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FOREW0RD

A message from our
President & CEO, Max Koeune
At the time of writing this report, preCOVID-19, the world was a very different
place. One thing that has not changed is the
imperative for the food system to overcome
the challenges posed by population growth
and climate change. As we continue to
navigate the pandemic, the need to transform
the fragile global food system has become
even more obvious
and critical.
As the world begins its road to recovery
from COVID-19, we must ensure that we
build a sustainable future. One where we
can produce more food with less waste,
address food security, and adapt to changing
consumer behaviours and disruptions in the
food supply chain.
At McCain, we’ve taken our sustainability
responsibilities seriously for decades.
However, we recognize the need to
accelerate our efforts, now more than ever.
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INTRODUCTION

OUR PURPOSE

Celebrating real connections
through delicious,
planet-friendly food

I believe we must step up to protect our
growers and secure the future of farming.
We must continue to grow while reducing
our environmental impact and developing
new sustainable farming models.
In 2019, we introduced an aspirational
purpose to make ‘planet-friendly food’.
This will take time and effort to achieve,
but we remain committed to the journey
ahead. This Summary Report highlights
our progress so far and our sustainability
commitments to the future. These are
detailed further in our full Sustainability
Report, which we call Be Good. Do Good.
I look forward to co-creating this journey
with you.

Max Koeune

O U R VA L U E S

Family, Authentic,
Quality, and Trusted

COVID-19

This report was written pre-COVID-19. We’ve
updated some areas to reflect the significant
impact of this pandemic; however our
commitments and targets remain unchanged.

President & CEO
of McCain Foods Limited

BE GOOD. DO GOOD.
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Our Strong

Foundations

SAFETY
Targeting zero
incidents
at work

INCLUSION
Striving towards
inclusion across
the workforce

Our Pillars
SMART &
SUSTAINABLE
FARMING

Our Alignment

to the Sustainable
Development Goals

• 25% reduction in CO2 emissions per tonne from potato farming, storage, and freight by 2030
• 15% improvement in water-use efficiency in water-stressed regions by 2025
• Continuing to promote good agricultural practices
• Investing in three Farms of the Future to showcase regenerative agricultural practices by 2025

RESOURCE
EFFICIENT
OPERATIONS

• 50% reduction in CO2 emissions and 100% renewable energy by 2030
• 15% improvement in water-use efficiency in seven priority plants by 2025
• Zero waste to landfill and 100% potato utilization by 2025
• Making 100% of our packaging recyclable, reusable or compostable by 2025

ETHICS
Zero tolerance
for corruption or
human rights abuses

Our Commitments

• Providing good food with recognizable ingredients

GOOD
FOOD

• Removing palm oil from our frying operations for McCain-branded products by 2025
• 15% reduction in sodium (sales-weighted average) in our potato and appetizer products by 2025
• Providing clear and transparent nutritional information

SECURITY
Fair compensation
for all McCain
employees

• Expanding our healthier offerings

THRIVING
COMMUNITIES

• Training, knowledge and technology transfer to our growers
• Improving the livelihoods of 10,000 smallholder growers, women and young people by 2025
• Enhancing the development of McCain Foods' team members

Click here to see performance data on our Cheat Sheet
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INTRODUCTION

Our strategy has been informed by
global efforts to tackle sustainability
challenges, including the Sustainable
Development Goals (SDGs)

BE GOOD. DO GOOD.
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Smart &
Sustainable
Farming
As the global population soars, the demand
for food continues to increase and agriculturalbased industries are under increasing
pressure to maximize yields. Growers are also
struggling to adapt to climate change, adopt
sustainable and innovative growing practices,
and mitigate environmental impacts. As a
leader in the potato industry, we believe we
must act in partnership with our growers to
address these challenges.
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SMART & SUSTAINABLE FARMING

Our approach to smart
and sustainable farming is
shaped by four commitments

For decades, we have worked collaboratively
with our growers, the stewards of the land.
We have approximately 3,500 growers around
the world, supported by a dedicated team of
more than 260 McCain agricultural experts.
We partner side by side with our growers
to provide advice, share best practices, and
help to future-proof their operations. From
C02 reduction to water efficiency, biodiversity
to regenerative farming practices, McCain is
committed to advancing the sustainability of
potato farming.

