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Executive Summary

A Call for Action

The global seafood industry is facing an environ-
mental and social crisis.

One-third of global fish stocks are overfished,
and for many of the 60% of stocks considered
fully exploited, fishing pressure may be too high.
With production expected to increase nearly
20% by 2025, our ocean ecosystems are being
decimated.' Several recent scandals and inves-
tigations continue to sound the alarm on an out-
of-control seafood industry that exploits workers
and our oceans for short-term profits. The U.S.
State Department has reported forced labor and
human trafficking on fishing vessels or in pro-
cessing facilities in more than 50 countries.?

Our oceans are vital to one million species,
generate half of the oxygen we breathe, and
provide food for billions of people. Inaction is
not acceptable for any company profiting from,
or linked to, supply chains that bring seafood to
global markets at the expense of our oceans or
on the backs of exploited workers. That is why
a growing number of organizations, including
Greenpeace, are tackling these pressing issues
from sea to plate. Our oceans, industry workers,
and consumers deserve sustainable and ethical
products, and major buyers and sellers of sea-
food must act immediately.

This report addresses the role the U.S. food-
service industry—including suppliers, broadline
distributors, management companies, and oper-
ators—is playing in contributing to, or hindering,
progress to ensure a sustainable and ethical
global seafood industry. Though not assessed
directly, many of the largest clients (e.g., restau-
rants, higher education, business and industry
[B&I], healthcare, and sports and entertainment)
of the companies profiled in this report have
been informed of their role in advocating for
solutions.

© Paul Hilton / Greenpeace
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Tuna is among one of the largest seafood commodities by volume in foodservice (along
with shrimp, salmon, whitefish, and crab). A closer look at the tuna industry can provide
insights into problems plaguing the broader seafood industry. Greenpeace is running

a global campaign on the world’s largest canned tuna company, Thai Union Group, for
failing to comprehensively clean up its global supply chains. Thai Union has been linked
to egregious human rights violations and supplies many major foodservice companies
profiled in this report (see page 19). This assessment examines the action or lack thereof
of foodservice companies to foment change in this particular sector of the global seafood
industry.

Regardless of your role or profession, if you are reading this report we encourage you to
ask questions, demand action, and advocate for a sea change in the U.S. foodservice in-
dustry and global seafood industry. We encourage foodservice companies, major clients,
and consumers to consult the “Leadership Needed” section (see pages 15-29) for ways to
ensure sustainable and ethical seafood.

Seafood Sustainability: From Retail to Foodservice

Since 2008, Greenpeace has tracked the performance of U.S. grocery retailers in provid-
ing sustainable seafood options for their customers. This information has proved invalu-
able for conscientious consumers in search of seafood that they can feel comfortable
purchasing. In response, the retail sector has made major improvements. Whereas all 20
retailers surveyed in our first Carting Away the Oceans report received failing scores, 20
out of the 25 surveyed in our most recent edition achieved passing marks.® Four earned
green ratings (at least 7/10), and several supermarkets are making initial efforts to ad-
dress labor and human rights abuses pervasive in the global seafood industry.
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Greenpeace’s work with the retail industry focuses
on seafood consumed at home. This report seeks to
capture another significant piece of the puzzle—what
kind of seafood are consumers eating away from
home? How sustainable is it? How well are workers
who catch, farm, process, deliver, or serve seafood
treated?

The U.S. foodservice industry represents approxi-
mately half of the food-away-from-home spending
every day in the U.S.* Tens of thousands of compa-
nies work behind the scenes to provide food across
myriad segments. With annual sales exceeding $700
billion and significant growth expected to continue,
this industry has a tremendous impact on the envi-
ronment and workers worldwide.

In the foodservice industry, corporate profits often
come at a significant negative cost for our oceans
and workers who provide seafood globally. There is
no excuse for the lack of movement from some of
the largest foodservice distributors in the country
like Sysco and US Foods, as management com-
panies such as Aramark and Compass Group USA
surpass their efforts (e.g., improved shelf-stable tuna
procurement).

Unlike major supermarket chains, broadline distrib-
utors and foodservice management companies are
often unknown to the public, operating behind the
scenes to provide meals for large companies and
institutions from Walt Disney World to the U.S. Con-
gress. Foodservice companies often do not share
with customers whether the seafood being served
is sustainable and ethical. As public awareness of
industrial fishing’s threats to healthy oceans and peo-
ple grows, major clients should be concerned about
where their seafood comes from, how it is caught,
and how the workers are treated throughout the
supply chain.
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Take Kroger, for example, which has a
large contract with Sysco for foodservice
items (e.g., sandwiches, salads) at delis

in more than 2,800 Kroger stores and 800
convenience stores nationwide.>% As a
well-known supermarket chain, second in
U.S. sales only to Walmart, Kroger does
not need or want international scandals of
human rights abuses in the seafood indus-
try to become a topic of conversation in its
corporate dining halls, among sharehold-
ers, or with the millions of loyal customers
who shop at Kroger and its banner stores.
As a responsible company, Kroger should
engage Sysco, which in turn can engage its
suppliers, to ensure any seafood provided
in Kroger stores is sustainable and ethical.

Several foodservice companies profiled in
this report rely on polished talking points;
seek cover behind industry trade groups,
the National Fisheries Institute (NFI), and
the International Seafood Sustainability
Foundation (ISSF); and market sustain-
ability claims without robust policies or
measurable action to support their rhetoric.
Perhaps 2016 will be the year these lag-
gards stop greenwashing’ and implement
transparent, meaningful changes to their
sourcing practices.

As the foodservice industry increases its
focus on responsible seafood, foodservice
companies must also take action to ad-
dress human rights concerns throughout
their supply chains, cease sourcing
conventionally caught tuna (e.g., using fish
aggregating devices [FADs] or longlines),
advocate for governmental action in the

U.S. and globally, and ensure their workers
in the U.S. are paid and treated fairly.

Greenpeace encourages all foodservice
companies in this report to publicly com-

mit to responsible sourcing, hold suppliers
accountable, and keep customers and the
public updated on their progress. Having a
robust policy, establishing and implementing
effective audit procedures to ensure com-
pliance, and communicating with buyers
and suppliers are essential to move toward
reforms.

The choice is clear for every U.S. foodser-
vice company: continue to operate with

a complicated, opaque supply chain that
values profits over sustainability and human
welfare, or seize this moment to advocate
for significant change and emerge as an
industry leader. The public can see through
greenwashing, and Greenpeace will con-
tinue to make it clear to clients, consumers,
and other stakeholders that there is work to
do in the foodservice industry.

Regardless of whether a company is pro-
filed in this report, Greenpeace advises
companies to act now to set ambitious sus-
tainability goals and only provide responsi-
ble seafood. Do not wait for a letter or a visit
from Greenpeace, or fall behind proactive
competitors making headlines and securing
new contracts as a result of their leadership.

© Nigel Marple/ Greenpeace
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Methodology

This report evaluates the seafood sustainability of 15 major broadline distributors (e.g., Sysco,
US Foods, Performance Food Group) and contract management companies (many are sup-
plied by these large distributors, including Compass Group USA, Aramark, and Sodexo USA).
Unless otherwise stated, Compass Group and Sodexo refer to Compass Group USA and So-
dexo USA, respectively.

While several profiled companies have international operations, this report only evaluates their
U.S. operations. However, ultimately Greenpeace expects international foodservice compa-
nies to have global initiatives (e.g., Sodexo Group) and develop consistent standards for every
country where they operate.

We identified the leading companies based on market dominance. While there are many
additional contract management companies, smaller distributors, and other segments of the
massive foodservice industry, this report evaluates major players in the sector with significant
buying power and presence in institutional foodservice.

We evaluated companies’ seafood operations in five key areas: policy, responsible sourcing,
advocacy, traceability and transparency, and inventory.

Each company received an identical 15-question, seven-page survey reflective of all five scor-
ing criteria. Each company had advance notice of the survey, context about this assessment,
and approximately three months to complete the survey. Four companies never responded in
any capacity to Greenpeace. Compass Group, Aramark, and Sodexo were the only companies
that completed the survey. Six of the companies that did not complete the survey provided
some information related to sustainable seafood. Greenpeace asked company representatives
additional clarification questions to ensure accuracy; sometimes these questions were an-
swered, and sometimes they were not.

In addition to completed sur- Broadline Distributors Foodservice .
veys, Greenpeace relied on Management Companies
externally available information
(e.g., annual reports, websites, <& 5
ind u)stry press, seafood cata- // %, oF Rmpmienc™ 3 ) COMPASS
logs) to evaluate companies. S/ ' erovr
While the 12 companies that sco *
refused to complete the survey 7 ARAMARK
may have internal sustainable _.%:1@:? x sodeXo
seafood initiatives, Green- He Gordona
. Shamrock Foods g
peace is unable to assess ~ Tervenwesimsmacrion FODD SERVICE A
initiatives for which it has no syl bl , Delaware
data. Despite differences in v North
business operations, all of Rt - Centerplate
these companies are major rorp MAINES
buyerS of SeafOOd, SO core PAPER & FOOD SERVICE, INC.
criteria (e.g., seafood policy,
responsible sourcing) apply to o ==PFG = .
; =Pro = elior @
M_ NORTH AMERICA (\J 2\/' FQQD;{/Y‘STE}WS%”
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each company. All 15 companies are ranked against each other (see the Score-
card on page 4).

Surveys were scored independently and evaluated consistently across compa-
nies. After extensive review of independent findings among the scoring team,
companies received an overall score (weighted average of the five criteria)
agreed upon by the scoring team. Each company profile includes its overall
score and score for each of the five criteria (i.e., policy, sourcing, advocacy,
traceability and transparency, inventory) on a hundred-point scale, where below
40 is a failing score, 40 to 69.9 is a passing score, above 70 is a leading score.

Each company is encouraged to meet with Greenpeace for a detailed review of
its results and Greenpeace’s recommendations.

Scoring Criteria for Evaluating Seafood Sustainability

1. Sustainable seafood policy (22 points)

The policy score reflects systems a company has in place to govern its purchas-
ing decisions and avoid supporting destructive or unethical practices. To be a
leader in this category, a company would need to establish and enforce rigor-
ous standards to responsibly source both wild-caught and farm-raised seafood
across the fresh, frozen, and shelf-stable categories.

2. Responsible sourcing (22 points)

The responsible sourcing score evaluates a company’s seafood supplier require-
ments (e.g., deliver according to its policy; refuse to buy seafood transshipped
at sea; take measures to prevent illegal, unreported, and unregulated [IUU]
fishing). It also evaluates a company’s efforts to ensure fair, safe, and equitable
working conditions for foodservice employees and seafood workers throughout
the company’s supply chains (e.g., prevent forced labor or labor abuse, operate
in compliance with international labor standards, ensure non-interference with
employees’ freedom of association, provide living wages).

3. Current issues and advocacy (16 points)

The current issues and advocacy score evaluates a company’s efforts to improve
fisheries management (e.g., advocate for reforms with regional fisheries man-
agement organizations [RFMOs]); require suppliers to only source sustainable,

8 ethical shelf-stable tuna;® engage Thai Union Group to improve its operations;

g8 work with groups to publicly promote sustainable seafood and protect workers).

4. Traceability and Transparency (20 points)

The traceability and transparency score evaluates detailed seafood specifica-
tions a company collects and makes available for clients and consumers (e.g.,
vessel- or farm-to-shelf traceability, United Nations Food and Agricultural Organi-
zation [FAQ] catch area). This score also assesses whether a company conducts
internal and external third-party audits of its supply chain (covering traceability,
sustainability, social equity, and the health and safety of workers).

5. Inventory (20 points)

This score evaluates each company’s seafood inventory across nearly 30 spe-
cies in key categories (e.g., shrimp, salmon, tuna, whitefish, crab) procured in
foodservice. Each company’s inventory was benchmarked against a commonly
used sustainability measure in foodservice, the Monterey Bay Aquarium Seafood
Watch recommendations.
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Findings

As Greenpeace’s first evaluation of seafood sustainability in the U.S.
foodservice industry, the findings in this report should be viewed as
a baseline assessment of the current state of the industry. While
Greenpeace made a concerted effort to work with the 15 compa-
nies profiled, only three participated in the foodservice survey used
for this assessment. Declining to participate negatively affected
performance for many companies because of the lack of detailed
information required to assess their seafood operations. The lack of
response and engagement from the other 12 companies is troubling,
further increasing concerns about opaque seafood supply chains
among U.S. foodservice companies.

Sodexo, Compass Group, and Aramark were the only companies

to participate in the survey process and to receive passing scores
(albeit low). However, each of these large management companies
still has significant work to do to improve its operations. There is
more than a 20-point difference in scores between Aramark (ranked
3rd) and the 12 remaining companies that failed this report. The rank
order of failing companies does not demonstrate a significant differ-
ence in performance. For example, Sysco (ranked 4th) scored 14.1
points, whereas Elior North America and Reinhart Foodservice (tied
for 14th) scored five points.

