
PURPOSE
MANIFESTO
2022



03

INTRODUCTION
Note from our founder
2021 highlights 

FOOD 
Vegan
Organic
Glyphosate Free
Non GMO
Conscious Ingredients and Processing
Great Taste
Packaging Innovation

BUSINESS 
B Corporation Certified
Transparent Supply Chain
Nurtured Team
Training & Development
Inclusivity & Diversity
Customer Centric

BEYOND
Carbon Neutral
1% For the Planet & Charity Partnerships

LOOKING AHEAD
9 to Nurture
Until 2024

04 
06 

09 
10 
12
13
14
16
18

 
20 
22
23 
26
27
28

 

30
32

41 
42

Creating high quality, healthier, tastier and 
more sustainable food choices for everybody.

FOOD

Doing things differently to build a better business 
for our workers, community and customers.

BUSINESS

Going above and beyond to make a positive 
impact, every day.

BEYOND

CONTENTS



0504

In 2019, I created Nurture Brands  
with the vision of creating a new kind 
of FMCG business; one that combined 
better-for-you food and drink with  
sustainability and ethics at its core. 
Today, I am pleased to share the first 
Nurture Brands Purpose Manifesto. 
This is a report of everything we have 
achieved so far and our 9 To Nurture 
sustainability goals for the next five years.

Despite a global pandemic and the 
challenges that have come with it, I 
am proud of what Nurture Brands has 
achieved through food, business and 
beyond. We have six award winning 
plant-based brands, Rebel Kitchen®, 
Myracle Kitchen®, EMILY®, The Primal 
Pantry®, Ape® and Jax Coco®, and 
worked collaboratively with all of our 
stakeholders to do good for people  
and the planet.

The B Corp certifications we achieved 
for our business and all of our brands 
in 2021 prove we balance profit and 
purpose. We are proud to be part of  
a growing community of businesses 
and brands using business as a force  
of good.

I am passionate about going above  
and beyond to build a better future  
for people and the planet. That’s why  
Nurture Brands have been 100% carbon 
neutral since day one and we take pride 
in our mindful ingredient sourcing and 
product certifications. As a team, we 
also have a shared interest to support 

our charity partnerships with Pur Project, 
Women’s Earth Alliance, Rewilding  
Britain, Animals Asia, and The Gorilla 
Organization. Annual volunteering days 
and food bank donations are also  
encouraged in contribution to our  
1% for the Planet membership.

In 2021, we celebrated new product 
launches, including our Great Taste 
award-winning organic Rebel Kitchen® 
Barista Mylk and new and improved 
EMILY® Veg Thins. Rebel Kitchen® also 
entered into the snacking category with 
organic Coconut Bytes and we took  
our organic, plant-based alternatives 
stateside, launching Myracle Kitchen®  
in America.

Finally, none of the above would be 
achievable without an excellent team. 
I am grateful for the dedication each 
member of Nurture Brands has put into 
the business to get us to where we are 
today. But this is just the start, and I am 
excited to be sharing our ‘9 to Nurture’ 
goals for 2026.

Here’s to nurturing better choices, 
through food, business and beyond…

05

A NOTE FROM  
OUR FOUNDER

Ben Arbib 
Owner & Founder of Nurture Brands
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SINCE 2019, WE 
HAVE WORKED 
HARD TO ACHIEVE:

88.5

50%+

63%

4

6,500

No.1

72%

100%

1%

Carbon Neutral
since 2019

of net revenue donated 
to good causes

of workforce
identify as  

female
Preference in taste 
by Ulster University 
organoleptic testing 

(Rebel Kitchen, EMILY  
& The Primal Pantry)

Employee Net  
Promoter score

B Corp  
Certification with 

a score of

Units of products  
donated to FareShare

Great Taste  
Awards in  

2021

Organic based  
products sold
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*Vegan Society, 2021

If the world went vegan, it could  
save 8 million human lives by 
2050, reduce greenhouse gas  
emissions from agriculture by  
two-thirds and avoid climate  
damages of $1.5 trillion*

We believe that plant based diets 
are the future of healthier lifestyles 
and a more sustainable planet. 

Limiting the consumption of  
animal based products, such as 
meat, eggs and dairy, can create 
more room in our diets for diverse 
nutrient dense plant based options. 
Plant rich diets can have a lower 
burden of production reducing our 
global carbon footprint. 

