


Our environment

Transportation

“CargoQuilt” reduces
reliance on carbon
dioxide cooling

ConAgra Foods’ Lamb Weston
frozen potato business uses
CargoQuilts, a commercial blanket
that acts as a barrier to heat transfer,
to keep products cool during
interplant truck transfers. Following
a multi-year prototype study to
prove effectiveness, 18 CargoQuilts
were installed to replace carbon
dioxide as a cooling agent, reducing
carbon emissions by more than
2,500 metric tons in fiscal year
2007 and each year thereafter.

Perfect pallets

ConAgra Foods’ “Perfect Pallet”
initiative optimizes pallet efficiency
by assessing product packaging
size, shape and orientation. This
allows the company to use fewer
pallets and stretch wrap, decrease
the use of forklifts during staging
and loading and improve loading
and transportation efficiency.

The result is significantly less solid
waste and fewer GHG emissions.

For example, in fall 2008, we
redesigned the packaging for
Orville Redenbacher’s and Act I
branded popcorn to remove half an
inch from the height of the cartons.
This seemingly minor change in
product packaging improved pallet
efficiency by 25 percent, reducing
Scope 3 carbon dioxide
emissions by more than
two million pounds.

The transportation of goods from suppliers to manufacturing plants

to distribution centers and to customers also contributes to ConAgra
Foods’ environmental impact. As a result, the responsibility of reducing
fuel consumption and associated carbon emissions is one that we share
with our suppliers, manufacturing partners, distributors and customers.

Our transportation footprint includes a diverse mix of fleets comprised
of railcars, intermodal, trucks and ocean freights. We primarily rely on
contracted transportation services to meet the inbound and outbound
transportation needs of our products. However, ConAgra Foods’
distribution company, J.M. Swank, owns and operates a private fleet
that services other segments of the food processing industry. For both
contracted and owned fleets, we are focused on improving efficiency
in all modes of transportation. This includes a variety of initiatives,
ranging from the use of auxiliary power units (APUs) to cut emissions
during idling, to modifying the shape, size and orientation of our
product packaging to maximize pallet efficiency (see sidebar).

We will continue to evaluate our transportation program to identify
opportunities to better improve the efficiency of our own fleet and
partner with our contractors to reduce the impact of their services.

Transportation CO2(e)*

(metric tonnes)

500,000 FY 2007: 549,513
FY 2008: 546,135
400,000
200,000 Trucking (contracted)
200,000 Trucking (owned)
Rail (contracted)
100,000 Intermodal (contracted)

Ocean (contracted)
‘07 08
* The data presented above includes information for all owned
fleets, as well as the majority of our contracted carriers
(where data was available). Approximately 3 percent of

the reported emissions are derived from owned fleets;
the remaining are categorized as Scope 3 emissions.

Transportation footprint

Rail
1.7%
Trucking Ocean
80.8% "\ 4.2%
———=Intermodal
3.9%
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Our suppliers

Breakdown of total spend by type

Indirects

16%

Packaging

16% \

ConAgra Foods spent
over $4.5 billion on food
ingredients in fiscal 2008.
We spent the most on the
following five ingredients :

*Qils include: soybean oil,
olive oil, palm oil.

Contract
/ manufacturing

5%

Food ingredients
63%

Wheat

QOils*

Potatoes

Beef

Chicken

ConAgra Foods is a major buyer

in several U.S. agricultural markets.
We purchase 5 percent or more

of the following U.S. crops:

At ConAgra Foods, we rely on many suppliers for
raw ingredients, packaging materials, transportation
services and much more. We work with our business
partners closely to ensure their alignment with our
commitment to food safety, quality, ethical behavior

and environmental sustainability.

ConAgra Foods works with more than 15,000 suppliers and
purchases the vast majority of goods and services from suppliers
based in the United States. Our Supplier Code of Conduct

sets the standards we expect of our suppliers in human rights,
workplace health and safety, the environment, ethics and the
humane treatment of animals. Similarly, our Supplier Food Safety
and Quality guidelines clearly define our food safety and quality
expectations. We expect our suppliers and any subcontractors to
adhere to these guidelines, and we reserve the right to audit their
operations to ensure compliance.

