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Important Information
Information regarding specific VMG portfolio companies presented herein
are provided for illustrative purposes only and to provide general information
regarding some of the ESG initiatives employed by VMG and its portfolio
companies. These companies do not represent all VMG investments and
not all VMG portfolio companies have employed the level of ESG practices,
initiatives or metrics as those presented in this report. There is no assurance
that VMG or any of its portfolio companies will be able to employ the same
ESG practices and initiatives or attain the same level of metrics in the future.
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While VMG’s core focus is delivering strong risk-adjusted returns
to our investors, we believe that we have been operating with ESG
principles in mind since Fund I, with numerous investments in betterfor-you brands that are focused on what you put in (and on) your
body, promoting healthy living for consumers (and their pets!).

We believe that our experience as a long-standing investor in the consumer industry has
allowed us to develop a deep understanding of the numerous environmental, social, and
governance risks and opportunities that most commonly confront our portfolio companies:

Applicable to almost all
VMG Portfolio Companies:

Applicability differs by
Portfolio Company:

Corporate Governance

Water & Waste Water Management

Customer Welfare

Employee Health & Safety

Diversity & Inclusion

Customer Data Privacy & Data Security

Employee Attraction, Retention & Engagement

Packaging & Lifecycle Management

Product Labelling & Marketing

Charity & Community Engagement

Product Quality & Safety

Environmental & Social Impacts of
Ingredient Supply Chain
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Investing in ‘Better for you’ Brands
VMG has sought to invest in companies that champion ESGaligned practices, long before it entered the mainstream. By
investing in these pioneers of better-for-you products, VMG is
helping bring safe and sustainable brands to every community.
Examples of past VMG portfolio companies include:

Natural Balance Pet Food: “Confidence in every batch”

2008
Investment

Manufacturing and marketing healthy, tasty, and safe pet food
crafted by the pioneers of limited ingredient diets. The first
pet food company to test every batch for 9 contaminants:
Melamine, Cyanuric Acid, Aflaxtoxin, DON (Vomitoxin), E
Coli, Fumonisin, Ochratoxin, Salmonella and Zearalenone.

KIND Healthy Snacks: “Ingredients
you can see and pronounce”

2008
Investment

Built on the idea of selling great products and doing its part
in making a better world. Kind creates products made from
natural whole ingredients like nuts, seeds, fruit and grains
with no genetically engineered ingredients, sugar alcohols, or
artificial sweeteners. Also funds the 501(c)(3) non-profit KIND
Foundation with a mission to create a kinder, more diverse,
inclusive world. It celebrates acts of kindness, broadens
student world views, and supports entrepreneurs creating
successful, responsible businesses with social impact.

Vega: “Clean, plant-based nutrition”

2011
Investment

Innovators in plant-based nutrition that empowers people
to feel good and perform at their best. Vega’s high-protein,
nutrient-dense formulations powered by superfood ingredients
are certified vegan, gluten-free and non-GMO Project Verified.
Contain no dairy, soy, added sugar, or artificial colors, flavors,
or preservatives. Packaged in 100% recycled cardboard
or fully recyclable 100% PCR HDPE plastic bottles.
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Babyganics: “Helping families create a baby-safe world”
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2012
Investment

Baby-safe products to clean, care for, and protect babies and
their environments. Made with organic, plant-based ingredients
whenever possible; never using parabens, phthalates, toxins,
endocrine disruptors, carcinogens, irritants, or artificial
fragrances. Fully tested to be baby-safe and effective—
but not on animals. Sustainably packaged. A Certified B
Corporation that meets the highest standards of verified
social and environmental performance, public transparency,
and legal accountability that balances profit and purpose.

