our supply chain so that we may better respond to changing regulations, protect our
reputation and maintain customer trust. We do this in several ways.

SO C IAL CO M PLIAN C E AU D IT S

I D E NTI F Y I N G TH I R D - PAR T Y R I S K S

Kroger is working to ensure an ethical supply chain for
the products sold in our stores. We have a zero tolerance
policy for human rights violations in our supply chain.
Our program continues to evolve and in 2014, we took
several important steps to drive responsibility and
accountability into our supply chain.

Kroger identifies risks by working with industry groups
and stakeholders, engaging with non-governmental
organizations, and with governments. We have increased
the size of our compliance team that is responsible for
issuing and reviewing the audits, assessing risks and
developing a reporting structure that informs our
business decisions.

After consultation with a number of stakeholders, we
updated our Vendor Code of Conduct, which can be
found at www.thekrogerco.com. The new Code makes
it clear that our suppliers and their suppliers are expected
to live up to our Code of Conduct. If they don’t, we won’t
do business with them.
We are also significantly increasing the number of social
compliance audits that we will conduct going forward.
Working with a leading international compliance firm,
we developed a unique social audit that will be required
of certain suppliers. Our initial focus will be on higher risk
commodities and supply chains for corporate branded
food and non-food items.

SU PPLI E R I N FO R M ATI O N M ANAG E M E NT
Kroger recently implemented a Supplier Information
Management (SIM) system that will help improve supplier
qualification, set-up, and communication processes. SIM
helps us maintain a common set of data on all of our
existing and potential suppliers. The data is housed in one
central location and accessible by qualified associates
across the Company. Sourcing teams will be able to
easily identify suppliers who are (or are not) qualified to do
business with us. This improved transparency across the
supply chain will allow us to improve our risk management
associated with third parties.
We expect our program to continue to grow and develop
to ensure a responsible and ethical supply chain.

Monitoring What
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Kroger has a long-standing commitment to responsible business practices,
including the humane treatment of animals. While Kroger does not operate
any farms or animal processing facilities, we are continuing to provide leader
ship on this important topic within the retail grocery industry. Specifically,
we require our suppliers to meet or exceed the Food Marketing Institute’s
(FMI) Animal Welfare standards. Since 2008, we also have convened our
own independent panel of animal science experts to make recommendations
on how we can work with the industry to improve animal welfare. These
experts meet at least once annually to review our suppliers’ compliance
with the FMI’s Animal Welfare standards and other best practices. When
audits fall below acceptable norms, our Regulatory Compliance Team
determines improvement steps with our vendors.
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BISPHENOL A (BPA)

Over the last several years, our corporate brands team
has responded to customers’ requests to remove certain
ingredients from our products. We have also worked to
reformulate alternatives for our baby products. They
are now free from triclosan, quaternium-15, phthalates,
parabens and chlorine in pulp. By the end of 2014,
corporate branded body washes and antibacterial soaps
were triclosan-free. This area continues to evolve and our
corporate brands will continue to respond.

Kroger recognizes that BPA is of concern to some
customers. To address these concerns, Kroger is working
to limit the presence of BPA in several areas. Kroger’s first
priority was to notify suppliers that we would no longer
accept BPA in products commonly used by infants and
toddlers, such as trainer cups, pacifiers, and utensils.
Since 2009, these products have been BPA-free.
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Kroger is steadfast in our efforts to remove BPA in the
linings of canned goods in our corporate brand items.
We actively engage with suppliers on feasible alternatives
and how to appropriately message this to customers.
Simple Truth Organic canned products are packed in
non-BPA liners. Later this year, new packaging for several
categories will feature the non-BPA liner icon.

E N G AG I N G WITH STAK E H O LD E R S
We believe it’s important to listen to a diverse set of
perspectives when addressing concerns related to our
supply chain and to positively influence where we can. We
voluntarily collaborate with various industry groups, listen

and learn from our investors, seek sound science from
both governmental and non-governmental agencies, and
we listen to our customers’ concerns.

Supplier Diversity
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Diversity is one of Kroger’s core values and we have actively sought
diversity among our vendor partners for more than 30 years. Minorityowned and women-owned business enterprises (MBEs and WBEs) along
with other small businesses provide products, services and perspectives
that align with our strategies and help us better understand both our
customers’ needs and trends in the marketplace. We value our business
relationships with these M/WBEs because they provide employment
opportunities in our local communities and their products and services
are often unique and generate positive sales results.

DIVERSE
SPEND

AC H I E V E M E NT S
B I LLI O N D O LL AR RO U N DTAB LE
Since 2006, Kroger has spent more than $1 billion annually with minority- and women-owned business enterprises. As
a result, Kroger is a member of the Billion Dollar Roundtable, a prestigious forum of 20 corporations that have achieved
$1 billion or more in annual spending with M/WBEs. We achieved this goal by partnering with more than 923 M/WBE
companies in 2014.
Other Billion Dollar Roundtable members include Procter and Gamble, Johnson and Johnson, Toyota and Microsoft.
To learn more about the Billion Dollar Roundtable, visit http://www.billiondollarroundtable.org/.

Supplier Diversity
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M I LLI O N D O LL AR C LU B
In 2014, the United States Hispanic Chamber of Commerce
(USHCC) once again included The Kroger Co. in their
“Million Dollar Club.” This club recognizes corporations
that are leaders in integrating Hispanic-owned business
enterprises (HBEs) into their supply chains.
Kroger was among 46 other corporate inductees, including
Wells Fargo and Company, Johnson and Johnson, and
Toyota. The 4 honorees that were recognized spent
between $25 million to upwards of $1 billion with
Hispanic suppliers in 2014.