Our success depends on building and maintaining inclusive,
mutually beneficial relationships with our suppliers. Top-to-Top is
a relationship management program designed to build sustainable
partnerships with our key suppliers and drive improvements on
cost, quality, innovation and delivery. Through this program, our
senior managers and our suppliers have an opportunity to meet,
review the relationship, identify opportunities for innovation and
improvement and set goals and targets for the coming year. The
program was initiated in fiscal year 2008 with five suppliers and
will be rolled out to 11 additional suppliers in fiscal year 2009.


http://conagrafoodscompany.com/pdf/Supplier_Code_of_Conduct.pdf

Field-to-Market:
The Keystone Alliance for
Sustainable Agriculture

In 2008, ConAgra Foods
participated in Field-to-Market:
The Keystone Alliance for
Sustainable Agriculture, a new
initiative formed by an alliance
of producers, conservation
organizations, agribusinesses
and food companies. The group
developed an index that measures
and tracks the sustainability
impact of agriculture, including
land use, soil use, energy use
and carbon emissions.

Supply chain and the environment

We believe that addressing long-term environmental issues
requires collaboration, and we see great value in participating in
industry-wide initiatives. In fiscal 2008, ConAgra Foods became
involved with the Field-to-Market: The Keystone Alliance for
Sustainable Agriculture (see sidebar story) to address sustainability
in production agriculture, as well as the Roundtable on Sustainable
Palm Oil, an international forum to ensure sustainable harvesting of
this important raw material.

ConAgra Foods has a history of integrating sustainability into
business practices. For example, our Lamb Weston Potato
business runs the Commercial Sustainable Agriculture Program,
which is dedicated to working with suppliers to incorporate
sustainable agriculture practices. Currently, its technical team

is working with growers on preventing water runoff, profiling
soil nutrients, minimizing tillage and optimizing chemical inputs.
Lamb Weston collaborates with growers to continually look

for better, more efficient and effective ways of improving the
process of growing potatoes.

Gilroy Foods & Flavors developed a proprietary onion seed that
reduces the acreage needed to grow onions while increasing overall
yvields. Gilroy Foods & Flavors has developed proprietary onion seeds
to improve total onion solids with each crop, significantly increasing
yield. This has reduced harvested land by 3,066 acres, eliminating
2,450 trucks on highways, conserving nearly two billion gallons of
water, and reducing nitrogen and pesticide application by 675,000
and 31,000 pounds, respectively. Furthermore, this has allowed us

to reduce plant operations by 25 days per year.

In fiscal 2009, ConAgra Foods will join the Carbon Disclosure
Project’s Supply Chain Leadership Council. The Leadership Council
works to encourage greenhouse gas emissions accounting and
disclosure practices, emissions reduction targets and the formulation
of climate change strategy across its members’ multinational supply
chain networks.

Supply chain security

ConAgra Foods’ field-to-fork approach extends its commitment

to food security throughout the supply chain. We are a registered
Tier Ill Customs - Trade Partnership Against Terrorism (C-TPAT)
company, requiring our suppliers and service providers to
demonstrate the same commitment to supply chain security.
Where our suppliers are not already C-TPAT certified, we ensure the
implementation of minimum security requirements through a Web-
based self-assessment followed by on-site C-TPAT security audits.

Supplier diversity

Just as we value diversity of our own employees, we seek diversity
throughout our supply chain. Our Supplier Diversity program
provides qualified Minority and Women-owned Business Enterprises
with opportunities to compete for our business. Since fiscal 2006,
ConAgra Foods’ nearly doubled total purchases from minority-

and women-owned businesses, reaching $227 million in fiscal

year 2008. We will remain committed to our supplier diversity
program in the years ahead.