FOOD

By 2026, we want to have grown our 
range of plant based food and drink 
and maintain 100% Vegan Society  
certification of all of our products.

VEGAN

All our products 
are plant based 
and certified by 

the Vegan Society.

100%
PLANT BASED

Creating high quality, healthier, tastier and more 
sustainable food choices for everybody.

1

Find out more about our 9 to Nurture goals on page 41

FOOD
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FOOD

Rebel Kitchen & Myracle Kitchen  
are working with Pur Projet on a  
Regenerative Organic Agriculture 
training project with coconut  
farmers in the Philippines.

Regenerative Agriculture practices  
create beneficial environmental,  
economic and social returns for  
farmers, creating lasting resilience  
for local communities.  

The environmental benefits include 
improved carbon sequestration,  
water retention, mitigating soil  
erosion, increased soil health and  
the promotion of biodiversity.

FOOD

By 2026, we aim to have 
100% of our products sold  

organic certified.

2

We are committed to offering food 
and drinks you can trust. One way 
we verify our claims are though 
Organic Certification.

Being certified organic, we are 
held accountable to a very high 
standard of environmental and 
wildlife protection.

Farming without toxic chemicals 
helps to keep soil healthy which 
has exponential benefits for  
humans and our ecosystems.

ORGANIC

of products sold 
in 2021 were 

certified organic 
by the Soil 

Association & 
USDA Organic.

63%
GOING ABOVE & 
BEYOND ORGANIC

Project feasibility tested 
with farmers

17 farmers learn and 
share together

Training coconut farmers 
To enhance soil health, 

biodiversity, food security 
and income diversity

Regenerative activities 
implementation 

Community-based 
practices including cover 
cropping, intercropping 

and composting 

Training on maintenance 
& sustainability of  

regenerative practices

Additional cohort of farmers 
included in training 

Further farm visits for 
cross-farm collaboration

Monitoring and ongoing 
engagement 

2021

2022
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We know consumers are increasingly 
conscious about what they are 
eating, which is why we pay close 
attention to our ingredients. 

Glyphosate is the most widely used 
herbicide globally. Unfortunately it’s 
not just the weeds that are impacted. 
With increasing evidence of its harmful 
effects on humans, we are committed 
to ensuring our supply chain is 
glyphosate free. 

We never use GMO ingredients as we know the probable  
detrimental effects genetically engineered food has on human 
health, environmental damage and farming authority. 

In the UK, plant based foods  
must be labelled if they contain 
GMO ingredients. No labels on 
our products provides 100% 
GMO free reassurance. 

In the US, the same rules do 
not apply so we have certified 
all Myracle Kitchen products 
by The Non-GMO Project.

More toxic  
herbicides  
used to fight  
resistant weeds

FOOD FOOD

3

GLYPHOSATE  
FREE

63%
of products sold in 
2021 were certified  

glyphosate free

By 2026, we want 100% of our  
products sold to be glyphosate free 

certified by an accredited laboratory.

NON GMO

“The Detox Project’s Certification 
provides assurance that our  
products are free from the highly 
toxic chemical Glyphosate”  
Anna Van Der Hurd, Sustainability  
Consultant at Nurture Brands 

Patents threaten 
national food 
sovereignty 

Increased spread  
of resistant pests Unintended 

consequences of 
modifying genes
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FOOD

14

CONSCIOUS  
INGREDIENTS  
& PROCESSING
We use high quality, plant based ingredients and do not  
include anything unnecessary in our products such as artificial 
transfats or genetically modified ingredients. The use of  
additives are reserved for only the most essential reasons. 

Here are some of the ways we make  
our products consciously:

We work closely with our  
suppliers through our  
technical selection process 
and make mindful choices 
to ensure the safety and  
nutritional integrity of all 
our ingredients.

Using pressure, never heat, to process our  
Coconut Water means we don’t lose the 

naturally occurring antioxidants,  
electrolyte minerals or straight-from-

the-coconut flavour. That’s  
why our drink is  
uniquely pink! A vacuum frying method is used  

to make our veg and fruit crisps;  
processing at a low pressure and 
lower temperatures than traditional 
deep-fat frying. As a result,  
carcinogens do not form in the oil 

and the oil consumption is lower, 
making them a healthier crisp.  

It also ensures the snacks  
maintain natural color, taste, 

aroma, and nutrients.

We source coconuts from the  
volcanic regions of the Philippines 
to create a pure coconut water 

with no added sugar. 