Vermont Smoke & Cure Meat Snacks:
“Snack with Purpose”

2014
Investment

Consciously crafted and delicious snacks made from humanely
raised meats. Free of antibiotics, added hormones, sodium
nitrites, MSG, artificial flavors, sweeteners, or preservatives.
Made without the “Big 8 Allergens” (Milks, Eggs, Gluten, Fish,
Shellfish, Tree Nuts, Peanuts & Soy). Safely manufactured
with zero recalls and UDSA inspector on site daily, using high
efficiency smokers in an SQF Level 2-certified facility. More
than 50% of electricity used is solar generated within a 60
mile radius. Also a Statutory Benefit Corporation in Vermont.

Sun Bum: “Trust the bum”

2016
Investment

Makers of vegan, cruelty-free sunscreen, hair, lip and
baby care products that are reef friendly (no oxybenzone,
octinoxate, retinyl palmitate, parabens, phthalates, or
formaldehyde) and not tested on animals. Pediatriciantested and recommended for daily use by the Skin Cancer
Foundation. The company’s 501(c)(3) non-profit, Protect The
Groms (surf-slang for kids), supports sun safety education
and provides grants for shade structures over playgrounds to
fight skin cancer in America one elementary school at a time.
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Our Non-Profit Partnership
Project, the organization then connects them with
the many qualified women who are ready to take
leadership roles within their industries while shaping
companies at the highest level.

The Women on Boards Project seeks to significantly
increase diversity on boards of directors for private
consumer companies. This non-profit brings
together a consortium of industry leaders in venture
capital, private equity, and investment banking to
diversify the boards of the brands with which they
work. Founded by Kara Roell, a general partner
at VMG, and Sheryl O’Loughlin, Former CEO of
Clif and co-founder of Plum Organics and J.E.D.I.
Collaborative, the Project is now helmed by VMG’s
Talent Partner, Cassie Burr, who collaborates with
VMG and its ecosystem to further their mission.

By offering pro-bono services and a diverse network
the Women on Boards Project helps companies
conduct more inclusive board searches. Each
company pledges to meet the majority of candidates
provided by The WOB Project, at least 40% of which
come from historically excluded communities. This
process works to strengthen referral networks
within the consumer ecosystem while matching
diverse talent with great opportunities.

Founded in 2020, the Women on Boards Project
joined an industry wide movement towards greater
board diversity by focusing on demand, rather than
supply. Similar organizations have largely been
concerned with increasing the pipeline of board
ready women. The WOB Project is spearheading
a different approach - holding companies
accountable to create opportunities to diversify
their boards. Once a company joins The WOB

Since its founding in 2020, WOB has placed
25 women on boards.

WOB has partnered with 11 venture capital,
private equity and investment banking firms.

Select board
placements
include:

Select
partners
include:
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Anti Racist Outreach

In the wake of racially motivated violence in the
United States, the VMG team came together
to align on key strategies to promote diversity
and inclusion within our organization and the
broader consumer ecosystem, including issuing
public statements on our website and LinkedIn.

VMG’s statements sparked over 100
comments on Linkedin, hopefully helping
move the conversation forward within
the broader consumer ecosystem:

for sharing these wise words. We stand together
to fight these injustices and for the oppressed.”
• Jane Miller, CEO, Lily’s Sweets: “Wayne Wu,
the Lily’s Sweets team is with you 100%!!”
• Ryan Pintado-Vertner, Founder,
Smoketown: “If you set the pace, Wayne
and VMG Partners, much of the industry
will follow. Let’s do the work.”

• Madeline Haydon, Founder, Nutpods: “Thanks
for being a leader on this in the investment
community! I hope others will follow.”
• Dr. Josh Axe, Co-Founder, Ancient Nutrition:
“Proud to be a part of the VMG family, thank you
VMG Partners 2021

Environmental, Social and Governance Report
August 2021

8

DIVERSITY AND
INCLUSION INITIATIVES
VMG Internship Program
VMG’s 2021 undergraduate summer internship
program is geared toward students of color and
first-generation college students who have just
completed their sophomore year. We hope that an
internship at VMG will increase these students’
chances of getting an investment banking or
management consulting internship following their
junior year.
Traditionally the pipeline for private equity funds,
investment banks and management consulting
firms have struggled to increase the representation
of underrepresented communities. We hope to be
part of the solution this summer as VMG helps our
three interns receive the skills and connections
they need to shake-up their industries.

