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CONFIDENTIAL

Working to build trust 
in agriculture & the 

food system by 
targeting the right 

audiences and sharing 
our values.

Veterinarian
Farmer 

Mom of three

About me...

9/14/20232

Notas do Presenter
Notas de apresentação
I’m a veterinarian, farmer and mother of three –As director of Food Integrity & Consumer Engagement for Phibro Animal Health, my  focus is on Working to build trust in agriculture & the food system by targeting the right audiences and sharing our values.We’re going to talk a lot  about values here today.
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Sustainability
What does it mean to farms?  To the agriculture industry?  To consumers?  To your business?
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Source:  FoodIntegrity.org

Stewardship

9/14/2023
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Defining Sustainability
More than just the environment
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Source: Market Business News

9/14/2023

Notas do Presenter
Notas de apresentação
What is ESG? Definition and meaning - Market Business News
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Notas do Presenter
Notas de apresentação
SUSTAINABLE DEVELOPMENT GOALS (SDGS) - A universal set of goals, targets and indicators that United Nations member states will be expected to use to frame their agendas and political policies over the next 15 years.These Goals are considered the blueprint to achieve a better and more sustainable future for all. The Sustainable Development Goals are a call for action by all countries – poor, rich and middle-income – to promote prosperity while protecting the planet. They recognize that ending poverty must go hand-in-hand with strategies that build economic growth and address a range of social needs including education, health, social protection, and job opportunities, while tackling climate change and environmental protection. 
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• Healthy people
- Meat, milk and eggs are a cornerstone of global food security and 

nutrition for communities
• Strong economies & livelihoods

- Livestock are considered a ‘pathway out of poverty’
- Employs 1 out of 6 people worldwide

• Protecting climate & natural resources
- Healthy animals have a smaller environmental footprint

• Reduced mortality
• Reduced feed and land use
• Less GHG emissions per kg of product

- Adopting technologies & best management practices that lower livestock 
emissions

- UNFAO says “Animal health is necessary for sustainable livestock 
production.”

Healthy Animals Can Contribute to Key SDGs
Connecting the dots to YOUR ROLE in the SDGs

9/14/20236

Source:  
Https://www.healthforanimals.org/reports/
achieving-the-sustainable-development-
goals/

Notas do Presenter
Notas de apresentação
Https://www.healthforanimals.org/reports/achieving-the-sustainable-development-goals/
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• It’s good for people, animals & the planet 
• Consumers care

- Next generations are driving it
• Investors 

- Outspoken about ESG importance
• Helps manage business risk
• Transparency
• It matters to employees
• Customers are beginning to ask for this information
• Retailers and food processers are setting environmental targets

- THIS AFFECTS YOU!!!

Why should you get engaged in ESG/Sustainability?

9/14/20237

BlackRock Institutional Trust Co.

Notas do Presenter
Notas de apresentação
Companies are embracing ESG investing because they’ve decided that what is good for people and the planet is worth any short-term pains for the long-term growth in goals and revenue. Yes, profits are still paramount. But fair, socially responsible, and environmentally sound practices matter—to employees; to business partners; and, increasingly, to investors. And the companies who adopt these progressive practices now will win in the long run.
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GHG Emissions by Livestock Activity

9/14/20238

Source:  FAO - News Article: Key facts and findings

45%
Feed Production & Processing 

(includes land use change)

39%
Enteric Fermentation

10%
Manure Storage

6%
Processing & Transportation of 

Animal Products

• Most of the environmental impact 
for animal protein is embedded in 
the feed that animals eat. 