MITIGATING
CLIMATE CHANGE

PROMOTING GOOD
AGRICULTURAL PRACTICES

Reducing CO2 emissions per
tonne from potato farming,
storage, and freight by 25%
by 2030

Enabling our growers to
implement good agricultural
practices related to food safety,
traceability, environmental
sustainability, biodiversity, and
soil health

ENABLING SUSTAINABLE
WATER USAGE
Improving water-use
efficiency by 15% in waterstressed regions by 2025, and
driving the implementation of
best practices across all farms

SUPPORTING INNOVATION
AND TECHNOLOGY
Investing in three Farms of the
Future by 2025: commercial
farms dedicated to developing,
showcasing, and rolling out
regenerative farming practices,
while exploring the latest
agricultural technologies and
innovations

BE GOOD. DO GOOD.
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HIGHLIGHTS
FARMS OF THE FUTURE

Our Farms of the Future program has a
simple objective: developing, showcasing,
and rolling out regenerative farming
practices, with a specific focus on potato
farming. Through three McCain-owned,
commercially operating farms across
three different growing regions, we will
explore the latest agricultural technologies
and innovations, and create testbeds
for alternative farming models. They will
explore sustainable agricultural practices,
focused on soil health, CO2 reduction, and
biodiversity conservation.
In partnership with leading academics and
suppliers, these farms will serve as training
centres for growers, employees, customers,
and researchers. Once we demonstrate the
viability of our Farms of the Future program,
we aim to roll out the best sustainable
agricultural practices across our global
farm network.
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SMART & SUSTAINABLE FARMING

DEVELOPING SOLUTIONS
FOR WATER-STRESSED REGIONS

To address the growing issue of water
scarcity, we conducted a global water risk
assessment to identify priority areas for
water management. Compared to traditional
pivot irrigation systems, our initiatives
showed that drip irrigation systems
increased water efficiency by more than
20%. As a result, our growers in China
and India have increased their use of drip
irrigation to 17% and 80% respectively
since 2016.

As an agriculture-based company,
we recognize the urgent need to help
address climate change challenges
within the food system. We believe
that by investing in an innovative
Farms of the Future program we
can demonstrate the potential to
improve yields while protecting soil
health and biodiversity.”

ONE PLANET BUSINESS
FOR BIODIVERSITY (OP2B)

To help address the urgent biodiversity
crisis, we recently became a founding
member of the One Planet Business for
Biodiversity (OP2B). OP2B is a business-led
coalition of forward-thinking, agriculturecentric companies determined to enhance
regenerative agricultural practices to
protect and restore cultivated and natural
biodiversity within their value chains
and product portfolios.

D AV I D M A C G R E G O R
DIRECTOR
AGVENTURES

BE GOOD. DO GOOD.
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ResourceEfficient
Operations
For over 60 years, we have been producing
delicious and high-quality food that
customers around the world can trust. As
a leader in the prepared potato industry,
with 51 plants around the world, we
have a responsibility to show the way
toward a low-carbon economy. Our focus
is producing more food with less natural
resources, in line with the ambitions of
the Paris Agreement and the Sustainable
Development Goals. Making efficient use
of energy, water, and our potatoes is key
to demonstrating this commitment.
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RESOURCE-EFFICIENT OPERATIONS

Our approach to resourceefficient operations is
shaped by the following
four commitments
MITIGATING THE CLIMATE
IMPACT OF OUR PLANTS

TARGETING ZERO
WASTE

50% reduction in CO2 emissions
by 2030, ceasing coal use, and
moving to 100% renewable
electricity in all our French fry
and appetizer plants by 2030

Targeting zero waste to
landfill and 100% potato
utilization in all our plants
by 2025

PROMOTING THE EFFICIENT
USE OF WATER
Improving water-use efficiency
by 15% in seven priority plants
located in water-stressed regions
by 2025, and implementing
best practices across all our
operations by 2030

MAKING SUSTAINABLE
USE OF PACKAGING
Making 100% of our packaging
recyclable, reusable, or
compostable by 2025, while
continuing to reduce packaging
weight and increase recycled
content

BE GOOD. DO GOOD.
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HIGHLIGHTS
ALIGNING TO GLOBAL
CLIMATE SCIENCE

MAXIMIZING THE VALUE
OF OUR POTATO WASTE

We have committed to have our emission
reduction targets validated as ScienceBased Targets in line with the goals of
the Paris Agreement. We have also joined
RE100, a collective of organizations
committing to achieving 100% renewable
power.