Diverse Candidate Database
VMG and its portfolio companies received nearly
1,000 applications for our portfolio company
internship program.
In response, VMG built a database where
students – particularly those from ethnically
diverse backgrounds such as first-generation
college students, LGBTQ+ individuals, or
veterans – who were not ultimately hired
can instead share their information with our
portfolio of brands and other investor-backed
companies in the hopes of finding an internship
or entry-level role to further their careers.

Portfolio Company Internship Program
VMG spearheaded the creation of 2021
undergraduate summer internships across a cohort
of seven of our portfolio companies, with an eye
toward increasing diversity and inclusion in the
consumer products industry.
VMG has and will support this program by (i)
sourcing the portfolio companies, (ii) leading the
intern recruiting effort, (iii) providing training and
mentorship to the interns and (iv) funding 50% of
the intern compensation (and housing if needed).
The internship program is predominantly geared
toward placing junior-year undergraduate students
from historically underrepresented communities and
first-generation college students. We strategically
recruited students from HBCU’s as well as other
schools with diverse student bodies that are seldom
targeted by recruiters. All ten interns identify as
people of color, and many are first generation
college students.
These ten interns worked across a variety of
functions at their portfolio companies including
marketing, ecommerce, HR, food innovation, and
growth. As part of their learning and development,
VMG invited executives in the CPG industry to
speak to the interns, in addition to hosting multiple
job skills training seminars and providing networking
opportunities.
Participating companies include:
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Voter Initiative
With an eye toward increasing voter participation and civic engagement, VMG made Election Day
a company holiday, encouraged our portfolio companies to do the same, and issued a weekly
newsletter to our portfolio companies with election-related content and resources. These initiatives
resonated with founders across the portfolio, some of their responses included the following:
• Nancy Twine, Founder, Briogeo: “This is FANTASTIC! Thank you for your leadership in
supporting education and awareness of this important topic. I look forward to receiving
your weekly e-mails and sharing them with the entire Briogeo team. It’s a topic that I’m quite
passionate about. Briogeo is committed to bringing voter education to both our internal and
external community. So we will find tremendous value in the content you’re putting forth.”
• Bill Keith, Founder, Perfect Bar: “I love it, spread the message! I will do the same!”

Unfinished Biz
We have been intentional about elevating the voice of female and BIPOC founders through
VMG’s Unfinished Biz podcast. Select guests over the last 2 years have included:

Nailah Ellis
Founder and
CEO of Ellis Isle

Marc Washington
Founder and
CEO of Muniq

Gabrielle Union
Co-Founder
of Bitsy’s

Denise Woodard
Founder and CEO
of Partake Foods
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Investing in Underrepresented Founders
VMG backed an increasing number of underrepresented founders in its more recent funds:
Growth IV

Catalyst

5

2

BIPOC
Founders

13
Total
Investments

7
Female
Founders

12
Total
Investments

BIPOC
Founders

3
Female
Founders

Growth

Shani Darden
Shani Darden
Founder

Nancy Twine
Briogeo Haircare
Founder

Madeline Haydon
Nutpods
Founder

Beatrice Dixon
Honey Pot
Founder

Laura Modi &
Sarah hardy
Bobbie Founders

Katie Spies &
Christine Busaba
Maev Founders

Larry Liu
Weee! Founder

Catalyst

Randi Christiansen
Necessaire
Founder
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Census Reporting
VMG increased diversity tracking to improve BIPOC, LGBTQ, veteran, and disabled
representation at the portfolio company, board, and executive leadership levels within the VMG portfolio.
Spearheaded by our Talent Partner and our Head of Data, we took the same actions to improve our internal
diversity reporting. These improved quantitative metrics allow VMG to better track the annual progress
of its portfolio companies through an extensive database. By making diversity reporting transparent
across our portfolio, VMG hopes t o build a shared commitment to progress and a mutual accountability.
The census data below was gathered through VMG surveys sent to our portfolio companies.