As the largest broadline distributors in the country, Sysco, US Foods,
Performance Food Group, Gordon Food Service, and Reinhart
Foodservice have an increased responsibility to ensure any seafood
they purchase is sustainable and ethical. Despite their promises on
paper to not do business with suppliers violating the law or harming
workers, many of these large distributors purchase from companies
and their subsidiaries that have been connected to destructive fish-
ing practices and forced labor, including tuna giant Thai Union and
its U.S. brand Chicken of the Sea (see page 19).

At a minimum, broadline distributors and management companies
should already be monitoring their impact on our oceans and sea-
food workers. However, poor traceability continues to plague the
foodservice industry, and many of these companies cannot even
provide source farm or fishery information and other key data about
the seafood they procure. This is a significant problem. Foodservice
companies must work urgently to improve traceability and reform
their policies and practices to prioritize sustainable, ethical seafood.

As suppliers for restaurants, retail, travel and leisure, B&l, education,
healthcare, the military, contract management companies, and other
segments, broadline distributors play a critical role in the supply
chain to offer responsible seafood. Broadline distributors and their
clients face significant risk by remaining idle while governments,
major buyers, nongovernmental organizations (NGOs), and citizens

el

© Christian Aslund / Greenpeace
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demand action on sustainability and human
rights. Corporate and institutional clients
should be concerned about potential risks to
their brands and profits resulting from lack
of transparency, traceability, and failure of
broadline distributors to only provide sustain-
able, ethical seafood.

Given the dependence of contract manage-
ment companies and other operators on
broadline distributors, it is difficult for smaller
operators who want responsible seafood to
have significant buying leverage with large
distributors. While group purchasing orga-
nizations (GPOs) and other cooperatives
increase buying power, problems remain with
flawed systems (e.g., rebates) that incentivize
consumption without regard to environmental
or social impacts. Perhaps the foodservice
industry as a whole needs to refocus its prior-
ities amid declining fish stocks and rampant
human rights abuses in the global seafood
industry.

As foodservice companies and the seafood
industry begin work to address labor and
human rights abuses abroad, it is essential
for the U.S. foodservice industry to protect
workers’ rights for its own employees. Many
foodservice employees are not paid a living
wage and work without benefits, including
paid sick leave, while foodservice compa-
nies post record profits. Sysco, US Foods,
Compass Group, Aramark, Sodexo, Gordon
Food Service, Reinhart Foodservice, Sham-
rock Foods, Centerplate, and AVI Foodsys-
tems have questionable records regarding
their treatment of U.S. workers and respect

=7

for labor rights. Actual and alleged violations
for these companies range from wage theft to
union busting, discrimination against women,
refusing workers access to restrooms, and
wrongful termination. This striking and troubling
trend in the U.S. foodservice industry requires
immediate attention (see page 23).

Despite both an overall weak participation rate
from the companies profiled in this report and
significant work ahead, the foodservice indus-
try has an opportunity to change. Foodservice
companies should draw on lessons from the
grocery retail sector and move swiftly to devel-
op innovative, transformative improvements to
protect our oceans and workers.




Significant findings and trends

Sodexo (ranked 1st), Compass
Group (2nd), and Aramark (3rd) were
the only companies to fully participate
in the survey process, receiving low
passing scores. All remaining 12
companies profiled failed.

Despite their low passing scores,
Sodexo, Compass Group, and
Aramark led profiled companies as
a result of their transparency (e.qg.,
participating in the survey process,
providing public information), sustain-
ability sourcing requirements (e.g.,
using Seafood Watch criteria for pur-
chasing), and advocacy efforts.

All eight broadline distributors failed
this assessment: Sysco, US Foods,
Gordon Food Service, Food Ser-
vices of America, Performance
Food Group, Shamrock Foods,
Maines Paper & Food Service, and
Reinhart Foodservice.

Sysco (ranked 4th) and US Foods
(ranked 6th), the two largest broadline
distributors nationwide, performed
poorly.

In 2014, Compass Group USA, a
subsidiary of the largest foodservice
management company in the world,
was the first U.S. foodservice com-
pany to commit to source sustainable
canned tuna (i.e., FAD-free skipjack).

In 2015, Aramark followed Compass
Group’s lead by committing to source

Sea of Distress 13

shelf-stable, FAD-free skipjack and
pole and line caught albacore tuna.

Sodexo is the only one of the three
largest U.S. foodservice management
companies without a public tuna com-
mitment. Until Sodexo agrees to fix
its tuna sourcing, backed by a robust
procurement policy, it remains at risk
of providing unsustainable tuna that
may be connected to forced labor.

Sysco (ranked 4th) has made prog-
ress improving its procurement of
some wild-caught seafood over the
years. However, its current commit-
ments fall significantly short of what is
needed for a company of its size and
position in the supply chain, especially
for canned tuna. Sysco’s lack of trans-
parency significantly affected its score.

Centerplate (ranked 5th) has begun

work to improve its seafood procure-

ment. The company could soon move
beyond its failing score if it continues

with its newfound momentum.

While US Foods (ranked 6th) made
news as the first foodservice company
to obtain Marine Stewardship Council
(MSC) Chain of Custody certification, it
failed this assessment. The company’s
external seafood initiatives appear to
mostly include membership in
industry-funded groups. There is little
indication the company is prioritizing
improvements in its seafood opera-
tions.
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e Gordon Food Service (ranked 7th) and Performance Food Group (ranked
10th) both recently updated their websites with sustainable seafood information.
However, it remains unclear what company policies exist to uphold any com-
mitments regarding sustainable, ethical seafood. Gordon Food Service must
discontinue red list species orange roughy, Chilean sea bass, and hoki.

e Despite a 2010 commitment to avoid sourcing red list species, Delaware North
(ranked 8th) has yet to update the public on its progress.

e Food Services of America (ranked 9th) provides some helpful information on its
website (e.g., videos, third-party certification requirements); however, questions
remain whether the company has a strong seafood policy to guide its purchasing.

e Shamrock Foods (ranked 11th) sources some MSC-certified seafood; however,
it sells red list species like sharks, and it is unclear if the company has a compre-
hensive seafood policy.

e Maines Paper & Food Service (ranked 12th) has scant public information about
its seafood sourcing, and it remains unclear if the company has any current initia-
tives.

e AVI Foodsystems (ranked 13th), and Elior North America and Reinhart Food-
service (tied for 14th), were the worst performers. Unbelievably, Reinhart Food-
service sources bluefin tuna, a severely overfished red list species.

e Some broadline distributors incorporate eco-certifications into their sourcing. Sy-
sco, Food Services of America, Shamrock Foods, and Maines Paper & Food
Service have all partnered with MSC.°

e Sysco, US Foods, Compass Group, Aramark, Sodexo, Gordon Food
Service, Reinhart Foodservice, Shamrock Foods, Centerplate, and AVI
Foodsystems have questionable records regarding their treatment of U.S. work-
ers and respect for labor rights.

For an overall ranking of the featured companies, see page 4.

For more detailed company profiles, see pages 30-50.

‘. -~
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© PaulHilton / Greenpeace
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Leadership Needed
Sysco and US Foods: Gatekeepers to better seafood

Sysco, the largest broadline distributor in the world, is so prevalent that
major foodservice management companies, like Aramark, procure more
than half of their products from Sysco.’® Sysco recently failed to acquire its
second-largest competitor, US Foods. US Foods generates less than half
of Sysco’s annual revenue, though with $23.1 billion in FY 2015 sales it

is still the second-largest broadline distributor nationwide. The U.S. Fed-
eral Trade Commission (FTC) filed a complaint against the merger, citing
both companies would comprise 75% of the national broadline distributor
market." Sysco and US Foods already dominate the broadline distribution
industry, and would further do so if the merger had been approved. Thus,
to many operators’ relief, the FTC ruled to block the merger because of its
anticompetitive nature.'?

Sysco is so large that its seafood sales alone (nearly $2.5 billion in 2015)
are greater than the annual revenue of some management companies
profiled in this report. As the two largest broadline distributors nationwide,
Sysco and US Foods have significant control over what seafood products
are available for management companies, restaurants, hotels, schools,
and other clients, and the ability to influence suppliers. Larger companies
have more resources to invest in improving the sustainability and social
equity of their supply chains, and to identify alternative suppliers. And
according to international principles of business and human rights, larger
companies have the responsibility to use their leverage to address any hu-
man rights violations that may be linked to their operations or products.'

Sysco US.

KEEPING KITCHENS COOKING.™

Unfortunately, even if smaller management companies or operators want
responsible seafood, if Sysco or US Foods does not have a product to
meet their criteria, it is challenging for a smaller company to get what it
wants because of its limited purchasing power. This places increased re-
sponsibility on larger clients, such as Compass Group, Aramark, Sodexo,
GPOs, and national restaurant chains, to leverage their buying power with
broadline distributors to create industry-wide change.

Consumers, including millennials and students, increasingly want
sustainable products.' 15 16.17 Broadline distributors and foodservice
management companies have a chance to seize this opportunity or be left
behind for failing to evolve with consumer trends. Large, forward-thinking
clients of Sysco and US Foods would be wise to demand that these large
distributors clean up their supply chains, and only provide sustainable,
ethical seafood.

With increased risk from strengthened U.S. laws, international human
rights scandals, and lawsuits, major clients could be implicated in forced
labor or labor abuse, as Darden' and Red Lobster?® were for their sourc-
ing of Thai Union products in 2015. This spring, members of the Senate
Caucus to End Human Trafficking called on Sysco to ensure there is no

Seafood and sustainability
rank among the top-20 food
trends.

#1 Locally sourced meats
and seafood

#6 Environmental sustainability

#9 Sustainable seafood

-Source: National Restaurant
Association’s What’s Hot in 2016
Culinary Forecast'®
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human trafficking in its supply chains, noting Sysco’s business relationship with Thai
Union.?" It is incumbent on foodservice companies to act swiftly to address labor and
human rights abuses in the seafood industry (see page 21).

As the foodservice industry looks overseas to ensure suppliers are treating workers
well, it is equally important to ensure U.S. workers are also protected. Both Sysco and
US Foods have a poor track record, from firing workers supporting union drives?? to
closing union-operated distribution centers.?® U.S. workers deserve respect, living wag-
es, and fair and safe working conditions. Workers must be able to freely join representa-
tive organizations and bargain collectively. As the Teamsters vow to continue campaign-
ing for Sysco and US Foods workers’ rights,? this is a moment for both companies to
dramatically turn a corner and protect workers’ rights.

Confronting systemic problems

Food safety is critical in foodservice. Because an E. coli outbreak or spoiled food is a
dreaded scenario, companies are apt to proudly share their commitments to safe, fresh
food, and audit systems to ensure food safety. However, today’s consumers want to
support businesses that are socially responsible as well, not those serving lunch tainted
with forced labor or illegal shark finning.

Companies need systems in place—for any product sold—to quickly provide a client
key data elements, such as harvest method, fishery or farm, species name, and vessel
for wild-caught seafood. Audits must go beyond food safety to cover sustainability, so-
cial responsibility, and worker health and safety. It is woefully inadequate for foodservice
companies to consider a supplier signature as evidence that the supplier will uphold

a seafood buyer’s sustainability or labor standards. Companies must ensure through
third-party audits, paired with effective grievance and remedy mechanisms, that there
are safe, decent working conditions and living wages for seafood workers. Furthermore,
foodservice companies must publicly and transparently share the results of audits.
Traceability has never been more important, given an increased global spotlight on
human trafficking, labor, and human rights abuse in the seafood industry.

A major loophole in institutional foodservice is the nuance of on-contract and off-con-
tract purchases.?® While companies like Compass Group have a seafood policy to guide
purchasing, operators may receive special requests for a product not in the catalog or
decide to purchase something that is not approved (i.e., off-contract). While off-contract
purchases are strongly discouraged and sometimes can even be helpful (e.g., if an
operator purchases a more responsibly sourced product than what is in the catalog),
the lack of traceability with off-contract purchases is alarming. A company can have a
strong seafood policy that ensures sustainable and ethical sourcing; however, if there

is no compliance and an inability to track off-contract purchases, those standards can
be compromised. Furthermore, major seafood commitments to date in the foodservice
industry only apply to contracted purchases or private label products. Thus, these com-
mitments preclude a significant amount of seafood purchases and permit companies to
tout seafood sustainability without actually ensuring all seafood purchases are responsi-
ble.

While it may be unpopular to discuss rebates?® throughout the industry, they are a quint-
essential example of a broken system. Aside from the alleged and confirmed fraud with
this system (e.g., lawsuits against US Foods,?” Compass Group,?® Sodexo?), the rebate
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model incentivizes buying in bulk quantities to receive discounts without regard for the
environmental or social impacts of products. Encouraging consumption and making it
cheaper to buy more is not a sustainable business model for our world’s oceans, where
many species are threatened or vulnerable. This model limits the options for smaller
buyers who, even if they want responsible seafood options, do not buy in volumes large
enough to make it profitable for broadline distributors like Sysco to source better prod-
ucts. One solution to avoid this situation: Sysco and other large distributors must stop
selling unsustainable seafood altogether.

