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Fiscal year 2021 refers to the timeframe of April 2021 to March 2022
Progress evaluated against 2019 baseline

“The latest natural disasters being faced by populations around the world 
reinforce our conviction to change the way we do business. We are fast 
approaching a point of no return. We all must play an active role and  
I invite all senior executives to commit to radical improvement goals within  
the next three to five years. We can’t ignore this tragedy solely for  
the pursuit of short-term financial results.”

Pier Luigi Sigismondi  
Food & Beverages Group President“It has been two years since we announced our 

Dole Promise to the world. In that time, we have 
strengthened the understanding within Dole on 
what it takes to deliver on our six interconnected 
promises. Across our entire business we have been 
laying the foundations for the critical years to deliver 
on our Promise - 2022 and beyond. The philosophy of 
‘Sampo Yoshi’ – ensuring what we do benefits seller, 
buyer and society – is now embedded in our culture. 
As is the desire to realize our highly ambitious promises. 
In this regard, we have revisited our promises and 
rechallenged ourselves on what more we can achieve. 

In our current world of post-COVID-19 supply 
chain disruptions, climate threatened ecosystems 
and geopolitical instability, it is critical we build a 
resilient food system. Recent figures by the Food and 
Agriculture Organization of the United Nations (FAO) 
in 2022 SOFI report estimate 3.1 billion people can 
no longer afford a healthy diet. It is a stark reminder of 
why we need to reach our goal of contributing to good 
nutrition for one billion people. Despite the challenging 
external environment, our overall outlook is one of 
optimism for the Dole Promise.

We knew this journey was no easy task and we 
recognize we can’t do it alone. It will require 
us to change our systems and integrate new 
technology to realize our six promises to the world. 
Some of them we are yet to invent and rollout at scale. 
However, we remain determined to push forwards. 
And, despite the post-COVID-19 landscape which 
continued to hamper our progress last year, we find 
ourselves in a better place. 

Across Dole there is a greater understanding of the 
intricacies of each promise. New technologies are 
emerging and shining a light on future sustainable 
solutions. Our people, from shareholders to employees 
to the communities where we work, are all embracing 
what needs to be done. The hard work and effort of the 
first year has only been amplified in this second year 
of the Dole Promise. However, much of this hard work 
to date has been focused on the challenging task of 
establishing our baselines and setting our roadmaps. 
It will only be in the coming years that we will truly see 
the impact that our endeavors enable us to create.

Because the Dole Promise goes beyond business, it is 
our guiding principle, our call to act responsibly as a 
company and as human beings. Our ambition is not 
simply to leave the planet in a better state than we find  
it now, but to ensure its ongoing ability to nourish 
people for generations to come.”

Toshikazu Otani, Dole Asia Holdings President and CEO
Welcome to the Dole Promise Progress Report FY2021-2022.

Welcome statement

“Our people are the key to the success of the Dole Promise. Across our entire 
business we believe that by informing and empowering our employees, their 
creativity will unlock ideas that will enable us to reach our goals. We are 
ambitious and determined to deliver on every promise we’ve made and within 
Dole we have laid the foundations to make this possible.” 

Makoto Sawanoi 
Fresh Produce Group President
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Comprised of six promises, each one 
interconnected and of equal importance, the 
Dole Promise is how we better our world today 
and for future generations to come. 

Today, the Dole Promise is our guiding light for 
how we can make the sun shine brighter for all. 

* Data as of July 2022, source: IPSOS 
** Percentage of total fruit loss sent to landfill in 2021 
*** Turnover growth

Our reporting years are following our Fiscal Year April 2021 to 
March 2022. All progress data throughout this report, unless 
specified, is against our 2019 baseline

The Dole Promise

Zero fruit loss sent  
to landfill by 2025
We’re repurposing our fruit waste into new uses through Dole 
Specialty Ingredients, as well as for composting and biogas.

17% fruit loss ended up  
in landfill**

Contributing to good nutrition  
for 1 billion people by 2025
We’re raising awareness about good nutrition and ensuring 
our products are affordable and accessible for all.

640 million people consumed our 
products in the last 12 months*

Zero processed sugar in all  
our products by 2025
We’re finding natural alternatives to processed sugar and 
educating consumers on these healthier choices.

44% of our products contain 
zero processed sugar

Shared value for  
all stakeholders
We’re tackling human rights by identifying our salient risks 
and working with suppliers through our sourcing program.

We have increased*** the value of our Food & 
Beverage Group by 17% over the last 2 years

Net‑zero carbon in our 
operations by 2030
We’re working toward 100% renewable energy use in all our 
processing facilities including biogas and solar energy.

15% reduction in Scope 1 & 2  
CO2e emissions

Zero fossil fuel‑based plastic 
packaging by 2025
We’re working to remove fossil fuel‑based packaging by 
inventing alternatives to plastic and minimizing packaging. 

23% fossil fuel‑ 
based packaging
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The Dole Promise
Contributing to good nutrition  
for 1 billion people by 2025
Globally, the FAO estimates 3.1 billion people can no longer afford a healthy 
diet. Cities around the world are becoming food deserts (no access to nutritious 
foods) or food swamps (overrun with junk food outlets) exacerbating food 
insecurity, malnutrition and poor diet choices. We believe good nutrition is a 
human right and should be like sunshine: available and accessible to all.