Senior Leadership Team Demographics
Across the VMG Portfolio 1
• 40% of the Senior leadership team identify as women.
• 20% of the Senior leadership team identify as POC.
Senior Leadership Team diversity has increased since Fund I:
• Fund I SLT: 25% from underrepresented communities.2
• Fund IV SLT: 68% from underrepresented communities.

Employee Demographics Across the VMG Portfolio 3

FUND IV SLT:
68% from
underrepresented
communities

• VMG investments in 2019: 41% of employees identified as POC.
• VMG investments in 2020: 47% of employees identified as POC.

1

Only active investments were included. Data collected as of August 2021. The senior leadership team is comprised of people

who sit in the head positions for each function within the company (VP and C-Suite executives).
2

VMG defines underrepresented as women, POC, LGBTQIA+, veteran, and disabled. This demographic data was provided to

VMG by our portfolio companies.
3

Only active investments in both 2019 and 2020 were included. These statistics include the data given to us by the majority

of our portfolio companies (18 companies total in 2020), not all portfolio companies provided their demographic data.
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Case Study: Lily’s Sweets

Cynthia Tice, Founder

Inspired both by her love of chocolate and a desire to
eliminate sugar from her diet, founder Cynthia Tice
created Lily’s Sweets. Based in Boulder, Colorado,
Lily’s sources non-GMO, gluten-free ingredients and
cocoa harvested through Fair Trade practices to make
their delicious, botanically sweetened chocolate.

Fueled by a passion for healthy sweets as well as their founding and unwavering mission,
they are determined to spread goodness beyond the kitchen. Lily’s is committed to
creating not only better chocolate but a better world. This is why they passionately
champion causes dear to their hearts, supporting non-profit organizations that
aid in the fight against childhood cancer and other life-threatening diseases.

Lily’s Sweets’ commitment to ESG practices are manifest in many areas of
the business and brands:

Customer Welfare
• With a passion for satisfying their customers’ sweet tooth, overall
health, and social conscience, Lily’s Sweets are made with botanical
sweeteners and no added sugar, all non-GMO certified, Fair Trade
ingredients.

Environmental and Social Impacts of Supply Chain:
• All products are made with Fair Trade International certified cocoa
and RSPO Certified Mass Balance palm oil.
• Lily’s is certified Climate Pledge Friendly to distinguish more
sustainable products.

FAIR TRADE

• The company partners with Green Girl Recycling, a woman-founded
company based in Longmont, Colorado.
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Employee Engagement, Diversity & Inclusion:
• With a 63% female workforce, Lily’s is committed to the development
of a formal diversity & inclusion policy.
• Their Black Lives Matter (BLM) committee and their involvement with
the Justice Equality Diversity & Inclusion (JEDI) collaborative are all
part of their commitment to broad social change.

F
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M

63% female
workforce

• The company conducts an annual Culture Survey and uses results
and feedback to develop internal initiatives, which have included
a Wellness Committee, frequent Town Hall meetings, and Lily’s
University.

Product Quality and Safety:
• Lily’s requires all contract manufacturers to be Global Food Safety
Initiative (GFSI) Certified through Safe Quality Food (SQF) or similar
audits.
• All contract manufacturers conduct mock recall tests at least once
per year.

GFSI

• Suppliers conduct analytical pathogen testing following production at
contract manufacturing facilities.

Packaging & Lifecycle Management:
• Lily’s plans to use the Sustainable Forest Initiative (SFI) logo on all
paperboard packaging, rolling out an initiative to integrate SFI certified
recycled material. In addition, the Company plans to obtain a license
with the Recycled Paperboard Alliance (RPA).