FOOD

All of our bars are  
made in the UK using a 

cold-pressed method and 
contain 100% real food 

ingredients, with no  
hidden additives. 

Mylk® is a unique blend of plants, 
all of the ingredients contained 

within are carefully sourced.  
The range meets our strict and 

thorough brand standards of 
using organic, plant based and 

whole ingredients that are  
minimally processed.

Our Coconut Bites are manufactured 
in Sri Lanka, close to the coconuts 

source. This helps to keep the  
raw coconuts as fresh as  
possible and reduce our  

carbon footprint. 



We know consumers won’t  
compromise on taste even when  
it comes to choosing healthier and 
more sustainable food and drink. 
We agree they shouldn’t have to, 
which is why we carefully consider 
our ingredients and flavours to 
make sure our products have both.

We worked with Ulster University 
Food and Consumer Testing Suite 
(FACTS), to carry out independent 
organoleptic sensory testing  
on our products compared to  
market leading competitors with 
100 consumers.

GREAT TASTE
FOODFOOD

“Nurture Brands  
products proved to 

be very successful on 
all sensory attributes 

against other food 
and drinks in the  

category.”  

Dr Amy Burns,  
Ulster University

“A creamy looking shake, 
without being too heavy.  

The banana flavour is  
immediately noticeable.”  

Rebel Kitchen Banana  
Mylk Shake 

FOOD
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Rebel Kitchen  
1st preference vs. competitors

Rebel Kitchen
Semi Skimmed

Oatly
Semi Oat Milk

Innocent  
Coconut Milk

Alpro
Soya Milk

Califa
Almond Milk

60%
50%
40%
30%
20%
10%
%

70%
62%

12% 12%
6%

2%

EMILY 
1st preference vs. competitors

EMILY Doritos Popchips Proper Chips Hippeas

40%

30%

20%

10%

%

50% 42.2%
39.3% 36.5% 35.4%

We will always make sure our products are as tasty as  
possible and nothing proves this more than winning a  

Great Taste Award, the largest and most trusted food and 
drink accreditation scheme in the UK. 

We are proud to have a number of awards across our brands 
and ranges, including our new products in 2021.

2021

2021

2021

2018

2020

“The smokey barbecue 
 flavour was just right and the 
chip itself had a great crunch.”  

EMILY Barbecue Veg Thins

“Fresh and just like it  
has come from the coconut - 

un-tampered with.”  
Rebel Kitchen  

Coconut Water

2020
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FOOD

Reduce, Reuse, Recycle;  
the 3 fundamental ways of  
sustainable living by cutting 
down on the amount of waste  
we have to throw away. 

As a small business, unfortunately 
we do not currently have much 
influence on what packaging 
substrates are available or what 
our other manufacturers offer. 
However, we know we hold  
accountability and are committed 
to moving to new forms of  
packaging that don’t contribute 
to climate change and pollution 
when viable.

PACKAGING  
INNOVATION

By 2026, we aim to have at least 
30% of all our packaging to be 
made from recycled materials 

and 65% to be fully recyclable*.

4

BUSINESS

Doing things differently to build a better business 
for our workers, community and customers.

*Includes tetra pak as a recyclable substrate 

We have reduced 
the plastic used  
in EMILY bags by

Jax Coco products 
are fully recyclable, 
packaged in glass, 
cartons* and cans.

15%
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BUSINESS BUSINESS

B CORPORATION 
CERTIFIED
We are passionate about our business being a force for  
good, maintaining the highest standards of accountability  
and transparency with all of our stakeholders. This is why we 
have been certified as a B Corporation.

Like all B Corps, we balance purpose and profit and have  
been rigorously assessed by B Lab on the impact our business 
decisions have on workers, customers, suppliers, community 
and the environment to achieve the certification.

Rebel Kitchen first joined the 
B Corp community in 2017 
with a score of 80.8, being 
in the second cohort of UK 
businesses to drive the  
global movement. In 2021,  
as Nurture Brands, we not 
only recertified but improved 
our score to 88.5. 

We are now working on  
certifying Jax Coco, having 
joined the Nurture Brands 
portfolio in January 2022.

We know that re-certifying 
in 2024 will be the hardest 
approval process yet, but it’s 
a challenge we’re ready to 
accept. Our recent B Corp 
assessment is a great tool  
to help guide us in our  
continual self improvement. 