Japan
“Mottainai!” – a new sustainable 
and waste‑free choice 
Bananas are one the most popular fruits sold in Japan 
and importation quality standards for bananas are 
very strict. If the bananas are overripe, damaged or 
have deteriorated during transport in any way they 
are not eligible to be sold as fruit. However, these 
same bananas are perfectly nutritious and otherwise 
fine to consume when used as an ingredient. So, to 
reduce waste – part of Dole’s zero fruit loss by 
2025 promise – we created Mottainai Bananas as an 
eco-label for our repurposed bananas. 

Wherever Japan’s eco‑consumers see the Mottainai 
Banana label they know they are helping to reduce 
fruit waste. We developed our own new Mottainai 
Banana Dole dippers which is a healthy frozen banana 
chocolate snack already proving popular in stores. 
We partnered with 7daysBANANA, Banana Stand and 
Banana x Banana to launch mottainai banana juices 
and smoothies. And for a great nutritious breakfast 
we offer a tasty banana muffin from Dean & Deluca. 

USA
Rethinking food waste on the 
streets of New York City (NYC)
Following on the success of 2020’s larger‑than‑life 
Malnutrition Labels activation in cities across the 
United States, we launched a campaign in NYC, in 
partnership with City Harvest and the Times Square 
Alliance. The campaign, during Hunger Action 
Month, September 2021, aimed to raise awareness 
about malnutrition and food waste reduction. 
We turned trash bins, trash bags and waste trucks 
into labels with personalized NYC malnutrition facts, 
and challenged them to #ChangeTheFacts on food 
waste’s staggering statistics.

We asked for New Yorkers to rethink leftovers 
and donate to City Harvest or upcycle leftovers 
at home with recipes from our Zero Waste 
guide. The campaign generated high social 
media engagement, press coverage, and rescued 
and delivered food to New Yorkers who would 
otherwise have gone hungry. While also distributing 
Dole products for free through City Harvest’s 
Mobile Markets™ to some of NYC’s most 
underserved communities. 

70,000
bananas 
repurposed into 
tasty nutritious 
banana juices, 
snacks and more

125,000
kilos of food 
collected and 
distributed to 
New Yorkers via 
City Harvest

1
Availability: supply where  
it is needed

In 2021, we were hampered by 
post-COVID-19 supply chain 
issues which unfortunately 
meant some of our products 
were absent from shelves. 
As our focus is getting healthy 
choices to more consumers, we 
looked to expand our existing 
portfolio into new countries and 
markets. Globally, we expanded 
our product distribution to 
close to 100,000 new retail 
stores. One of our core products 
Fruitbowls®, was launched 
into Europe, Middle East and 
key Asian markets and was 
made more broadly available in 
the US through 8,000 Family 
Dollar stores. In India, in 
partnership with McDonalds, 
Dole Fruitbowls® are even being 
added to Happy Meals as part 
of a healthy choice promotion. 
Another example is Dole juices, 
popular in the Philippines, which 
were placed into stores across 
Singapore, India and Myanmar. 

It was not just our core 
products we focused on in 
2021. New products are 
key to promoting awareness 
around healthy food choices. 
For example, in Japan we 
launched Mottainai Bananas 
and in Europe, we created a new 
100% plant-based zero-sugar 
snack/dessert that we are 
planning to rollout into our key 
European markets from the end 
of 2022.

With more and more shopping 
now happening online, getting 
our products visible on searches 
and sites was also critical in 
2021. Across all our regions 
we partnered with the biggest 
players in e-comm resulting in 
our entire range being placed on 
Amazon in Japan, working with 
Lazada and Shopee in Southeast 
Asia, Flipkart in India, multiple 
online shopping sites in Europe, 
and Alibaba in China.

2
Affordability: good 
nutrition must be 
well priced

For too long, the misconception 
has been that healthy food is 
expensive. Pricing and placement 
are key to overcoming this 
consumer hurdle. We took 
a different approach to this 
challenge in 2021 with a new 
juice product in Thailand. 
Rather than aim for the big 
retailer outlets in cities, we 
focused on supplying tens of 
thousands of smaller provincial 
stores. We also kept the 
price of the juice in line with 
similar products on the shelf. 
By following this strategy, we 
were more successful at getting 
affordable nutrition to the 
underserved communities in  
the region. 

3
Acceptability: better 
understanding of 
healthy food

Getting the healthy message 
direct to consumers on nutrition, 
diet and lifestyle choices requires 
systemic change backed by all 
stakeholders. One way we are 
tackling this is with our Sunshine 
for All Cities campaign which 
continued in 2021 by expanding 
to further cities in the US. 
The second city, following on 
from the pilot in Jackson, was 
Baltimore where one in four 
residents are food insecure, and 
one in every three children live 
in a food desert. In the United 
Arab Emirates (UAE) and the 
Kingdom of Saudi Arabia (KSA) 
we promoted good nutrition 
during Ramadan. Through a fully 
integrated marketing campaign 
we reached over 12 million 
people on social media, and 
500,000 people directly through 
outdoor and in-store activations.

Our progressWhere we are today

640 million 
people consumed our products  
in the last 12 months*

Getting good nutrition to one billion people relies 
on Dole’s nutritious fresh produce and food and 
beverage products being accessible to the people 
who need them most. We have continued to expand 
our presence in countries around the world by 
bringing new products to market and by taking 
our nutritious products to more locations, both in 
traditional and online stores.

