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Global Purpose

How your company can inspire and
make accessible, affordable, healthy and
sustainable “food for all.” This will
generate breakthrough innovation and
high growth.

Mission and humanity are aligned.

Stakeholder Purpose

How to maximize stakeholder value by
deeply rooting business in collaborative
leadership and building tomorrow’s
regenerative opportunities.

Company purpose aligned with stakeholders.

Employee Purpose

Working for your company “feels” right
and creates meaning and fulfillment.
They are inspired, feel included, and
want to grow with you.

Company purpose attracts socially inspired
employees.
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Global Products

How your company’s vision and brands can
embody innovation and growth while
committing to best practices in social welfare
and nutrient density while improving the
health of the planet.

Mission and brand are aligned.

Stakeholder Products

How to make a collective and deep impact on
fixing the food system and creating new “food
for health” choices while respecting “food for
culture” diversity.

Company and stakeholders committed to expand
healthy and culturally diverse food portfolio.

Employee Products

How your company’s brands can have a
positive impact on others’ lives, deepening a
culture of innovation and growth at the
individual and company level.

Employees proud to align products to higher goal
of healthy sustainable food for all.
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Global Profit

How your company can proactively
contribute to a better world for all,
facilitating meaningful change and
raising consciousness while delivering
long-term value.

Purpose and profit are aligned.

Stakeholder Profit

How to lead collectively with a triple
bottom line mindset to fulfill your
company’s social, environmental, and
financial potential.

Company and stakeholders committed to
“food for sustainable growth.”

Employee Profit

How your company and employees
define wealth and success broadens to
include fulfillment and pride in work and
brands.

Employees are more vocal ambassadors of
company and brands.




