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Welcome to our company’s first 
Corporate Social Responsibility 
Report. On behalf of all the 
employees of our company, I’m 
pleased to introduce you to our 
commitment to being a responsible 
corporate citizen.

At Ventura Foods, our mission is to 
help our customers delight their 

customers. We do this by continually crafting the flavors and 
custom food solutions people value. We pay attention to the 
details… from how we make our sauces, dressings and other 
ingredients… to how we run our company. In doing so, we are 
guided by our identity, our Ventura Edge, which defines who 
we are. Consistent with our Ventura Edge is our commitment to 
being a respected corporate citizen.

Increasingly, people care about their food, where it comes from 
and how it is made. Within this report, you’ll learn more about 
how we at Ventura Foods source ingredients and make our 
products, support our people and local communities, and help 
care for our planet.

We look forward to continuing our work on this important 
journey. Thank you for reading this report and for your ongoing 
support of Ventura Foods.

Ventura Foods is a leading producer of 
custom and proprietary dressings, sauces, 
mayonnaises, oils and other flavorings. Our 
customers include foodservice companies, 
restaurants and retailers. In addition, our 
consumer brands available at retail include 
Marie’s® dressings, LouAna® oils, Dean’s® 
dips and Gold n’ Soft® spreads. The company 
– a privately held joint venture of CHS, 
Inc. and Mitsui & Co. with approximately 
$3 billion in annual revenue – has grown 
significantly in the past five years 

WELCOME!

ABOUT VENTURA FOODS

Chris Furman, 
President and CEO 

“At Ventura Foods, 
our mission is to help 

our customers delight 
their customers.”
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The Ventura Edge is what makes our company special; 
it guides our decision-making and ensures that we 
will continually earn our reputation as the most agile 
food company.

Key to the Ventura Edge are our core values that 
determine the way we operate. In addition, our 
Employee Code of Conduct—which every employee 
signs—clearly communicates the expectation that we 
comply with all laws and regulations in the countries 
in which we operate. As we continue to grow, doing 
so in an ethical way that best reflects our values will 
remain of the utmost importance.

OUR VALUES AND ETHICS

We train our employees in all aspects 
of our Code of Conduct, including 

product quality and safety, diversity 
and maintaining a safe and healthy 

work environment. Ventura Foods 
encourages our employees, customers 

and vendors to ask questions and 
raise concerns to supervisors, Human 

Resources, our management team, our 
Legal Department, or via our Ethics 
Hotline by phone, online or email. 

INTEGRITY    •      CUSTOMER FOCUS      •     TEAMWORK     •      PERSONAL OWNERSHIP
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Ventura Foods is headquartered 
in Brea, California with operations 
across the U.S., Canada, Mexico, 
the Philippines and Singapore.
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CORPORATE SOCIAL RESPONSIBILITY
AT VENTURA FOODS

PRODUCTS PEOPLE PLANET
Our Corporate Social Responsibility strategy (CSR) is built 
around three pillars − Products, People and Planet. Within 
each pillar, we’ve further identified focus areas and specific 
commitments. This CSR Report is structured accordingly. 

At the highest level of our company, our approach is 
overseen by the Corporate Responsibility Committee of our 
Board of Directors, which is comprised of representatives 
from our owners – CHS, Inc. and Mitsui & Co. Operationally, 
Ventura Foods’ most senior leaders, as well as CSR 
Champions responsible for our specific commitments, have 
accountability for delivering on this strategy in their annual 
goals. This year, as we launch our CSR strategy company-
wide, we look forward to all of our employees helping to 
bring it to life across Ventura Foods’ operations.

PRODUCTS

Ventura Foods is committed to bringing the very best products to 
our customers, ensuring that they are produced safely and sourced 
sustainably. We also strive to leverage innovation to remain at the 
forefront of consumer taste and preference trends.

Safety  Safeguarding our foods 
for the people who enjoy them

At Ventura Foods, the safety of our foods is our highest priority. 
From selecting the very best suppliers to partner with, to meeting 
or exceeding our customers’ requirements, food safety is core to 
everything we do. We work to instill this commitment into our 
culture every day, at every opportunity, and with every supplier. 
To further ensure food safety, we have a comprehensive, approved 
ingredient supplier program. 

In addition:

All of our food production facilities are Global 
Food Safety Initiative (GFSI) Certified and have 
achieved Safe Quality Food Program (SQF) Level 2 
certification.