Since last year’s report, we have re‑examined our 
process for quantifying the KPI on good nutrition 
for one billion people. Following a lengthy internal 
review, we created a bespoke 29-country incidence 
tracking study. We now have independently verified 
quantitative data that is specific to country, category 
and more. This revised methodology has revealed 
we have now reached 640 million people with our 
nutritious products in 2021.

We remain committed to our three-step approach: 
availability: supply where it is needed; affordability: 
good nutrition must be well priced; and acceptability: 
better understanding of healthy food.

*Data as of July 2022, source: IPSOS
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Global
Honest labelling for healthier choices
Everyone deserves nutritious and wholesome products 
– and that is our mission. We do not hide behind 
complicated labelling or difficult to comprehend 
ingredient lists. 

Honest labelling means giving consumers product and 
nutrition information in a simple and easy-to-understand 
way. It is about being transparent. For example, our 
‘Facts up Front’ indicate the key nutrition information on 
the front of the package, so consumers are informed at 
the point of purchase. The Nutrition Facts panel shows 
consumers exactly the amount of nutrition inside the 
product. But we don’t stop there. Other messaging on 
pack conveys the nutrient content (e.g. Excellent source of 
vitamin C) and what it does for the body (e.g. Vitamin C is 
an antioxidant that helps support a healthy immune system).

Based on four principles, our labelling is empowering 
people around the world to buy better:

• Clean Label Definition

• Nutrition Requirements

• Certifications

• Communication and Education

Beyond the labelling, we are also investigating new 
packaging solutions that are better for the planet. 
A win-win for all.

South Korea
New formulation Fruit Bowls
One way we are reformulating and relabelling 
our fruit cups in Korea can be seen below. 
We have replaced and updated the ingredient 
list to be more accurate – and communicated on 
the label the benefits.

Our progress

1
Innovation: removing processed  
sugar whilst improving taste and flavor

In 2021, we began tackling the most challenging 
product lines on our journey to zero processed 
sugars: canned fruit in syrup range and fruits 
in gel and parfait items. These product lines 
are popular both in homes and restaurants. 
As such, we can’t risk compromising each 
product’s high‑quality flavor and taste. It won’t 
be easy to find solutions. Our goal is to remove 
the processed sugar, while making the flavor 
and taste even more appealing to consumers. 
Products have to have the right sweetness, while 
also being delicious in recipes and when cooked. 
We are currently engaging with partners to 
evaluate the full range of alternative ingredients 
that can offer the same, or better, taste and 
mouth-feel as we currently offer. 

2
Education: helping consumers to learn 
about good nutrition and make healthy 
food choices

Education also continued in 2021 via our 
easy-to-understand on-pack communications. 
This information gives our consumers the 
knowledge they need for healthy food choices. 
We go beyond mandatory information because 
our consumers deserve to know what good 
nutrition means.

For our employees, we bring these facts and 
benefits to life in our Dole Nutrition Handbook, 
which is our nutrition go-to-guide for innovation 
and food reformulation processes within Dole. 
All of which brings us closer to delivering on 
both our zero processed sugars promise and our 
promise of giving one billion people around the 
world access to healthy nutrition.

The Dole Promise
Zero processed sugar in all 
our products by 2025
Healthy eating helps maintain a healthy weight, which in turn 
decreases the risk of numerous noncommunicable diseases: 
obesity, heart failure, high blood pressure, high cholesterol, 
diabetes, and others*. One simple way to eat healthier is 
to limit the amount of sugars, especially processed sugars, 
in people’s diets. Which is why we are working toward zero 
processed sugars in all products by 2025. 

Where we are today

44% of our products contain 
zero processed sugar

By reformulating our products to only contain clean ingredients and 
natural sweeteners, we aim to give people the taste they know and 
love, without compromise. For 2021, we revisited our approach and 
asked company-wide: what more can Dole do to tackle processed 
sugars? Based on the internal feedback, we decided to add Dole’s 
business-to-business portfolio to the scope of our promise. 
This adjustment increased the total number of products to 1,387, of 
which 610 (44%) contain zero processed sugars.

We have plans in place to ensure that we will be at or very close to 
hitting the target by 2025. We are delivering against our two-step 
approach: innovation: removing processed sugars whilst improving 
taste and flavor; and education: for consumers to learn about good 
nutrition and make healthy food choices.

Source: *www.who.int/news‑room/fact‑sheets/detail/healthy‑diet

www.bhf.org.uk/informationsupport/support/healthy‑living/healthy‑eating

187  
metric tons
of processed sugar 
removed in 2021

Fruits
in 100% Juice! 
Contains Vitamin C  
 
(99% of Daily 
Nutritional content)

New lableOld lable
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5
Energy generation: creating biogas  
for green energy

In the Philippines, one of two planned 
large-scale biogas plants came into operation 
in 2021. It is now generating steam and power 
for our Polomolok and Surallah facilities. 
When both are fully operational, we can 
produce 5.7 Mwe of clean renewable energy 
using the waste from our local canneries and 
farms – between 2012 and 2021 we have 
repurposed 325,000 metric tons.