Management companies and self-operated institutions (e.g., hospitals) sometimes work
with GPOs, designed to negotiate and procure products in a large enough volume so
that large distributors (e.g., Sysco, US Foods) provide products at a lower cost for GPO
members.*® Not surprisingly, this model is connected to the rebate system. The more
members a GPO has, the greater demand for products, resulting in increased savings
for GPO members and increased profits for the GPO, broadline distributors, and sup-
pliers. To ensure stable demand, GPOs set member requirements to source nearly all
products from a contracted vendor (i.e., on-contract). If that contracted vendor (e.g.,
Sysco, US Foods) is providing destructive seafood, then chances are GPO members
will receive that product.

Since broadline distributors are sourcing unsustainable and possibly unethical seafood,
when the cheapest price rules the day, there is little incentive for customers to purchase
responsible seafood. It should be possible to shift the rebate system to incentivize sus-
tainable, ethical seafood purchasing. For some time, contract management companies
have gathered to discuss sustainable seafood sourcing.®! It is time broadline distribu-
tors work together across the industry to create systemic changes that put people and
our planet first. This conundrum could be resolved, though it will take work across the
industry and leadership from major players like Sysco and US Foods.

While it may be difficult for smaller operators with little purchasing power to demand
sustainable, ethical seafood from distribution giants Sysco and US Foods, Greenpeace
implores smaller companies that are more nimble and progressive to continue advocat-
ing for responsible seafood from suppliers. Consider picking up the phone several times
to speak with your contact, write a letter, align with other concerned companies, and
demonstrate that you only want to purchase sustainable, ethical seafood. If companies
are true to their zero-tolerance policies for illegal or unethical sourcing, then it is time for
a reality check and increased focus to demand better seafood.

As efforts increase to confront human trafficking, labor abuse, and forced labor in the
seafood industry, foodservice companies must not forget U.S. workers. From lawsuits to
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wage theft, union busting, and low wages, the foodservice industry struggles to protect
workers’ rights and provide fair, living wages for employees. As nationwide campaigns
continue (e.g., Teamsters, Fight for $15), and as governmental action and public
awareness grow, foodservice companies must urgently address their labor policies
and treatment of workers throughout their supply chains (see page 21).

Increasing ambition and engaging stakeholders

Food systems are complex, and the companies included in this report provide enor-
mous quantities of food for U.S. consumers every day. While Greenpeace understands
change in large systems like the foodservice industry takes time, it is incumbent on the
companies profiled to devote appropriate resources and ambition toward improving
seafood procurement for the benefit of our oceans and seafood workers globally.

While some companies (e.g., Sodexo, Compass Group, Aramark, Sysco) have been
at work for years to improve their seafood operations, progress has been slow at best
and much work remains. An increased level of ambition is needed to address over-
fishing, destructive fishing, illegal fishing, and human rights and labor abuses in the
seafood industry.

The foodservice industry must overcome its aversion to transparency and increase its
engagement with legitimate NGOs, worker organizations, and human rights organiza-
tions. Because of the lack of participation from Sysco, US Foods, Performance Food
Group, and nine other companies that refused to participate in the survey process
and/or engage in dialogue, Greenpeace is unable to reflect any hard work these com-
panies may be doing to procure sustainable seafood. Even suppliers who may be pro-
viding responsibly sourced products to foodservice companies are affected because
Greenpeace is unable to report on any internal improvements from companies that
refused to fully participate in the assessment process. Greenpeace hopes this report is
a turning point for the 12 nonresponders to begin engaging in productive dialogue on
sustainable, ethical seafood and to take swift action to improve their operations.

© Marco Care / Greenpeace




Spotlight on Canned
Tuna

These sleek, fast, majestic creatures are in
trouble. In pursuit of profit, the global tuna
industry is relentlessly fishing for what is left,
and continuing to ignore calls from scien-
tists and NGOs to relieve pressure on some
stocks that are pushed to the brink. Globally,
just less than half of the 23 commercially im-
portant tuna stocks are considered healthy.*
From destructive fishing to overfishing, illegal
fishing, and the exploitation of workers,
massive global fishing companies will stop
at nothing to provide cheap canned tuna for
global markets.

For years, Greenpeace has worked globally
to transform the tuna industry and demand
change from markets. Greenpeace is call-
ing on major buyers, traders, and sellers of
canned tuna to ensure traceability from ship
to plate. Companies must source tuna from
healthy stocks, use sustainable fishing meth-
ods (e.g., FAD-free, pole and line), and com-
mit to operate only in accordance with strong
labor and human rights standards.3® 34

The U.S. is the largest tuna market in the
world, yet it lags behind more progressive
markets like Western Europe, Australia, and
Canada. Perhaps such paltry progress in the
U.S. is connected to alleged illegal activities
(e.g., price fixing, colluding to block sales of
sustainable FAD-free tuna) of the three larg-
est U.S. tuna brands—Chicken of the Sea,
StarKist, and Bumble Bee—now the focus

of a criminal investigation by the U.S. De-
partment of Justice.® 3¢ Despite major mar-
ket challenges, over the last five years U.S.
supermarkets have begun to clean up their
private label canned tuna (e.g., Costco, Safe-
way, Trader Joe’s, Whole Foods), and several
are developing policies to ensure any canned
tuna on store shelves will only be sustainably
and ethically caught.

Last year, Greenpeace investigated well-
known brands sold in the U.S. and rated them
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on sustainability and social responsibility,
including Chicken of the Sea, StarKist, and
Bumble Bee.*” Each of these national brands
failed, while Wild Planet, American Tuna,

and Ocean Naturals ranked as the top three
brands, respectively. Whether private label or
national brands, most broadline distributors
and management companies are procuring
destructive, and possibly unethical, canned
tuna. Unknowing customers, whether in a
campus dining hall, hospital, or even the halls
of Congress, are consuming tuna linked to
ocean destruction and possibly forced labor
and egregious human rights abuses.

Thai Union Group—the world’s largest
canned tuna company*—is a major foodser-
vice tuna supplier and owns U.S. tuna brand
Chicken of the Sea. Thai Union is the focus
of a global Greenpeace campaign working

to reform an out-of-control industry. Thai
Union has been deemed a “keystone actor in
marine ecosystems” for its disproportionately
large impact on ocean ecosystems.?® The
company has also been connected to human

rights abuses in some of its supply chains.*"
41,42

Several foodservice companies are connect-
ed to Thai Union. For example, Sysco is a

&

© Gavin Newman / Greenpeace:
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customer and, according to U.S. customs re-
cords, Mitsui Foods’ Empress brand canned
tuna (the preferred vendor for Compass
Group/Foodbuy) is supplied by Thai Union.
Whether procuring tuna or other commodities
like shrimp, doing business with Thai Union
and other companies that lack a strong and
comprehensive sustainability and social re-
sponsibility policy is risky for any foodservice
company committed to ensuring its seafood
is ethical and sustainable. The tuna indus-
try needs urgent reform to ensure no tuna
operations are connected to forced labor,
labor abuse, or human rights abuses (see
page 21), and it is up to Thai Union and other
industry leaders to rise to the challenge in a
meaningful and measurable way.

As nationwide awareness grows, college stu-
dents are calling for sustainability across the
food supply chain. In the wake of student-led
campaigns at colleges and universities na-
tionwide, foodservice companies are starting
to act on tuna. Compass Group USA com-
mitted in 2014 to source its canned skipjack
tuna from purse seine fishing on free schools
(e.g., FAD-free). Despite concerns about the
traceability and social responsibility of FAD-
free skipjack tuna supplied by Thai Union,

Public commitment

this commitment was a significant develop-
ment. Last fall, Aramark surpassed Compass
Group, committing to source canned FAD-free
skipjack and pole and line caught albacore
tuna. These commitments adhere to Seafood
Watch green and yellow tuna criteria. Seafood
Watch red lists all tuna caught by purse seine
fishing using FADs. These developments are
encouraging. As more companies transition to
responsibly caught tuna, suppliers and dis-
tributors must adapt or lose business to more
progressive companies.

Sodexo remains the only one of the top-three
U.S. contract management companies without
a commitment to source responsible canned
tuna. The company has an opportunity to
surpass Compass Group and Aramark by
offering sustainable, ethical canned tuna and
releasing a strong public policy that backs its
commitment. Until such changes occur, clients
and consumers should be wary of any tuna
melts sold at Sodexo-operated facilities.

Despite known concerns with tuna supply
chains, Greenpeace is aware of only four
companies seriously looking into their tuna
policies and practices, and none of those
companies is a broadline distributor. Major

Public tuna policy

Compass Group FAD-free skipjack X
Aramark FAD-free skipjack, pole & line albacore X
Sodexo X X
Sysco X X
US Foods X X
Performance Food Group X X
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players like Sysco, US Foods, Performance
Food Group, Gordon Food Service, and
Reinhart Foodservice must take action, pres-
sure suppliers like Thai Union, and demand
sustainable, ethical canned tuna.

Rather than delaying action or refusing to
change, U.S. foodservice companies should
help shift the market by signaling the indus-
try’s commitment to procure responsible
canned tuna. The U.S. retail sector is mak-
ing changes; so too should foodservice. In
addition to procurement changes, foodser-
vice companies must create comprehensive
policies covering private label and national
brands. Any policy and commitment (e.g.,
Compass Group, Aramark) must be public
and time bound.

Forward-thinking companies must ask their
suppliers what they are doing to provide
sustainable, ethical canned tuna. If a com-
pany is receiving tuna from distributors doing
business with Thai Union, such as Sysco,
Greenpeace recommends asking what Sysco
and others are doing to procure responsible
tuna from the company. If their response is
unsatisfactory and leaves room for doubt,
consider other suppliers that can guarantee
sustainable, ethical canned tuna.

zac/ Greenpeace
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As noted above, several national brands are
offering responsible canned tuna. Change
must be driven throughout the supply chain,
from supplier to trader, to distributor, to cli-
ents. Broadline distributors need to shift their
procurement and own brands to meet grow-
ing demand from management companies. If
Wild Planet, American Tuna, Pacifical, and Tri
Marine (i.e., Ocean Naturals) can offer better
canned tuna, so too should large distributors
and suppliers like Thai Union. The time for
excuses and inaction is over. The U.S. market
must take leadership on responsible tuna, and
foodservice companies play an important role.

Protecting Workers’ Rights

Forced labor and other human
rights abuses

As fish stocks decline from overfishing, indus-
trial fleets expand, and demand increases for
cheap seafood, some companies are moti-
vated to employ cheap or forced labor, and to
fish illegally.*”- ¢ Some fishing operators use
human trafficking networks to crew ships, and
use “debt bondage, violence, intimidation and
murder to keep crews in line and maintain
cheap seafood....”*® While media coverage
and industry response have largely focused
on shrimp production in Thailand, the U.S.
State Department has reported forced labor
and human trafficking on fishing vessels or in
processing facilities in more than 50
countries.®

Greenpeace has documented deplorable
working conditions on tuna vessels (e.g.,
working up to 22 hours a day, wage theft,
debt bondage, physical abuse, and vio-
lence).5" %2 The tuna industry relies on trans-
shipment at sea, where smaller boats refuel,
restock, and transfer catch onto larger car-
go vessels. Tuna can be commingled from
several different sources with relative ease,
obfuscating the supply chain, erasing de-
tection of tuna caught illegally or unethically,
and allowing vessels, along with their crew,
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to avoid returning to port for excessive periods of time.53 %
Many trafficked and abused workers have their documen-
tation confiscated and are forced to remain at sea with no
means of escape; some escaped men have reported being
at sea for years.5® %65 This practice turns fishing boats into
floating prisons and enables vessels to hide illegally caught
fish and mistreat crew members.

If a supplier like Thai Union largely relies on transshipment
at sea to operate, then it is reasonable to be concerned
about its supply chain. Greenpeace implores every food-
service company directly supplied by—or purchasing—Thai
Union or its brands (e.g., Chicken of the Sea) to immediate-
ly pick up the phone and demand that Thai Union provide
sustainable seafood and information as to how it ensures
ethical sourcing practices. Companies can leverage long-
term supplier relationships—whether Thai Union or another
supplier—to improve problematic operations. However,
there is a point when companies must terminate a relation-
ship if a supplier is unwilling to act or delays
excessively,*® lest they too become complicit in the
problem.

According to the United Nations, a business are responsi-
ble for adverse human rights impacts directly linked to their
“operations, products or services by their business relation-
ships....”%® Companies refusing this due diligence must be
held responsible for their part in maintaining this abusive
and corrupt system, and bringing products to the public that
may be tainted with abuse. This is increasingly important,
given legal implications in the U.S., including amendments
to the Tariff Act of 1930, where goods produced “wholly or
in part” with forced labor could be seized at port.®

Establishing a more just seafood trade requires commit-
ments and responsible action. Foodservice companies
must know that the time of counting profits while ignoring
human and labor rights violations throughout the supply
chain is coming to a close. The foodservice industry must
do its part to assure consumers and governments, through
robust checks and balances, that no products violate any
labor, human rights, or environmental laws throughout the
supply chain.