By 2026, we will have maintained 
our B Corporation certification 

across all of our brands and  
improved our impact score by 10%.

5
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4,000 600
B CORPS IN THE

COMMUNITY
B CORPS IN THE UK

1%  
B CORPS  
IN THE UK
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BUSINESS
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We believe in fair, safe and trusted supply systems, always.

We have a collaborative relationship with all our supply chain 
partners, including approved warehouses, manufacturing  
sites and ingredient suppliers. Annual supplier screening  
and approval processes are also in place for complete  
environmental and ethical assurance. 

TRANSPARENT 
SUPPLY CHAIN

“The process flows of 
all our raw materials 
are reviewed by our 

technical team to 
ensure they meet our 

high standards and 
mitigate against  

malpractice in  
production.”  

Jessica Crane,  
Head of Technical  
at Nurture Brands

NURTURED TEAM
We know Nurture Brands would be nothing without our  
passionate, committed and collaborative team and culture.  
We live by our values, striving to Push Boundaries, Inspire  
Others, Do it Right, Grow Together and Keep in Balance  
every day.

Since 2019, we have built an exceptional team with a diverse 
mix of extensive FMCG and Start Up experience and graduate 
roles, working and learning together to nurture positive choices.  

Not even a pandemic could disrupt us and we are proud to 
attract the best in the business to nurture positive choices 
through food, business and beyond.

PUSH B
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INSPIRE OTHERS passio
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DO IT RIGHT be open, play fair & keep promises
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 TOGETHER the team can achieve more
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 yo
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 en
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on
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Our Employee Net Promoter Score (NPS) was 72% in 
2021, sitting within the World Class grade.

80% understand how their 
work builds towards company 
goals and feel supported to 
work flexibly.

Over 50% of the Nurture 
Brands workforce  
identifies as female.

9/10 recommend our  
products, enjoy the work  
they do and believe the  
company will be successful.

Every year, each employee is invited to take part 
in our Wellbeing and Engagement Survey which 
provides the opportunity to anonymously voice 
opinions and offer feedback.

By 2026, we aim to increase  
our Employee NPS to 80%.

6

70%

50%
EXCELLENT

WORLD
CLASS

BUSINESS

24

• Flexible working structure    
 and unlimited holiday

• At least London Living Wage   
 and a living wage for a family

• Bonuses and profit sharing   
 financial benefits

• Enhanced maternity opportunities

• Regular socials and  
 rewards

• Gym facilities and  
 nutrition workshops

• Cycle to work scheme

OUR 2021 HIGHLIGHTS

Keeping in balance is one of Nurture Brands core business 
values and we offer a unique package of company benefits 
including: 

BENEFITS
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BUSINESS
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BUSINESS

We’re committed to inclusivity and diversity in the workplace 
and we will continue to be measured on this as part of our  
B Corp assessment.  

Gender, age, race and ethnicity are all paramount to our  
anti-descrimination policy to ensure everyone we work with is 
treated as equal.

OUR AREAS FOR IMPROVEMENT INCLUDE:

TRAINING  
& DEVELOPMENT

Add books to our 
office library that 
educate the 
importance of  
diversity 

Annual inclusivity 
and diversity  
training sessions

UNBIASED RECRUITMENT

Develop and enforce a fair technique 
to reduce the risk of unconscious bias 

within our recruitment process

Sign up and work towards the  
Disability Confident Scheme

INCLUSIVITY 
& DIVERSITY

We have practices and policies to enhance personal and  
professional development for all employees.

TRAINING &  
DEVELOPMENT

44% of the team 
have had career 
progression in 

the last year

89% of all Nurture 
Brands employees 

are trained in  
Discovery Insights

22%
of all positions 

are graduate roles

OPEN COMMUNICATION

Invite guests speakers to talk about  
experiences and encourage open discussions

Team workshops to start conversations and 
speak freely about areas for improvement  
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We treat all customers, from the 
big retailers to small independents, 
with the same respect and account 
management.  
 
We are also committed to aligning 
our own social responsibility goals 
with those of our customers, to 
make a positive impact  
everywhere we operate.

Unfortunately, we are not big 
enough to measure our Customer 
Net Promoter Score (NPS) yet, but...

BUSINESS

28 29

BEYOND

Going above and beyond to make a  
positive impact, every day.

By 2026, we plan to be part of the 
Advantage Group Report and will 

be scored by our customers,  
to achieve a Customer NPS of 50%. 