4
Allowing imperfections: avoiding 
unnecessary fruit waste

We continued to create opportunities for fruit 
that would otherwise go to waste, such as 
bananas that do not meet the specifications 
required to be sold as bunches – often because 
they contain too few bananas. By expanding our 
sales of single‑finger bananas in convenience 
stores across the Philippines, Japan, South Korea 
and Japan we have been able to counter this 
source of wasted fruit.

3
Reducing rejections: using better technology 

We expanded our use of the Clarifruit app-based AI-technology 
for quality control, to improve the accuracy and efficiency of our 
quality inspections in further markets across Asia. Where we use 
this technology we can inspect from pre-harvest to arrival-at-market 
and reduce the risk of rejections. We can better understand the root 
cause when rejections do happen, so we can take corrective actions 
in the future. Thanks to its integration to our business management 
system, we plan to use Clarifruit in more markets going forward and 
are also exploring other crops which would benefit from Clarifruit 
quality inspection. 

The Dole Promise
Zero fruit loss sent to 
landfill by 2025
Globally, one-third of all food produced is 
lost or wasted. In 2021, a new WWF report* 
highlighted that 1.2 billion tons of food 
produced globally is lost before it even leaves 
the farm. As one of the largest tropical fruits 
manufacturers, we are focusing on reducing 
fruit loss on our own farms. By 2025, our fruit 
waste sent to landfill will be zero, reduced from 
55,828 metric tons since 2019.

Japan
Upcycling loss into bite‑sized 
banana treats
We have upcycled potential fruit loss into a new 
line of ‘Dole Dippers’ for our Sweetio brand in the 
Japanese market. Sweetio is a Dole brand known in 
Japan for its fresh pineapple and banana products, 
and one that offered us the perfect opportunity to 
seek a new life for bananas from the Philippines.

Plantations in the Philippines extend over multiple 
elevations but due to the local brand’s quality criteria 
being linked to the elevation at which bananas are 
grown, waste is an unfortunate by-product.

Turning a loss into a win, in 2021 we launched our 
‘Banana Dole Dippers’ after extensive research 
and consumer testing. These bite-sized chocolate 
covered frozen desserts have no added sugar 
or flavoring and are less than 100 kcal per bag – 
another success on our journey toward zero fruit 
loss at Dole.

99%
less fruit waste 
to landfill in Dole 
Michigan (USA)

this means

437,880 lbs of 
fruit waste was 
diverted from 
landfill in 2021

<100 
kcal
per bag makes 
Dole Dippers 
a healthy and 
sustainable treat

Our progress

74%
of our banana waste 
is used for bioenergy 
or composting 

1
Upcycling: creating new fruit‑based products 

In 2021, we launched a new corporate venture in partnership with the 
Singapore Economic Development Board and the Agency for Science, 
Technology & Research for an innovative B2B upcycling venture: Dole 
Specialty Ingredients (DSI). DSI aims to transform plant and fruit loss into 
side-streams of high-value specialty ingredients that can be used in the 
pharmaceutical, nutraceutical, cosmeceutical, and food and beverage industries. 
Through science-backed innovation, our ambition is that, by 2030 DSI will 
divert over one million metric tons of organic waste into natural, traceable and 
sustainable alternatives. 

Source: * wwfeu.awsassets.panda.org/downloads/driven_to_waste___the_global_impact_of_
food_loss_and_waste_on_farms.pdf

**Percentage of total fruit loss sent to landfill in 2021

2
Repurposing: getting value 
from organic waste 

Valorizing pineapple waste in the 
Philippines provides our small-scale 
growers with a valuable second 
income stream from each harvest.

Where we are today

17% fruit loss ended up  
in landfill**

In 2021, the ongoing effects of COVID-19, such as supply chain 
disruptions and logistics and vessel delays, meant we experienced 
an increase in the amount of fruit loss sent to landfill (17% to landfill 
in financial year 2021 versus 16% in 2019). Despite this increase, we 
continued with our efforts to build reduction roadmaps across the 
business – specific to local challenges and opportunities –  
and we remain optimistic to reach our goal of zero fruit loss by 2025.

We remain committed to our five‑step approach of: upcycling: 
creating new fruit-based products; repurposing: getting value 
from organic waste; reducing rejections: using better technology; 
allowing imperfections: avoiding unnecessary fruit waste; and energy 
generation: creating biogas for green energy.

USA
Creating valuable organic compost 
from fruit waste
At our facility in Michigan, USA, we’ve successfully 
reduced our fruit waste to landfill from 441,000 lbs 
to 3,120 lbs in one year (2020 to 2021). This has 
been achieved in partnership with Cornelius Farms 
Organic Composting and a process called ‘windrow 
composting’. 

Windrow composting is a process that shreds, mixes 
and places organic fruit waste (non‑organic waste 
such as plastic and cardboard are removed via screening 
during composting) into long rows. Each row is turned 
regularly to increase oxygen content and allow 
heat and moisture to keep the row at the perfect 
temperature. Over the next four months, what was 
initially fruit waste transforms into a valuable organic 
compost which we can use to grow our next crop. 
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The Dole Promise
Zero fossil fuel‑based 
plastic packaging  
by 2025
Plastic packaging can protect fruit quality and 
safety, avoiding unnecessary fruit loss or waste, 
but disposed of incorrectly, plastic pollutes the 
planet and suffocates our oceans, preventing them 
from acting effectively as carbon sinks (second 
only to our forests in importance). Together with 
technology partners we are researching and 
piloting viable fossil fuel-free packaging solutions 
adapted to our needs and scalable across all our 
manufacturing operations. Solutions that can 
revolutionize packaging forever.

