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At Keurig Green Mountain, Inc., we are passionate about our 

business and look for ways to be more sustainable in everything that 

we do. Over the past several years we have grown rapidly and today 

we are a leading personal beverage system company. Our growth 

and evolution blends a socially responsible, premium coffee roaster 

with a high -tech, innovative appliance maker, making our unique and 

powerful business model possible.  

Resilient Supply 

Chain 
Sustainable Products 

Thriving People & 

Communities  
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WeŚre setting ambitious 2020 sustainability targets.  

 Resilient Supply Chain 

 

Engage 1 million people in our manufacturing and 

agriculture supply chains to significantly improve their 

livelihoods. 

 

Source 100% of primary agricultural and manufactured 

products according to established Keurig Green 

Mountain responsible sourcing guidelines.  

 Sustainable Products 

 

100% of K-CupÈ packs will be recyclable. 

 

Reduce life-cycle greenhouse gas emissions of brewed 

beverages by 25% vs. 2012 baseline. 

 

Achieve zero waste-to-landfill at our owned and 

operated manufacturing and distribution facilities.  

 Thriving People and Communities  

 

Engage 100% of empl oyees to understand our vision 

and values, and present opportunities that allow them 

to contribute to our goals.  

 

Provide access to clean water to 1 million people 

worldwide.  

 

WeŚre working in our global supply chain. 
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WATER STEWARDSHIP 

Blue Harvest Project 
We committed $2.5 million to a project with Catholic Relief 

Services focused on coffee -producing communities in 

Central America. The effort encourages farming practices 

and political processes that restore and protect local water 

supplies.  
FOOD SECURITY 

Catholic Relief Services 
We committed $5.4 million to Catholic Relief Services for a 

project that promotes food security, financial training, and 

income diversification for more than 10,000 coffee 

producers across Central America and East Africa.   
AGRICULTURAL ECOSYSTEMS 

Tackling La Roya 
Coffee leaf rust Ŗ ŗLa RoyaŘ Ŗ is a huge threat to Latin 

AmericaŚs coffee farmers. We committed $1.9 million to 

Root Capital and sponsored a gathering of global experts 

to share solutions with the region's farmers.  
COMMUNITY WELL-BEING 

Partners in Health  
We committed more than $1.3 million to a partnership with 

Partners in Health to improve health care in rural MexicoŚs 

coffee-growing communities. In fiscal 2013 alone, six new 

health clinics opened that r eached 18,000 patients.  
FACTORY LIVELIHOODS 

Life Skills 

We funded a grant to the Institute of Contemporary 

Observation (ICO) for life -skills training classes at contract 

manufacturing sites. In total, ICO conducted 14 trainings in 

fiscal 2013, educating  employees on topics such as 

managing money and career development.   
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WeŚre focusing on our products. 

 

GHG EMISSIONS 

Target: By 2020 reduce life -cycle greenhouse gas emissions of brewed beverages by 25% vs. 

2012 baseline. 

ASSESSING PRODUCT IMPACT 

Life cycle assessments of our KeurigÈ brewers, 

K-CupÈ packs, and Brew Over Ice technology 

have helped to guide our product 

development process as we seek to 

understand and address our environmental 

impact. 

2020 TARGET: 100% RECYCLABLE 

K-CUPÈ PACK 

We are working  on multiple fronts to reach 

our target, including evaluating plastics options 

and alternative materials and looking for ways 

to make the components of the pack easier to 

separate. 

GROUNDS TO GROW ONTM 

The Grounds to Grow OnÊ program allows 

workplace customers in the U.S. using 

commercial Keurig È machines to return used 

K-CupÈ packs to our disposal partner for 

composting and waste -to-energy processing. 

DISTRIBUTING EFFICIENTLY 

By reconfiguring the pallets we ship between 

our plants and distribution cen ters, we have 

been able to make more efficient use of truck 

space, increasing the number of K -CupÈ packs 

we can fit on each truck by 23%.  
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WeŚre tapping into the passion and talent of our employees. 

Each year, we send dozens of employees on Company -sponsored 

ŗorigin tripsŘ to visit coffee-growing communities. We are 

expanding these trips to include our manufacturing supply chain.  