7

“We ensure excellent 
account management 

with all our customers; 
dedicating time to 

communicate positively 
with every customer  

and reciprocating  
support towards their 

own business goals  
and wishes.”  

Govinda Kular,  
UK Sales Director  
at Nurture Brands

CUSTOMER
CENTRIC



SEA OF MARMARA

EDINCIK WPP
Bandirma, Turkey

We believe in treading lightly to 
help protect our planet which is 
why we have been carbon neutral 
since day one, back in 2019.

This means we measure the carbon 
we emit into the atmosphere and 
offset by supporting a variety 
of projects such as the Edimcik 
Wind Power Plant in Turkey.

The Edincik Wind Power Plant  
(Edincik WPP) is a 56.4 MW wind 
farm located on the southern coast 
of the Sea of Marmara at Bandirma 
in Balikesir Province, Turkey.

CARBON
NEUTRAL
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BEYONDBEYOND

By 2026, we aim to continue to  
measure and offset 100% of our  

carbon footprint, without increasing 
our carbon intensity as we grow.

8

Food &  Beverage  Industry globally

Nurture Brands 
(2020/21):  

1,985.29  
tCO2e

Nurture 
Brands 
(2021)

CARBON INTENSITY

CA
RBON FO

OTP
RIN

T

23 Wind Turbines

180 GWh of renewable 
energy each year

106,000 tCO2e  
estimate annual emission  

reductions

EDINCIK WPP
Bandirma, Turkey

Our carbon intensity has 
been significantly lower  

than the industry average  
for 3 years running
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We are proud members of  
1% for the Planet.  
 
This means we commit 1%  
of our revenue, through financial 
and promotional spend, in-kind 
donations and volunteering time, 
to initiatives that support  
people and the planet.

Each of our brands support a 
charity, carefully selected and 
aligned to champion the same 
values. We will continue to  
donate annually and strengthen 
our charity partnerships through  
brand-led communications.

1% FOR THE  
PLANET & CHARITY 
PARTNERSHIPS

“Nurture Brands have 
gone above and beyond 
to fulfil its 1% commit-
ment, from supporting 

women’s empowerment 
initiatives to tackling 

food waste, they support 
with a multifaceted  

environmental approach 
to our planet’s most 

pressing issues.”  

Kate Williams,  
CEO, 1% for the Planet

32

PUR PROJET
PUR Projet and Rebel Kitchen have 
been working together since 2019 
supporting communities of farmers 
in their value chains. In 2021, Myracle 
Kitchen joined to further support the 
regenerative agriculture project for  
coconut farming in the Philippines. 

33

“Together we have  
developed a project that 

promotes ecological 
regeneration and farmer 

livelihood with small-
holder coconut farmers 

across Cebu Island.”  

Sarah Archibald,  
Pur Projet, Senior Programs 

Manager, North America

hectares of land 
have practices  
implemented

species of planted 
pollenating crop 

flowering25

2
soil coverage 

increase on 0.5 
hectares of land 

for each farm

20%
2021 ACHIEVEMENTS
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We chose Rewilding Britain as The Primal Pantry’s charity  
partner in 2021. Rewilding Britain’s vision includes reconnecting 
local communities with the natural world, tackling species  
extinction and the climate emergency.

REWILDING
BRITAIN

Wilder National Parks 
campaign received 

over 27,000 signatures

Rewilding  
has increased  
jobs by 54% 

2021 ACHIEVEMENTS

35

WOMEN’S 
EARTH
ALLIANCE
In 2021, we established a partnership 
between EMILY and Women’s Earth 
Alliance. The charity provides resources 
and training for women to become 
environmental leaders and connects 
them to a global community of  
peers, mentors and funders. 

WEA works across  22 countries, with 250 grassroot partners and has inspired 7,000  leaders so far. 2021 ACHIEVEMENTS

140K farmers  
increase yields and 

strengthen food  
resilience

50K girls and 
women accessing 
reusable sanitary 

pads 

500K people 
scaling zero-waste 

businesses 

34

Launched the  
Rewilding Network 

across Britain to  
connect, learn, share
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BEYOND
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BEYOND

THE GORILLA
ORGANIZATION

ANIMALS ASIA

It felt very apt to establish  
a partnership between  
Ape and The Gorilla  
Organization in 2021.  