• By reducing feed impacts, food 
companies have an opportunity to 
make significant progress toward 
climate and sustainability goals

• Feed is the secret ingredient for 
meeting food company 
sustainability targets

Notas do Presenter
Notas de apresentação
In terms of activities, feed production and processing (this includes land use change) and enteric fermentation from ruminants are the two main sources of emissions, representing 45 and 39 percent of total emissions, respectively. Manure storage and processing represent 10 percent. The remainder is attributable to the processing and transportation of animal products.

https://www.fao.org/news/story/en/item/197623/icode/#:%7E:text=In%20terms%20of%20activities%2C%20feed%20production%20and%20processing,45%20and%2039%20percent%20of%20total%20emissions%2C%20respectively.
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Direct Emissions
• SCOPE 1

- Direct emissions 
from owned or 
controlled sources

- Example:  Onsite 
emissions from 
manufacturing

Scope 1, 2 & 3 Emissions
Overview of GHG protocol scopes and emissions across the value chain

Indirect Emissions
• SCOPE 2

- Generated 
emissions from 
purchased energy

• SCOPE 3
- From sources not 

owned or directly 
controlled by the 
company

- Includes all other 
indirect emissions 
upstream or 
downstream

- Supply chain 
emissions

Source: Corporate-Value-Chain-Accounting-Reporing-Standard_041613_2.pdf (ghgprotocol.org)

9/14/20239

Notas do Presenter
Notas de apresentação
SCOPE 1, 2 and 3 Emissions – These are emissions that are owned, controlled or a consequence of the activities of an organization and their associated suppliers. SCOPE 1 EMISSIONS – Direct emissions from sources owned or controlled by the company (e.g., onsite emissions from manufacturing facilities).SCOPE 2 EMISSIONS – Generated emissions from purchased energy (e.g., emissions from utilities attributed to powering the facility).SCOPE 3 EMISSIONS - From sources not owned or directly controlled by the company (e.g., supply chain emissions). Scope 3 emissions include all sources not within the scope 1 and 2 boundaries. 

https://ghgprotocol.org/sites/default/files/standards/Corporate-Value-Chain-Accounting-Reporing-Standard_041613_2.pdf
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Scenario - Walmart
Feed may be the secret ingredient for helping meet food company targets

9/14/202310

Scope 3 
reduction 

target.

Notas do Presenter
Notas de apresentação
success would represent a substantial reduction of Scope 3 emissions within Walmart’s and our suppliers’ value chains.Walmart Policies and GuidelinesPromoting Environmental Responsibility in Our Value Chain�Walmart is committed to working with our diverse value chain to promote environmental sustainability. For example, Walmart launched Project Gigaton and has asked suppliers to join us in our efforts to remove 1 billion metric tons (Gigaton) of GHG from our value chain by 2030. Through Project Gigaton, Walmart is working with suppliers to help them make meaningful changes that reduce carbon emissions through the six key pillars of Project Gigaton: Energy, Waste, Packaging, Agriculture, Deforestation, and Product Use. We also work to drive change through engagement of suppliers through The Sustainability Insight System (THESIS) Index, a science-based, third-party tool that enables suppliers to report on key performance indicators for the most relevant environmental and social issues across the lifecycle of a product type.
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• Food processors and retailers are putting out Scope 3 emission reduction 
targets.

• A farm/ranch will have to reduce their Scope 1 emissions accordingly.
• The feed mill, as an input to the farm, will also have to show a reduction in 

Scope 1 emissions in order to be able to sell to the customer.

Everyone’s Scope 3 Emissions is Someone Else’s Scope 1!
Scenario – Milk & Walmart

9/14/202311



Feed Grain &  
Oilseed 

Processing

Feed Milling & 
Manufacturing

Live Animal  
Production*

Food Animal 
Processing

Further 
Processing

Retail, Food 
Service & 

Distribution

Feed Ingredient 
(Nutrition, Health 
& Performance) 

Rendering,
Co-Products & 
By-Products*

Pet Food*
Manufacturing

Consumer

Feed 
Manufacturing 

Equipment

Crop Inputs 
(Genetic, 

Bio/Chem, 
Nutrients)

Commodity 
Production

(e.g., grain, 
oilseed, forage) 

Key: Feed industrySuppliers Downstream customers

Additional stakeholders: Associations & Roundtables / 
NGOs / Feed Footprint Platforms / Government Regulators 