 
All manufacturing site shifts begin with a mandatory work 

readiness stretch aimed at reducing the risk of injury. The program 

includes specifically designed stretching, breathing, and relaxation 

exercises. 

 
In fiscal 2013, our employees participated in five River Cleanup 

events, removing 30,000 pounds of trash, 6,000 pounds of metal, 

and 500 tires.  

 
As part of Employee Appreciation Day in September 2013, 

hundreds of our people packaged 75,000 meals for Stop Hunger 

Now, an international hunger relief agency.  

 
We invest in our employees with a robust suite of learning and 

development programs that enable personal and pro fessional 

growth and aid in our organizational development.  

 
Our employees enjoy working for ŕ and stay working at ŕ our 

Company. Our strong retention rate has hovered around 90% since 

fiscal 2007. 
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OVERVIEW 

Welcome to the Keurig Green Mountain, Inc. (Keurig Green Mountain) fiscal 

2013 sustainability report.  

At Keurig Green Mountain, we are passionate about our business and look for 

ways to be more sustainable in everything that we do. Over the past several 

years we have grown rapidly and today we are a leading personal beverage 

system company. Our growth and evolution blends a socially responsible, 

premium coffee roaster with a high -tech, innovative appliance maker, making 

our unique and powerful business model possible.  

We have a long legacy of leader ship as a socially responsible company. Our 

Green Mountain Coffee brand, for example, is synonymous with quality, strong 

community relationships, and socially and environmentally friendly business 

practices. Making a positive social impact is integral to w ho we are and what we 

do. Our commitment to sustainability, which has been one of our core business 

strategies since our inception, is unwavering.  

(Read more here about our recent name change from Green Mountain Coffee 

Roasters, Inc. to Keurig Green Mountain.)  

In fiscal 2013, we began implementation of the sustainability strategy we 

launched in fiscal 2012. With this report, we are announcing a suite of ambitious  

new targets that we believe will take our performance to the next level. With 

new leaders at our helm, we have reorganized internally to integrate 

sustainability activity more deeply into our organization and more holistically 

across our business. We are driving accountability for sustainable choices and 

behaviors into every core function Ŗ from product design and material selection 

to our choice of suppliers to more efficient   

In fiscal 2013, we began implementation of the sustainability strategy we 

http://www.keuriggreenmountain.com/OurStories/InnovationStories/OurNewLook.aspx
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launched in fiscal 2012. With this report, we are announcing a suite of ambitious 

new targets that we believe will take our performance to the next level. With 

new leaders at our helm, we have reorganized internally to integrate 

sustainability activity more dee ply into our organization and more holistically 

across our business. We are driving accountability for sustainable choices and 

behaviors into every core function Ŗ from product design and material selection 

to our choice of suppliers to more efficient oper ating procedures that eliminate 

waste and optimize our use of resources.  

Our values are the key to our success and to our purpose: Creating the ultimate 

beverage experience in every life we touch, from source to cup Ŗ transforming 

the way the world underst ands business. We aim to achieve this transformation 

in every interaction we have and specificall y in the following three areas:  

¶ Resilient Supply Chain Ŗ Invest in the people and places that are critical to 

our sourcing, both from agriculture and from manufacturing.  

¶ Sustainable Products Ŗ Reduce the environ mental impact of our products.  

¶ Thriving People and Communities  Ŗ Enable our em ployees and communities 

to t hrive in a changing world.  

Please explore this overview section to learn more about our Company and 

our new 2020 targets .   

Our Values ŕ (for more on our valu es, see the Employee section) 

¶ We partn er for mutual success. Our boundaryless approach to 

collaboration creates benefits for all.  

¶ We innovate with passion. With courage and curiosity, we are shaping the 

future by redefining the consumer experience.  

¶ We play to win. Our team sets ambitious goals  and meets each challenge 

with unified purpose and character.  

¶ We brew a better world. We use the power of business to make the world 

a better place.  
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CEO Letter 

Dear Friends, 

Consumers today, particularly younger 

generations of consumers, purchase a 

companyŚs values as much as they buy a 

companyŚs product. A company must have 

strong values, with an underpinning of 

transparency, if it wants to be successful and 

sustainable.  