SFI & RPA

Charity and Community Engagement:
• Since 2018, Lily’s donated nearly $300,000, principally to charities
focused on supporting childhood wellness such as the MaxLove
Project and the University of Colorado (CU) Foundation, matching
employee donations to company-supported organizations.

$300k to CHARITY

• As part of their founding mission, Lily’s donates products and money
to help support positive nutrition for children with cancer and other
related diseases through the MaxLove Project.
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Case Study: Ancient Nutrition

Jordan Rubin & Dr. Josh Axe, Founders

Natural health experts Dr. Josh Axe and Jordan
Rubin founded Ancient Nutrition with the mission
to provide whole food nutrition that is inspired by
the principles of ancient herbalism. By combining
the power of quality ingredients, ancient recipes,
and modern nutritional science, they were able to
create solutions to human health challenges and
forge a new path towards more natural solutions.

Ancient Nutrition was founded on ESG principles and continuously strives to increase
and improve their ESG practices. Most notably, they recently launched their R.A.N.C.H
initiative (Regenerative Agriculture, Nutrition & Climate Health) with the goal of
planting one million, superfood-bearing perennial trees, bushes, vines and shrubs
at their certified organic farm in Tennessee by June 2024. This farm is located on a
natural aquifer and currently grows 100+ plant varieties with a focus on improving
biodiversity to support native pollinators. There are six large greenhouses outfitted
for year-round growing made using local Amish wood, allowing Ancient Nutrition
to support local artisans while lowering their transportation carbon footprint.

Ancient Harvest’s ESG Initiatives include:

Product Quality and Safety:
• All ingredients are tested for pesticides, herbicides, heavy metals
and other harmful chemicals to ensure purity.
• Formulated with traditional herbal practices, such as fermentation, to
improve bioavailability and the effectiveness of their products.

IMPROVED
BIOAVAILABILITY

Corporate Governance:
• Their headquarters were moved to their Center for Regenerative
Agriculture and Sustainability, a 110-acre certified organic farm in
Tennessee.
• Their Corporate Social Governance Initiatives are led by a VP at
Ancient Nutrition.

110-ACRE CERTIFIED
ORGANIC FARM
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Environmental and Social Impacts of Supply Chain:
• Their packaging does not utilize plastic neck band safety seals, and
their canisters are produced from HDPE which uses 25% less plastic
than the industry standard (PET).

25% LESS PLASTIC

Charity and Community Engagement:
• They currently partner with 7 B-Corps, non-profits, accreditors, and
networks working to create positive environmental and social impact.

Regenerative Agriculture:
Ancient Nutrition sources many ingredients from organic farms including the 4,000acre Beyond Organic Ranch and the Heal the Planet Farm, both owned and operated
by their founders, Jordan Rubin and Dr. Josh Axe.
• These Ancient Nutrition operated farms work to increase biodiversity of plant and
animal species, build soil organic matter (Carbon), improve water quality, establish the
highest standards of animal welfare, and promote climate health.
• Regenerative farm practices include managed intensive grazing, incorporation of
spiders and other beneficial insects, biodiversity of grasses and forestry, large scale
composting and permaculture practices.
Heal the Planet Farm uses permaculture practices to create regenerative food forests
in concert with holistic grazing and livestock management to build soil organic matter,
capture carbon and transform the environment.
• 50% of Beyond Organic Ranch’s land is open pasture and home to more than 1,000
water buffalo, cattle, sheep, goats and yaks.
• There are over 20 species of native trees, an organic vegetable garden for use at the
employee kitchen, pastures with native grass species enhanced with red clover, 60 acres
of winter rye, legumes and mixed grasses for grazing.