While some companies may seek an easy fix by using
eco-certifications, there is no certification scheme or com-
bination of certifications that can assure any company

or customer that seafood is truly sustainable or ethical.
Companies must develop their own seafood policies and
sourcing standards that address sustainability, labor, and
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human rights. It is inadequate for any company to rely
solely on sourcing 100% MSC- or Best Aquaculture Practic-
es (BAP)-certified products, as third-party certifications are
ripe with unresolved concerns.52 63 64.65,66,67. 68,69 \\/hjle MSC
is beginning to consider more robust standards for labor, it
will be years until new standards are implemented.”

The foodservice industry must be more vocal about its
efforts to protect workers. Companies must assess if their
pricing and purchasing practices allow for just working
conditions further down supply chains. Rather than tout
working with industry groups or membership in task forces,
companies need to publicly commit to protecting workers,
strengthen policies, review their supply chains, and follow
through on commitments in a timely manner. This makes
it clear to current or future clients, suppliers, governments,
investors, and the public that foodservice is working swiftly
and meaningfully to address concerns, and there will be
consequences for suppliers unwilling to act with the same
level of urgency.

Exploitation of U.S. workers

A story less often told in the seafood industry is the ex-
ploitation of workers in the U.S. Many companies in this
report, including, but not limited to, Sysco,”" "2 US Foods,"®
Compass Group,™ 77677 Aramark’ " Sodexo,8 81 8
Gordon Food Service,® Reinhart Foodservice,? Sham-
rock Foods,®: 8 Centerplate,?” & and AVl Foodsystems®®

% have questionable records regarding their treatment of
U.S. workers and respect for labor rights. Just this year, a
federal judge ruled that Shamrock Foods actively interfered
with a union organizing drive,® and hundreds of US Foods
workers have gone on strike nationwide to protest its unfair
labor practices.®

Greenpeace is calling on foodservice companies to ensure
that workers throughout their supply chains are treated
with respect, paid a living wage, and afforded fair and safe
working conditions. Workers must also be able to freely
join representative organizations and bargain collectively.
Companies must go beyond policy statements and take ac-
tion. Regardless of the strength of a company’s policies, if
it does not comply or enforce noncompliance, that policy is
meaningless. Clearly, some foodservice companies are vi-
olating their standards with poor treatment of U.S. workers
and receiving unethically produced seafood from exploited
workers abroad.

© Ardiles Rante / Greenpeace
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Foodservice companies often state in their policies that they will follow all applicable
laws in the countries where they operate. Laws differ from country to country, including
how young workers can be (e.g., permitting suppliers to employ children 14 years and
older) and the level of protections for foodservice employees (e.g., worker represen-
tation requirements). Unfortunately, this means international foodservice companies,
especially those operating in Europe where labor laws are stronger than in the U.S.,
can promote their strong labor standards abroad while their treatment of U.S. workers
is subpar. The foodservice industry must improve its treatment of U.S. workers and go
beyond “applicable” labor laws in the U.S.

As laws governing seafood continue to strengthen in the U.S.% and abroad, the State
Department, Senate Caucus to End Human Trafficking, and labor (e.g., Teamsters,
Union of Needletrades, Industrial, and Textile Employees and Hotel Employees and
Restaurant Employees Union [UNITE HERE], United Food and Commercial Workers
International Union [UFCW], Service Employees International Union [SEIU]) will con-
tinue to demand better treatment of workers. Businesses face significant reputational
risk and potential legal liabilities of being linked to forced labor, or willfully violating U.S.
labor law through anti-union behavior. Thus, it is undeniably a business case priority
for the foodservice industry to develop standards and systems to ensure workers are
treated ethically.

This is a moment for leading companies whose bottom line is usually maximizing profit
to consider the potentially costly risks associated with poor treatment of workers and
consider alternatives, such as the benefits of paid sick leave and higher wages.* For
an industry concerned about food safety, it is odd and troubling that despite the public
health and safety risks, some researchers estimate that half of food workers come to
work sick.®® Many workers do so because they cannot afford to lose pay. This work
environment must change, and paid sick leave must be a right for hard-working food-
service employees. As strong, national campaigns like Fight for $15 demand a fair,
living wage for quick service employees and garner widespread support,® foodservice




Sea of Distress | 25

companies can either lead positive reforms to support their workers and brand or be
left behind, no doubt seeing continued protests from workers and their supporters.

The timing is especially important for foodservice companies, which put a premium on
millennials. According to one study, 43% of millennials do not trust large food manufac-
turers,® and in another study nearly half of millennials value factors like social impact
and transparency over traditional value drivers (e.g., price).®® Higher education, anoth-
er key segment for foodservice, can be disrupted by millennials.®® Questionable or un-
ethical operations in the foodservice industry may now be less likely to go unchecked
by millennials (e.g., students protesting foodservice companies at Loyola University
Chicago, ' Georgetown University,'®" Fordham University,'? University of Chicago,'®
and Binghamton University'%4).

Similar to confronting forced labor, labor abuse, and human trafficking abroad, foodser-
vice companies can proactively work to treat U.S. workers ethically and incur numer-
ous benefits from staff retention to building their brand, or they can lag behind and be
at risk of brand damage and lawsuits. The public is clearly concerned about workers at
home and abroad, and consumers are willing to pay more for responsible products.'%
1% Now is the time for the foodservice industry to put people first.

Time for action

To protect workers throughout supply chains, Greenpeace is calling on foodservice
companies to publicly and internally commit to end forced labor, labor abuse, and IUU
fishing. Foodservice companies must proactively review their supply chains and sourc-
ing standards and collaborate with suppliers, governments, worker organizations, and
NGOs to create systemic change. Companies must substantially increase their advo-
cacy efforts (e.g., engage in the political process on ocean conservation, fishery man-
agement, and protecting human rights), using their buying power for positive change.




26 | Sea of Distress

The foodservice industry must improve traceability, transparency, and enforcement
mechanisms to ensure any seafood is free of labor and human rights abuses, and to
comply with U.S. laws. Further, companies must strengthen existing policies, require
third-party supplier audits (covering traceability, sustainability, social responsibility, and
worker health and safety), and ensure effective worker grievance mechanisms are
established. Foodservice companies must work in good faith to ensure that all U.S.
employees and seafood workers throughout supply chains are treated ethically, are af-
forded a voice in the workplace, are paid a living wage, and work in safe conditions.%’
Workers must also be able to freely join representative organizations and bargain
collectively.

While significantly more work remains, these initial steps are critical for companies
committed to protecting workers. To assist companies, Greenpeace recommends the
following labor and human rights organizations: Environmental Justice Foundation,
Human Rights at Sea, Human Rights Watch, International Labor Rights Forum, Inter-
national Transport Workers Federation, International Brotherhood of Teamsters, Inter-
national Union of Food Workers (IUF), UFCW, UNITE HERE, SEIU, and the Solidarity
Center.

Greenpeace implores the foodservice industry to act with great haste to ensure that
workers and our environment are protected, and Greenpeace will continue to work with
organized labor and allies, nationwide and abroad, to ensure companies take demon-
strable action.
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Five Ways Foodservice Companies Must Lead

1. Create a strong, publicly available sustainable seafood policy. Companies that
have sensible guidelines (covering fresh, frozen, shelf-stable wild and farmed seafood)
governing their seafood practices are better able to ensure that they are not causing
undue harm to the oceans or people throughout their operations. Policies should be
time bound, measurable, and transparent (e.g., report progress publicly, allowing cli-
ents and consumers to purchase seafood with confidence).

2. Take action to stop forced labor, labor abuse, and IUU fishing. Demand that
Thai Union improve. Foodservice companies must improve traceability, transparency,
and enforcement mechanisms to ensure that any seafood is free of labor and human
rights abuses. This includes requiring third-party supplier audits, banning purchases
of seafood transshipped at sea, and ensuring workers throughout the supply chain (in-
cluding U.S. workers) are treated ethically. As a first step, assess whether Thai Union
is a supplier and, if so, demand only sustainable, ethical seafood from Thai Union or
your vendor supplying Thai Union products (see pages 19-26).

3. Support initiatives and advocate for positive change for our oceans and the
people who rely on and catch seafood. Foodservice companies must engage in the
political process concerned with ocean conservation, fishery management, and the
protection of workers’—and human—rights. Foodservice companies must use their
buying power to create change by weighing in on a political level, and should encour-
age clients and consumers to be advocates for workers and our oceans.

4. Increase overall transparency through key data elements, chain of custody,
and education. Sustainable, ethical seafood is impossible to achieve without estab-
lishing strong traceability mechanisms. This traceability must carry through from the
fishing vessel or farm to the point of sale, allowing seafood clients and end consumers
to make educated choices based on all available information.

5. Yellow is not the new green: stop sourcing it! Responsible companies should
only purchase green-rated species, and avoid yellow- and red-rated species, given
sourcing concerns.'® Avoid seafood connected to overfishing, destructive fishing and
farming methods, or unethical treatment of workers, even if it is third-party certified or
involved in a Fishery or Aquaculture Improvement Project (FIP/AIP). Tell your clients
and consumers why your company only sources green-rated species.

27
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Five Ways Large Clients Can Help

As fish stocks collapse, demand increases, and workers continue to be at risk of labor
and human rights abuses, foodservice companies profiting from the sale of seafood
have a responsibility to act. Foodservice companies have the power to bring about
enormous positive change for our oceans and seafood workers. They can and must
help rebuild depleted stocks, create protective measures for vulnerable habitats, pro-
mote strong fishery management across the globe, and ensure that workers through-
out the supply chain are guaranteed fair wages, ethical treatment, and safe working
conditions.

1. Know the facts. Visit greenpeace.org/seafood to learn more about sustainable
seafood and pressing issues.

2. Commit to better sourcing. Create a seafood sourcing policy as part of your over-
all Corporate Social Responsibility (CSR) program that helps your company ensure

it is part of the solution. Require your foodservice provider to meet your strong stan-
dards, including rigorous, third-party-audited chain of custody for any seafood provid-
ed, from ship or farm to plate.

3. Sell tuna? Make sure it is sustainable and ethical. Tell your foodservice provider
that you want responsibly caught tuna, and express your concern if it is coming from
suppliers that cannot guarantee sustainable and ethical products, like Chicken of the
Sea and Thai Union.

4. Only do business with companies that protect workers’ rights. Ask how com-
panies independently audit their supply chains, ensure effective worker grievance
mechanisms, and ensure that any workers—from their U.S. staff to workers through-
out their supply chains—have a voice in the workplace, are paid a living wage, and
work in safe conditions. If your foodservice provider’s response to your questions is
only to share with you its written policy, take your business elsewhere.

5. Vote with your dollar. Use the Monterey Bay Aquarium Seafood Watch app' and
only buy green-rated “Best Choices” seafood from businesses making sustainable
choices. Ask how your foodservice provider is addressing growing concerns about
forced labor, labor abuse, and illegal fishing. If you are not satisfied with its response,
take your business elsewhere.

i The Seafood Watch App. Monterey Bay Aquarium Seafood Watch.
<https://www.seafoodwatch.org/seafood-recommendations/our-app>.
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Five Ways Consumers Can Take Action

1. Know the facts. Visit greenpeace.org/seafood to learn more about sustainable
seafood and pressing issues.

2. Eat tuna? Make sure it is sustainable and ethical. Tell your foodservice provider
that you want responsibly caught tuna, and express your concern if it is coming from
suppliers that cannot guarantee sustainable and ethical products, like Chicken of the
Sea or Thai Union.

3. Vote with your dollar. Use the Monterey Bay Aquarium Seafood Watch app and
only buy green-rated “Best Choices” seafood from businesses making sustainable
choices. Ask how the company is addressing growing concerns about forced labor,
labor abuse, and illegal fishing. If you are not satisfied with its response, take your
business elsewhere.

4. Eat less seafood. Today’s demand for seafood far outweighs what can be deliv-
ered from sustainable sources. Reducing seafood consumption now can help lessen
the pressure on our oceans, ensuring fish for the future.

5. Speak your mind. Join Greenpeace Greenwire' to connect with volunteers in your
area and invite your community to take action with you. Bring your friends and tell
your foodservice provider—whether at your local restaurant, hospital, school, corpo-
rate campus, or hotel—that you only want sustainable, ethical seafood. Demand to
know the truth behind your seafood options.

ii Greenpeace Greenwire. Greenpeace USA. <https://greenwire.greenpeace.org/usa/en/home>.
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#1 Sodexo USA overal score

*
sodexo

Headquarters: Gaithersburg, MD

Background: Sodexo Group is one of the
top-three (by revenue) foodservice manage-
ment companies in the world, operating in 80
countries globally. Sodexo North America (U.S.,
Canada, and Puerto Rico) posted $9.8 billion for
FY 2015 sales. In 2015, Sodexo North America
was the highest-performing segment (41% of
total sales) for Sodexo Group. Recent Sodexo
contract wins include the U.S. House of Rep-
resentatives, California Academy of Sciences,
UMass Memorial Medical Center, PS Lifestyle,
and the University of Maine System.®

Subsidiaries: Entegra (procurement organiza-
tion)

Greenpeace Comments: Sodexo ranked the
highest among companies profiled in this report,
though it is trailed closely by competitors Com-
pass Group and Aramark.-Much of its perfor-
mance is the result of public-facing seafood
policies, extensive internal communication of
its standards with buyers, and refusal to pur-
chase several red list species. While Sodexo
was ranked highest in this report, it is at the top
of a low-performing field and must continue to
improve its seafood operations.