Advancing Sustainability Throughout the Animal Food Industry
We’re All in This Together

SOURCE:  https://ifeeder.org/sustainability/

Notas do Presenter
Notas de apresentação
The roadmap is one of the things that grounded us when we began discussions rather than pulling us apart. Everyone can see themselves and their organizations, where they are in the supply chain and the connectivity we have in this space. It is important to recognize that we are all together on this journey. 
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• Align leadership & get their support
• Define sustainability for your organization
• Customize sustainability strategy with your company’s vision, mission, values, 

cultural norms and customer needs
• Decide what success looks like – key performance indicators
• Communicate with employees

- Get their buy-in/engagement
- Set expectations

• Important Questions to Ask & Answer
- Why are we doing this?
- Who owns it?
- How can we deliver measurable, continuous improvements on the impacts related to 

people, planet and governance that are most important to us and our stakeholders?

Ideas for Getting Started on a Sustainability Journey

9/14/202313

Notas do Presenter
Notas de apresentação
For IFEEDER and the American Feed Industry Association (AFIA), sustainability in the animal food industry is defined and managed by each individual organization to deliver measurable, continuous improvements on the impacts related to people, planet and governance that are most important to them and their stakeholders.Each organization’s framework should be CUSTOMIZED TO FIT that organization’s vision, mission, values and culture, making it easier for all employees and suppliers to see how their roles are BUILDING TRUST, REDUCING RISK and CREATING VALUE.



Sustainability Framework Template 
PROOF

HOW WE MEASURE AND 
COMMUNICATE PROGRESS

SHARE OUR STORY

ACCOUNTABILITY

GOALS & TARGETS
1. TEXT
2. TEXT
3. TEXT

1. TEXT
2. TEXT
3. TEXT

1. TEXT
2. TEXT
3. TEXT

PILLARS 
KEY AREAS WE ARE FOCUSED ON

1. Feed Safety & Food Safety
2. Human Capital
3. Human Health & Wellness
4. Social Good & Helping 

Communities
5. Worker Safety

6. Energy Usage
7. GHG
8. Land Marine & Resource Use
9. Waste
10. Water Quality
11. Water Usage

PLANETPEOPLE GOVERNANCE

METRICS – How we measure 
progress for each indicator

12. Accountability
13. Legal, Regulatory & 

Institutional Compliance
14. Stakeholders and 

Shareholder Engagement
15. Shareholder Rights
16. Transparency 

INDICATORS  –
Impacts we measure

CULTURAL 
ALIGNMENT 

WE ARE ALL IN THIS 
TOGETHER

Strategic alignment –
Why are we doing this?

VISION (OUTCOMES)

MISSION (PURPOSE)

VALUES (PRINCIPLES)

TEXT 

TEXT

1. TEXT
2. TEXT
3. TEXT

SOURCE:  https://ifeeder.org/sustainability/

Notas do Presenter
Notas de apresentação
INDICATORS – High-level descriptors of sustainability issues material to support an organization’s vision, mission and values, which are those issues that the organization chooses to measure (e.g., community support, air quality, GHG emissions). Classic definition: Describe what will be measured.MATERIALITY – Determination of the relative importance to a company of specific environmental, social and economic issues or impacts. Used to help prioritize indicators and metrics by considering the importance of the indicators to the organization, and to external stakeholders, such as customers and consumers. METRICS – The items members will measure and the specific ways they will measure them (e.g., outcome-based performance, practice-based, initiative-based).Outcome-based performance metrics – Measurable results or impact specifics to what you are measuring (e.g., the volume of water withdrawal per hundredweight of product). Practice-based metrics – Procedures or ways of doing something specific to what you are measuring (e.g., percent adoption rate of a specific best practice or process for reducing volume water withdrawal). Initiative-based metrics – Initiatives or programs related to what you are measuring (e.g., level of participation in a water conservation initiative).   
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• Efficiencies – consider the low-hanging fruit
- What activities are you currently doing?
- What things could you change or start doing that would have an impact?