We follow the Hazard Analysis and Critical Control 
Points (HACCP) system. 

We are in the process of implementing the 
Preventive Controls for Human Food provisions of 
the the U.S. Food Safety Modernization Act. 
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Ventura Foods strives to meet food safety 
expectations across our value chain. We 

monitor emerging food safety, quality 
and regulatory topics and address those 

impacting our supply chain and products.



Sourcing  Responsibly sourcing the best ingredients

As a leading producer of food oils and related food products, Ventura Foods 
is committed to ensuring a sustainable supply of palm oil. Specifically, we are 
committed to a palm oil supply chain with no deforestation of high conservation 
value (HCV) lands or high carbon stock (HCS) areas; no development on peat; 
no exploitation of rights of workers, indigenous peoples and local communities; 
and inclusion of smallholders. We are a proud member of the Roundtable 
on Sustainable Palm Oil (RSPO), and, by the end of FY 2020, we will use 100 
percent sustainable palm oil, traceable to the mill. We continue to make 
progress—along with the rest of the industry—on this journey. 

In addition to palm oil, we sustainably source as many of our packaging 
materials and ingredients as possible. It is a company priority that we consider 
within current purchasing decisions. To increase our emphasis on sustainable 
sourcing, we are working to understand the impact of the materials and 
ingredients we use by:

Studying the environmental and social impacts of the packaging 
materials we use, and developing a plan to address any changes 
recommended by the end of FY 2017; and,

Studying the environmental and social impacts of the top agricultural 
commodities we use and developing a plan to address any 
recommended changes by the end of FY 2018. 

As we assess and address our sourcing commitments, it is more important than 
ever that we have the right supplier partners across our supply chain. 

Last year, we introduced robust compliance checks for suppliers of ingredients 
to identify those that require mitigation steps. We also launched our Supplier 
Code of Conduct that outlines the policies and practices we expect our suppliers 
to follow. In rolling out the Code, we have committed that:

Suppliers representing 90 percent of the amount we spend on 
direct materials (excluding commodity oil suppliers) will have been 
introduced to and have signed the Code (or have our expectations as 
part of their code) by the end of FY 2017.

Suppliers representing 90 percent of our volume of commodity oils 
used will have been introduced to and have signed the Code (or have 
our expectations as part of their code) by the end of FY 2017.

We will develop an audit/enforcement process by the end of FY 2018.

RSPO member since 2010

Mass balance certified 

Will use 100% sustainable 
palm oil, traceable to 

the mill, by 2020.

Our Journey Toward 

100% SUSTAINABLE 
PALM OIL

PRODUCTS

Our Supplier Code of Conduct 
provides ways for suppliers 
to confidentially raise any 
concerns they have about our 
company’s conduct to ensure 
we are meeting our own high 
expectations. 
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Refreshed these 
favorite refrigerated 

dressings by removing 
all artificial flavors and 
colors, as well as high 
fructose corn syrup. 

Crafted an entirely 
new line of foodservice 
BBQ sauces that meet 

consumers’ expectations 
for ingredients with no 
artificial preservatives, 
colors or flavors, and no 
high fructose corn syrup.

The above are just three examples of the numerous 
initiatives where Ventura Foods has helped make simpler, 
healthier options available. Whether responding to evolving 
consumer trends to make an egg-free mayonnaise, migrating 
to healthier oils across our portfolio, advancing clean 
labels by removing artificial ingredients, or using non-GMO 
ingredients, Ventura Foods works closely with customers to 
innovate the solutions that today’s consumers expect.

Ventura Foods is recognized across the industry for 
leveraging its insights, culinary capabilities, and research and 
development expertise to provide a wide variety of delicious 
products. In doing so, we deliver transparent information and 
simpler, healthier choices consumers want today. 

PRODUCTS

Recently, this clean label commitment was especially evident in 
the reformulation work we did on our Marie’s® dressings retail 
brand, the launch of our new Smokehouse 220 food service 
brand, and the work we are extremely proud of with many of 
our long-time customers. 

Solutions  Innovating food solutions that meet our customers’ evolving needs

Have removed artificial 
colors, artificial 

preservatives and high 
fructose corn syrup from 

more than 100 sauces, 
dressings and other 
products for our key 

customers. 

MARIE’S SMOKEHOUSE 220 CUSTOMER PARTNERSHIPS
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Safety
The safety of our employees is an absolute essential. We 
believe all workplace accidents are preventable and we have 
an ultimate goal of a zero-injury workplace. 