As Compass Group and Aramark made major
tuna commitments and procurement changes in
the past two years, Sodexo remained silent on
its shelf-stable tuna. It is unclear what the com-
pany is doing to ensure that major suppliers, like
Sysco, only provide Sodexo with responsible
canned tuna. Sodexo’s goals to source MSC
certified tuna or from International Seafood
Sustainability Association (ISSA) members does
not guarantee that its tuna will be sustainable

or ethically caught, due to ISSF’s low standards
and limited scope.'"® Because of unresolved
concerns, MSC certification alone is not suf-
ficient to ensure responsibly caught seafood,
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particularly since it does not currently account for la-
bor and human rights concerns in a robust way (see
page 23). There are some initial signs that Sodexo
may be starting to review its tuna sourcing, though it
remains unclear if significant changes are
forthcoming.

Sodexo is a member of the Shrimp Sustainable
Supply Chain Task Force and Global Sustainable
Seafood Initiative. While engaging in industry discus-
sions can be important, Sodexo must use its buying
power and global reach to demand better products
from suppliers and advocate for improvements in
fisheries management similar to its competitors,
Compass Group and Aramark (e.g., by writing letters
to Congress supporting the IUU Enforcement Act of
2015).

Unlike Compass Group and Aramark, Sodexo has
an extensive auditing process covering sustainability
and social responsibility, with robust and
time-sensitive measures to correct (or terminate)
suppliers in violation of company policies. However,
not all of these audits are publicly available. While
Sodexo has the strongest written policies of any
company in this report to ensure fair and ethical
treatment of workers throughout its supply chains, it
has a history of worrisome U.S. labor relations. For
example, workers have struggled to unionize and re-
ceive fair wages,"" "2 suggesting that there may be
challenges with Sodexo’s implementation of its labor
policies. As Sodexo’s international framework agree-
ment with IUF helps.move the company in the right
direction, Sodexo.must continue to prioritize workers’
rights throughout its supply chains. This is especially
important as U.S. foodservice workers and global
seafood industry workers struggle.

Sodexo has extensive internal systems to educate
buyers on red list species according to its company
policy. In 2009, Sodexo committed to improve its
seafood sourcing, including discontinuing red list
species. It scored highest among all foodservice
companies profiled in the inventory section because

(D)
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it does not purchase some red list or often problematic species like yellowfin
and bigeye tuna, hoki, orange roughy, Chilean sea bass, and sharks. Other

companies in this report should follow Sodexo’s lead and stop sourcing red

list species.

Recommendations: Sodexo could remain ahead of its U.S. competition by
publicly committing to only purchase responsible canned tuna, backed by a
strong, public policy. The company must improve its treatment of U.S. work-
ers and work to ensure no labor or human rights abuses occur throughout
its supply chains (e.g., conduct audits, enforce supplier standards). Sodexo
should increase its public advocacy for industry reforms and best practices
with a variety of stakeholders (e.g., government, RFMOs, Seafood Watch
Sustainable Seafood Roundtable).
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#2 Compass Group USA
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GROUP

Headquarters: Charlotte, NC

Background: Compass Group is the largest food-
service management company in the world, operat-
ing in more than 50 countries and serving nearly 4
billion meals a year. Compass Group USA (includ-
ing Canada) generated $14.5 billion in FY 2015,
which was more than half of its parent company’s
annual global revenue. In addition to a massive
contract with IBM and operating Walmart corporate
dining locations, Compass Group won new con-
tracts with Kimberly-Clark, Emory University, Ken-
nesaw State University, Chesterfield County Public
Schools, Mapfre Stadium, and Genesis Health
Systems.""®

Subsidiaries: Bon Appétit Management Company,
Canteen Vending, Chartwells Higher Education,
Compass Group Canada/ESS North America,
Compass One Healthcare, Culinart Group, Eurest,
Foodbuy (procurement organization), Flik, Levy
Restaurants, Morrison Community Living, Restau-
rant Associates, Touchpoint, Wolfgang Puck Cater-
ing"4

Greenpeace Comments: Compass Group ranked
second and is within two points of Sodexo. While
Compass Group has a seafood policy, it is not
publicly available on its U.S. website. Greenpeace
found copies of the policy shared by some Com-
pass Group-operated facilities (e.g., higher edu-
cation), though it remains unclear if this policy is
specific to that operator only.

Compass Group was the first U.S. foodservice
company to publicly commit to source responsible
canned tuna (i.e., FAD-free skipjack in 2014). This
is a significant move for the largest contract man-
agement company in the U.S. and owner of Food-
buy, the largest procurement organization in the
U.S. It must also improve its albacore tuna sourcing
and back these commitments with a public-facing
policy. Compass Group and Foodbuy’s preferred
vendor, Mitsui Foods, is supplied by Thai Union,

()

raising concerns about potential labor and
human rights abuses. Compass Group should
proactively engage Thai Union to ensure that
tuna and other products supplied by this seafood
giant are sustainably and ethically caught.

Following leadership initiated by its subsidiary
Bon Appétit, Compass Group was the first major
foodservice company to make public sustainable
seafood commitments (e.g., with Seafood Watch
in 2006). lts sourcing improvements and advo-
cacy (e.g., supporting the IUU Enforcement Act
of 2015, engaging with the International Com-
mission for the Conservation of Atlantic Tunas
[ICCAT] and Western and Central Pacific Fisher-
ies Commission [WCPFC]) are encouraging and
important for a company of its size. Compass
Group needs to consider other ways to support
improvements in fisheries management and
communicate its sustainability efforts with buy-
ers, clients, and consumers.

Compass Group should be commended for pub-
licly detailing its challenges and working to im-
prove supply chain transparency to benchmark
against its sustainable seafood commitments.'®
Greenpeace encourages all companies in this
report to operate ‘with this level of transparency.
Compass Group must deepen its analysis of

its supply.chain to ensure it is not connected to
labor or human rights abuses, and ensure that
third-party audits assess the social equity and
safety of workers, as well as sustainability.

In the past year, Compass Group faced in-
creased scrutiny from Congress. From wage
theft of Senate cafeteria workers'® " to con-
cerns from senators regarding Compass Group’s
efforts to purchase ethically sourced seafood,"'®
it is no surprise that it performed poorly in the
responsible sourcing category. Compass Group
must work diligently to improve its operations
and protect workers’ rights throughout its supply
chains.
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Compass Group does not source orange roughy, Chilean sea bass, or
sharks; however, it needs to stop sourcing hoki. The company must uphold
strict internal protocols to ensure policy provisions are enforced at the ac-
count level. Compass Group appears to be concerned about the environ-
mental impacts of farmed salmon and is considering options to improve its
sourcing. Given the massive demand for salmon in foodservice, Greenpeace
encourages Compass Group to promptly shift to responsible options (i.e.,
green-rated species only).

Recommendations: Compass Group needs to release a strong canned tuna
policy, and engage Thai Union and Mitsui Foods to ensure all its tuna (skip-
jack and albacore) is sustainably and ethically sourced. Given the company’s
size and important role its subsidiary Foodbuy has in the foodservice supply
chain, Compass Group’s number one priority should be investigating its tuna
supply chains. The company needs to build on its supply chain transparency
work to include strong auditing procedures against environmental and social
standards, and strengthen its traceability systems. Compass Group must
improve its focus on workers in the U.S. and abroad, ensuring workers are
treated ethically, paid a living wage, and have the right to freedom of associa-
tion and representation.
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#3 Aramark

Policy:

¥ ARAMARK

Headquarters: Philadelphia, PA

Background: Aramark is a global foodser-
vice management company operating in 22
countries. Aramark’s North American segment
generated $9.95 billion in sales for FY 2015.
Similar to Compass Group and Sodexo, its U.S.
segment is a driver for its global operations.
Aramark recently won a massive contract for
Yosemite National Park, replacing Delaware
North. Aramark extended contracts with the
University of Tennessee, University of Akron,
and Lincoln Financial Field. New healthcare
contracts include Kennedy Health and Vander-
bilt University Medical Center."?

Greenpeace comments: Aramark is nearly
tied with Compass Group. While much work
remains overall, for canned tuna Aramark has
mostly lived up to its public CSR commitment to
lead by example. Aramark led in this report on
advocacy, which included its public 2015 com-
mitment to only source FAD-free skipjack (from
Pacifical through Rema Foods) and pole and
line albacore for the shelf-stable tuna catego-
ry. This commitment raises the bar for other
contract management companies, including
Sodexo and Compass Group. Aramark has the
strongest tuna commitment to date among U.S.
foodservice companies, and is developing a
seafood policy to back its current commitments.

Aramark has an internal policy to avoid all Thai
Union products, and has a mechanism in place
to swiftly remove Thai Union products from its
sourcing if and when they are discovered in the
supply chain. This action demonstrates a tangi-
ble step to ensure its products are not connect-
ed to destructive fishing or potentially to forced
labor and human rights abuses.

Aramark, like every company profiled in this
report, has significant work ahead to establish

40.1

65.9 Sourcing: 21.6 Advocacy: 67.2 Traceability: 20 Inventory: 30.7
[ D [ T [

independent third-party audits covering traceability,
sustainability, social equity, and the health and safety
of workers. The company is working with internal and
external stakeholders to develop systems to improve
traceability and transparency in its supply chain. Ara-
mark could use its active membership in the Seafood
Watch Sustainable Seafood Roundtable to share best
practices and work with other major companies to
develop much-needed solutions to ensure sustainable,
ethical seafood throughout the supply chain.

Aramark partners with Seafood Watch. Similar to
Compass Group, its tuna sourcing improvements and
advocacy efforts (e.g:, supporting the IUU Enforce-
ment Act of 2015, engaging with ICCAT and WCPFC)
are significant, coming from one of the largest foodser-
vice companies nationwide. The company is working
with suppliers to improve procurement of other at-risk
commodities (e.g., shrimp). Aramark has a major dis-
tribution agreement with Sysco, procuring more than
half of its products from Sysco annually.’?® Given the
size of this contract, Aramark must continue to use its
buying power to call for sustainable, ethical seafood
from Sysco, helping to realize seafood improvements
across the foodservice industry.

Despite its recognition as one of the World’s Most
Ethical Companies,'?! there are reports of Aramark’s
poor treatment of workers. Recent grievances include
workers reporting low wages'?? and alleging anti-union
activities.'? As Aramark’s profits grow, the company
must not leave behind frontline workers. It must ensure
that all its employees receive a living wage, are able
to freely join representative organizations, and may
bargain collectively. With the development of a new
seafood policy, Aramark has the opportunity to ensure
that all workers throughout its supply chains are treat-
ed ethically.

Aramark must tighten its standards and education
initiatives so that operators are unable to violate com-
pany policy and purchase red list species like orange
roughy, Chilean sea bass, or sharks.

()
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Recommendations: Aramark needs to release a public seafood policy that
includes tuna (e.g., shelf-stable, fresh, and frozen) and strengthen its audit-
ing procedures. Aramark must use its buying power with Sysco, calling on
the company to only supply sustainable, ethical seafood. Aramark should
re-invest its growing profits into benefits and systems to ensure the ethi-
cal treatment of workers in the U.S. and throughout its supply chains. The
company can improve its sourcing, to ensure it does not source any red list
species.
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#4 Sysco DID NOT RESPOND
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Headquarters: Houston, TX and its focus only on high-volume products.’?” Sysco
should strengthen its existing aquaculture commit-
Background: Sysco, the largest broadline ments (e.g., minimum BAP 2-star certification) to align
distributor in the world (and U.S.), supplies with its subsidiary, Brakes Group (e.g., BAP 4-star
roughly 425,000 customers,'?* and generated commitment).'2®
$43.1 billion (U.S. sales) for FY 2015. Sysco
sold nearly $2.5 billion of seafood in 2015, and Sysco needs to set stronger standards than sourc-
the company is continuing to grow (e.g., acquir- ing tuna from ISSA members—a practice that cannot
ing UK- based Brakes Group and North Star currently guarantee the company receives sustainable,
Seafood after its failed merger with US Foods). ethical tuna. The company should be wary of some
Many contract management companies and ISSA members (e.g., Chicken of the Sea, StarKist,
operators—from university cafeterias to corpo- Bumble Bee) implicated in alleged collusion to block
rate dining halls, restaurants, and even the U.S. sustainable canned tuna in the U.S. market.’?® Sysco

Congress—rely on Sysco to procure and deliver must strengthen its program to account for gaps in

food. In 2015, Sysco announced a new contract eco-certifications and low-bar standards from ISSF

with Kroger, the second-largest U.S. grocery and ISSA.™ |t can start by releasing a public sustain-

retailer.'® able seafood policy, including a plan to supply sustain-
able, ethical shelf-stable tuna.