D IV E R S IT Y BUS I N E SS.CO M’S D IV50 LI ST
Kroger was ranked 11th on the 15th annual list of America’s
Top 50 Organizations for Multicultural Business Opportuni
ties by DiversityBusiness.com. This makes the fifth consecu
tive year that Kroger has been recognized by this highly
respected organization. Known as “the Div 50,” is a listing
of the top 50 corporate and organizational buyers of diver
sity products and services throughout the U.S. The list is
compiled based on responses to DiversityBusiness.com’s
annual survey of more than 1,300,000 diverse-owned
businesses. Their answers were based on factors such as
volume, consistency, and the quality of business initiatives
a company grants to multicultural suppliers.
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Dutch Gold Honey®
Dutch Gold Honey is a women-owned honey and
maple syrup company, founded in 1946 by Ralph
and Luella Gamber in Lancaster, PA. What began as
a family beekeeping hobby grew over time as a
testament to the Gamber’s focus on quality and
customer service. In 1997, the Gambers acquired a
family-owned maple syrup company in New Hampshire
and added a second pure and natural sweetener to
their product line. Dutch Gold partnered with Kroger
to develop the Private Selection Maple Syrup program
over ten years ago and most recently continued this
alliance with both Simple Truth Honeys and Simple
Truth Maple Syrups.
Currently, Dutch Gold is the largest family-owned-andoperated honey packaging company in the United
States. Nancy Gamber, the daughter of the founders
and CEO, continues her parents’ commitment to
strengthening relationships and offering pure and
wholesome honey and maple syrup products that
appeal to today’s consumer.
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Kroger has a commitment to environmental sustainability. We strive to
reduce our impact on the environment by using natural resources
responsibly and minimizing waste in all of our operations.

2.3

Our aggressive work in energy management has enabled us to reduce
overall energy consumption in our stores by 35%. We have saved more
than 2.3 billion kWh—that is enough electricity to power every singlefamily home in Charlotte, North Carolina, for one year. This is the carbon
equivalent of taking 334,000 cars off the road for one year!

B I L L I O N kWh
SAV E D

“Kroger is a leading example of how businesses and organizations are
incorporating ENERGY STAR into their sustainability programs,” said EPA
Administrator Gina McCarthy. “Kroger’s role in energy management is
helping reduce our nation’s greenhouse gas emissions that fuel climate
change and preserve a healthy planet for future generations.”

2015

Energy
/ Carbon
Energy/Carbon

3.10
3.10

ENVIRONMENT
ENVIRONMENT

P / 48
P / 48

M AK I N G A D I FFE R E N CE TO G ETH E R
Through our Perishable Donation Partnership we donated
50 million pounds of food to our hungry neighbors.
That is enough bread, meat, cheese and produce to
equal 3,700 miles of our classic deli sandwiches side by
side!

35%
REDUCTION
SINCE 2000

CONSUM P TION R E DUC TION

ENERGY & CARBON

Energy/Carbon
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H OW WE R E D UC E E N E RGY
New stores include any number of energy efficiency
features, including LED lighting, variable speed drives,
skylights with setback controls, anti-sweat heat control,
distributed refrigeration systems, heat reclaim systems,
nighttime lighting control, building and refrigeration
control systems, motion sensors and high efficiency
lamps and ballasts, as well as newer features including
refrigeration case controls, digital scroll compressors,
demand defrost and demand control ventilation. In
addition, Kroger now monitors energy usage and verifies
set points on an ongoing basis in all stores to detect and
avoid increases in energy usage.
Kroger utilizes the ENERGY STAR program to track and
assess energy consumption across our retail locations.
We can benchmark building energy performance, assess

energy management goals over time, and identify strategic
opportunities for savings. The Kroger family of stores
have 675 ENERGY STAR Certified store locations, with
plans to certify more stores in the future. Over the last
five years we have received a number of utility awards
for energy efficiency including those from Southern
California Edison, Duke Energy, American Electric Power
and Arizona Public Service.
In 2014, Kroger certified 163 stores as part of the EPA’s
“Certification Nation” competition, among the top ten
competitors nationwide, earning EPA’s “Elite” level certifi
cation. We are proud of what we have accomplished thus
far. This work earned Kroger the prestigious ENERGY STAR
Partner of the Year Award in early 2015.

H OW WE I M PROV E I N O U R R ETAI L STO R E S
Even in this area where we have been tremendously
successful, we have opportunity to improve. Our nearly
400,000 associates are engaged in reducing energy
consumption in the workplace in numerous ways. Their
actions are as important as ever to make a real difference
to help maintain and reinforce the basics like FAST

(Food at Safe Temperatures)—an automated system of
over 200 sensors per store to ensure our food safety
program, proper case stocking, doors closing, and case
temperatures, along with turning out lights and turning
equipment off at night. All of which save energy.

Energy/Carbon
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TITLE O F I N FO G R APH
In March 2014, Kroger and WWF developed a joint
campaign to publically promote Kroger’s commitment to
sustainable seafood. Signage was placed at the front of
the store in X NUMBER of Kroger stores across the United
States. photo

SINCE 2000

GROCERY STORES
HAVE SAVED MORE THAN

2.3 BILLION

=

KILOWATT HOURS

CARBON EQUIVALENT OF TAKING

334,000 CARS *
OFF THE ROAD FOR ONE YEAR!

*per EPA GHG calculator

T O TA L E N E R G Y

ENERGY & CARBON

H OW WE I M PROV E I N O U R M AN U FAC TU R I N G PL ANT S:
Kroger’s manufacturing plants continue to make
progress in reducing consumption of electricity and gas.
Overall, they reduced enough energy to annually power
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The manufacturing group is leveraging the ENERGY STAR
program as part of their ongoing commitment to reduce
energy. In 2014, 20 plants have formed energy teams
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C AR BO N FO OTPR I NT
In 2014, Kroger’s total carbon footprint increased by
1.1% as compared to 2013 (6.4 million metric tons CO2e).
Scope 1 increased and scope 2 decreased. Scope 1
increased primarily because of the required phase-out
of HCFC’s to HFC systems. The scope 2 decrease is due to
our energy efficiency work. Kroger utilizes the method
ology set forth by The Climate Registry’s General Report
ing Protocol.
Even though we continue to grow in size and sales, our
emissions stated on a (metric ton CO2e)/1,000 sf. basis
continues its long-term decline.
Kroger joined U.S. EPA’s GreenChill program in 2014.
GreenChill is an EPA partnership program with food
retailers to reduce refrigerant emissions and decrease
their impact on the ozone layer and climate change. We
report on our refrigerant management progress and goals.
We have reduced refrigerant leaks by 11% since 2012.
Kroger continues to investigate the cost and efficacy of
refrigerants with lower global warming potential (GWP).
While many of these alternatives are cost prohibitive

today, our current prototype uses a distributed refrigerant
system, which reduces the refrigerant charge by 45% of
previous systems. Our new store in Holland, OH, opened
in December 2014, is Kroger’s first store to test a CO2
trans-critical refrigeration system. It utilizes CO2 as a
working refrigerant which only has one GWP per pound.
The store recently received “platinum” level certification
from the U.S. EPA’s GreenChill program, the highest level
achievable for an environmentally-friendly refrigeration
system. We plan to learn from this test and evaluate overall life cycle costs of these lower emission alternatives.
We publicly report our carbon footprint to the Carbon
Disclosure Project (CDP). This international organization
records scope 1 (Direct), scope 2 (Indirect) and scope 3
carbon measurements. Kroger expanded our footprint in
2014 to include a partial scope 3 which includes companygenerated waste and business travel for the first time.
Scope 3 was 331,079 metric tons of carbon dioxide
equivalent. Reducing our carbon footprint remains an
important pillar in Kroger’s sustainability agenda.