Each of our locations has created Employee Health and Safety 
(EHS) plans focused on specific opportunities within their 
facilities. These plans augment our company-wide safety 
initiatives that address a variety of safety priorities, including 
machine safety, confined space entry, working at heights, and 
electrical safety. We’re also concentrating on consistent lock-
out/tag-out procedures, machine-guarding precautions, and 
powered industrial vehicle guidelines.

In addition, we’ve enacted a contractor precertification 
program to ensure our strategic partners manage their own 
operations with safety in mind and are fully versed in our 
onsite expectations.

PEOPLE

Ventura Foods would not exist without the 
dedication and support of our employees. 
Just as they are committed to us, we are 
equally committed to them. For this reason, 
we strive to ensure the well-being of our 
employees, foster an inclusive environment, 
and support the local communities where 
we operate. 

We will report annually on total 
recordable incidents and lost time 

incidents beginning in FY 2017. We are 
in the process of implementing an EHS 

software system that supports incident 
investigations and root cause analysis.

Wellness
  

Ensuring the well-being of our employees
Ventura Foods is committed to being a responsible employer. 
This means making sure our workplaces are safe, and that we do 
all we can to support our employees’ health, financial well-being 
and professional development.

We are implementing Human 
Resources and Employee Health 

and Safety information systems to 
streamline our data collection and 
assessments. We expect this work 

to be completed in FY 2018.

SAFETY  •  HEALTH   •  FINANCIAL WELL-BEING  •  PROFESSIONAL DEVELOPMENT
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1. People development

2. Teamwork

3. Adaptability

4. Communication

5. Customer focus

6. Results driven

7. Continuous improvement

8. Business knowledge

9. Decision making

Leader-Specific Skills

10. Strategic thinking

11. Courageous leadership

12. Inspire and motivate

Health
It is important that Ventura Foods employees live active, healthy lives. We make 
health insurance available to all employees; it is also available to employees who 
are part of a collective-bargaining agreement via their union. Our program supports 
smoking cessation, helps those who are covered to manage chronic diseases, 
reviews claims to help prevent drug interactions, and includes vision, dental and 
life insurance. 

Financial Well-being
We believe we have a responsibility to help our employees create a secure financial 
future for themselves and their families. All of our employees receive some blend 
of our 401K program with a 4 percent match, profit sharing or other retirement 
benefits. Our goal is to ensure that our employees, who work hard to help our 
company succeed, experience the benefits of their efforts. 

Personal Development
Supporting our employees’ personal and professional development is a part of our 
company’s commitment to maintaining our Ventura Edge. We invest in learning and 
development to help them and our company continue to succeed. 

We value and respect our people and have a desire for each team member to 
achieve his or her full potential. Our Staying Sharp skills development programs, 
and other initiatives, enable employees to engage in self-directed, formal and 
informal development activities that lead to growth within and beyond their 
current roles. On an annual basis, each employee has the opportunity to prepare 
an individual learning plan tailored to their goals and supported by our three 
development pillars:

Individual Growth

Functional Excellence

Leadership Effectiveness

Aligning all employees on our company’s short- and long-term goals is instrumental 
to their continued development and critical to our company’s success.  As members 
of our Ventura Leadership Council, our company’s top 70 leaders meet annually to 
shape, support and align on our company’s vision. This team is then responsible 
for cascading the message throughout the enterprise and assuring that the 
organization’s energy and actions are focused on achieving its goals. Bi-annually, 
we host our company’s top 300 leaders at a National Meeting that assures cross-
functional alignment on our strategic direction, supports collaboration and team 
building, and serves as our vehicle to recognize individuals and teams that depict 
our core values at the highest level. 

PEOPLE

VENTURA FOODS 
STAYING SHARP
12 Essential Skills

We piloted a wellness platform 
in one of our facilities in late 
FY 2016. The program was 

well received and we are now 
using the learnings to develop a 

company-wide wellness strategy 
that we will launch in FY 2017.
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Inclusion  

Fostering an environment that makes 
our employees and company stronger
Ventura Foods is committed to an inclusive environment in 
which all employees, customers and partners are treated 
with respect. This approach is reflected in our hiring 
practices, evident in our company culture and values, and 
instrumental to achieving our business strategy. 

It is important that we are open to and respect a wide 
variety of perspectives for a number of reasons: 

The different experiences that every employee 
brings to the workplace make us a better 
company.