Here at Keurig Green Mountain, we believe in 

doing business for the good of all. Our  values-

oriented culture is one of the things that 

makes us who we are. Since our beginnings in 

1981, we have operated to benefit our people, 

our communities, and our earth. How have we done this? By instilling our values, 

ethics, and integrity into all we  do. Instead of living for the moment Ŗ choosing 

what is easy or accepted Ŗ we train our eyes on the future and consider the 

long -term effects of our decisions. We want to create the ultimate beverage 

experience in every life we touch Ŗ but never at the ex pense of our values. How 

we do our work matters.  

One thing we have learned along the way is that transparency canŚt be a 

halfway measure. Beyond talking about the areas where we excel, we must also 

communicate where we face challenges and opportunities.  

This is why IŚm particularly pleased to introduce this fiscal 2013 Sustainability 

Report. With the launch of this report, we have committed to a series of 

ambitious new targets that will take our Company to the next level as a 
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responsible, global corporate citizen. The targets put renewed focus on areas 

where we already have a strong track record Ŗsuch as improving livelihoods 

within our supply chain Ŗ while spotlighting places where we have great room 

for improvement Ŗ such as recyclability of our K -CupÈ pack.  

LetŚs start with the livelihoods of those who work in our supply chain. Without a 

resilient supply chain, our business is at risk. If farmers worry about putting food 

on the table, they canŚt concentrate on growing high-quality beans. If they canŚt 

make a living growing coffee, theyŚll leave their farms to do something else. And 

if theyŚre vulnerable to a changing climate, water shortages, and crop diseases, 

their harvests will suffer. As a responsible business, we cannot afford to ignore 

the challenge s facing the people at the very beginning of our supply chain.  

We have been working hard for years to improve incomes and overall quality of 

life of our supply chain partners. About a dozen years ago we became one of 

the first U.S. roasters to sign on wit h Fair Trade USA, which rewards farmers with 

additional price premiums. For three years running, we were recognized as the 

largest purchaser of Fair Trade Certified TM coffee in the world. Our new targets 

push us even further, committing us to sourcing 100% of our primary products 

according to our responsible sourcing guidelines and to engaging 1 million 

people Ŗ both within our agricultural and in our manufacturing sup ply chains 

Ŗ to significantly improve their livelihoods.  

And what about those areas where we can do better? The  lack of recycling 

options for used K-CupÈ packs stands out front and center,  and weŚre tackling it 

head-on. We have pledged that, by 2020, 100% of K -CupÈ packs will be 

recyclable. This is an area where our customers and consumers have been 

asking for greater progress, especially as our Keurig È Brewing Systems continue 

to grow in p opularity and as we look to expand to global markets.  

We want to use our products to impact the world in a positive way. We 

absolutely believe that being a more sustainable company will help us sell more 
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brewers and more K -CupÈ packs. And selling more of o ur products will lead us 

toward achieving our targets.  

As we look toward the future, weŚre a newly reorganized company with a new 

corporate identity. In 2006, Green Mountain Coffee Roasters, Inc. joined forces 

with Keurig, Incorporated. Our name change to Keurig Green Mountain 

demonstrates the integration of the two and symbolizes the strength of our 

business and the unity of our team. When the two companies came together, it 

combined a socially responsible, premium coffee roaster with a high -tech, 

innovati ve appliance maker, making possible our unique and powerful business 

model. 

The Green Mountain Coffee È brand is synonymous with quality, strong 

community relationships, and socially and environmentally friendly business 

practices. This commitment to qualit y and sustainability is unwavering, and 

sustainability will continue to be a cornerstone of our culture and our business 

performance as we create value for consumers, customers, and shareholders.  

I encourage you to read the pages of this report to learn mo re about our new 

targets, our approach to sustainability, and our recent accomplishments and 

challenges within our three key areas of Resilient Supply Chain, Sustainable 

Products, and Thriving People and Communities.  

Sincerely, 

Brian P. Kelley 

President and CEO  

March 7, 2014  
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Chief Strategy and Sustainability Officer Letter  

Dear Friends, 

At Keurig Green Mountain, one of the elements  of 

our CompanyŚs purpose is to transform the way the 

world understands business. As a fundamental part 

of our business mode l, we seek out and forge 

powerful relationships Ŗ from small, independent 

farmers in our agricultural supply chain to large -

scale contract manufacturers in Asia to major global 

beverage brands. No matter whom we interact with, 

we have the opportunity to in fluence others by 

modeling responsible business practices every day.  