Energy/Carbon
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R E N E WAB LE E N E RGY
WI N D
Kroger has two wind energy turbines located at the
Turkey Hill Dairy in Lancaster, PA. Kroger’s Turkey Hill
Dairy purchases all of the wind energy produced from
The Frey Farm Wind Turbine Project. For the third full
year of operation, these turbines supply up to 25% of the
dairy’s annual electricity needs which will be enough
power to produce six million gallons of ice cream and
15 million gallons of iced tea for one year.

SO L AR
Five Kroger stores have approximately 600 kW of solar
energy capacity that produces nearly 750,000 kWh per
year. Our newest solar array is 200 kW in size, which commenced operations in Los Alamos, New Mexico this year.
The Clackamas Distribution Center (DC) in Oregon was
the first DC to install a photovoltaic system in December
2011. It has a 500 kWh capacity, which continues to
provide about 10% of the DC’s power requirements.
Total solar production in 2014 was approximately
2.4 million kWh.
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Fry’s Power Parasol—One Year Later
In 2013, Fry’s installed the first commercial application of
the PowerParasol—a patent-pending solar energy and
shade technology. This unique design shades our parking
lot while producing renewable energy. In fact, the 580
kilowatt system covers 1.7 acres and generated an
estimated 1 million kilowatt hours of clean renewable

energy in its first full year of operation. They have leading
energy efficiency practices and now with the solar
shading, one more reason for our customers to shop
Fry’s. As a result, Fry’s is looking at the feasibility of other
installations.

Utah Solar Array
In 2014, Smith’s Food & Drug Stores unveiled the second
largest roof top mounted system in Utah at its main
distribution center in Layton, Utah. The 1 Megawatt
AC Solar Photovoltaic (PV) Roof Top System consists
of 4,066 solar panels, which will produce 1.8 million
kilowatt hours of clean electricity annually and cover
1/4 of the energy usage of the distribution center.
The new system establishes a guaranteed cost for
approximately 20% to 25% of the total electricity for
the grocery and freezer storage operations over the
next 20 years. The project is in partnership with Rocky
Mountain Power. Smith’s Layton Distribution Center
will reduce energy production needs by 20–25%
per year.

Water
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M AN U FAC TU R I N G PL ANT S

R ETAI L STO R E S

Our manufacturing plants continue to focus on reducing
their use of water. As a result, the manufacturing group
was able to reduce 43 million gallons of water in 2014.
This is equivalent to the yearly water usage of 1,025
American homes. This was accomplished through a
focused effort using a variety of approaches including:
better understanding of water flow, recycling water on
pre-rinse, recirculating cooling water, improving rinse
systems, replacing inefficient equipment, reprocessing
rejected water from reverse osmosis plants, reducing
water leaks, and improving condensate return systems.
Many water conservation techniques can be directly linked
to reduced energy consumption, resulting in even greater
cost savings and reduced use of this natural resource.

We continue to seek water reduction opportunities in
our retail locations. In 2013, we created a baseline of our
water usage by division, determined cost structure, and
initiated conservation measures in four of our western
divisions as a test. Our division facility engineering teams
started to elevate and share their best practices on conservation. We had a goal to reduce water consumption
by 5% in 2014, across the Company. Net savings across all
grocery stores was 2%. Congratulations to our QFC, Delta,
Fred Meyer and Louisville divisions for achieving the 5%
goal, with Michigan and Atlanta just shy of this goal.
Water reduction poses a challenge as we work hard to
reduce waste, but at the same time maintain cleaning
and food safety standards. We are assembling a crossfunctional team to address water usage more broadly as
we know how important this natural resource is.

Water Reduction Wins
In 2014, the Crawfordsville’s cheese plant team worked
hard on water savings. The team started putting into
practice dry clean procedures on most of the equipment, where possible, during sanitation procedures.
This made it possible to reduce the water usage by
36% which equates to 5,658,557 gallons annually.
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Conserving Water One Gallon at a Time
Since 2014, Fry’s division reduced water use by more
than 13 million gallons, or 6.2 percent, saving nearly
$100,000. Fry’s instituted various innovations to reach
this goal. Fry’s improved the efficiency of cooling
towers, as they consume on average 50 percent of a
store’s water. Cooling towers cycle water to cool down
a store’s refrigeration and freezer units—a feature
unique to stores in the western part of the country.
In addition, Fry’s installed 100 low-flow sprayers in
sinks and dishwashers across the division’s stores and
monitors landscaping expenses to address water leaks
or overwatering.
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Moving our facilities toward “zero waste” is one of Kroger’s key sustainability
priorities. In 2014, we continued to move the needle in our waste reduction
initiatives and continue to look for new ways to improve our business practices.
Whether it is diverting waste from landfills, reducing our packaging, recycling
plastic bags, or donating safe, perishable foods to food banks, we are
increasing recycling rates and finding cost-effective and responsible
alternatives for our waste.

1,000

+

S T O R E S R E C YCL I N G
ORGANICS

Several years ago, Kroger joined the EPA’s Waste Wise Program and adopted
the EPA’s “zero waste” definition for our Company-wide sustainability
efforts. This nationally recognized program gives us a way to benchmark,
measure and communicate our efforts in a more consistent and cohesive
way. It also allows us to track individual waste streams, track our progress
over time and identify even more opportunities for waste reduction. Our
goal is to ultimately meet and exceed the EPA’s “zero waste” threshold of
90%, in all our facilities.