Every bit of the potato has unique
properties. As we work towards
our zero-waste-to-landfill target,
we aim to maximize the full value
of the potato. We are developing
initiatives such as recovering starch
from potato flesh and extracting
potato peel fibres to make flour and
organic fertilizers. We may even be
able to develop packaging made
from potato waste in the future!

THE NEW PLASTICS ECONOMY

We support the circular economy and
have committed to the New Plastics
Economy Global Commitment launched
by the Ellen MacArthur Foundation. Along
with over 250 other businesses, we have
committed to eliminating unnecessary
plastic and adopting innovative design and
low-impact materials, while strengthening
our recycling streams.

We have challenged ourselves
to meet an ambitious target
of reducing CO2 emissions
by 50% by 2030. I believe we
must challenge ourselves today
to protect our employees,
communities, consumers,
and our planet of tomorrow.”

BRIAN MCCAIN
CO2 REDUCTION
PROGRAM DIRECTOR
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RESOURCE-EFFICIENT OPERATIONS

BE GOOD. DO GOOD.
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Good Food
At McCain, we believe that good food is
one of life’s great pleasures, especially
when shared. We’re famous for producing
high-quality French fries, yet our diverse
portfolio includes potato specialities,
appetizers, entrées, vegetables, pizzas
and desserts – products that millions of
people enjoy all around the world.
As a responsible food manufacturer, we
create food that can be eaten as part of
a healthy, balanced diet, while providing
innovative solutions to meet consumer
demands for taste, nutrition, and
convenience. But we want to do more.
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GOOD FOOD

Our approach to good
food is shaped by the
following five commitments
We are guided by the recommendations
of the World Health Organization,
the Sustainable Development Goals,
The Consumer Goods Forum, and our
research findings.
These inform our journey to continuously
improve the nutritional profile of our
products, offer new healthier choices,
and communicate transparently about
our food, from field to fork.

PRODUCING GOOD FOOD
WITH RECOGNIZABLE
INGREDIENTS

MAKING YOUR
FAVOURITES
EVEN BETTER

Using ingredients consumers
recognize, expect, and accept,
and explaining the use of
artificial ingredients where it is
not possible to remove them.

Reducing sodium by 15% in our
potato and appetizer products
by 2025 (sales weighted
average with 2018 baseline)

REDUCING SATURATED FAT
AS WE ELIMINATE PALM OIL

HELPING YOU MAKE
INFORMED DECISIONS

Removing palm oil from our
frying operations for McCainbranded products by 2025 and
continuing to purchase 100%
from certified sources until then

Providing clear and transparent
nutritional information
EXPANDING OUR
HEALTHIER OFFERINGS
Continuing to innovate and
expand our healthier offerings
in potato, appetizer, and new
product segments

BE GOOD. DO GOOD.
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HIGHLIGHTS
ACHIEVING
ZERO PALM OIL

REDUCTIONS AND
RATINGS DOWN UNDER

We’re working to replace palm oil with
healthier oil alternatives, such as sunflower,
soy, and canola, to reduce saturated fat
across our entire range and mitigate
deforestation. Our frying operations in
North America, Great Britain, Australia,
and New Zealand are already palm-oil free.
Until we achieve this globally, we’ll continue
to purchase 100% of our palm-oil from
Roundtable on Sustainable Palm Oil (RSPO)
certified suppliers.

In Australia and New Zealand, we’ve
reduced sodium and saturated fat
across our potato products, meals,
pizzas, and desserts, and introduced
healthier, new options. In 2001, we
launched the Healthy Choice range
with lower sodium and fat contents.
All Healthy Choice products score a
minimum of 3.5 of a possible 5 stars in
the Australian Government’s Health Star
Rating (HSR) system.

PROTECTING
YOUNG CONSUMERS

BUILDING TRUST THROUGH
TRANSPARENCY

As part of our efforts to promote healthier
lifestyles, we do not take part in any
advertising, adver-gaming, promotional
initiatives, or other communications
targeting children under the age of 12.
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GOOD FOOD

We actively support voluntary FOP
labelling that is based on evidence,
consumer insight, marketplace adoption,
aligned with public health goals and
supported by consumer education. For
example in Belgium and France almost
all our retail potato products have a
Nutri-Score rating of either ‘A’ or ‘B’.