We are leveraging our partnering skills and expertise to make a difference in all 

aspects of our work, analyzing where thereŚs a link between our business and 

critical global sustainabili ty challenges. By combining our strengths in 

sustainability and innovation, and partnering with organizations with 

complementary strengths, we believe our Company can uniquely contribute to 

local and global challenges, especially related to water use, pres ervation, and 

access.  

At the same time, weŚre looking at the contributions our products can make. The 

KeurigÈ Brewing System uses water from the tap and only uses amounts of 

water that will be consumed. Smart use of water is so important in a world 

where millions of people lack access to clean water. Our innovative system 

means we donŚt ship water around and we donŚt throw out water in the form of 

wasted coffee.  

Over the last year, we have increased our focus on areas where we can make 

the biggest differe nce, strengthening our sustainability programs and practices 
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and more firmly embedding them into our core business strategy. WeŚre seeking 

a deeper understanding of our impacts across our value chain by conducting 

comprehensive water and greenhouse gas foo tprint studies. Most important, 

weŚre putting stakes in the ground on some of our biggest challenges, including 

recyclability of the K -CupÈ pack.  

We are now putting our innovative focus, along with significant investments and 

resources, into finding ways to make our operations more sustainable. For the K -

CupÈ pack, for example, weŚre looking at different types of plastics and 

exploring how to separate the components Ŗ the lid, filter, and cup Ŗ to make 

recycling more feasible. Meanwhile, at our manufacturi ng facilities, weŚre 

analyzing our systems to better understand our footprint and make the 

adjustments that will improve our energy efficiency and reduce the waste we 

send to landfill. WeŚre working to build an operating framework that aligns to 

our produc ts, adds value to the business, and engages our employees.  

We know that our business depends on creating an unparalleled experience for 

consumers in terms of convenience, simplicity, quality, and choice. An 

unparalleled experience also includes offering a  product that is more sustainable 

Ŗ from source to cup Ŗ throughout the entire value chain.  Stakeholders who 

have been following our sustainability efforts will know that, for many reporting 

cycles, we have published yearly targets and tracked our progres s against them. 

Those targets have now been expanded significantly to include more robust and 

meaningful longer -range targets for the year 2020. We will be reporting against 

the new 2020 targets in future years and look forward to sharing our progress 

as we continue our efforts to Brew a Better World.  

Sincerely, 

T.J. Whalen 

Chief Strategy and Sustainability Officer  

March 7, 2014  
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Our Company  

Keurig Green Mountain is a leader in providing high -quality, innovative 

beverages. We have been widely recognized for our advances in brewing 

technology, our award -winning coffees, and our commitment to environmentally 

and socially responsible business practices. Keurig Green MountainŚs multi-brand 

portfolio and multi -channel distribution strategy are aimed at changing th e way 

consumers prepare their favorite beverages both at home and away from home.  

 

Through our Keurig È Brewing System, we have fostered extraordinary growth by 

building a portfolio of our own brands and partnering with other world -class 

brands. Today, the KeurigÈ brand has more than 35 owned, licensed, partner, 

and private label brands.  

The CompanyŚs KeurigÈ Brewing System, embodied by a premium brewer 
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portfolio and an expanding family of quality beverage brands, provides 

consumers the benefits of conveni ence, variety, and consistent great taste. Our 

mission is to achieve a brewer on every counter and a beverage for every 

occasion. 

 

Governance and Management  

At Keurig Green Mountain, we are committed to operating our business with 

integrity and high ethical standards.  We have put in place strong governance 

and management systems that drive effective oversight of, and accountability 

for, the way we conduct our  business.  

This oversight and accountability start at the very top with our Board of 

Directors. Our Board consists of eleven members; ten of whom are independent 

(as defined by the NASDAQ Listing Rules and current as of March 1, 2014.) The 

BoardŚs work is guided by our detailed Corporate Governance Principles and 

conducted via four committees: Audit and Finance, Governance and Nominating, 

Compensation and Organizational Development, and Sustainability.  
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The Sustainability Committee, which was established in  2008, oversees all of 

Keurig Green MountainŚs social and environmental initiatives. The Committee 

supports alignment between the CompanyŚs activities and its sustainability goals 

and reviews and approves this sustainability report, among other responsibil ities. 