50% OPEN
PASTURE

20 NATIVE
SPECIES OF TREES

60 ACRES
FOR GRAZING
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Case Study: The Pill Club

Liz Meyerdirk, Founder

Founded in 2016, The Pill Club is a mission-driven
telehealth company, working to expand access to
affordable and convenient healthcare for women
and people who menstruate. Money and geography
are significant barriers to seeking care, and the
COVID-19 pandemic exacerbated those barriers.

Nearly one in ten women ages 18-25 say they delayed or were not able to get
their birth control due to the COVID-19 pandemic and nearly one third reported
missing pills because they were not able to get their supply in time. Over 19 million
women of reproductive age in the U.S. live in a contraceptive desert and cannot
easily access health centers that offer the full range of contraceptive care.
By offering easy and affordable access to telehealth appointments, The Pill Club is
revolutionizing the way people go to the doctor. The Pill Club provides free contraception
with insurance to a majority of their clients, reaching Medicaid patients in several
states and emphasizing asynchronous consultations to better serve rural customers.
With a workforce as diverse as their patients and an expanded care network in
disadvantaged communities, the Pill Club is staying true to their promise that no
one should have to choose between going to work and going to the doctor.

The Pill Club prioritizes the following ESG initiatives:

Access:
Pill Club’s two pharmacies and a 100-person medical team serve
hundreds of thousands of members in 47 states and the District of
Columbia. Since 2018, Pill Club ships prescriptions to members in over
99% of contraceptive deserts.
• The Pill Club has one of the largest insurance coverages in this
space, which makes contraception free for the majority of their
members.
• Patient Care Coordinators undergo sensitivity training to best
account for different health and family histories, cultural backgrounds,
gender identities, and sexual preferences during patient care
interactions.
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Diversity & Inclusion:
• The Pill Club’s employee base is predominantly female, with a ratio of
72% female, 28% male; within executive leadership, this ratio is 62.5%
female and 37.5% male.
• Employee base is 33% white, 19% Asian, 16% Hispanic/Latino, and
14% Black or African American (13% of employees declined to identify);
within the executive team, this is 37.5% white, 25% Asian and 12.5%
identifying as two or more (25% declined to identify).

17
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72% female
workforce

Charity and Community Engagement:
• Engages in regular corporate giving to mission-aligned organization
including Power to Decide, the National Coalition Against Domestic
Violence, Junior League of Wilmington, Black Women’s Blueprint, the
Innocence Project, and the Loveland Foundation.

Employee Policies and Benefits:

WHITE - 33%
ASIAN - 19%
HISPANIC/LATINO - 16%
BLACK OR AFRICAN
AMERICAN - 14%
DECLINED TO
IDENTIFY - 13%

• Up to 16 weeks of paid parental leave for all Pill Club employees.
• Up to 6 complimentary counseling sessions for employees, as well as
complimentary subscriptions to Headspace and Aaptiv workout apps.
• Introduced in May 2021, Pregnancy Loss Leave affords paid time off
for employees who experience a miscarriage or other lost pregnancy,
regardless of gender identity.
• Free access to Carrot fertility services and $15K towards family
planning support.

Environment and Sustainability:

16 WEEKS
PARENTAL LEAVE
&
$15k for
FAMILY PLANNING

• Pill Club sends the maximum prescription refills allowed to a member
in a single shipment, reducing packaging waste and shipping emissions
when compared to monthly refills.
• Tele-health business model saves patients gas and reduces
emissions.
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Case Study: Daily Harvest

Rachel Drori, Founder

Launched in 2015, Daily Harvest was born out of Rachel
Drori’s desire to make clean food accessible, easy, and
convenient without compromising on nutrition or farmfresh quality. Today, Daily Harvest serves a range of
over 80 direct-to-consumer frozen foods – including
smoothies, overnight oats, harvest bowls, and flatbreads
– to thousands of subscribers across the United States,
with over 500 farmers across their supply chain.