Subsidiaries: Buckhead Beef Company,

European Imports, Houston Meat & Seafood, Sysco policies, like those of its competitors, state it
Imperial Seafood and Shellfish Company, Loui- does not knowingly source seafood caught by forced
siana Foods Global Seafood Source, North Star labor or by people working under abusive labor con-
Seafood, SYGMA'%6 ditions. Sysco has taken measures to stop sourcing
shrimp from Thailand for its own brand products until
Greenpeace Comments: Sysco scored an current supply chain concerns are addressed. The
abysmal 14.1 points (more than 20 points company is working to improve traceability throughout
less than the top-three ranked companies in its supply chain and works with third-party auditors to
this report). While Sysco has several seafood review suppliers for Sysco brand products against its

initiatives, its refusal to participate in the survey standards.
process significantly affected its score because

of lack of detailed information. As a massive However, as scandals throughout the seafood industry
seafood buyer, Sysco has the responsibility persist, Sysco must continue to use its buying power
and ability to offer innovative solutions that can and market influence to spur industry-wide reforms.
shift the entire paradigm in the U.S. foodservice For example, Sysco could publicly disclose the results
industry. of its audits and indicate in more detail any action it is

taking to improve problematic commodities (beyond
Sysco has a public commitment to source participation in industry working groups). Sysco could
MSC-certified products, or seafood either in also demand sustainable, ethical seafood from Thai
MSC assessment or in a FIP, and has improved Union, and, like UK retailers,’" set a public deadline
its sourcing based on these criteria. While for the company to comply. Such action has never
Greenpeace commends Sysco for setting public been more necessary, as calls from customers to
seafood commitments and communicating Congress have requested that any products Sysco
updates on its progress, this commitment is procures, including those supplied by Thai Union, are
problematic because of existing concerns with ethically sourced.'?

eco-certifications like MSC (see page 23)
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In the U.S., Sysco is struggling to treat its own workers fairly. Last year, Sys-
co fired workers in Georgia and Kansas who were supporting union organiz-
ing drives,'? resulting in a National Labor Relations Board (NLRB) complaint
against Sysco™* and Sysco reinstating those workers.'*® The Teamsters
protested Sysco at International Food Distributors Association (IFDA) lob-
by meetings in Atlanta'™® and Lansing, MI'*" for alleged labor violations

and anti-union activities, including hiring union busters. Sysco is now firing
employees to improve its operating income, '3 begging the question of what
else this company plans to do to maximize profits at the expense of workers
domestically and throughout its supply chains.

Sysco performed poorly (4.3 points) in the inventory category because of
lack of information regarding its seafood procurement. As Sysco works to
meet its 2020 seafood commitments, which include top farmed species, the
company should ensure that all seafood it purchases is in compliance with
its policy, not just Sysco brand products.

While Sysco failed this year’s assessment, the company has devoted re-
sources to sustainable seafood at a scale larger than any other broadline
distributor. There are signs that some company leadership is prioritizing this
work. Senior executives must heed calls for Sysco to lead in the broadline
distribution industry, and look beyond short-term profits to the role Sysco can
play in transforming a dirty seafood industry.

Recommendations: Greenpeace encourages Sysco to participate in the
survey process to fully reflect the company’s initiatives. Sysco can take lead-
ership by releasing a public-facing seafood policy and cleaning up its canned
tuna, especially its products supplied by Thai Union."® Sysco must work to
address systemic problems in the foodservice industry (e.g., rebates, lack

of traceability) and advocate for reforms in the global seafood industry, from
suppliers to governments and fishery management bodies. Sysco needs to
ensure that workers throughout its supply chains are treated fairly and are
provided the right to free and fair choice of union representation without

employer interference.
Noteworthy Clients
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Centerplate

Headquarters: Stamford, CT

Background: Centerplate operates in the U.S. and UK, specializing in the sports
and entertainment segment. Its FY 2015 sales were valued at $850 million. Some of
Centerplate’s recently operated events include the Belmont Stakes Triple Crown race
and Super Bowl 50 at Levi’s Stadium.°

Greenpeace Comments: Despite its failing score, Centerplate scored higher than all
other management companies that failed this report. Some operators appear to be fo-
cused on sustainable seafood (e.g., MSC-certified seafood at Levi’s Stadium or local,
traceable seafood sourcing at Safeco Field), though Centerplate lacks a comprehen-

sive sustainable seafood program.

While the company:has significant work to do, some initial signs from leadership
(e.g., policy development, buyer education) indicate Centerplate could quickly turn

its operations around and be among the leaders in the U.S. foodservice industry in
responsible seafood. Centerplate is improving its procurement according to Seafood
Watch criteria to ensure it does not source red list species, and is working to transi-
tion to pole and line caught tuna. Like Aramark, Centerplate has a policy to avoid Thai
Union products until Thai Union improves its operations.

Unfortunately, Centerplate is among one of many foodservice companies with wor-
risome labor relations (e.g., poor wages for San Francisco Giants employees,™' a
wage theft lawsuit'*? and troubling worker accounts following Super Bowl 50, '** a
petition against Centerplate resulting from prior treatment of workers'#). Centerplate
needs to clearly and publicly articulate how it is working to provide employees with
fair, living wages, safe working conditions, and the right to freedom of association and
representation. As it works to improve its treatment of U.S. workers, Centerplate must
ensure any seafood throughout its supply chain is sustainable and ethically sourced.

Recommendations: Centerplate can strengthen its-seafood program by releasing
a public policy, cleaning up its shelf-stable tuna, advocating for industry reform, and
ensuring workers are treated fairly throughout its supply chains.
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#6 US Foods
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KEEPING KITCHENS COOKING.™

Headquarters: Rosemont, IL

Background: US Foods, the second-largest
broadline distributor in the U.S., recently failed
to merge with its top competitor, Sysco. Its FY
2015 revenue was $23.1 billion. The compa-
ny’s owners, private equity firms KKR'*® and
Clayton Dubilier & Rice, are looking to sell

US Foods, raising capital from its March initial
public offering (IPO) and recently announcing
a senior notes offering. US Foods recently
acquired distributors Cara Donna and Dierks
Waukesha.

Greenpeace Comments: US Foods failed,
scoring a paltry 9.3 points. The company did
not participate in the survey process and,
unlike Sysco, refused to engage in any dia-
logue with Greenpeace, making it very difficult
to report on any initiatives the company may
have for sustainable seafood. Given its size
and position in the foodservice supply chain,
US Foods has a significant influence on the
seafood available for foodservice operators.
To date, it is failing to act responsibly, and lags
significantly behind Sysco. Not surprising, US
Foods does not have a public seafood policy,
and it is unclear if it has any internal standards
for seafood sourcing.

While US Foods offers private label
(Rykoff-Sexton) pole and line tuna for both
canned skipjack and albacore, it is unclear
how significant these volumes are for its total
shelf-stable tuna sales. The company must do
far more to ensure responsible tuna procure-
ment. US Foods supplies some MSC- and
BAP-certified seafood, and, as of late 2015,
has full MSC Chain of Custody certification
for each of its distribution centers.'® This is a
promising step toward traceability; however,

Overall Score 9.3

Policy: 6.8 Sourcing:
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piD NOT RESPOND

6.8 Advocacy: 12.5 Traceability: 16.3 Inventory:
[ [

eco-certifications are inadequate as sole sourcing
standards (see page 23).

It is unfortunate that US Foods refuses to engage
with Greenpeace. It proudly announces partner-
ships with industry groups actively working to dis-
credit Greenpeace’s reputation while maintaining a
destructive status quo in the global seafood in-
dustry (e.g., NFI'#"). Furthermore, with allegations
of collusion to block sustainable tuna in the U.S.
market,'*® Greenpeace encourages US Foods to
closely consider-with which groups it partners. Any
movement from US Foods on seafood should be
met with caution until the company clearly articu-
lates its overall policy and strategy for cleaning up
its supply chains.

No doubt troubling news for US Foods sharehold-
ers and clients is the company’s poor treatment

of its workers. In February 2016, workers in US
Foods’ Arizona distribution center went on strike in
response to the company’s slashing of benefits for
all nonunion workers after the failed Sysco merg-
er."® The company is closing its Severn, MD, ware-
house in what appears to be a move to cut costs
and move work to a nonunion facility in Manassas,
VA."®® The Teamsters are continuing a nationwide
strike demanding that US Foods put workers
first,’®" while there'is no indication US Foods is
ready to change its dangerous tactics that harm
workers.-Such actions are counter to the compa-
ny’s core value of integrity.'®? It also raises ques-
tions about US Foods’ ability to prioritize the safety
and well-being of its workers throughout its sea-
food supply chains if it struggles to protect workers
over which it has direct control. The company must
respect workers’ rights to form a union and not ex-
tract profits off the backs of workers through plant
closings, or cuts to wages or benefits.

Scant public information is available regarding US
Foods’ seafood inventory, though given the lack of
information on any sustainable seafood initiatives,
it is reasonable to assume that the company has

significant work ahead to improve its procurement.
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KEEPING KITCHENS COOKING.™

Recommendations: US Foods has a responsibility to its workers, cli-

ents, and shareholders to dramatically improve its seafood program and
treatment of workers. The company must develop a strong, public-facing
seafood policy, ensure its products are sustainable and ethically procured—
especially products from notorious suppliers like Thai Union—work rapidly
to resolve labor disputes in the U.S., and ensure its suppliers are treating
workers fairly and ethically throughout its supply chains. If US Foods does
not turn a corner, its reputation, sales, and competitive edge may suffer as
more progressive companies rise to the challenge.
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FOOD SERVICE

Headquarters: Grand Rapids, Ml

Background: Gordon Food Service (GFS)
touts itself as the “largest family-operated
broadline food distribution company in North
America.”'®® The company operates in the
eastern half of the U.S. and in Canada, main-
ly supplying the restaurants, education, and
healthcare segments. Its FY 2015 revenue
was $12.6 billion.

Subsidiaries: Glazier Foods Company, Halp-
erns’ Steak and Seafood Company,-Institution-
al Distributors, Perkins

Greenpeace Comments: GFS did not par-
ticipate in the survey. While GFS has recently
updated its website to include more informa-
tion on its work to source responsible seafood,
it needs to follow this action by releasing a
strong, public policy indicating how itis ensur-
ing compliance with these commitments.

GFS’s MSC Chain of Custody certification

is a step in the right direction on traceability
for some of its inventory, and GFS relies on
Aquaculture Stewardship Council (ASC) and
BAP certifications for some of its products.
Eco-certifications can be useful, but are not
sufficient as the only standards to ensure sus-
tainable, ethical seafood, given outstanding
concerns (see page 23).

While GFS deserves praise for being one of
the few companies that is transparent with its
seafood catalog, the company sources red
list species Chilean sea bass, orange roughy,
and hoki. This is in stark contrast to the work
its Canadian subsidiary Albion Fisheries has
undertaken with NGO Ocean Wise to phase
out Greenpeace Canada red list species. Fur-
thermore, clients reviewing GFS’s catalog are
provided no information regarding the compa-
ny’s efforts to ensure its tuna, shrimp, or other
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at-risk species are not connected to human
rights abuses.

GFS has purchased destructively caught
canned tuna from Chicken of the Sea and
StarKist, two companies implicated in alle-
gations of price fixing, underfilling cans, and
colluding to block sustainable FAD-free tuna
from the U.S. market."* ' Chicken of the
Sea is owned by Thai Union, a company no-
torious for destructive fishing and connected
to human rights abuses in some of its supply
chains (see page 19). Clearly, the U.S. divi-
sion of GFS needs to engage Greenpeace
and other experts with great haste to reform
its supply chains.

GFS has been fined twice for strength tests
the U.S. Department of Labor ruled were
illegal and used to discriminate against qual-
ified female applicants for warehouse jobs.'%®
While the company espouses its “cornerstone
values” and equal opportunity statements
online, in the absence of any public policies,
it remains unclear how GFS protects workers’
rights throughout its supply chains.

Recommendations: GFS must demonstrate
it is committed to sustainable, ethical seafood
by releasing a public seafood policy (i.e.,
covering fresh, frozen, and shelf-stable cat-
egories). The company needs to document
publicly how it is working to protect its U.S.
employees and workers throughout its supply
chains. Especially because of its canned tuna
sourcing, GFS must conduct third-party audits
to ensure supplier compliance with strong en-
vironmental, social responsibility, and worker
health and safety standards. GFS needs to
drop red list species from its inventory and
work with governments, RFMOs, NGOs, and
industry to improve global seafood operations.

Noteworthy Clients
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Headquarters: Buffalo, NY

Background: Delaware North a company
with FY 2015 revenue of $2.8 billion, operat-
ing in a variety of segments, in the U.S. and
abroad, including sportservice, entertainment,
parks and resorts, and airports. The company
won contracts for the home stadiums of the
National Football League San Diego Chargers
(Qualcomm Stadium) and the Major League
Baseball Atlanta Braves (Turner Field, soon-to
be the new SunTrust Park), and new contracts
with Tampa International Airport and Minneap-
olis-St. Paul Airport.™’

Subsidiaries: Delaware North operates
several subsidiaries entitled Delaware North
Companies: Sportservice, Gaming & En-
tertainment, International, Parks ' & Resorts,
Travel Hospitality Services, and Boston. The
company holds a majority interest in Patina
Restaurant Group, and Delaware North Chair-
man Jeremy Jacobs owns the Boston Bruins.