17


http://www.cdproject.net/
http://www.cbp.gov/xp/cgov/trade/cargo_security/ctpat/
http://www.keystone.org/spp/env-sustain_ag.html
http://www.keystone.org/spp/env-sustain_ag.html
http://www.rspo.org/
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Our people

With 25,000 employees and more than 90
manufacturing plants and sales locations across
the United States and internationally, we are
dedicated to nourishing our people to build

a diverse and inclusive, winning culture.

Our Code of Conduct sets out our values and

expected standards of behavior. In fiscal 2008,
we introduced Work Perks, a holistic workforce
management program that covers pay, benefits,
work environment and learning and development
for all full-time and eligible part-time employees.
We also recognize the right to freedom of
association and more than half of our hourly

employees are members of a labor union.


http://media.corporate-ir.net/media_files/irol/97/97518/CodeOfConduct_english.pdf

Our people

Learning and
development

internally
filled

Cultivating Opportunities
for Growth

The ConAgra Learning Exchange
provides access to more than 2,800
online and instructor-led courses.
Since launching the system in
January 2008, more than 9,100
certificates of completion have
been issued to 4,100 employees.

We also provide several focused
leadership training opportunities.
Our Leadership Excellence Series
is targeted toward Vice Presidents,
and it has received two prestigious
awards: The Vanguard Silver
Award from Chief Learning Officer
Magazine and the CUBIC (Corporate
University Best in Class) for Top
Leadership Development Program
of 2008. Fifty-six employees are
expected to complete this program
in fiscal 2009.

We expect more than 400
manufacturing employees who are
first-time managers or managers
with direct reports to attend our
Foundation of Leadership program
in 2009, and we anticipate a similar
level of attendance in future years.

We plan to launch our Leadership

in Action program, targeted toward
Directors and Senior Managers,

in April 2009, and we expect more
than 150 leaders will participate in
this program during fiscal year 2010.

In recent years, we had a low rate of internal
employee promotions. For example, in fiscal year
2006, only 30 percent of director-level positions
and above were filled by internal candidates. Today, date of this report’s publication, approximately 70
we have embraced the idea of building talent from percent of fiscal 2009 positions at the director-level
within, and we have launched a number of innovative | and above had been filled by internal candidates.

70% Re-energizing employee commitment

of positions

Our goal is to offer

first-class learning

and development

programs to enable our

employees to grow both personally

and professionally. Our vision includes building capability,
growing leadership, leveraging talent and optimizing learning
through an integrated platform so that ConAgra Foods delivers
superior business results. We have invested in developing a robust
professional development infrastructure, including the ConAgra
Learning Exchange, as well as three new leadership development
programs to improve the effectiveness of leaders across the entire
business (see sidebar).

We will continue to focus on building our internal talent and creating
an inclusive culture based on collaboration and mutual respect.

In fiscal year 2009, we will launch ConAgra University, featuring
four functional academies designed to provide employees with
strategic learning at their fingertips in support of their careers

as well as the needs of the business.

Policies regarding compulsory
and child labor and fair wages

No ConAgra Foods employees are required or forced to engage in
compulsory labor. To the extent any employee disagrees with his or
her terms and/or conditions of employment, he or she may leave at
any time or raise a complaint through any of the numerous avenues
of redress available to employees under the company’s management
structure and the company’s Code of Conduct. Furthermore, our
hiring policy does not permit the hiring of individuals below the age
of 18, thus preventing any risk for child labor concerns. All applicants,
post-offer, must also provide proof of their ability to work and their
date of birth. Lastly, ConAgra Foods’ standard entry level wage is

at least equal to—and often exceeds—local minimum wage at all
locations of operation.

Turnover Fiscal year Total By age By gender
rates:
2008 19.5% <24 18% Male 66%
25-40 46% Female  34%
41-65 35%
>65 1%
2007 15% <24 18% Male 64%
25-40  46% Female 36%
41-65 35%
>65 1%

initiatives to build internal talent and improve the
number of internal promotions at management level
positions. The results speak for themselves. As of the
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http://media.corporate-ir.net/media_files/irol/97/97518/CodeOfConduct_english.pdf
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Our people

Diversity and inclusion

Celebrating our
cultural differences

ConAgra Latino Network,
Recipe Contest

During Hispanic Heritage month

in 2008, the Latino Network
cosponsored a recipe contest with
our Research, Quality and Innovation
department. The innovative
partnership created a unique
opportunity to promote awareness
about the Latino community and
access original recipes that could be
used as inspiration for new products.
Employee response was tremendous,
with recipes received from individuals
of all ethnicities.