• Question the status quo
• Seek partnerships outside of your organization’s areas of competency
• Find ways to measure costs and benefits
• Don’t let perfection stand in the way of being good!

- Keep a mindset of continuous improvement
• Communicate to all stakeholders

- Messaging will likely vary based on audience
- Share your story by leading with your values

• Build trust in the food system

Best Practices & Tips

9/14/202315
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In the News...

9/14/202316

Notas do Presenter
Notas de apresentação
https://www.pbs.org/newshour/show/cow-burps-are-a-major-contributor-to-climate-change-can-scientists-change-thathttps://www.theguardian.com/environment/2021/sep/13/meat-greenhouses-gases-food-production-studyhttps://www.reuters.com/sustainability/brazil-beef-lobby-says-deforestation-risks-supply-chain-remain-2023-08-10/	...this is the beef industry's "Achilles heel" as consumer markets are demanding that major food producers like Brazil clean up their supply chains 	and track raw-material origins in the name of stopping climate change.https://abcnews.go.com/US/eating-sustainably-easiest-ways-combat-climate-change-experts/story?id=80043481https://www.bloomberg.com/opinion/articles/2023-09-05/brazilian-meatpacker-jbs-listing-on-nyse-would-be-an-esg-nightmare?in_source=embedded-checkout-banner#xj4y7vzkg
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Targeting the 
right audience

We know the activists have created 
a dialogue critical of agriculture.

We must effectively engage to 
create a counter narrative.

We do this by demonstrating that 
our values align with consumer 
values.

17

How do we overcome?

Leading with 
shared values
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•Animal welfare
•Waste reduction
•Pollution
•Worker welfare
•Reduced environmental impact
•Supportive of local economy & 

community
•Avoids unnecessary packaging & 

elements
•Safety – people, animals, planet

Values/Ethics Alignment
- Ethical Eating
- Purpose Driven Purchasing

18

Notas do Presenter
Notas de apresentação
The environment in which we are doing business is changing!  Consumers are purchasing based on their values.  Image by <a href="https://pixabay.com/users/goumbik-3752482/?utm_source=link-attribution&amp;utm_medium=referral&amp;utm_campaign=image&amp;utm_content=2879395">Goumbik</a> from <a href="https://pixabay.com/?utm_source=link-attribution&amp;utm_medium=referral&amp;utm_campaign=image&amp;utm_content=2879395">Pixabay</a>
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• Consumers are skeptical 
and concerned

• They want to feel good about the 
food choices they are making and 
the people and companies making 
or providing inputs to their food

• They want to know who 
they can trust

Today our food supply is...

9/14/202319

However...

• Safer
• More Available
• More Affordable
• More Sustainable

Notas do Presenter
Notas de apresentação
Despite the industry’s best intentions, consumers are skeptical about the decisions being made on their behalf, and the people making them.  
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… by getting 
defensive?

… with facts 
& science?

“Shut Up & Eat!” Data Dump

How do we typically answer consumer questions?

9/14/202322
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Don’t throw out the

Science baby!
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FREEDOM TO 
OPERATE

This requires social license…

SOCIAL LICENSE

The ultimate goal is for you to have 
the freedom to operate 

and farm in the way you deem best. 

Why Values Matter

9/14/202324

Notas do Presenter
Notas de apresentação
Here’s the reason we say Values First when it comes to connecting with consumers. Values matter because we want to maintain our freedom to operate. It’s based on research conducted by Dr. Steven Sapp, Iowa State University and Look East. https://lookeast.com/The freedom to operate requires a social license, which is the privilege to operate with minimal formalized restrictions (regulatory or market-driven) based on maintaining public trust.