Global
Active 
research projects 
Accelerating our promise 
to deliver on zero fossil-fuel 
based packaging is a priority. 
We’ve built a special squad team 
actively evaluating solutions, 
working closely with technology 
partners to develop sustainable 
packaging that is both acceptable 
and affordable to our consumers. 
The long‑term challenge requires 
us to build a strong pipeline 
of pilots embracing an agile 
mindset to test, learn and revise 
continuously. In the short-term 
we have adopted alternatives, 
such as 30% recycled plastic 
content containers and single 
layer pouches. 

Global
Fresh fruit packaging
Fruit packaging helps with nutritional quality, 
shelf-life, purchase attractiveness, and, in 
the current post COVID-19 times, consumer 
confidence in food safety. In addition to these, 
we must consider that each country has its own 
requirements on packaging standards that must 
be met. So, the simple replacement of a fruit bag 
suddenly becomes a lot more complex. Our solution 
is to research multiple ways to eliminate the 
fossil-fuel based fruit bag. For instance, we are 
developing a new biodegradable bag which is 
home compostable in regions that require a sealed 
covering. In South Korea and New Zealand, we 
have already trialed the use of paper-based wraps. 
And even gone as far as reimaging fruit labelling, 
with research into plastic-free, pulp-based and 
compostable alternatives.

US$10 M
spent over the last 2 years in 
research and development projects 
with partners

300
metric tons of 
plastic saved 
by optimizing 
and reducing 
our packaging

2
Optimize the sourcing and 
design of packaging 

For our fruit labels, we have 
piloted stickers that are certified 
home-compostable from partially 
bio-based and plastic-free materials. 
These have completed storage 
testing in the Philippines, and 
further shelf-life and simulated 
consumer-handling testing is 
planned in the Japanese market. 
In consumer pack bags for our 
bananas, we have also piloted a 
revolutionary biotransformation 
technology. This new approach to 
packaging is fully biodegradable in 
the natural environment offering 
a solution for plastic that escapes 
refuse streams. In frozen fruit 
flexible pouches, we have carried 
out consumer testing of three 
alternatives. With consumers 
preferring a recyclable mono 
material zip lock bag which we are 
launching in 2022, however, we 
continue to develop our preferred 
biodegradable pouch for 2025.

3
Engage in actions toward a 
more circular system 

Enhancing circularity is the 
aim behind a variety of fresh 
consumer pack iterations we 
are considering for our bananas. 
From home-compostable banana 
paper and banana leaf wraps 
to banana fiber fabric bags, we 
continue to explore ways to 
develop more circular solutions 
for packaging.

Our progress

Where we are today

77% fossil  
fuel‑free packaging

In 2021, we expanded the scope of our initiatives to cover the 
end‑to‑end plastic footprint across Dole’s entire supply chain. 
Which means aiming to replace around 25,000 metric tons of consumer 
and non-consumer fossil fuel-based plastic packaging. This represents 
19% of our total packaging consumption as we already source 81% from 
non-fossil fuel-based materials. The focus of our Dole Promise remains 
on consumer-facing packaging as this is where we believe we can make 
the greatest impact, both in terms of new materials development and 
raising consumer awareness about making packaging choices that are 
both good for them and good for the planet.

This year we also changed the way we report our packaging numbers, 
using actual consumption instead of packaging procurement data. As a 
result, our ratio of consumer-facing fossil fuel-based packaging to fossil 
fuel-free packaging has remained the same at 23% to 77% respectively. 

We remain committed to our three-step approach: replace/avoid the 
use of fossil fuel-based packaging; optimize the sourcing and design of 
packaging; and engage in actions toward a more circular system. 

1
Replace and avoid the use of 
fossil fuel‑based packaging 

Progress has continued for both our 
packaged food and fresh produce. 
We believe alternative solutions 
and processing technologies 
such as pulp-based or bio-plastic 
packaging have the potential to 
be a real game changer. We are 
committed to piloting launches of 
various renewable alternatives 
for 2022. In fresh consumer 
packaging, we have reduced our 
packaging thickness. This has 
already resulted in over 300 tons 
of plastic savings. A positive step, 
while we continue to validate two 
alternative home-compostable 
biodegradable technologies. 
While, in single-use plastic cutlery, 
a wood-based toothpick transition 
has been implemented in Europe. 
With the same format and/or 
compostable cutlery to be extended 
in markets where full elimination is 
not feasible. 

We identified three key projects in areas that represent our most difficult 
challenges for reduction and elimination strategies. In total they make up 73% 
of our consumer-facing fossil fuel-based packaging comprising 50% rigid plastic 
bowls, 12% flexible plastic pouches, and 11% fresh consumer packaging.

7% 
reduction
in fossil fuel-based plastic  
in Dole’s food and beverage 
packaging in 2021

We’re on our way to 100% fossil fuel‑free packaging by 2025.
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Philippines
40‑hectare pilot farm trialling  
regenerative agriculture practices
Our regenerative agriculture program in the 
Philippines aims to pilot ways to improve both yield 
and quality of our pineapple crops, while at the same 
time improving soil nutrient cycling and soil organic 
carbon storage.