Employee
resource networks

2008
CAN

ConAgra Asian Network

CBEN

ConAgra Black Employee Network

CLN

ConAgra Latino Network

WLC

ConAgra Women'’s Leadership Council

2009
CYPN

ConAgra Young Professionals Network

Illuminations
GLBT Network
(Gay, Lesbian, Bisexual, Transgender)

We believe when our workforce reflects the diversity of our consumer
base, we are able to forge stronger relationships with our customers,
consumers, suppliers and communities. The commitment to a diverse
workforce requires focus on the issue at the most senior levels

of the company.

In 2007, we established a Diversity & Inclusion Leadership Council
to champion our efforts and ensure implementation. Key successes
included enhancing our total rewards package by offering benefits
such as paternity and domestic partner benefits and implementing
Employee Resource Networks (ERNSs).

ConAgra Foods’ ERNs bring together employees with diverse
backgrounds to create opportunities for networking and personal
and professional growth. ERNs receive support from an executive
sponsor to champion their work in recruiting, innovation, organization
engagement and community outreach. By 2008 we established

four ERNs and in 2009 two more groups will be created.

Women and minorities

Fiscal Total women Salaried Women in
year in workforce women management
2008 39% 38% 20%

2007 39% 32% 19%

Fiscal Total minorities Salaried Minorities in
year in workforce minorities management
2008 39% 14% 8%

2007 37% 12% 7%

Diversity in Top Leadership

ConAgra Foods’ business is managed under the direction of our
Board of Directors, whose basic responsibility is to exercise their
business judgment to act in what each director reasonably believes
to be in the best interests of ConAgra Foods and our stockholders.
Currently, the Board of Directors is comprised of 10 members,
including two women and one minority.



Our people

Safety

ConAgra Foods’
principles of safety
» Safety and health can be managed
- Management is responsible
for providing a safe workplace
= Every workplace injury/
illness could and should
have been prevented
» Safety and health is
everyone’s responsibility
* Nothing we do is worth
getting hurt

Responsiveness to health
and safety concerns

Diacetyl is a naturally occurring
butter flavor that food manufacturers
sometimes use as an additional
ingredient to enhance the flavor

of their products. While the Food
and Drug Administration considers
diacetyl to be safe for use in food,
certain reports on potential risks

of using this ingredient generated
concerns among some employees
and consumers. We took these
concerns seriously. In 2007, ConAgra
Foods eliminated the practice of
adding diacetyl to its microwave
popcorn products, which include
Orville Redenbacher’s and ACT II
branded product. We reformulated
our microwave popcorn so it still has
the same great taste that consumers
expect; a taste that they can enjoy
with complete confidence.

We owe our employees the

safest and most healthful

work environment we can

provide. To ensure continuous improvement in

protecting the health and safety of our employees,

ConAgra Foods developed its Key Concepts of Safety
initiative, which focuses our efforts and resources on factors
that contribute most toward preventing injuries and illnesses.

Key Concepts of Safety is an enterprisewide initiative that defines our
safety processes to ensure standardization across the business. Annual
targets are established at the corporate level, and individual facilities
set local goals based on an analysis conducted through a collaborative
process. Facility managers are required to identify risks, and conduct
and document employee safety training. ConAgra Foods’ corporate
safety team also conducts periodic safety assessments, documenting
results and corrective actions. Our policy requires that all accidents,
incidents and close calls are thoroughly investigated.