STR IV I N G FO R Z E RO WA STE I N O U R R ETAI L LO C ATI O N S
In 2014, we expanded the enterprise-wide waste diversion initiative in all grocery stores. With a continued focus on food waste diversion, Kroger was able to increase the number of
participating locations to 1,061, and increased organic waste diversion by 12%. A combination of composting, anaerobic digestion and animal feed programs were utilized to divert
33,000 tons of food waste.

Zero Waste
Zero
Waste

3.30

ENVIRONMENT

FOOD R ECOVE RY

Z E R O WA S T E

98

FO O D WA STE
highOur customers trust Kroger to deliver safe, fresh, high
quality foods and
and sometimes
sometimesexcess
excessfood
foodisisgenerated.
generated.
large food
foodretailer
retailerand
andmanufacturer,
manufacturer,we
weare
are
As a large
uniquely positioned
to
responsibly
reduce
and
manage
positioned to responsibly reduce and manage
hierarchy to
to
this surplus.
surplus. We
We use
use the
the EPA’s food waste hierarchy
provide a framework
framework in
indetermining
determiningthe
thebest
bestoror“highest
“highest
value” of our waste.

P / 55

MILLION

SOURCE
REDUCTION

FEED HUNGRY
PEOPLE

REUSABLE PLASTIC
CONTAINERS

54

MILLION
POUNDS OF FOOD

FOOD WASTE
DIVERSION

FEED ANIMALS
INDUSTRIAL USES
COMPOSTING

33,000
TONS RECYCLED
IN 2014

IN

12%

1,061
STORES

INCREASE
IN 2014

*EPA WasteWise Food Waste Recovery Hierarchy

Zero Waste

3.30

ENVIRONMENT

2015 SUS TA I N A B I L I T Y R E P O R T / K R O G E R

P / 56

Food Waste Diversion—King Soopers/City Market® Division
The strong leadership of the division and store teams
helped drive improvement in their waste diversion
initiatives. In 2014, the division successfully implemented
organic waste diversion programs in 24 stores. The success
of the execution in these stores has been so effective,
they plan to add another 70 stores to the program in
2015. King Soopers store #19 located in Denver, CO, has
the highest volume of recycling in the division. Over the
last 12 months, the store has diverted almost 400,000
pounds of food waste and recyclables from the landfill.
With the great store leadership and associate engage
ment, the store diversion rate continues to average

HA Z AR D O US WA STE
Kroger is committed to compliance with all applicable
legal and other requirements. In 2014, an expanded program was established for hazardous waste management
in each of our supermarket divisions. Pilot projects have
been rolled out for the recycling of waste aerosol cans
and nicotine smoking cessation products. Our Fred Meyer
division has recycled over 9,000 pounds of aerosol cans
since November 2014.
Further, Kroger is establishing an environmental compliance center of excellence to enhance overall environmental
management across the enterprise.

Z E RO WA STE I N FO O D
M AN U FAC TU R I N G PL ANT S
In 2014, 27 of our 32 corporately managed manufacturing
plants were designated as “zero waste” facilities. In 2014,
our manufacturing plants reduced the amount of waste
sent to landfill by 1.3 million pounds. That’s a 13.84%
waste reduction from 2013. Additionally, these plants
recycled more than 307 million pounds of material.

almost 35,000 pounds per month. The store has reduced
landfill waste to such a degree they are no longer utilizing
the compactor for landfill waste. The compactor is
currently being utilized as the composting bin.
“We are excited about our organic waste diversion
roll out. Our goal is to divert the highest volume of
recyclable material of any Kroger division by the
end of the year.”
DAVE VONFELDT | KING SOOPERS/CITY MARKET DIVISION
EXPENSE/SANITATION/SUSTAINABILITY MANAGER

PAC K AG I N G D E S I G N
Packaging our Corporate Branded products more
efficiently is another way Kroger is working to reduce
waste. Our Packaging Engineers continue to find new
and innovative ways to reduce the packaging for these
products. The bags of 8 oz. shredded cheese were
changed from a pillow pack style bag to a standup
pouch. This new pouch uses over 20% less film surface
and 9% less zipper resulting in over 175,000 lbs. less
plastic used each year to package this shredded cheese.
Kroger Manufacturing also reduced the weight of the
bottles and caps we use to package our popular Vitamin
Water resulting in 127,000 lbs. less plastic per year.

Zero Waste
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I N C R E A S I N G O U R US E O F R E USAB LE
PL A STI C CO NTAI N E R S (R P CS)
In 2014, we shipped 98 million RPCs of fresh produce to
our stores. RPCs improve product quality and significantly
reduce waste. We continue to increase our volume of fresh
produce shipped in RPCs. Examples of produce currently
shipped this way include: green onions, radishes, lettuce,
grapes, tomatoes, avocados, corn, beans, carrots, cabbage,
cauliflower, oranges, grapefruit, lemons, eggs and celery.
We estimate that the total use of RPCs last year eliminated
the use of more than 73,500 tons of waxed and
corrugated boxes.

R E C YC LI N G C AR D BOAR D
In 2014, Kroger stores, manufacturing and distribution
facilities recycled more than 1.1 billion pounds of
corrugated cardboard and paper. Corrugate is a revenue
stream for Kroger. We still have an opportunity to capture
and recycle even more to help offset waste costs.
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E N CO U R AG I N G CUSTO M E R S TO R E C YC LE
We continue to drive our in-store plastic bag recycling
program with associates and customers. In 2014, this
program resulted in 37 million pounds of plastic being
recycled from our stores and distribution centers. Since
the program began in 2008, Kroger has increased the
plastic bag recycling by 125% and continue to look to
increase the amount collected in this program for years
to come.

WHAT C AN YO U D O TO H E LP?
Most residential curbside recycling will not accept plastic
wrap material. However, Kroger partners with vendors
who want this material to recycle into products such as
new recycled plastic bags, landscape materials and
plastic composite lumber. Customers can recycle this
material via the Bag 2 Bag barrels located in stores.

Zero Waste
Zero Waste
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PL A STI C BAG
Our customers trust Kroger to deliver safe, fresh, high
quality foods and sometimes excess food is generated.
As a large food retailer and manufacturer, we are
uniquely positioned to responsibly reduce and manage
this surplus. We use the EPA’s food waste hierarchy to
provide a framework in determining the best or “highest
value” of our waste.