The daily execution of Keurig Green MountainŚs social and environmental 

initiatives is led by T.J. Whalen, our Chief Strategy & Sustainability Officer. Mr. 

Whalen, who was appointed to this role in May 2013, reports directly to Brian 

Kelley, our President and Chief Executive Officer. See the Our Strategy section 

for more on our sustainability structure.  

Our corporate Code of Conduct, which was updated in early 2014, helps us to 

create a corporate culture that values ethics and integrity. The Code, w hich 

explains how to integrate our purpose, mission, and values into daily decisions, 

provides guidance to all of our employees on everything from legal compliance 

and respect for human rights to avoiding anti -competitive behavior and conflicts 

of interest . Employees are trained on the Code when they join the Company and 

employees certify annually that they have read and understood the Code. The 

Code underscores that how we do our work matters and that our personal 

decisions can have far -reaching consequences for all of our stakeholders.  

For more information regarding Keurig Green MountainŚs corporate governance, 

including our Corporate Governance Principles, the Sustainability CommitteeŚs 

charter, and our Code of Ethics, see 

http://investor.keuriggreenmountain.com/corporate -governance.cfm.  

 

 

 

 

http://investor.keuriggreenmountain.com/corporate-governance.cfm
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Our Strategy  

Sustainability is an essential element of our culture and of our business 

performance. We believe strongly in the power of business to make the world a 

better place.  

Through much of 2013, we focused on building a comprehensive strategic 

planning process Ŗ what we call ŗBrewing a Bold VisionŘ Ŗ to identify how we 

can most quickly achieve our purpose and our updated mission o f ŗA KeurigÈ 

brewer on every counter and a beverage for every occasion.Ř 

We have identified three primary objectives to help get us there.  

¶ Earn sustained growth through continuous innovation and passionate 

advocacy for our brands;  

¶ Achieve operational exce llence, every day, to delight our customers and 

consumers; and 
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¶ Develop talent and culture to achieve our purpose and strategy.  

One major component of our strategy realignment was to consolidate business 

units and bring our key brands closer together. The c hange was designed to 

enhance teamwork, communication, customer focus, and our ability to execute 

toward our goals.   

In recent years, our growth in sales has been driven predominantly by the 

growth and adoption of Keurig È single cup brewing systems, which  include both 

the brewer and the related portion packs. In fiscal 2013, approximately 92% of 

our consolidated net sales were attributed to the combination of portion packs 

and KeurigÈ single cup brewers and related accessories. We believe we can 

continue t o grow sales by focusing on these strategies:  

¶ Growing our Keurig È hot brewing system in North America,  

¶ Launching new brewer technologies,  

¶ Entering new beverage categories,  

¶ Expanding in current channels,  

¶ Offering new brands,  

¶ Entering new geographies, with  an initial focus on four countries 

worldwide,  

¶ Executing operationally by focusing on continued quality improvement 

and lowering overall costs.   

 

For more information on our business and our business strategy, please see our 

fiscal 2013 annual report.  

We have evaluated sustainability priorities related to these growth opportunities 

using several key processes. We analyzed and identified our material issues and 

mapped them against our value chain. Working with the company leadership 

and functional managemen t, we developed a suite of 2020 targets to push our 

performance to the next level. These targets ŕ as well as annual targets - are 
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integrated to the plans and objectives of our business and our internal 

functions.  

Integrated sustainability approaches risk  becoming disjointed as each functional 

area develops projects and programs to move toward meeting common goals. 

We have instituted a governance and operating structure to prevent this and to 

enable communication and cooperation. (see graphic below)  

The Sustainability Leadership Committee is comprised of direct reports to the 

Executive Leadership of the Company and serves as the cross -functional 

decision-making body for Sustainability at Keurig Green Mountain. Operating 

committees for each practice area me et monthly and align activity with goals 

across the organization, providing timely updates and recommendations to the 

Leadership Committee.   
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SUSTAINABILITY PROGRAMMING 

In fiscal 2013, Keurig 

Green Mountain 

allocated 5% of pre -tax 

income to social and 

environmental programs. 