Nick Chang, Founder

Daily Harvest has been committed to ESG since its inception, but to help them raise the
bar they recently hired a Director of Sustainability. By utilizing compostable packaging and
regenerative farms, Daily Harvest is reducing their environmental footprint and investing in
agriculture that heals the planet. Daily Harvest reduced their overall food waste by relying on
farm frozen products and transitional organic supply chains, continuing their commitment to
a zero-waste future

Daily Harvests top ESG initiatives include:

Product Quality and Safety:
• Almost all ingredients are organic and dairy free, with no fillers, gums,
refined sugars, harmful oils, stabilizers or artificial ingredients/additives.
• Their food is frozen the day of harvest, retaining 50% more antioxidants
than refrigerated options three days after harvest.
• Ongoing participation in Food Tank’s CSO working group which works
to support environmentally, socially, and economically sustainable ways
of alleviating hunger, obesity, and poverty while pushing for food system
change.

50% MORE
ANTIOXIDANTS

Environmental and Social Impacts of Supply Chain:
• Created new and innovative transitional organic supply chains.
• Work to prioritize regenerative farming practices and boost biodiversity,
which actively reverses climate change impacts.
• Committed to supporting and participating in fair and equitable labor
practices.
• Launched compostable bowls, cups and pods and recyclable shipping
liners.
• Aim to reduce food waste while working towards a zero-waste future.

47% REDUCED
FOOD WASTE

• Reduced food waste by 47% by only using farm frozen products.
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“The Veg Report”
Daily Harvest conducted “The Veg Report” survey in 2019 to better understand the health
and wellbeing of their consumer community.
• In 2020, Daily Harvest conducted a second report to track how the COVID-19 pandemic
affected eating habits and public interest in maintaining healthy diets.
• Available publicly via their website, the Veg Report combines highlighted scientific studies
with survey data to better educate their customer base on the state of healthy eating in
America.
The survey was fielded among 1,004 people aged 18+ in the United States. Here are some
of their findings:

% of Americans who said they’re
following a healthy diet

% of Americans who said their
meals have more variety

2019

2019

2020
52%

68%

2020
49%

70%

Why is this happening? Their survey digs deeper to learn:
• 2020: 60% of Americans reported seeing, reading, or hearing more information about
healthy eating.
• 2020: 58% of Americans are buying more nutritious food that helps promote their health
and well-being.
We still face problems...
• 2020: 33% of Americans are eating shelf-stable packaged foods at least daily.
• 2019: 26% of Americans reported the same.
• Their report warns that packaged snacks are over-processed, full of sodium, sugar, artificial
colors, flavors and preservatives.
An excerpt from the report: “In 2019, A Lancet study confirmed…A poor diet causes 1 in 5
deaths around the world. The convenience of processed packaged foods has come at the
expense of good health, and it’s literally killing us. We’re relieved to learn more people have
been increasing their intake of fruits and vegetables in the last year. Our hope is that by the
time we field The Veg Report in 2021, we’ll be eating even better. The dream? We’re all eating
a lot more whole, unprocessed organic fruits and vegetables and it shows in our overall
health.”
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Case Study: The Honey Pot
The Honey Pot is a plant-based, feminine care
line founded in 2014. The Honey Pot exists to
empower, educate, and provide access to humans
with vaginas around the world. They believe safe
and healthy menstrual care should be a right
and not a privilege. Honey Pot is passionate
about aligning with organizations that mobilize
Beatrice Dixon, Founder
underserved communities through equitable
initiatives that impact daily life, and allow for growth, expansion, and empowerment.
Launched by Beatrice Dixon, The Honey Pot is fighting to bring vaginal health into the
mainstream. They emphasize diversity both internally and in their external marketing,
because everyone deserves to see themselves represented in the feminine care industry.
In addition to their products, The Honey Pot is reinvesting in the communities they serve,
partnering with organizations to expand access to water, education, and advance the
fight for gender equality. By enthusiastically catering to the varied group of consumers
who require access to safe and natural menstrual products, The Honey Pot is actively
changing the way we talk about vaginal health in an increasingly diverse world.