The charity works at  
the forefront of gorilla  
conservation in the wild  
in Rwanda, Uganda and  
the Democratic Republic  
of the Congo.

With Jax Coco’s strong presence in 
Asia, supporting Animals Asia is a  
natural fit for the brand’s charity  
partnership. We look forward to  
establishing the relationship in 2022 
and providing our support for the  
work they do towards animal welfare. 

Devoted to ending the farming of 
bears for bile in Vietnam and China, 
provide sanctuary for bears, end the 
suffering of wild animals in captivity, 
and ensure humane treatment of  
dogs and cats.

“Our award-winning  
projects have transformed 

the lives of thousands  
of people as well as  

protecting the world’s  
last remaining gorillas  

in the wild.”  

Jillian Millar,  
Director of The Gorilla  

Organization

Emergency food 
supplies delivered to 

rangers isolating in the 
wild to prevent Covid- 
19 entering the forest

Began the installation of 
water cisterns in villages 
neighbouring the gorilla  

inhabited forest in  
Southern Bwindi, Uganda

Established Covid- 
safe ways for community  
conservation programmes

2021 ACHIEVEMENTS

ANIMAL ASIA HAVE 5  
AMBITIOUS AIMS:

  Close all bear farms

  Help and rescue  
 farmed bears

 End the use of wild  
 animals for entertainment  
 and improve captive care

 End the consumption of  
 dogs and cats

 Enhance the local animal  
 welfare community to 
 end needless suffering   
 of animals 

1 4

5
2

3



We go above and beyond when it comes to charitable  
initiatives and are passionate about helping those in need, 
as well as creating a sense of satisfaction within the team. 

Each year, all employees are granted one day paid 
leave to help a charity of their choice and we do 
one day volunteering as a team with a charity 
that supports the values of Nurture Brands, 
such as The Felix Project.

VOLUNTEERING
BEYOND

3938

BEYOND

In 2021, Nurture Brands 

allocated 430 hours to 

volunteering

“Getting away from our laptops 
and seeing first hand what is  

involved in charities, like 
The Felix Project, was a great 
opportunity to gain a better 

understanding of the hard work 
behind them. We left feeling  

incredibly grateful to be a part 
of such work for a day and 

proud of the positive impact 
that Nurture Brands continues  

to support.”  

Amy McGowan,  
Senior Brand Manager  

at Nurture Brands

430



We work to net zero waste  
standards, ensuring our products 
do not end up in landfill. Ideally, 
we would never produced more 
products than necessary, however, 
sometimes things just don’t quite 
go to plan.  
 
When we find ourselves with 
excess stock we donate to food 
banks, such as Fareshare to  
support their mission in fighting 
hunger and tackling food waste. 

FOOD 
DONATIONS

By 2026, we want 0% of 
waste from our finished 
products to go landfill.

9

of product were  
donated to FareShare 
by Nurture Brands  

in 2021

6,500
UNITS

41

BEYOND

40

LOOKING AHEAD:
9 TO NURTURE

1

6

100%

10%
80%65%

100%
100%

Vegan Society 
certification

fully recyclable 
packaging and 

30% recycled

Glyphosate Free 
certified

Maintain &  
improve B Corp  
certification by

Increase  
Employee NPS to

Organic

2

4

3

5

9

of waste 
products to 

landfill

Continue to offset 
our carbon  
footprint by

0%
8

100%

7

Measure and 
 achieve a Customer 

NPS of 

50%
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Thank you for reading our purpose manifesto 
and we look forward to sharing our progress 
in two years. In the meantime, if you would like 
to know more or have a question, please get in 
touch info@nurturebrands.com

LOOKING AHEAD

WE ARE ON A MISSION TO NUTURE  
POSITIVE CHOICES THROUGH 
FOOD, BUSINESS & BEYOND. 

WE’VE SOWN THE SEEDS OF  
SUSTAINABILITY, NOW WE NURTURE 
THEM TO GROW WITH THE HELP OF 
OUR EMPLOYEES, OUR CUSTOMERS, 
OUR CONSUMERS, OUR SUPPLIERS, 
OUR B CORP COMMUNITY, OUR 
CHARITY PARTNERS AND YOU.

TOGETHER WE CAN EAT BETTER,  
OPERATE COLLABORATIVELY AND 
LIVE MORE SUSTAINABLY.

UNTIL 2024...



Nurture / ’nur-ture / noun.
The care and attention given to 
someone or something that is 

growing or developing.