In addition to outreach 

projects within our 

supply chain 

communities and 

employee communities, 

we continued our 

commitment to employee engagement by funding volunteerism programs, 

matching donations, and employee benefits that encou rage responsible energy 

use by offsetting the costs of home energy efficiency investments. Considering 

the 2020 targets that we have set for ourselves, we have also identified the need 

to fund new or expanded areas of activity that address some of our key 

sustainability challenges, such as recyclability.   

 

Materiality Matrix  

Our Materiality Matrix was developed as part of our fiscal 2012 efforts to update 

our sustainability strategy. After identifying the most material issues to our 

Company, they were furt her assessed for their impact on Keurig Green Mountain 

and level of concern to society. The resulting map of issues has been reviewed 

by both top executives of the Company and external stakeholders. The analysis 

helped elevate some issues in priority and i dentify areas where there is a need 

to better understand the connections between issues. The analysis also helped 
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inform the development of our strategy framework and the structure and 

content of this report, which is an important way we communicate to emp loyees 

and other stakeholders about sustainability at Keurig Green Mountain.  

 

See also the material issues across our value chain analysis . Learn how we define 

the stages of our value chain . 
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Material Issues Across the Value Chain 

Material sustainability issues must be managed strategically across the entire 

value chain. Our value chain encompasses both agriculture and manufacturing; 

in this table, we share our view on whi ch issues apply in each part of the value 

chain. Learn how we  define the value chain stages  and create synergy 

throughout the value chain.  

Agriculture:    Manufacturing:   
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Fiscal 2013 Key Data Summary 

The chart below summarizes our fiscal 2013 key performance indicators (KPIs). In 

fiscal 2014 we will update our KPIs to align with our newly announced  2020 

Targets.  
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Stakeholder Engagement  

"Knowing where Keurig G reen MountainŚs values lie as it expands and being 

bold enough to execute on these values will be the companyŚs greatest 

challenge and opportunity."   

-Monica Ellis, Collaborator, CEO, Global Environment & Technology Foundation 

(GETF), Johns Hopkins University Global Water Program  

 

Keurig Green Mountain has always welcomed our stakeholdersŚ feedback and we 

value the insights we gain from engagement. As we implement our refreshed 

approach to corporate sustainability, we have formalized and expanded our 

stakeholder engagement. In fiscal 2013 and early 2014, we established an 

External Advisory Panel and pursued engagement with action -focused, 

collaborative groups such as the Sustainability Consortium and AIM Progress. 

With these moves, we are opening ourselves u p to a broader and more global 

level of engagement.  

 

The Keurig Green Mountain External Advisory Panel is an eight -member group 

that includes noted sustainability professionals, academics, and leaders of civil 

society groups such as Conservation Internatio nal and the Global Water 

Program. Establishing the formal panel was preceded by an initial engagement 

with an even wider array of subject matter experts in October 2013. This session 

was designed to sharpen our understanding of, and responses to, critical and 

emerging sustainability issues and to identify opportunities for further 

innovation and collaboration. The initial group was also asked for feedback on 

our 2020 targets. The Panel will meet in person or via teleconference three times 

annually with our Sustainability Leadership Committee.   
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The panel includes the following individuals:  

 

¶ Dan Viederman, CEO, Verite 

¶ Greg Norris, Co-Director, SHINE, Adjunct Lecturer on LCA, Harvard  

¶ Christine Bader, Author and Lecturer, Columbia University, Human Rights 

Advisor at BSR 

¶ Monica Ellis, Collaborator, CEO, Global Environment & Technology 

Foundation (GETF), Johns Hopkins University Global Water Program  

¶ Ron Gonen, Deputy Commissioner, New York City Department of 

Sanitation 

¶ Bambi Semroc, Senior Strategic Advisory, Conservation International  

¶ Willy Foote, Founder and CEO, Root Capital  

¶ Keith Sutter, Senior Product Manager, Johnson & Johnson   

 

"The greatest challenge for Keurig Green Mountain is thinking through how to 

go beyond getting rid of the negative and move towa rds creating value in the 

long term."   

-Keith Sutter, Senior Product Manager, Johnson & Johnson  
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