25

Why Values Matter

Notas do Presenter
Notas de apresentação
Here’s the reason we say Values First when it comes to connecting with consumers. Values matter because we want to maintain our freedom to operate. It’s based on research conducted by Dr. Steven Sapp, Iowa State University and Look East. https://lookeast.com/The freedom to operate requires a social license, which is the privilege to operate with minimal formalized restrictions (regulatory or market-driven) based on maintaining public trust. Trust is earned when the public believes your activities are consistent with social expectations; that your values are consistent with their values.
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The Trust Model™ (Sapp/Look East)

Why Values Matter
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The Definition of Insanity?

9/14/202327
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“No one cares 
how much you 
know until they 
know how much 

you care.”

US President Teddy Roosevelt
(served 1901- 1909)

Notas do Presenter
Notas de apresentação
old-picture.com
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2nd EDITION

SUSTAINABILITY PRACTICES

29
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WHAT IS THE RESPONSIBLE LIVESTOCK CHALLENGE?

• An initiative created by Phibro Animal Health

• Key objectives:
• Connect the production chain stakeholders
• Share good practices in animal husbandry
• Focus on sustainable strategies to improve productivity and animal 

health

• This is the second edition of this challenge.

310
Publications

6.1M
People impacted

38
Projects

130
Supporting Companies
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• IFEEDER – Institute for Feed 
Education and Research
- Foundation affiliated with the 

American Feed Industry Association
• HealthforAnimals

- Global Animal Medicines Group
• Center for Food Integrity

- Not-for-profit organization whose 
mission is to help today’s food 
system earn consumer trust

• ASBRAM

Special Thanks

9/14/202331

Notas do Presenter
Notas de apresentação
Https://www.healthforanimals.org/reports/achieving-the-sustainable-development-goals/
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• Global Feed LCA Institute (GFLI)
- Support global improvement of 

sustainable feed.
- Develop a freely available Feed Life 

Cycle Analysis (LCA) database and 
tool

• https://globalfeedlca.org/

• CLEAR Center at UC Davis
- Clarity and Leadership for 

Environmental Awareness and 
Research (CLEAR) Center 

- Focus on:
• Research – quantifying & mitigating 

greenhouse gas emissions & other projects
• Communications

- Goal:  Help animal agriculture operate 
more efficiently in order to meet the 
demands of a growing population and 
lessen its impact on the environment 
and climate

• https://clear.ucdavis.edu/
• Dr. Frank Mitloehner @GHGguru

Other Resources

9/14/202332

https://globalfeedlca.org/
https://clear.ucdavis.edu/
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• You play a role in keeping animals health.
• Healthy animals benefit people, animals, and the planet.
• Sustainability should be defined by what is important to your company & 

stakeholders.
• Feed may be the secret ingredient for meeting food company sustainability 

targets.
• Just do it! Get started on your sustainability journey.
• Values first - Communicate using SHARED VALUES!

- Shared values are 3-5x more important in building trust than skills, expertise or 
science.

• Work to BUILD TRUST in the food system.

Summary

9/14/202333
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My Challenge to You

START YOUR 
JOURNEY!
  

34
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“ESG is not about changing the 
world. It’s about understanding 
how the world is changing.”

- Overheard at the ESG Life Sciences Summit

9/14/202335
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You have the power 
to bring meaning 
to conversations, 

and no one can tell 
your story and share 

your values the 
way you can.
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Contact information
Leah C. Dorman, DVM
Director, Communications & Consumer Engagement
Phibro Animal Health Corporation

• (614) 309-7243 (cell)
• Email: leah.dorman@pahc.com
• Twitter: @AskDrDorman
• Facebook: Ask Dr. Dorman

Thank you!



Questions?
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© 2023 Phibro Animal Health Corporation, Teaneck, NJ 07666
Phibro; Phibro logo design; Healthy Animals. Healthy Food. Healthy World.; and any other Phibro brand or brands shown herein are trademarks owned by or licensed to 
Phibro Animal Health Corporation or its affiliates. Any other trademark that might be mentioned herein and that is not a Phibro brand (property of or licensed to Phibro 
Animal Health Corporation or its affiliates) is used for identification purposes only and is owned by its holder.

CONFIDENTIAL 9/14/202339
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