Greenpeace Comments: Delaware North
refused to participate in the survey assess-
ment process or respond to multiple inquires
by Greenpeace. In 2010, the company made
promising commitments to avoid. sourcing
Seafood Watch red list species and planned
to spearhead this initiative with its parks and
resorts division. Some park division websites
appear to use Seafood Watch criteria for
seafood sourcing, though it is unclear if these
standards are company-wide. Six years after
its commitment, it is unclear if Delaware North
has improved. Greenpeace only found outdat-
ed CSR reports and scant public information
online.
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Delaware North is currently embroiled in
litigation with the U.S. National Parks Service
(NPS), and is claiming ownership rights over
the name “Yosemite National Park” and other
iconic places after losing its contract over this
prestigious NPS site to Aramark. Perhaps if
Delaware North pursued responsible seafood
sourcing with the same energy with which

it is suing the federal government over park
names,'®® it might make some progress.

Recommendations: In April 2016, top Del-
aware North executives met to plan for the
company’s future, and shared aspirations for
company-wide innovation.'® Greenpeace
encourages Delaware North to immediately
focus its attention on improving its supply
chains, working to only procure sustainable,
ethical seafood, and using its drive for innova-
tion to benefit our world’s oceans and workers
throughout its supply chains. Until then, clients
should be wary of entering into a contract with
a company that cannot demonstrate a sea-
food supply chain free of destructive fishing or
labor abuse.
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Headquarters: Scottsdale, AZ

Background: Food Services of America (FSA) is a broadline distributor and subsidiary of
Services Group of America, which generated $3.5 billion in FY 2015. FSA has a geograph-
ic focus throughout the U.S. Mountain West, West Coast, and Alaska.

Greenpeace Comments: FSA did not participate in the survey, and does not have a pub-
lic seafood policy.

Like some other large distributors, FSA is MSC Chain of Custody certified. The company
has posted some information online, including videos with its seafood director and details
regarding its Flying Flag brand BAP-certified farmed shrimp. In interviews, FSA acknowl-
edges the “importance of protecting the world’s seafood resources,...”"® Thus, the
company appears to have some interest in sustainable seafood. FSA states that “the
best way to plan for the future of a quality supply is the use and promotion of reputable
third-party certification programs.”'®" Unfortunately, third-party certifications alone are
insufficient for any company committed to sustainable, ethical seafood. Some certification
schemes either have anemic standards or do not rigorously evaluate certain key areas,
such as labor violations in supply chains (see page 23).

While some of its efforts are encouraging, FSA needs a strong, public seafood policy
ensuring that its products are sustainable and are not connected to forced labor or human
rights abuses. It should also explore how its sustainable, natural, organic, regional pro-
gram can extend beyond its current land-based commaodities. FSA previously worked on
improving meat traceability,'®? so surely it can prioritize seafood traceability and responsi-
ble seafood sourcing in a more robust and public way.

In the past, the company has come under scrutiny for outdated policies, with a nonsolicita-
tion clause in its employee handbook.®® While FSA has a fairly high union density com-
pared with other U.S. foodservice companies, it remains unclear-how FSA protects work-
ers’ rights throughout its supply chain, from U.S. operations to suppliers abroad.

Recommendations: FSA has some initiatives and has worked on traceability in the past
for other commodities. Rather than refuse to engage with NGOs such as Greenpeace and
provide limited public information, FSA must prioritize engaging credible stakeholders on
ensuring sustainable, ethical seafood for its operations. This includes releasing a
public-facing seafood policy with commitments; implementing third-party audits covering
sustainability, social responsibility, and worker health and safety; and advocating for indus-
try reforms.
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Headquarters: Richmond, VA

Background: Performance Food Group (PFG)
is the third-largest U.S. broadline distributor,
behind Sysco and US Foods. PFG generat-

ed $15.27 billion in FY 2015. The company
launched an IPO in September 2015, and in
May 2016 filed for a secondary offering. PFG
recently won a major contract with Red Lob-
ster.'64

Subsidiaries: Performance Foodservice, PFG
Customized, Vistar

Greenpeace Comments: PFG did not partici-
pate in the survey process and does not ap-
pear to have a sustainable seafood policy. The
company provided some information regarding
its efforts and recently added some sustainabil-
ity commitments to its website. Given its size
and position in the foodservice supply chain,
PFG must increase its initiatives in .a more pub-
lic and robust way.

PFG appears to have undertaken some trace-
ability initiatives. The company requires all
branded and nonbranded suppliers to perform
satisfactorily in an annual third-party audit.
However, there is no evidence to suggest that
this audit evaluates anything beyond food safe-
ty. PFG’s PathProven system applies only to
some seafood species,® and while the compa-
ny does DNA testing on commonly mislabeled
species, this only applies to PFG-branded sea-
food. It is unclear what the company is doing

OUTBACK

STEAKHOUSE®

Brands.

with this traceability information, and there is no
evidence that PFG is either actively address-

ing human rights abuses in the supply chain or
ensuring that its own workers are treated well. It
will take much more concerted effort to ensure
suppliers do not operate illegally and put workers
at risk.

PFG appears to consider the impacts of sourcing
each species, though details remain unclear. The
company must exercise caution when relying on
industry-funded groups like ISSF or third-party
certifiers (MSC, BAP) as the only benchmarks
for its sustainable seafood program. These
groups fall short in key areas (see page 23) and,
alone, will not guarantee sustainable, ethical
seafood.

Recommendations: PFG is large enough to use
its buying power to improve the industry, and is
arguably more nimble than its larger competitors
to move rapidly on improvements. PFG must
release a strong, public seafood policy to guide
its procurement decisions and assure clients that
it is prioritizing sustainable, ethical seafood. The
company must clearly. articulate how it is working
to protect workers throughout its supply chains,
including providing more detail about its audit
procedures. Finally PFG needs to be more vocal
throughout industry and government and among
NGOs to reform the seafood industry. This in-
cludes ensuring that any products (e.g., canned
tuna, shrimp) connected to problematic suppliers
like Thai Union are rapidly improved.

Noteworthy Clients
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Headquarters: Phoenix, AZ

Background: Shamrock Foods is a broadline
distributor owned by Shamrock Foods Company,
with a geographic emphasis in the U.S. South-
west and FY 2015 revenue of $2.78 billion.

Greenpeace Comments: Shamrock Foods did
not participate in the survey process, and never
responded to repeated inquiries from Green-
peace. Shamrock Foods does not have a publicly
available seafood policy, and very little public
company information is available. Thus, while
Shamrock Foods may have internal initiatives

to procure responsible seafood, Greenpeace is
unable to reflect those initiatives in this report.

Shamrock Foods carries the MSC label for some
of its seafood products and has MSC Chain of
Custody certification for its operations. While

the company sources some yellow-rated spe-
cies (e.g., Verlasso farmed salmon), it sells red
list species, including sharks and Chilean Sea
bass. Shamrock Foods needs to develop strong,
public standards that go beyond relying solely on
eco-certifications, because of limitations of this
approach and outstanding problems

(see page 23).

Shamrock Foods does not indicate what it is
doing to address human rights abuses in the
seafood industry. The company supplies Chicken
of the Sea (owned by Thai Union) and Empress
canned tuna (a Mitsui Foods brand, supplied by
Thai Union). Thus, it cannot guarantee for its
clients that these products are sustainable or free
from labor or human rights abuses. It remains un-
clear how Shamrock Foods is addressing its tuna

Overall Score
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sourcing, given serious industry-wide concerns
(page 19).

According to the NLRB, in the U.S., Shamrock
Foods “threatens, spies on and fires employees
for supporting their union.”'®” Earlier this year, an
NLRB judge ruled that “Shamrock Foods en-
gaged in a variety of unlawful anti-union activi-
ties during a union drive, such as firing a worker,
interrogating employees and threatening workers
with loss of benefits and unspecified reprisals if
they unionized.”"®® This finding raises significant
qguestions about how seriously the company
prioritizes safe, ethical treatment of workers
throughout its supply chains.

As one of the poorest-performing companies

in this report with unclear sustainable seafood
goals and a worrisome record of anti-labor an-
tics, Shamrock Foods must turn a corner quickly
to safeguard its reputation and sales.

Recommendations: Shamrock Foods must re-
lease a public seafood policy with commitments
to improve its sourcing, and articulate how it will
protect workers throughout its supply chain. The
company must drop red list species like sharks,
quickly improve any shelf-stable tuna sourcing
amid significant concerns with suppliers like
Thai Union, and improve its advocacy efforts to
reform the seafood industry. To uphold its motto
to treat “all associates as family..,” Shamrock
Foods must ensure its U.S. workforce is treated
with respect, paid a living wage, and able to free-
ly join representative organizations and bargain
collectively.
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MAINES

PAPER & FOOD SERVICE, INC.

Headquarters: Conklin, NY

Background: Maines Paper & Food Service (Maines) is a broadline distribu-
tor with a geographic focus in the U.S. Northeast, and generated $3.4 billion in
sales in FY 2015.

Greenpeace Comments: Maines did not participate in the survey and has virtu-
ally nothing online about its seafood sourcing. The company’s lack of information
suggests it may not have a sustainable seafood policy, and raises questions
about how it takes proactive measures to ensure no labor abuse in its supply
chains. In 2012, the company received MSC Chain of Custody certification and
Maines carries. some MSC-certified products. Otherwise, there is no evidence of
any efforts in the area of traceability or the company’s prioritization of sustain-
able, ethical seafood.

Recommendations: Maines needs to develop a public seafood policy and to
align its resources to prioritize sustainable, ethical seafood procurement, includ-
ing protecting workers throughout its supply chains.
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AVI FOODSYSTEMS
Cimenica's Food Sowice Leadon

Headquarters: Warren, OH

Background: AVI Foodsystems (AVI) is a family-owned business with $625 mil-
lion in FY 2015 revenue. It focuses primarily on B&lI, followed the higher educa-
tion and healthcare segments. AVI contract wins include Siena College, Honda
Manufacturing of Alabama, Mercedes-Benz US International, and Mount Carmel
Health System. It recently renewed- contracts with Sarah Lawrence College,
Wellesley College, and Progressive Insurance.'®®

Greenpeace Comments: AVI did not participate in the survey. Its website pro-
vides some information about its general environmental practices, but there is no
sustainable seafood information. Despite initial encouraging communication with
the company, there are no policies or commitments for Greenpeace to evaluate
in any detail for this assessment.

Some of AVI’s higher education clients (Sarah Lawrence College and Alfred
University) use traceable seafood systems like Open Ocean Trading and speak
publicly about sustainability, but this does not mean that the company has imple-
mented responsible seafood sourcing across its operations.

AVI's alleged mistreatment of workers at Kenyon College'® """ raises questions
about its efforts to protect workers in the U.S. and throughout its supply chains.

Recommendations: As one of the three worst-performing companies in this
report, AVI has an opportunity to turn things around if its leadership decides to
prioritize sustainable, ethical seafood and start by releasing a public seafood
policy. This should be manageable for a company of its size and would bolster
the family-owned company’s reputation, putting its clients at ease. Further, AVI
needs to assure the public that it is committed to workers’ rights, which includes
evaluating its current labor policies and treatment of workers.

PROGRESSIVE HONDA Noteworthy Clients
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Headquarters: Charlotte, NC

Background: Elior North America (Elior NA; formerly Trusthouse Services
Group), a subsidiary of global foodservice company Elior Group, continues its
rapid growth. Elior NA acquired several foodservice companies nationwide and
posted a 28% increase from FY 2014 to FY 2015, reflecting $637 million in sales
and surpassing AVI Foodsystems in annual revenue.'”? The company promotes it-
self as a modern and attentive management company. Elior NA won contracts with
Rutland Central and South Supervisory Unions, Johnsbury Academy, and Lyndon
Institute in Vermont. The company expanded or rebranded its operations at Los
Angeles, Detroit, Atlanta, Miami, and Chicago international airports.'3174

Subsidiaries: ABL Management, Aladdin, AmeriServe, A'Viands, Consolidated
Food Service Management, Cura Hospitality, FitzVogt & Associates, Lindley, Pre-
ferred Meals, STARR Catering Group, Summit, Valley Services

Greenpeace Comments: Elior NA did.not participate in the survey. As a newer
company touting its progressive values, leadership, and a modern brand, it should
be leading on responsible seafood. Unfortunately, Elior NA did not fare well in this
assessment because of lack of public information, and there is little indication that
it is working to address the sustainability and social responsibility of its seafood
sourcing.

Globally, Elior Group has worked on sustainable seafood and has banned a num-
ber of overfished species, but it remains unclear if Elior NA is giving any level of
detail to this work in the U.S.

Recommendations: As Elior NA continues to expand in the U.S., Greenpeace
implores the company to continue work started by its parent company on sustain-
able, ethical seafood. Elior NA must begin a dialogue with respected conservation,
labor, and human rights groups to improve its seafood operations. The company
needs to develop a public, sustainable seafood policy, clean up its tuna sourcing,
and band together, if needed, with other management companies to demand re-
sponsibly sourced seafood from broadline distributors like Sysco.