Led by our consumers, we’re
continually investing in
innovation, research, and
development. This enables
us to offer healthier and
tastier foods, reduce sodium,
and simplify the ingredients
in our products.”

B E T Y T O VA R
R & D V I C E P R E S I D E N T,
AMERICAS

BE GOOD. DO GOOD.
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Thriving
Communities
Today, nearly all of our 51 plants are
located in rural communities – providing
rewarding employment opportunities
for local people and stimulating rural
economies through the purchase of local
goods and services. In most of these
locations, we are the largest employer
and an integral part of the community.
These communities are changing rapidly
though. Increasingly, young people are
moving to the cities. This not only poses
a threat to the long-term sustainability
of our growers, but also to our business
and our communities.
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THRIVING COMMUNITIES

Our approach to thriving
communities is shaped by the
following three commitments
FUTURE-PROOFING
RURAL LIVELIHOODS
THROUGH AGRICULTURAL
DEVELOPMENT

For us, supporting thriving communities
means co-creating positive change for
sustainable livelihoods in the communities
where we operate. We’re working to
contribute to the competitiveness,
resilience, and long-term development of
our growers and those communities.

Supporting the long-term
development of growers with
training, knowledge, and
technology transfer; offering
longer-term contracts and
supporting succession planning

ENHANCING THE
DEVELOPMENT OF
MCCAIN TEAM MEMBERS
Equipping our employees in
their communities with skills
and tools for continuous
personal and professional
development

PARTNERSHIPS FOR
COMMUNITY DEVELOPMENT
Continuing to develop public–
private partnerships to improve
rural livelihoods for at least
10,000 smallholder growers,
women, and young people by
2025

BE GOOD. DO GOOD.
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HIGHLIGHTS
IMPROVING RURAL
LIVELIHOODS IN COLOMBIA

In 2014, we co-launched the social business,
Campo Vivo, in Colombia – one of our
key growing regions in Latin America.
Campo Vivo is committed to improving the
livelihoods of local smallholder farmers
and their families in Colombia. It provides
education and support services to increase
their yields, improves their market access
by supporting the commercialization of their
products, and helps them develop higher and
more stable incomes for their families. In the
first five years, Campo Vivo supported over
450 plantations, benefiting approximately
2,300 people.
BROADENING HORIZONS
FOR COMMUNITY YOUTH
IN ARGENTINA

professional guidance. To date, 120
young participants have taken part in
Sembrando Futuro, each benefiting from
260 hours of training and coaching.
EMPOWERING
WOMEN IN INDIA

Project Shakti aims to drive social change
and improve the livelihoods of women and
adolescent girls, particularly addressing
gender inequality. The project stimulates
entrepreneurship and supports skills
development and knowledge transfer.
Since we launched the project in 2017,
more than 295 women and adolescent
girls have received training. Of these, 40
have already increased their income from
various small enterprises.

McCain’s community development
projects have positively impacted
the livelihoods of more than 3,500
people across the world. We want
to help even more people and aim
to reach 10,000 by 2025.”

F R A N C O I S TA S M O W S K I
SR. DIRECTOR
G L O B A L S U S TA I N A B I L I T Y

In 2017, we launched a partnership called
Sembrando Futuro (“sowing for the future”)
in the community around our plant in
Balcarce, Argentina. The program helps 17to 24-year-olds learn about future careers
and equips them with skills, training, and
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THRIVING COMMUNITIES

BE GOOD. DO GOOD.
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Strong
Foundations
As a family business, we’ve been guided by
a set of family values for decades. From the
beginning, the McCain founders had a simple
belief that good ethics is good business. Over
the years, this belief has helped us to define
who we are, what we do, and how we do it.

Our approach to strong
foundations is shaped by the
following four commitments
SAFETY

ETHICS

Targeting
zero incidents
at work

Zero tolerance 
for corruption or
human rights abuses

INCLUSION

SECURITY

Striving towards
inclusion across
the workforce

Fair compensation
for all McCain
employees

Our family is made up of over 22,000 people
around the world, on whom our business is
built. Our Strong Foundations are our core
commitments to our employees, and include
safety, inclusion, ethics, and security.
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STRONG FOUNDATIONS

BE GOOD. DO GOOD.
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HIGHLIGHTS
PROMOTING GREATER
DIVERSITY AND INCLUSION

STRENGTHENING
ETHICAL CONDUCT

Since launching our Diversity & Inclusion
strategy, we have organized a wide
range of diversity and inclusion training
events for our employees, including
Unconscious Mind workshops, ‘You
Inc.’, a women’s leadership development
program, and Women’s Coaching Circles.
In 2019, 1,357 employees participated in
these programs, up from 702 in 2018.

