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IFEEDER: Advancing understanding and trust 
in a sustainable feed and pet food supply chain

through timely research and education. 



Supported By:

• Clearly understand sustainability risks and needs of 
AFIA’s members by feed sector

• Develop tools AFIA’s members can use in developing 
or enhancing their own sustainability programs

• Consistently and clearly communicate sustainability 
messages for the American animal feed sector

• Identify specific sustainability research topics to fill 
gaps in understanding.

• Develop a roadmap that helps IFEEDER and AFIA 
connect the American feed industry to stakeholders 



34%

78%
63%

50%

of consumers feel environmental sustainability is 
important & want to live more sustainable lives

have made changes to consumption 
behaviors to live more sustainably

of consumers rank sustainability 
as a top 5 value driver

willing to pay more for sustainable 
products & services

Global Sustainability Study 2021
Simon, Kucher & Partners
Strategy & Marketing Consultants
www.simon-kucher.com

Sustainability will continue to become the 
expectation rather than the exception

http://www.simon-kucher.com/


For the 42% who believe their choices have a moderate impact on the 
environment, two categories were identified as having the greatest potential 

negative impact 1) meat and poultry and 2) bottled beverages.

2021 U.S. Food & 
Health Survey, 
www.foodinsight.org42%

53%

Of Americans believe their own food & beverage choices
have an impact on the environment

say if it was easier to understand the impact of their choices, 
it would have a greater influence on the choices they make

http://www.foodinsight.org/


“Trend to increase as millennials move into their 
prime earning years and Gen Z makes its way 
into the workforce.” Steven Kilger, Feed & Grain

42%39% 31% 26%

Gen Z Baby BoomerMillennial Gen X
Global Sustainability Study 2021
Simon, Kucher & Partners
Strategy & Marketing Consultants
www.simon-kucher.com

Percent of Generational Consumer Willing to Pay More for Sustainable Products

http://www.simon-kucher.com/


Sustainable Corporations & ESG
• Better economic performance and sustainability in the future
• Greater chance of stable dividend payouts
• Investment in companies with good ESG practices have a 

higher return on investment
• Exemplary ESG management in companies can proactively 

prevent sudden shocks to cash flows 
• Significant positive relationship between ESG performance and 

financial performance. 
S.Park & J.Jang. 2021. The Impact of ESG Management on 
Investment Decision: Institutional Investors’ Perceptions of 
Country-Specific ESG Criteria. Int. J. Financial Stud. 2021, 9, 48



Major Protein Processor



Indicators relevant to the Feed Industry
Indicators are high-level descriptors of sustainability issues material to support an organization’s 

vision, mission, and values, which are those issues that the organization chooses to measure











Zeroing in on GHG Emissions
• Scope 3 emissions can account for 

90-95% of a food manufacturer’s 
emissions

• To assess and impact Scope 3, 
a food manufacturer must turn to its 
suppliers and work with the numerous 
ingredients, packaging, & distribution 
businesses in their value chains.

Scope 1: direct emissions from 
owned or controlled sources.   
Scope 2: indirect emissions from 
the generation of the electricity, 
steam, heating and cooling bought 
and consumed by a reporting 
organization. 
Scope 3: all other indirect 
emissions that occur in a 
company’s value chain.



Feed Relative to the Food Supply Chain

• Consumer demand for more 
sustainable products & focus 
on Scope 3 emissions 
reporting means sustainability 
is becoming an operational 
issue for all parts of the feed 
sector.

63% from feed

42% from feed

78% from feed

Source: FAO, European Commission



• Partner with franchisees and suppliers to 
reduce greenhouse gas emissions related to 
McDonald’s restaurants and offices by 36 
percent by 2030 from a 2015 base year. 

• Commits to a 31% reduction in emissions 
intensity (per metric ton of food and 
packaging) across its supply chain by 
2030 from 2015 levels

• We commit to net zero by 2050.

• Implement regenerative agriculture and 
responsible sourcing in our supply 
chain and promote animal welfare. 

• Apply and explain nutrition information on 
packs, at point-of-sale and online. 



1.Increase the share of more 
sustainable sources of animal feed;

2.Make use of additives to reduce 
methane and manure related 
emissions;

3.Improve the feed conversion rate, 
so less feed is needed to produce a 
kilogram of meat.

“The Feed Factor: Why meat companies are looking at 
feed to reduce emissions” by Thijs Geijer

Think.ing.com



The U.S. Beef Supply Chain will achieve climate neutrality by 2040.
• The feedyard sector will reduce greenhouse gas emissions by 10% per pound of beef by 2030.
• 90% of beef processed in the U.S. comes from companies with a GHG reduction strategy, are reporting

by 2025 and are delivering on their GHG reduction goal by 2030.
• USRSB retail and foodservice companies have:

• Credible GHG reduction goals to reduce scope 1 and 2 emissions by 2023
• Credible GHG reduction goals to reduce scope 3 emissions and reporting progress by 2030
• Strategy in place by 2030 with concrete steps to achieve climate neutrality for the beef value 

chain by 2040 for scopes 1, 2 and 3.



By 2050, U.S. dairy 
collectively commits to 

become carbon neutral or 
better, optimize water use 

while maximizing recycling, 
and improve water quality by 

optimizing utilization of 
manure and nutrients.



Feed & Petfood Industry Sustainability Stakeholder Map 

Additional stakeholders:
Associations & Roundtables / NGOs / Feed Footprint Platforms / Government-Regulators 
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1. STAGES IN THE JOURNEY – Organizations within IFEEDER’s strategic focus area of the supply chain are 
in various stages of their sustainability journey

2. OPPORTUNITY FOR ALIGNMENT – Understanding the alignment of the sustainability reporting 
frameworks to indicators can help inform IFEEDER member’s decisions on reporting frameworks that will 
best enable them to report on their progress

3. PROTEIN ORGS ARE LOOKING FOR LEADERSHIP ON FEED – Protein organization and roundtable 
frameworks are also a way for IFEEDER members to engage and report on their progress to help the 
industry report on progress

Feed Industry Implications





https://ifeeder.org/
Questions? Contact Lara Moody (lmoody@afia.org) 

mailto:lmoody@afia.org
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