Food is a universal language and we are a global 
company at the forefront of flavor trends. 

We plan to continue to grow and expand our 
business around the world.

We will continue to assess how we can build an even more 
inclusive organization that respects diversity of experience, 
perspective and approach, to make our employees and our 
company even stronger.

Giving  

Supporting the people and 
communities where we operate
Ventura Foods supports more than 50 worthy community 
organizations. From food drives to toy drives to blood 
drives, Special Olympics to animal shelters and cancer 
prevention, organizations benefit from the generosity of  
Ventura Foods and its employees. 

In the future, we intend to create a company-wide 
giving platform that aligns with our values, engages our 
employees and leverages our contributions to support the 
communities where we operate and the food industry.

PEOPLE

Our Marie’s dressings brand 
joined with Publix® Super 
Markets, Produce for Kids® 

and other food businesses 
to share information in-store on the advantages 
of healthy eating and—at the same time—raise 
money for Feeding America® member food banks.
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We are active members and 
long-time supporters of the 

Women’s Foodservice Forum.



We believe it is important that we help improve 
our environment and conserve natural resources. 
Although we’ve been steadily eliminating the waste we 
generate, and reducing our water and energy use by 
approximately 5 percent annually, we know we can—
and will—do even more. 

Waste  Reducing the waste we generate
The area where we’ve made the greatest beneficial impact to 
date is in reducing our contribution to the waste stream. Through 
our industry-leading PURE (Producing Useful Renewable Energy) 
program, we have led the recycling into biofuel of millions of gallons 
of used cooking oil at locations across the U.S. The program began 
in 2010 on the west coast and has expanded across the country. It 

is now seen as a significant benefit to our 
customers, which means we are poised to 
recycle even more oil into biofuel in the 
coming years.

To further reduce our waste stream, we are in 
the process of completing a comprehensive 
waste mapping exercise across our company 

to identify opportunities to reduce, reuse and recycle. Once we’ve 
gathered the data and analyzed the results, we intend to launch 
a comprehensive, company-wide waste reduction program in FY 
2017 and report on our results in future years. When the program is 
launched, we will report on our progress annually.

PLANET

OUR KEY PLANET PRIORITIES

Waste reduction Water reduction Energy reduction

2017 2018 2019

We collect used cooking oil 
for recycling into biofuel at 

locations across the U.S.
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Water  Reducing our water usage
For several years, we have been committed to maintaining a 5 percent annual water reduction 
target. In FY 2018, we will conduct a water mapping exercise—similar to that underway now 
for waste—and develop a comprehensive, company-wide water reduction program.

Energy   Decreasing the energy we use
We intend to take a similar approach to energy. For several years, we have been 
committed to maintaining a 5 percent annual energy reduction target. In FY 2019, 
we will conduct an energy mapping exercise and develop a comprehensive, 
company-wide energy reduction program.

We’re looking forward to the results of the waste, water and energy mapping to 
learn how we can do more to help preserve and protect our planet. 

Our Ontario facility received a Certificate of 
Recognition from the Los Angeles County 

Sanitation District for being one of only 15 
water dischargers within the Empire Utilities 
Agency that was in compliance with District 

requirements in 2014.

Our Fort Worth facility received an Industrial 
Pretreatment Award from the City of Fort 
Worth in late 2015 for its “performance, 

commitment and environmental excellence 
related to wastewater.”

PLANET
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              R E D U C TI O N  T A R G E T

   
AN N U A L E N E R GY 

5%

Our facilities are already working to reduce the water 
they use and two of our plants have received special 

industrial wastewater recognitions: 

FORT WORTH, TX ONTARIO, CA

              R E D U C TI O N  T A R G E T

   
A NN U A L W A TER

5%



2016 Corporate Social Responsibility ReportCSR

As we launch our first Corporate Social Responsibility Report, 
we are confident that our values of integrity, customer focus, 
teamwork and personal ownership will guide us on this important 
journey. As we continue to progress, you have our commitment 
that all of us at Ventura Foods will work to make a difference with 
our products and for our people and planet. We look forward to 
continuing to share our efforts and progress. 

Thank you for your feedback on and questions about this report. 
www.venturafoods.com/contact-us

JOIN US ON OUR CSR JOURNEY

*Throughout this report we reference fiscal years. Ventura Foods operates on 
an April 1 – March 31 fiscal year (FY). As our initial CSR Report, this document 

addresses progress toward our commitments through December 31, 2015.
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