Industry average

Total Incident Rate (TIR) history

(incident rate, per 100 full-time employees) Manufacturing TIR

12.4

10.9

9.3 86 -

6.8 6.64

‘00 01 02 03 04 'O5 06 'O7 08

At 3.07 incidents per 100 full-time workers, our 2008 TIR was

6.64 incidents per year fewer than in 2000, reflecting a 68 percent
reduction. ConAgra Foods’ TIR has consistently been below the
Bureau of Labor Statistics Food Manufacturing industry average.
We will continue to strive for a ten percent reduction per year in
our Total Incident Rate.

OSHA inspections
2008 15 inspections 4 citations $15,050 settlements paid

2007 1 inspections 6 citations $23,365 settlements paid
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http://company.conagrafoods.com/phoenix.zhtml?c=202310&p=sustainable_energy
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Our consumers

In ensuring the safety of our food products,
recognizing preferences regarding biotech foods and
providing food choices that are satisfying, healthful
and nutritious, we are committed to meeting the needs

and expectations of our consumers and customers.



Our consumers

Food safety

Key concepts of food safety

To further enhance our existing Food
Safety and Quality Improvement
program, we introduced “Key
Concepts in Food Safety.” Directly
aligned with the international food
industry’s Global Food Safety
Initiative (GFSI) standards and
managed with preventive food
safety and quality performance
indicators, the program evaluates
all aspects of our food safety and
quality in our manufacturing plants,
co-manufacturing business partner
facilities and throughout our supply
chain. In fiscal year 2008, we added
more than 150 food safety and
quality professionals, reassessed
our Hazard Analysis and Critical
Control Points (HACCP) programs
and invested millions of dollars in
plant infrastructure. This aggressive
program will continue into fiscal
year 2009 and fiscal year 2010,
with continued focus on developing
our people to drive food safety

and quality principles throughout
our organization.

ConAgra Foods raises
the bar for microwave
food safety

We at ConAgra Foods understand
the importance of clear and
consistent on-package instructions
to help minimize the potential

for undercooking a product.

We worked with the U.S.
Department of Agriculture

to develop enhanced cooking
instructions. In addition, we
created a Microwave Center of
Excellence (MWCOE) to develop
standards, requirements and best
practices for all microwavable
products throughout the industry.
Our MWCOE now acts as an
advocate for microwave food safety
by working with the American
Frozen Food Institute (AFFID)

and the International Microwave
Power Institute (IMPD).

The safety of our products is a top priority at ConAgra Foods, and
we have taken extensive measures to further enhance food safety,
beginning with the sourcing of quality ingredients to product
production to customer and consumer preparation. When we have
voluntarily recalled products, we have acted quickly to recover the
impacted product and provide clear communication with customers
and consumers. We have learned from recalls and emerged with

stronger food safety practices. In fiscal years 2007 and 2008, ConAgra

Foods recalled Peter Pan peanut butter and Banquet Pot Pies due to
concerns about possible Sa/monella contamination.

We have taken extensive steps to ensure the ongoing safety of our
food. We established a vice president of Food Safety to oversee

our efforts. We created a Food Safety Advisory Council composed
of world-leading external, independent experts in food safety. We

began auditing our manufacturing facilities against the Food Marketing
Institute’s Safe Quality Food standards in addition to our own. We have

also taken steps to ensure that our suppliers’ facilities are audited by
a registered certification body on an annual basis against Global Food
Safety Initiative (GFSI) standards. These standards were established
by CIES, an independent network of global food companies for
continuous improvement in food safety management. These food
safety initiatives and many others already in place are getting some
recognition for their effectiveness. For example, since the peanut
butter recall, we have invested millions of dollars in our Sylvester,
Georgia, facility to install state-of-the-art technology and food safety
protocols. These investments have been frequently cited by the news
media and other sources as examples of how a company has
effectively dealt with a past recall and strengthened both its
operations and procedures.