We expect nothing less than ethical
and lawful conduct throughout our
operations, and we engage with our
suppliers and the wider industry to
encourage positive change. Our Supplier
Code of Conduct prohibits any type of
forced or compulsory labour, child labour,
discrimination, inhumane treatment,
abuse or harassment.

SAFETY TRANSFORMATION
PROGRAM

Our dedication to safety has been
industry-leading over the past five
years, with a total incident rate (TIR)
consistently below 1.00. In 2018, our TIR
was 0.53, down 40% from 0.88 in 2014.

Throughout COVID-19, safety has
continued to be our number one
priority. Our comprehensive approach
will be detailed in our next report

Sustainable businesses – those
that behave ethically, take care
of their people, and minimize
their impact on the environment
– are successful businesses.”

ALISON DEMILLE
CHIEF HR OFFICER

We have now begun a comprehensive
five-year safety program, supported by
significant investment, to achieve our
target of zero incidents at work.
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STRONG FOUNDATIONS

BE GOOD. DO GOOD.
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PA R T N E R S H I P S & C O L L A B O R AT I O N S

We strongly believe that partnerships and multi-stakeholder collaborations are key to achieving a more sustainable planet.
Highlighted here are a few of our partnerships and affiliations.
SMART & SUSTAINABLE FARMING
OP2B

Coalition that takes tangible
actions to develop innovative
solutions aimed at protecting
and enhancing biodiversity in
agricultural systems.
op2b.org

POTATO SUSTAINABILITY
ALLIANCE

PSA is a collective of potato
industry stakeholders who
seek voluntary certification for
sustainability through training,
yearly surveys, and audits
based around all areas of farm
management.

GOOD FOOD
GLOBALGAP

A global organization that sets
voluntary standards for the
certification of agricultural
products around the globe for
safe, sustainable agriculture
worldwide.
globalgap.org

potatosustainability.org

CONSUMER
GOODS FORUM

CEO-led organization helping
the world’s retailers and
consumer goods manufacturers
to collaborate in order to
secure consumer trust and
drive positive change, including
greater efficiency.
theconsumer
goodsforum.com

RESOURCE-EFFICIENT OPERATIONS
SCIENCE-BASED
TARGETS INITIATIVE

The SBTi helps companies set
emissions reduction targets in
line with the Paris Agreement,
and certifies those targets.
sciencebasedtargets.org

ELLEN MACARTHUR
FOUNDATION + NEW
PLASTICS ECONOMY

The Ellen MacArthur Foundation
is a global think tank that
emphasizes the need for circular,
regenerative, and zero waste
economies around the world.
ellenmacarthurfoundation.org
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ROUND TABLE
ON SUSTAINABLE
PALM OIL

US ALLIANCE FOR
POTATO RESEARCH
& EDUCATION

rspo.org

apre.org

RSPO unites stakeholders from
the seven sectors of the palm
oil industry to develop and
implement global standards
for sustainable palm oil.

APRE is dedicated to
advancing the scientific
understanding of the role
potatoes play in promoting
the health of all people.

THRIVING COMMUNITIES
RE100

RE100 is a global corporate
leadership initiative that brings
together influential businesses
committed to 100% renewable
electricity. Its purpose is to
accelerate change towards zero
carbon grids, at global scale.

DEG

DEG is a German investment and development
agency offering financing, advice and support to
private sector enterprises operating in developing
and emerging-market countries.
deginvest.de

FORGE

The Forge Foundation is a non-profit organization
which supports low-income Latin American
youths to gain access to quality jobs.
fondationforge.org

there100.org

BE GOOD. DO GOOD.
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BE GOOD. DO GOOD.
By following our Global Sustainability Strategy, we aim to prepare
ourselves for the challenges of the future, continue to grow
while reducing our environmental impact, and answer to the
evolving needs of our key stakeholders. We are at the beginning
of our journey and will continue to grow as a responsible modern
business over the coming years. This Be Good. Do Good. report
is a vital part of that process and we welcome feedback to
sustainability@mccain.com
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