Over a 40-hectare (ha) farm area we are 
investigating 36 individual projects, each one focused 
on a different regenerative agriculture practice.

The goal is to maximize the high carbon storage 
potential of pineapple fields – so that we can grow 
crops in the most sustainable and positive manner.

As pineapple crops can take up to 18 months  
to bear fruit, this pilot program is a longer-term 
contributor toward our net-zero 2030 goal.

Sri Lanka
Restoring mangroves to rebuild  
biodiversity and sequester carbon
Mangrove is known as ‘The Lungs of the Sea’ for a 
good reason – it can sequester 10x more carbon than 
forest trees.

In partnership with Biodiversity Sri Lanka, we have 
started a project to restore 25 ha of mangrove in 
the Anawilundawa Wetland Sanctuary, which covers 
an area of 1,397 ha consisting of forest wetlands 
including mangroves, coastal saltwater ecosystems, 
and freshwater lakes. 

Restoring the mangrove cover helps with carbon 
sequestration and enhances biodiversity in the 
sanctuary which provides shelter to a host of 
threatened fish, amphibians, mammals, reptiles,  
and many migratory birds.

Recognized under a carbon crediting scheme the 
project contributes to our ongoing offsetting goals.

Our progress

3
Implementing regenerative 
agriculture practices

While agriculture is a big contributor to 
global greenhouse gas emissions, this is also 
where the solution lies. We are piloting a 
40-hectare regenerative agriculture farm 
in the Philippines to understand the impact 
on carbon sequestration and evaluate best 
practices in pineapple farming. Any further 
unmitigated emissions to reach net-zero will be 
addressed using high quality offsetting projects 
that tangibly contribute to the fight against 
global warming.

+
Reducing emissions  
beyond our operations

In the United States, we are doing this by 
maximizing our road transportation with a 
state-of-the-art monitoring system, which we 
estimate can reduce our truck transportation 
emissions by the equivalent of 462 tCO2e 
per year. In tandem, we are working with our 
sea transportation to minimize the need for 
refrigerants via palletized loads not containers. 
And wherever possible ensuring loads are 
delivered to ports closest to the point-of-sale.

1
Aiming for 100% renewable  
energy in our processing facilities

Moving away from fossil fuels and switching 
to renewable energy is key in how we reduce 
our emissions toward net-zero. In 2021, we 
reached an overall total of 48% renewable 
energy use across Dole processing facilities. 
In Dole Philippines, we have already gone 
one step further and reached 100% and 80% 
renewable energy sourcing respectively for our 
cannery and agricultural operations. 

In September 2021, we completed the 
installation of over 33,000 square meters of 
solar panels at our Thailand and Philippines 
facilities. In Thailand only, the system has a 
capacity of 5 MWp and generated 4.83 GWh 
of renewable energy in 2021, reducing our 
CO2 emissions by 2,018 MT CO2e. In 2022, after 
a full year of operation, we expect the system to 
generate up to 7.3 GWh of renewable energy.

2
Reducing by 50% GHG**  
emissions in our own operations

Biogas is a perfect way to repurpose our waste 
fruit into carbon-free energy for our operations. 
In the Philippines, the first of two planned biogas 
plants is now generating steam and power 
for our Polomolok and Upper Valley facilities. 
When fully operational, the biogas plants aim to 
produce 5.7 MWe of clean renewable energy, 
reducing GHG emissions by approximately 
60,000 tons of CO2e per year. 

In addition to biogas, our Polomolok facility 
receives around 87% of steam requirements 
from our biomass boiler facility. Since 2012, the 
boiler has repurposed 325,000 metric tons of 
agricultural rice and biomass waste into clean 
energy, preventing over 215,000 metric tons of 
CO2e from being released.

40
hectares of  
regenerative  
agriculture  
farming 
underway

300
metric tons 
of carbon 
per hectare  
stored in grown  
mangrove

48%
renewable energy use across 

Dole processing facilities

The Dole Promise
Net‑zero carbon in  
our operations by 2030
Climate change is a significant threat for our company 
and our farmers’ livelihoods, which is why we have a 
responsibility to look at the way we do business and  
reduce the negative impact that our operations have  
on the environment. 

Where we are today

15% reduction in Scope 1 & 2  
CO2e emissions

We know the journey requires a long‑term mindset. Some of our 
activities which have the potential to contribute to carbon sequestration, 
such as regenerative agriculture, require many years before their full 
potential can be realized. Progress toward our zero carbon promise 
is limited to a 15% reduction in Scope 1 and Scope 2 CO2e emissions, 
largely because of our ocean freight emissions. This has been achieved 
alongside our overall revenue growth, demonstrating that we can 
decouple carbon emissions from business growth. Considering our 
manufacturing sites alone, our progress is far greater (30% reduction 
versus 2019 baseline), giving us confidence that we can accelerate toward 
our net-zero goal in the future. 

We remain committed to our three-stage approach of: increasing 
renewable energy use; reducing emissions; and regenerative agriculture 
within our operations. However, focusing on Scope 1 and Scope 2 is 
not our entire solution and already work has started on detailing our 
Scope 3 emissions.

** Based on CO2e
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Thailand
Supporting pineapple growers
For the last two years, Dole and Solidaridad have 
worked in partnership to support Thailand’s 
pineapple growers – the largest producer of 
pineapple products in the world.