P / 58

200

MILLION POUNDS
RECYCLED PLASTIC
Volunteering at the 3
Square food bank in Las
Vegas are, left to right, Ken
Derrickson, Kenny Kitsuki Store
510, Cinnamon Sammons Store
791, Mike Callihan, Julie
Klasna Store 510 from our
Food 4 Less division.

22
MILLION
R EUSA B L E
BAG S S O L D

SINCE 2008

125%
INCREASE
SINCE 2008

PL A ST I C BAG

R E C YC L I N G

Zero Waste
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M OV I N G TOWAR D Z E RO WA STE
I N CO N STR UC TI O N

R E D UC I N G PL A STI C BAG US E AN D
I N C R E A S I N G US E O F R E USAB LE BAG S

Our construction team continued to implement zero waste
programs for remodels, expansions, and new stores. In
2014, 84 projects recycled items such as wood, metal,
cardboard, concrete, brick, and plastic. Over 105,000 tons
were diverted. Since we started this initiative in 2013,
we’ve diverted 139,784 tons from the landfill.

The Kroger family of stores continues to help customers
reduce plastic bag use and transition to reusable bags.
In fact, we have saved over 1 billion plastic bags from
being used since 2008 through better bagging practices
by our associates and by our customers using more
reusable bags.

Construction Zero Waste
A recent 40,000 sf expansion at one of Kroger’s
Richmond, VA stores diverted nearly 96% of project
waste from the landfill. This location had commodity
specific dumpsters on site to properly separate the
recyclable construction materials. Over 2,227 tons of
material was recycled. Congratulations store R512.

The Kroger family of stores encourages customers to
change their habits by offering a wide variety of reusable
bags. Last year, we sold an incredible 22 million reusable
bags—an average of 60,270 reusable shopping
bags per day.
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I N FLU E N C I N G TH E L AN DSC APE
Kroger plays a leadership role in the Food Waste
Reduction Alliance (FWRA), a joint industry effort with
the Grocery Manufacturing Association, the Food
Marketing Institute and the National Restaurant Associ
ation. The FWRA consists of more than 30 corporate
members. The FWRA aims to reduce the amount of food
waste generated, increase the amount of safe, nutritious
food donated to those in need, and recycle unavoidable
food waste, diverting it from landfills. We seek to share
best practices, find new solutions and work collaboratively
to create ways to have greater, collective impact.
www.foodwastealliance.org

Additionally, many of our parking lots at our Kroger family
of stores have signage on the cart corrals that remind
our customers to bring their reusable bags into our
stores. Simple reminders, such as these cart corral signs,
can further reduce plastic bag waste and encourage
customers to change their shopping habits.

GOALS
TR A N S ITI O N A LL K ROG E R
M A N U FAC TU R I NG PL ANT S TO “Z E RO
WA STE ” FAC I LITI E S BY 2014.
In 2014, 27 of our 32 corporately operated plants were
designated as “zero waste” facilities.

I N CR E A S E D I VE R S I O N R ATE TO 70%
BY 2015.
Enterprise-wide, we are 64% diverted. We are optimistic
that our associates and key supplier partners will continue
to improve and streamline diversion programs to meet
this goal. We aim to reach this goal by the end of the year.

3.40

Logistics

ENVIRONMENT

2015 SUS TA I N A B I L I T Y R E P O R T / K R O G E R

P / 60

Our logistics team is responsible for the movement of several million
products each and every day. We operate and maintain 36 Distribution
Centers (DC’s) across the U.S. They are strategically located to serve our
retail divisions and are the foundation of our supply network. They receive
and hold product until needed by the more than 2,640 retail locations
they serve.

41%
FL E E T
PRODUCTIVITY

FLE ET PRO D UC TIV IT Y
Our store delivery fleet of 2,770 tractors and 10,500 trailers makes almost 7,200 deliveries every day. Of our fleet, Kroger owns approximately 80% of the 10,500 trailers and
55% of the 2,770 tractors used for deliveries; the rest are owned by dedicated contract carriers.

Logistics
Logistics
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TITLE O F I N FO G R APH
In March 2014, Kroger and WWF developed a joint
campaign to publically promote Kroger’s commitment to
sustainable seafood. Signage was placed at the front of
the store in X NUMBER of Kroger stores across the United
States. photo
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RESOURCE RECOVERY SYSTEM

Kroger’s Anaerobic Digester turns food waste into
energy for our Compton, CA Distribution Center.

HYDROGEN FUEL CELLS

Kroger has over 1,000 hydrogen fuel cells for forklifts
and pallet jacks at 6 locations throughout the U.S.

SOLAR

Kroger has two 500 MW solar installations that provide power
to our distribution centers in Clackamas, OR and Layton, UT.

LIQUEFIED NATURAL GAS

Kroger just unveiled its first 31 LNG trucks in Clackamas,
OR to deliver groceries to the stores.

ELECTRIC

Kroger’s new all-electric refrigeration units keep our food
fresh on the way to the stores in southern California.
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25,000
J O BS
C R E AT E D

We help customers save on fuel through our 1,330 retail
fuel centers, and 782 convenience stores. Where allowed
by local laws, Kroger is able to offer discounts of up to
$1.00 per gallon to loyal shoppers who purchase items in
our stores.
The Kroger Co. has a positive impact on the communities
in which we operate. In 2014, we created nearly 25,000
jobs and spent over $2.8 billion on capital projects. These
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The Kroger Co. is the largest traditional grocery retailer in the United States
based on annual sales of more than $108.4 billion and is #20 on the
Fortune 500 listing of the largest U.S. corporations. We employ nearly
400,000 associates. Kroger operates 2,625 grocery stores in 34 states, as
well as 782 convenience stores and 326 jewelry stores. The Company is the
fifth-largest pharmacy operator in the United States and operates 148
in-store, walk-in medical clinics in nine states through our wholly-owned
subsidiary “The Little Clinic®.” We are the largest florist in the world.
In addition to being the fifth largest retailer in the world, Kroger is a large
food manufacturer. The Company’s 37 manufacturing plants produce about
40% of the corporate brand units sold in our stores.

included new stores, remodels, technology upgrades, and
logistics innovations. Many of these projects add money
into local economies, creating additional jobs and
opportunities both at Kroger and at our partner companies.
Our shareholders are rewarded for our success too. In
2014, we paid over $1.6 billion to shareholders through
dividends and stock buybacks.