The Honey Pot prioritizes the following ESG initiatives:

Product Quality and Safety:
• All product formulations start with plant-derived ingredients, organic
whenever possible, and exclude “never-use” ingredients, such as
phthalates, toxins, dyes, carcinogens and irritants.

Diversity & Inclusion:

PLANT-DERIVED
INGREDIENTS

• Emphasizing the power and beauty of diversity through their hiring
practices and through communications with their consumers.
• WBENC Certified Organization.
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Charity and Community Engagement:
• Honey Pot is building a portfolio of organizations grounded in
supporting humans across the globe through their CAKE program
(Connect Access Kindness Education). They partner with the following
organizations:

Alaffia Foundation
• Total investment by Honey Pot 2021 – 120k
• Humans impacted by investment – 1k
• The Alaffia Foundation’s mission is to empower African communities
through the advancement of fair trade, education, sustainable living,
and gender equality

Georgie Badiel Foundation
• Total investment by Honey Pot – 30k
• Humans impacted – 45k
• The Georgie Badiel Foundation believes all human beings have a
fundamental right to clean drinking water, sanitation facilities, and
education

LavaMaex
• Total investment by Honey Pot – 25k
• Product investment – 10k units of travel herbal pads
• Humans impacted by investment – 16k
• LavaMaex is a non-profit that specializes in training communities
worldwide to bring programs to their unhoused neighbors such as
mobile showers, pop-up care villages, handwashing stations, and more
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Case Study: Necessaire
Founded in 2017, Necessaire is a premium, directto-consumer personal care company. Since its
inception, Necessaire focused on creating clean,
effective, sustainable, and luxurious body products
for both men and women. Necessaire goes above
and beyond in their commitment to ESG: led by their
founder Randi Christiansen, they’ve expanded their
Randi Christiansen, Founder
market through positive, gender-neutral advertising
while minimizing their environmental footprint and working towards becoming a
certified B corp. Necessaire became Climate Neutral Certified in 2019, packaging
their products with recyclable materials and pledging 1% of all sales to non-profit
organizations who defend our air, water, land, and wildlife worldwide. Grounded in
the ESG principles they were founded upon, Necessaire is reminding consumers
that luxury skincare should not be limited to just their face - our bodies need equally
effective and quality formulations that protect both our health and the planet.

Necessaire is driven by the following ESG initiatives:

Customer Welfare
• All product formulations start with plant-derived ingredients, organic
whenever possible, and exclude “never-use” ingredients, such as
phthalates, toxins, dyes, carcinogens and irritants.
• All product formulations exclude their “No List” of ten potentially
harmful ingredients such as parabens, sulfates, synthetic fragrances,
or phthalates.

Product Label and Marketing
• Necessaire includes ‘derived-from’ details along with their ingredient
listings whenever possible, to educate consumers on their product
sourcing and its environmental impacts.
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Environmental and Social Impacts of Supply Chain:
• Shipping materials include boxes made from 85% post-consumer
waste and paper that’s 100% recyclable.
• Climate and Plastic Neutral Certified.
• Offset and reduced their carbon emissions in full since their first
year.
• Forest Stewardship Council-Certified paper used for their shippers,
cartons and inserts.
• Working towards sourcing primary packaging that’s 100% repurposed,
allowing for zero virgin plastic usage.
• Domestic manufacturing based in the USA, with dual shipping transit
systems to minimize their carbon impact.

Product Quality and Safety:
• Follow the Environmental Working Group (EWG) and EU Standards
for safe beauty, providing clean products free from EWG’s “chemicals
of concern.

Charity and Community Engagement:
• Allocate 1% of all sales to environmental and social justice nonprofits, such as the NAACP Legal Defense and Educational Fund.
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