Our aim is to help Thailand’s aging farming 
demographic of small-scale farms using traditional 
farming methods to embrace modern regenerative 
agricultural practices – and create a sustainable 
future for their families.

In 2021, we launched Farmer Field Schools (FFS), 
Advisory Support experts and outreach teams, and a 
Digital Advisory Support – to navigate the challenges 
of field work during COVID‑19. In total, we directly 
targeted 2,000 farmers, with a group of 40 farmers 
chosen to act as local ‘Champions’ to inspire others 
to take up modern farming methods.

Philippines
Seeking greener alternatives 
to chlorine
Microorganisms that cause foodborne illness 
can be found on the surfaces of fresh produce. 
Sanitizers that are added into water can reduce 
the likelihood of these microorganisms spreading 
to other surfaces. Chlorinated water treatment 
is the most cost-effective and commonly used 
sanitizer, in accordance with global food regulation 
standards. However, with usage limitations now 
being introduced within EU food regulations, we 
have piloted an alternative method to clean our 
pineapples: PAW ActivH2O.

PAW has created ActivH2O, an innovative 
water‑filtering technology based on electrolysis. 
This removes viruses and bacteria without using 
chemicals. The filtering generates a natural oxidizer 
that is maintained for several weeks, protecting the 
water from possible recontamination that means 
that we can also save water by recirculating it. 
When the water is released, it requires no further 
treatment to neutralize cleaning chemicals and is 
considered safe for the environment. 

Our progress

3
Protecting resources

We already are an industry leader for recycling 
water used in the fruit packaging process in 
the Philippines. In 2021, we continued to seek 
out ways to increase our 500% water recycling 
rate and further protect and preserve water 
in the region and across Dole. Almost 30% of 
our 72 packing plants are now recycling water. 
We also piloted chemical-free washing water, to 
prevent chlorinated water from being released 
into the water table and to contribute to 
reducing water consumption.

In 2021, we reviewed our supplier 
sourcing program, launching a third-party 
led sustainability consultation process. 
Over 25 internal and external stakeholders 
helped complete the first phase of this process: 
an overall categorization of 23 risks, direct and 
indirect, across our business. Building on this 
work, a Supplier Code of Conduct is planned 
for 2022. Through these activities we aim to 
encourage our suppliers to protect resources in 
their own activities.

4
Value for shareholders

Our ‘Partners for Growth’ program invited a 
select 260 of our suppliers to a launch summit in 
early 2022 to share our key ambition of working 
with our suppliers as equal partners to drive 
mutual success. By seeking ways to improve 
our end-to-end supply chain, and leverage the 
wisdom and innovation of our partners, we can 
build the capacity and capabilities needed to 
benefit Dole, our partners, and our customers 
and consumers. We remain confident that we 
will drive business success and see positive value 
for our shareholders as we move toward 2025.

1
Caring for employees

Human rights is a topic we tackled rigorously in 
2021. Working in collaboration with third-party 
specialists, we conducted an internal review of 
our salient risks and identified 11 areas to focus 
on including: entrenched inequalities; vulnerable, 
marginalized or at‑risk workers’ rights; freedom 
of association and collective bargaining; forced 
labor and modern slavery; child labor; work 
hours, wages and benefits; workplace safety; 
environmental impacts; water; land acquisition 
and use; and product safety. 

This process supported the creation of our 
human rights policy and due diligence process. 
Both of these will be rolled out in phases across 
Dole. Critical aspects include training all our 
employees on our commitments, as well as 
prioritizing activities that strengthen processes 
and ensure human rights are respected in 
our operations.

2
Supporting farmers and communities

We strive to support local farming communities 
and our employees through the expansion of 
operational facilities. We opened a new clinic 
in Sierra Leone which has the highest maternal 
mortality rate (1,360 deaths in 100,000 births**). 
We will specialize in providing maternal care.

2000
farmers targeted for 
support in 2021

74%
overall reduction 
in water 
usage with 
PAW ActivH2O

The Dole Promise
Shared value for  
all stakeholders
We have a responsibility and an opportunity to play our 
part in helping people and the planet to thrive. We need 
to ensure that our actions improve the lives of everyone 
across our value chain. And our operations positively 
impact the places we work. 

We have increased* the value 
of our Food & Beverage Group 
by 17% over the last 2 years 

We depend on our farmers, communities, suppliers, and our employees 
and as such, want them to see the value in working with us. Shared value, 
for Dole, is best captured by our core philosophy of Sampo Yoshi: good 
for sellers, good for customers and good for society. Of course, business 
needs to be profitable for all parties but not at the expense of people 
or planet. 

We sincerely believe the stronger our business the greater the positive 
impact can be. 2021 was challenging for everyone and Dole’s growth 
was impacted too. The impacts of COVID-19 and the gloomy global 
economic outlook meant that our corporate value reverted to its 
2019 level. This did not however affect our drive to implement various 
activities for the benefit of all our stakeholders.

We remain committed to our four-stage approach of caring for 
employees; supporting farmers and communities; protecting resources; 
and value for shareholders.