Customers trust us each and every day to help feed their
families and we are grateful for that trust. We’re proud to
be part of your neighborhood and we will continue to use
our resources to reinvest in our communities, associates,
shareholders, and customers.

Economic Impact
Economic
Impact
to Communities

4.10
4.10

to Communities
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to Ideliver
quality foods and sometimes excess food is generated.
The Kroger Co. has called Cincinnati, Ohio home for 132
As a large food retailer and manufacturer, we are
years. Including the Company’s downtown headquarters
uniquely positioned to responsibly reduce and manage
and facilities, Blue Ash facilities and the Cincinnati store
this surplus. We use the EPA’s food waste hierarchy to
operating division, Kroger employs more than 18,000
provide a framework in determining the best or “highest
associates in greater Cincinnati.
value” of our waste.

$795,000
TO THE UNITED WAY
OF GREATER CINCINNATI

$375,000
DONATED TO LOCAL
CINCINNATI COMMUNITY
ORGANIZATIONS
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We hold ourselves to the highest ethical standards because we understand
that, as a publicly-owned Company and as providers of food for millions of
Americans and their families, we have a special obligation to go beyond
simple compliance.

400,000
A S S O C I AT E S

Kroger is committed to dealing in an ethical manner with our customers,
suppliers, associates and shareholders. We believe our reputation is something
we earn every day and is a direct result of the actions and efforts of our
400,000 associates. Each of us must adhere to the highest moral, ethical
and legal standards. We must demonstrate in our dealings with customers,
suppliers and each other Kroger’s core values of honesty, respect, integrity,
diversity, inclusion and safety. Only by conducting business in this manner
can Kroger continue its success.

Kroger’s Business Ethics Policy clearly outlines what we expect from our associates and members of Kroger’s Board of Directors.
It can be viewed at http://www.thekrogerco.com. Copies are shared with associates and are posted on the Company’s internal and external websites.

Corporate Governance
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The Kroger Co. is committed to upholding high standards of corporate
governance. Importantly, one of our five Board Committees is the Corporate
Governance Committee. Primarily, this Committee establishes and reviews
the practices, policies, and procedures by which our Board performs,
identifies qualified Board members, and develops and recommends corporate
governance principles to the Board. Our “Guidelines on Issues of Corporate
Governance” reflect our approach to governance and we invite you to
review these guidelines at www.thekrogerco.com.

Government
Involvement
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Because we are one of the world’s largest retailers, we actively participate
in forming and shaping federal, state and local public policy when it impacts
our business. We do this through our own associates who are Public Affairs
leaders and through our lobbyists, trade associations and coalition partners.
In all cases, we follow the laws and regulations governing advocacy and we
choose to advocate only in cases where we believe the issue could have a
significant impact to our business.
Kroger is a leader in transparency regarding political contributions. Several
years ago, Kroger began voluntarily disclosing our political contributions,
both corporately and through PACs via our website. We have added a
listing of the major trade associations we belong to, and beginning with
the 2012 calendar year, we included the amount of our contribution to
these associations that is directed toward political activity. Kroger does not
run direct advertisements in support of or opposition to specific candidates
and we meet or exceed all laws governing political contribution disclosure.
Customers who are interested in viewing our political contribution policy
and report can visit www.thekrogerco.com.

2014 Awards

AWA R D S
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Kroger Co. was named the gold winner for the 2014 Best
Employers for Healthy Lifestyle

Kroger Co.’s Central division was inducted into the
William Booth Society

N AT I O N A L B U S I N E S S G R O U P O N H E A LT H

S A LVAT I O N A R M Y, I N D I A N A D I V I S I O N
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Kroger Co.’s Fred Meyer division was recognized with the
North American Insight Community of the Year
Extraordinary Customer Intelligence Award
VISION CRITICAL

Kroger Co. was named one of “America’s Top
Organizations for Multicultural Business Opportunities”

Kroger Co.’s Central division was recognized with the
“Heart of a Servant” Award

DIVERSIT YBUSINESS.COM

LOVE INC. FOOD BANK

Kroger Co.’s Fred Meyer division was recognized as a
Top Workplace
THE PORTLAND BUSINESS JOURNAL

Kroger Co. was named Employer of the Year
M A R R I O T T F O U N D AT I O N F O R P E O P L E W I T H D I S A B I L I T I E S

Kroger Co.’s Central division was recognized with the
Corporate Partner of the Year Award
USO INDIANA

Kroger Co.’s GLBT Associate Resource Group was named
Employee Resource Group of the Year
C I N C I N N AT I C H A P T E R , H U M A N R I G H T S C A M PA I G N

THE OREGONIAN

Kroger Co.’s Cincinnati division was recognized with the
Partner of the Year
FREESTORE FOODBANK

Kroger Co.’s Atlanta division was recognized with the
Visionary Award for Outstanding Employer
NOBIS WORKS

Kroger Co.’s Atlanta division was recognized with the
Promise Award
S U S A N G . K O M E N G R E AT E R AT L A N TA

Kroger Co.’s Atlanta division’s David Leitch was
recognized with the V. Carlton Henderson Award
ME RCE R UNIVE RSIT Y COLLEG E OF PHARMAC Y
A L U M N I A S S O C I AT I O N

Kroger Co.’s Central division was recognized with the
City of Indianapolis Diversity Award
I N D I A N A P O L I S M AYO R G R E G B A L L A R D

Kroger Co.’s Fred Meyer division was recognized as a
Healthiest Place to Work

Kroger Co.’s Fred Meyer division was recognized as a
Top Sustainable Business Story of 2014
PORTLAND BUSINESS JOURNAL

Kroger Co.’s Columbus division was given the Champions
Corporate Award
S T E FA N I E S P I E L M A N F U N D F O R B R E A S T C A N C E R
R E S E A R C H AT T H E O H I O S TAT E U N I V E R S I T Y
COMPREHENSIVE CANCER CENTER

Kroger Co.’s Fred Meyer division was recognized as a
Fit Friendly Worksite
A M E R I C A N H E A R T A S S O C I AT I O N