Noteworthy Clients
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Get it right from us.

Headquarters: Rosemont, IL

Background: Reinhart Foodservice (Reinhart) is owned by Reyes Holdings, a
company that also controls a McDonald’s distributor, Martin-Brower Company, and
Reyes Beverage Group, a large beer distributor. Reyes’ FY 2015 revenue was $25
billion. It primarily operates across the eastern half of the U.S., serving a variety

of clients across industry segments, including Subway, Burger King, and several
U.S. Department of Defense contracts.

Greenpeace Comments: Reinhart did not participate in the survey. As the
fifth-largest broadline distributor in the U.S. and tied with Elior NA as the
worst-performing company in this report, Reinhart is failing-to deliver on sus-
tainable, ethical seafood that ensures healthy oceans and the safety of workers
throughout its supply chains.

While the company has some blogs on sustainability, it does not specify what it is
doing to prioritize sustainable, ethical seafood. Its website lacks relevant informa-
tion, and it does not have a public policy.

Clients should quickly notice the company’s lack of sophistication and focus on
responsible seafood. In addition to sharks and Chilean sea bass, Reinhart sourc-
es bigeye and yellowfin tuna—stocks that are in need of recovery. Worst of all,
Reinhart sources bluefin tuna: a severely overfished species red listed by Seafood
Watch for every single stock in the world. This suggests Reinhart either does not
prioritize sustainable, ethical seafood, or is not concerned with the implications of
sourcing threatened species.

In March of this year; a shelving unit collapsed at one of Reinhart’s warehouses,
killing one worker and injuring seven others days after a worker allegedly told a
supervisor the shelving appeared unstable.'” Increased vigilance for health and
safety in the transportation and warehousing industries is warranted, given injury
and iliness rates are the highest among private industry and data show injury rates
have increased in recent years."”® Because of its failure to respond in the survey
process, it remains unclear what Reinhart is doing to ensure safe and ethical
working conditions for workers in the U.S. and throughout its supply chains.

Recommendations: Reinhart must urgently clean up its act. Companies should
be wary of doing business with Reinhart until they receive guarantees it has im-

proved its seafood and labor operations.
Noteworthy Clients
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Glossary

AIP: Aquaculture improvement project

Aquaculture Stewardship Council (ASC): A cer-
tification scheme for farmed species. ASC certi-
fied products are supposed to meet certain criteria
for responsibly farmed seafood. While it may be a
start, it is best for companies to avoid exclusively
relying on third-party certifiers.

B&l: Business and Industry foodservice segment

Best Aquaculture Practices (BAP): These
third-party standards seek to address environ-
mental and social responsibility, animal welfare,
food safety, and traceability in a voluntary certifi-
cation program for aquaculture facilities. BAP pri-
marily covers shrimp, salmon,tilapia, pangasius,
channel catfish, and mussels. Companies some-
times source BAP certified products according to
a coding system (e.g., BAP 2-star, BAP 3-star).
While it may be a start, it is best for companies to
avoid exclusively relying on third-party certifiers.

Broadline distributor: Large foodservice
distributors carrying a full line of products, in-
cluding perishables (e.g., meat, seafood, dairy,
produce), nonperishables (e.g., canned and dry
grocery goods), and supplies necessary for food-
service operations. Broadline distributors carry
private label and national brands, deliver products
to operators, and have large contracts with a
variety of customers, including management com-
panies, GPOs, and restaurants. Broadline dis-
tributors in this report include Sysco, US Foods,
Performance Food Group, Gordon Food Service,
Reinhart Foodservice, Maines Paper & Foodser-
vice, Food Services of America, and Shamrock
Foods.

Bycatch: Marine life unintentionally caught and
often killed when fishing (e.g., sharks, turtles, and
juvenile tuna). Some fishing methods have a high-
er rate of bycatch than others, such as conven-
tional longlines and purse seines employing fish
aggregating devices (FADs).

Contract management company: Also referred
to as “foodservice management company” or
“management company.” These companies work
with various corporate or institutional clients to
manage and operate dining services, among oth-
er services. Management companies in this report
include Compass Group USA, Aramark, Sodexo
USA, Centerplate, Delaware North, AVI Foodsys-
tems, and Elior North America.

CSR: Corporate social responsibility

FAD-free: Fishing without the use of FADs,
setting purse seine nets on free schools of fish.
Other marine life is less impacted when fishing
free school, so it is a better option.

Fish aggregating device (FAD): An artificial,
floating object that attracts schools of tuna, along
with the (indiscriminate) aggregation of all kinds of
marine life. Fishing with FADs leads to unintended
collateral damage, or bycatch, in the form of dead
sea turtles, sharks, and other fish.'””

United Nations Food and Agriculture Orga-
nization (FAO): This entity has categorized the
oceans’ “major fishing areas” by a numeric code,
and this information aids people in finding out

where a particular species was caught.
FTC: U.S. Federal Trade Commission

Fight for $15: An international movement or-
ganizing for $15 an hour and union rights for
“fast-food workers, home health aides, child care
teachers, airport workers, adjunct professors,
retail employees and underpaid workers every-
where.” Starting with New York City fast food
workers, Fight for $15 now operates in more than
300 cities on six continents.'"®

FIP: Fishery improvement project

Gear type: A reference to the fishing method
used to catch a particular species of fish. Some
gear types (like pole and line for tuna) are far
more favorable to the environment than others
(like trawling for flatfish, which scrapes and dam-
ages the ocean floor).

Greenwashing: The act of misleading consumers
regarding the environmental practices of a com-
pany or the environmental practices of a product
or service.

Group purchasing organization (GPO): In-
dependently or association-owned national or
regional organizations that pool the volume of
their members to obtain savings from vendors
and manufacturers.'”®

ICCAT: International Commission for the Conser-
vation of Atlantic Tunas

IFDA: International Foodservice Distributors
Association

ILO: United Nations International Labour Organi-
zation

ILO Core Conventions: Eight conventions that
the International Labour Organization deems

as fundamental principles and rights at work.
Foodservice companies should only source from
vessels, companies, canneries, and processors
that operate in full compliance with international
labor standards, including ILO Core Conventions,
the ILO Maritime Labour Convention, and the ILO
Work in Fishing Convention.
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IPO: Initial public offering

ISSA: International Seafood Sustainability Asso-
ciation

ISSF: International Seafood Sustainability Foun-
dation

IUF: International Union of Food Workers

IUU: lllegal, unreported, and unregulated fishing
(also known as pirate fishing)

Longline: Fishing lines, sometimes dozens of
miles long, baited with thousands of hooks. This
is very indiscriminate, highly destructive fishing
gear.'80

Marine Stewardship Council (MSC): Nonprofit
organization that runs a certification scheme for
wild fisheries. MSC-certified products are sup-
posed to meet certain sustainability criteria. In
some cases, this certification may not be the best
barometer for whether a wild-caught species was
truly caught sustainably. While it may be a start, it
is best for foodservice companies to avoid exclu-
sively relying on third-party certifiers.

MSC Chain of Custody certification: An iden-
tification, control, and traceability program that
ensures that products labeled or marketed as
MSC-certified originated from an MSC-certified
sustainable fishery.

NFI: National Fisheries Institute

NGO: Nongovernmental organization
NLRB: National Labor Relations Board
NPS: National Parks Service

Off-contract purchasing: Procurement of
products from a secondary vendor other than an
institution’s primary management company or
GPO. This can include “other distributors, local
or regional farms and producers, manufacturers,
processors, and aggregators.”'®" While off-con-
tract purchases could be a way for operators to
purchase sustainable, ethical seafood not avail-
able from their management company or GPO, it
creates an opaque supply chain because of lack
of traceability. Furthermore, major foodservice
companies’ sustainable seafood commitments
apply only to on-contract purchases. As long as
off-contract purchases occur, it is impossible for
a foodservice company to guarantee all of its
seafood is responsible and in compliance with
company policies.

On-contract purchasing: Procurement of

products from a contracted vendor. Management
companies or GPOs typically require institutions
to purchase a large percentage of products (e.g.,

70-90%) on-contract in order to receive discount-
ed rates.'®?

Pole and line: A highly selective form of fishing
that has virtually no bycatch, as tuna are caught
one by one with a fishing pole and a line."®

Rebates: Or volume discount allowances; this
system incentivizes on-contract purchasing and
awards consumption without regard to environ-
mental or social impacts. Rebates are “refunds

or discounts paid to [management companies]
and GPOs from distributors, manufacturers and
suppliers based on a predetermined volume of
sales. This negotiated pricing allows them to

offer products at a lower cost to the institutions.
Rebates are one of the primary ways that [man-
agement companies] maintain profitability and are
reward for efficiency. There is little transparency
in terms of the amount of rebates [management
companies] receive as a result of their purchasing
practices.”®

Red list: Refers to a list of species of seafood
that should not be bought or sold for various sus-
tainability reasons, ranging from stock status to
farming conditions, to method of capture. Any red
list species in this report is classified as “avoid”
according to Seafood Watch recommendations.
Seafood Watch does not assess some species
and defers to MSC recommendations (e.g., hoki,
Alaska pollock). Because of existing concerns
with MSC certification (see page 23), for this
report, Greenpeace considers any species not
evaluated by Seafood Watch as a red list species.

Regional Fishery Management Organization
(RFMO): An “international body of countries shar-
ing a practical and/or financial interest in man-
aging and conserving fish stocks in a particular
region.”'® There are about 17 RFMOs covering
large areas of our oceans. RFMOs are estab-
lished by international agreements or treaties and
can take different forms. RFMO decisions are
binding for member countries.

Responsible seafood: Synonym: sustainable,
ethical seafood

Responsible tuna: Synonym: sustainable, ethical
tuna

Seafood Watch: The Monterey Bay Aquarium
Seafood Watch program educates consumers
and businesses through its sustainable seafood
recommendations (e.g., Best Choice,

Good Alternative, or Avoid). Greenpeace used
Seafood Watch recommendations to evaluate
foodservice companies for the inventory category
of this report.

SEIU: Service Employees International Union
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Senate Caucus to End Human Trafficking:
Chaired by Senators Richard Blumenthal (D-CT)
and Rob Portman (R-OH), this 17-member Senate
committee is a multijurisdictional forum to engage
members on common policy goals to combat
human trafficking. The caucus seeks to “lead the
Senate charge to eradicate trafficking by promot-
ing awareness, removing demand, supporting
prosecution efforts, and ensuring appropriate
service systems are available for survivors.”1%

Shrimp Sustainable Supply Chain Task Force:
Also referred to as the Shrimp Task Force, this
multistakeholder body aims to confront forced
labor and human trafficking specific to shrimp in
Thailand’s seafood supply chain.

SKU: Stock Keeping Unit

Species name: Also known as Latin name or
scientific name, the species name clarifies pre-
cisely what species is in the package. Given that
mislabeled seafood is a common problem in the
industry and many species of fish are known by
several names, this is a key data element food-
service companies should have for any purchased
seafood.

Sustainable, ethical seafood: Wild-caught or
farm-raised seafood using best available fishing/
farming practices that mitigate adverse environ-
mental and social impacts. This includes sourcing
from healthy stocks, using harvest methods that
limit environmental impacts, and sourcing from
suppliers who treat workers ethically (e.g., in
accordance with ILO Core Conventions), the ILO
Maritime Labour Convention, and the ILO Work in
Fishing Convention.

Sustainable, ethical tuna: Tuna sourced from
healthy stocks; caught using sustainable fishing
methods, such as pole and line, handline, troll-
caught, or purse seine fishing on free schools
(i.e., FAD-free); and supplied by workers who are
treated ethically (e.g., in accordance with ILO
Core Conventions, the ILO Maritime Labour Con-
vention, and the ILO Work in Fishing Convention).

Sustainable Seafood Roundtable: A precompet-
itive forum convened by Monterey Bay Aquarium
Seafood Watch for U.S. businesses to collaborate
on industry-wide improvements (e.g., common
corporate purchasing and reporting policies, iden-
tification of potential social issues associated with
seafood supply chains, etc.).

Third-party audit: When an independent party,
unaffiliated with either the company or the certify-
ing group, checks whether the product or process
meets the standard holder’s standards. While an
extremely valuable tool, a third-party auditor’s per-
formance is only as good as the standards, which
serve as the baseline for the audit.

Three largest tuna brands: Chicken of the Sea,
StarKist, and Bumble Bee. These are the three
largest vendors of canned tuna in the U.S. mar-
ket, and are all known to sell tuna that has been
caught in destructive, irresponsible, and wasteful
tuna fishing practices.

Transshipment at sea: A legal practice wherein
one vessel transfers its cargo from its hold to that
of another vessel directly next to it, without need-
ing to go to port. This practice is often how uneth-
ical companies can commingle legally caught and
illegally caught seafood and essentially “launder”
pirated seafood as well as hide labor abuse (see
page 21).

UFCW: United Food and Commercial Workers
International

UNITE HERE: Union of Needletrades, Industrial,
and Textile Employees (UNITE) and Hotel Em-
ployees and Restaurant Employees Union (HERE)
merged in 2004 to form one union.

WCPFC: Western and Central Pacific Fisheries
Commission
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