7,000 people
have access to a new healthcare clinic in 
Sierra Leone

* Turnover growth

** www.unicef.org/sierraleone/maternal‑neonatal‑and‑child‑health
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Inventing tomorrow’s 
sustainable solutions

Dole Ventures
Supported by a US$2 million Sunshine for All™ Fund, 
Dole Ventures is our catalyst for collaboration with 
innovative start-ups, scale-ups, social entrepreneurs, 
NGOs, experts, influencers, universities’ research 
& development centers and investors. 

Dole Ventures allows us to leverage new emergent 
technologies to achieve our Dole Promise. 
Profitable and sustainable growth must underpin each 
one of our six interconnected promises on the journey 
to the Dole Promise. So, we look holistically at corporate 
venturing and offer more than simply financial backing. 
We seek to add value at every stage, from discovery 
to piloting to education and mentoring. Acting as the 
connector for internal and external innovation, we 
are inspiring a culture within Dole where innovative 
thinking is part of our business.

It is this mindset of open collaboration and the 
willingness to develop new ways of working that is 
bringing about positive, sustainable results. In year one 
for Dole Ventures, we identified the challenges behind 
the Dole Promise and began searching for the emergent 
technologies that may offer a solution. Year two has 
been about bringing people together. Inviting those 
game-changing thinkers from outside our organization 
to come in and present their technologies. Then working 
with them across the Dole ecosystem from farm to 
market to develop a proof of concept, the first step 
toward a solution at scale.

In total, we have reached out to over 300 start-ups 
across 29 countries and today have more than 25 active 
projects such as Clarifruit, which is now scaling with us 
via SAP integration, Pure Active Water for a 

non-chlorinated fruit wash alternative and EQM as a 
partner for GHG emissions measurement. Through our 
partnership with Carbon Cloud we are enhancing our 
understanding of our carbon footprint at the product 
level, which we expect to inform critical business 
decisions that enable us to deliver our zero carbon 
promise going forward.

Additionally, we are supporting Agri&Food tech 
innovation communities around the world through a 
partnership with the Singapore Agri-food Innovation 
Lab, working together with Wageningen University, or 
the Israeli start-up ecosytem and contributing to World 
Agri Tech USA and Future Food Tech San Francisco.

The realization of the Dole Promise and our resilience 
as a company relies on us finding, developing and scaling 
tomorrow’s sustainable and impactful solutions.

300+  
connections 
with start‑ups

25+ 
active  
projects

29 
countries
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Our next steps
Looking ahead to  
a brighter future

Creating change together  
with young changemakers

Since the launch of the Dole Promise we have stayed 
on course in pursuing our ambitious goals, even 
with the challenging times we all experienced with 
COVID-19 over previous years. Educating and training 
our employees on all our goals was a fundamental 
objective for 2021. We are happy to say that this 
has been achieved. Across Dole there is a core belief 
that sustainability is about more than reductions or 
KPIs: it is about how the Dole Promise can change 
lives for the better. 

The biggest life-changer we are committed to achieving 
is getting nutritious, affordable food into the hands of 
one billion people. In every region, we are expanding our 
product accessibility via retail stores, digital channels, 
and outreach programs. This will help us to ensure more 
people of all ages and from many communities consume 
healthy Dole products in 2022. 

Progress on our other promises is accelerating thanks to 
innovation, new technologies and industry partnerships. 
We are excited to see where many of these new 
opportunities can take us next year. Our biogas plants 
will be fully operational in 2022, meaning we can 
push for 100% food waste to renewable energy in the 
Philippines. Along with becoming the 100th member of 
the Upcycled Food Association, we will also be certifying 
our upcycled food waste in 2022. 

Future change does not happen without people feeling 
secure, committed, and respected. That is why we 
have worked diligently in 2021 on a robust human 
rights policy which will be rolled out and implemented 
company-wide in 2022. This complements our new 
global Supplier Code of Conduct and Sustainable 
Sourcing Program, which will also be rolled out next year 
and enable us to take an action-orientated approach to 
supplier sustainability risks.

As we look ahead, we know tackling our reduction of 
GHG emissions is an urgent priority. How we approach 
Scope 1 and 2 is well understood and underway. 
But there is more to do. Especially regarding our 
Scope 3 emissions which we are in the process of 
estimating. This is the first step to define Scope 3 against 
our net-zero target and align to the Science Based 
Targets initiative. An important and necessary next step 
in demonstrating our commitment to protecting the 
planet and the resources that we all rely on. 

As we approach the halfway point for many of our 
promises, we are determined to drive positive impact 
across our entire Dole Promise in 2022. Together with 
our employees, partners, farmers, customers, and 
consumers we are more optimistic than ever for a 
brighter future: one that brings Sunshine to All.

This year our partnership with Youthtopia, a 
youth organization for active changemakers, 
was launched with an initial focus on 
the children of Dole employees. To date, 
100 children have joined the fight against 
climate change by enrolling in the program 
and participating in global warming 
awareness activities.

Youthtopia is a voluntary platform where 
young changemakers can learn and join active 
engagements to drive change related to the 
Sustainable Development Goals. In creating 
our partnership with Youthtopia we have been 
working with Isabel and Melati Wijsen, the 
young activists behind the successful Bye Bye 
Plastic Bags movement in Bali.

Going forward we will continue to identify 
where Youthtopia and young changemakers 
can help us to transform our business by 
further raising awareness of the sustainable 
development challenges that our society 
is facing and the changes that are needed 
to overcome them. 

https://youthtopia.world/ 