Kroger Co.’s Fred Meyer division was recognized with the
Leadership Award
OREGON FOOD BANK

Kroger Co.’s Fred Meyer division was recognized with the
Outstanding Statewide Business Volunteer Program
GOVERNOR OF OREGON, JOHN KITZHABER

Kroger Co.’s Fry’s division was recognized with the
Champion of Energy Efficiency
S A LT R I V E R P R O J E C T

Kroger Co.’s Fry’s division was recognized with the Hunger
Champion Award
S T. M A R Y ’ S F O O D B A N K A L L I A N C E

Kroger Co.’s Fry’s division was recognized with the Clean
Air Certificate of Recognition
M A R I C O PA C O U N T Y

Kroger Co.’s Fry’s division was recognized with the Largest
Fundraiser Award
SUSAN G. KOMEN FOR THE CURE CENTR AL AND
NORTHERN ARIZONA

2014 Awards
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Kroger Co.’s Fry’s division was recognized with the
Appreciation Award

Kroger Co.’s Louisville division was recognized with the
Black Achievers Silver Sponsor Award

Kroger Co.’s Mid Atlantic division was recognized with the
Cornerstone Award

AR IZONA C AC TUS PINE G IR L SCOUTS

YMCA

U N I T E D W AY O F T H E R O A N O K E VA L L E Y

Kroger Co.’s Fry’s division was recognized with the
Foundation Appreciation Award

Kroger Co.’s Louisville division was recognized as the
Top Fundraising Corporate Team

Kroger Co.’s Nashville division was recognized with the
Ann Ragsdale Angel Emeritus Award

F I G H T E R C O U N T R Y PA R T N E R S H I P

S T. J U D E C H I L D R E N ’ S R E S E A R C H H O S P I TA L

S A LVAT I O N A R M Y

Kroger Co.’s Jay-C division was recognized with the
Corporate Partner Award

Kroger Co.’s Louisville division was recognized with the
Reader’s Choice Best Grocery Store

Kroger Co.’s Nashville division was recognized with the
Harvester of Hope Award

AMERICAN CANCER SOCIETY

THE SOUTHERN ILLINOISAN

SECOND HARVEST FOOD BANK

Kroger Co.’s Jay-C division was recognized with an Energy
Star Rating

Kroger Co.’s Michigan division was recognized with 2014
Corporate Impact Award for Excellence in Philanthropy

Kroger Co.’s Nashville division was recognized with the
Pacesetter Award

U S E N V I R O N M E N TA L P R O T E C T I O N A G E N C Y A N D
U S D E PA R T M E N T O F E N E R G Y

A M E R I C A N C A N C E R A S S O C I AT I O N

AMERICAN CANCER SOCIETY

Kroger Co.’s Michigan division was recognized with the
Top Food Donor Award

Kroger Co.’s Nashville division was recognized with the
Top 25 Companies for Corporate Giving Award

GLEANER’S FOOD BANK

NASHVILLE BUSINESS JOURNAL

Kroger Co.’s Michigan division was recognized with
Energy Star Elite Status for Enterprise

Kroger Co.’s Nashville division was recognized with the
Ft. Campbell Six Star Award

U S E N V I R O N M E N TA L P R O T E C T I O N A G E N C Y A N D
U S D E PA R T M E N T O F E N E R G Y

USO

WELD COUNT Y FOOD BANK

Kroger Co.’s Louisville division was recognized with the
Community Partner Award

Kroger Co.’s Mid Atlantic division was recognized with the
Best Supermarket Award

S A LVAT I O N A R M Y

S T Y L E W E E K LY

Kroger Co.’s Louisville division was recognized as a
Pacesetter Team

Kroger Co.’s Mid Atlantic division was recognized with the
Best Grocery Store Customer Service Award

AMERICAN CANCER SOCIETY

R ICHMOND MAGA ZINE

Kroger Co.’s King Soopers/City Market division was
recognized with the Health Hero’s at Work award
C O M M U N I T Y H E A LT H C H A R I T I E S

Kroger Co.’s King Soopers/City Market division was
recognized as the Food Donor of the Year

Kroger Co.’s QFC division was recognized as the Corporate
Partner of the Year
T H E S A LVAT I O N A R M Y

Kroger Co.’s QFC division was recognized with first place
for National Building Competition: Battle of the Buildings
U S E N V I R O N M E N TA L P R O T E C T I O N A G E N C Y

2015 Awards to Date
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Kroger was named Energy Star Partner of the Year
E N V I R O N M E N TA L P R O T E C T I O N A G E N C Y

Kroger was named one of America’s Top Corporations for
Women’s Business Enterprises
W O M E N ’ S B U S I N E S S E N T E R P R I S E N AT I O N A L C O U N C I L
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Kroger Co.’s Columbus division was recognized with the
“Platinum Level Award”

Kroger Co.’s Ralph’s division was recognized with the
Leadership Award

U S E N V I R O N M E N TA L P R O T E C T I O N A G E N C Y G R E E N C H I L L
PA R T N E R S H I P

ORTHODOX UNION

Kroger Co.’s Louisville Division was recognized with the
2015 Community Service Award
BLUEG R ASS AC ADE MY OF NUTR ITION AND DIETETICS

Kroger Co.’s Southwest division was recognized as the
Corporate Volunteer Group of the Year
G R E AT E R H O U S T O N S E R V I C E A W A R D S

GRI Content Index
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GRI Element Description

Report Location

Reported

Page 3

Fully

Profile
Strategy & Analysis

1.1

Statement from the most senior decision-maker of the organization

Organizational Profile

2.1

Name of the organization

Front cover

Fully

2.2

Primary brands, products, and/or services

Pages 7–50 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.3

Operational structure of the organization, including main divisions, operating companies, subsidiaries, and
joint ventures

Pages 7–50 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.4

Location of organization’s headquarters

Page 7 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.5

Number of countries where the organization operates, and names of countries with either major operations or
that are specifically relevant to the sustainability issues covered in the report

Page 7 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.6

Nature of ownership and legal form

Page 7 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.7

Markets served (including geographic breakdown, sectors served and types of customers/beneficiaries)

Pages 8–19 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.8

Scale of the reporting organization, including: number of employees; net sales (net revenues for public sector
organizations); quantity of products or services provided; total assets; beneficial ownership; breakdown by
country/region

Pages 7, 8–19 of http://eproxymaterials.com/interactive/kr2014factbook/

Fully

2.9

Significant changes during the reporting period regarding size, structure, or ownership

There were no significant changes during the reporting period. Harris Teeter was
acquired, but not included.

Fully

Awards received in the reporting period

Pages 69–72

Fully

2.10

Report Parameters
REPORT PROFILE

3.1

Reporting period (fiscal/calendar year for information provided)

Page 2

Fully

3.2

Date of most recent previous report

June 2014

Fully

3.3

Reporting cycle (annual)

Annual

Fully

3.4

Contact point for questions regarding the report or its contents

Lynn Marmer, Group Vice President Corporate Affairs
1014 Vine Street, Cincinnati, OH 45202

Fully

Process for defining report content, including: determining materiality; prioritizing topics within the report; and
identifying stakeholders the organization expects to use the report

Kroger’s Sustainability Leadership committee meets regularly throughout the year to set
priorities and share best practices within the organization. This group helps to determine
the scope of the Sustainability report. We also conduct a survey of key internal sustain
ability stakeholders to determine which issues, metrics and progress to highlight in the
annual report. We share the report publicly on our website and in various settings with a
variety of external stakeholders.

Fully

3.5

GRI Content Index

G R I CO N T E N T I N D E X
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GRI Element Description

Report Location

Reported

Profile
REPORT SCOPE AND BOUNDARY

3.6

Boundary of the report (countries, divisions, subsidiaries, leased facilities, joint ventures, suppliers)

Pages 6 of report and pages 8–19 of http://eproxymaterials.com/interactive/
kr2014factbook/

Fully

3.7

State any specific limitations on the scope or boundary of the report

Page 2 (Contents)

Fully

3.8

Basis for reporting on joint ventures, subsidiaries, leased facilities, outsourced operations, and other entities that
can significantly affect comparability from period to period and or between organizations.

Not applicable

Fully

3.10

Explanation of the effect of any re-statements of information provided in earlier reports, and the reasons for such
re-statement (mergers, measurement methods, etc.)

No re-statements have been made regarding information in earlier reports.

Fully

3.11

Significant changes from previous reporting periods in the scope, boundary, or measurement methods applied
in the report

No significant changes

Fully

3.12

Table identifying the location of the Standard Disclosures in the report

Pages 74–76

Fully

Governance, Commitments, and Engagement
GOVERNANCE

4.1

Governance structure of the organization, including committees under the highest governance body responsible
for specific tasks, such as setting strategy or organizational oversight

Page 21 of http://www.thekrogerco.com/docs/default-document-library/
guidelinesissues.pdf

Fully

4.2

Indicate whether the Chair of the highest governance body is also an executive officer (and if so, explain their
function within the organization’s management and reasons for this arrangement)

Page 2 of http://www.thekrogerco.com/docs/default-document-library/
guidelinesissues.pdf

Fully

4.3

For organizations that have a unitary board structure, state the number of members of the highest governance
body that are independent and/or non-executive members. (State how the organization defines “independent”
and “non-executive”)

Pages 2–9 of http://www.thekrogerco.com/docs/default-document-library/
guidelinesissues.pdf

Fully

4.4

Mechanisms for shareholders and employees to provide recommendations or direction to the highest
governance body.

Pages 15–21 of http://www.thekrogerco.com/docs/default-document-library/
guidelinesissues.pdf

Fully

4.14

List of stakeholder groups engaged by the organization. (e.g., communities, civil society, customers, shareholders
and providers of capital, suppliers, employees, other workers and their trade unions)

Kroger is proud of its reputation as a leader in local communities. We strive to give back to
the communities where we operate and we believe that we can play a positive role in the
success of our communities. As such, we regularly engage with local community groups,
local governments, non-governmental organizations, and other important local associations.
We listen carefully to the needs of our communities. There are hundreds of organizations
that we regularly interact with and seek feedback from. This includes customers, associates,
trade unions, shareholders, community groups and non-governmental organizations.
It also includes governments, church groups and neighborhood organizations.

Fully

4.15

Basis for identification and selection of stakeholders with whom to engage. (organization’s process for defining
stakeholder groups, and with whom to engage and not engage with)

We live by the strategy of “Customer First” and a key component of that is listening
to our customers. We do not have a formal process for determining which groups to
engage with; however, we seek to listen to all opinions and perspectives and choose to
work with reputable groups with proven records or innovative ideas.

Fully

GRI Content Index

G R I CO N T E N T I N D E X
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GRI Element Description

Report Location

Reported

Pages 9–16 for donations in this report, Pages A-2–A-74 for full disclosure in Annual
Report. http://eproxymaterials.com/interactive/kr2014/

Fully

Profile
Performance Indicators
ECONOMIC

EC1

Direct economic value generated and distributed, including revenues, operating costs, employee compensation,
donations and other community investments, retained earnings and payments to capital
providers and governments
ENVIRONMENT

EN3

Direct energy consumption by primary energy source

7.0 million MWh

Fully

EN5

Energy saved due to conservation and efficiency improvements

2.3 billion Kilowatt hours saved in grocery stores

Fully

EN6

Initiatives to provide energy-efficient or renewable energy based products or services, and reductions in energy
requirements as a result of these initiatives

Pages 47–52 of this report

Fully

EN7

Initiatives to reduce indirect energy consumption and reductions achieved

Pages 47–52 of this report

Fully

EN16

Total direct and indirect greenhouse gas emissions by weight

Scope 1 & 2 = 6,409,290 metric tons CO2e, Partial Scope 3 = 331,079 metric tons CO2e

Fully

EN18

Initiatives to reduce greenhouse gas emissions and reductions achieved

Pages 47–52 and 60–62 of this report

Fully

SOCIETY

SO2

Percentage and total number of business units analyzed for risk related to corruption

100% of our business units are analyzed for risks related to corruption.

Fully

SO3

Percentage of employees trained in organization’s anti-corruption policies and procedures

100%

Fully

SO6

Total value of financial and in-kind contributions to political parties, politicians, and related institutions by country

www.thekrogerco.com

Fully

SO7

Total number of legal actions for anti-competitive behavior, anti-trust, and monopoly practices and
their outcomes

None

Fully