Biotech foods

When it comes to biotech foods, we respect our consumers’
preferences. We believe that biotechnology can benefit global

food production, and ConAgra Foods only uses ingredients
that comply with regulations for food safety and nutrition.
We regularly review our policies to ensure they reflect
evolving science, consumer expectations and regulatory
decisions. Through our diverse portfolio of consumer and

commercial food products, we provide alternative options for

customers who prefer products without biotech ingredients.
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http://investor.conagrafoods.com/phoenix.zhtml?c=97518&p=irol-newsArticlemedia&ID=963451
http://media.conagrafoods.com/phoenix.zhtml?c=97518&p=irol-newsArticlebra&ID=1061951&highlight
http://media.conagrafoods.com/phoenix.zhtml?c=202310&p=biotechnology
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Our consumers

Health and wellnhess

e AL
‘Tomato
{ Chicken

MyPyramid
package labeling

While research shows that most
consumers are aware of USDA’s
MyPyramid guidelines, many

find it difficult to follow these
guidelines without additional
information on packaged food
labels. Our new label design helps
consumers by identifying in an
easy-to-read graphic format the
contribution a product makes to
the MyPyramid key food groups.
The MyPyramid information provided
by the company complements the
Nutrition Facts Panel and is based
on a daily diet of 2,000 calories.

We recognize that taste, convenience, value and nutrition are all
important to our consumers. We are focused on making food as
nutritious and healthful as possible through continuously improving
our recipes and ingredients. We also strive to help consumers balance
their diets through education and outreach. Our work today builds on
a dedication to health we began in 1988, with the introduction of our
Healthy Choice brand.

In fiscal year 2008, ConAgra Foods introduced new, easy-to-
understand labels based on the USDA’s MyPyramid. By the end of
fiscal year 2009, the majority of our packaged goods products will
have the new MyPyramid label. A dedicated Web site provides a free
tool to assess food intake against MyPyramid guidelines and provides
personalized meal plans. We have also joined with our industry peers
to launch the “Smart Choices Program” in 2009, which will identify
products that meet category-specific requirements for nutrients to
limit, as well as nutrients of food groups to encourage. ConAgra Foods
labeling innovation strengthens its Start Making Choices program,
which provides consumers with advice on living a balanced life,
including how to build a healthful, satisfying diet based on MyPyramid.
Consumers can use the new information from product packaging

by applying it to the program’s innovative and customizable tools,
such as the Balanced Life Index, that have been designed to help
consumers reach and sustain their health goals.

,

Improving the nutritional value of our products remains a core
commitment for our company, and in fiscal year 2009, we will continue
to emphasize this in new product development, product reformulation
and consumer interaction. Areas of focus will include eliminating
monosodium glutamate content in our products, incorporating natural
colors and flavors in products marketed to children and providing
consumers with clear and simple ingredient declarations. We will
continue to seek counsel and guidance on these and other emerging
issues from our Scientific Advisory Board, an external, expert board
comprised of physicians, scientists, nutritionists and specialists in areas
ranging from obesity to food quality.



http://www.mypyramid.gov/
http://www.conagrafoodscompany.com/corporate/aboutus/rpt/cci/eat_well_live_well.jsp
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Our consumers

Health and wellness

ConAgra Mills Ultragrain

Ultragrain® is a unique product made
from a proprietary variety of wheat,
specially grown to have a sweeter,
milder taste and lighter color than
conventional wheat. ConAgra Mills
grinds this whole wheat with a
patented milling technology that
maintains the flour’'s milder taste and
develops the smooth texture, while
preserving the nutrition components
missing in refined flours.

Ultragrain is particularly useful in
products made for children who
often prefer the taste of white flour
but need the nutritional benefits

of whole grains. Ultragrain is used
to make The Max® pizzas and

el eXtremo® burritos, along with
numerous other popular school
menu choices.

Managing allergens

We recognize the potential health risks
associated with undeclared allergens in
food products, and we have implemented

a comprehensive allergen control program.
This program is designed to ensure that the
presence of the most serious food allergens in
a product is communicated clearly to consumers—
either under provisions of the Food Allergen Labeling
and Consumer Protection Act (FALCPA) or through
appropriate regulations of the destination
country in which products are sold
internationally. To support accurate allergen
labeling, our allergen control program
establishes procedures for minimizing
allergen cross-contact in our production
facilities. We also work extensively with
industry organizations that research and
promote allergen management to stay
current on leading practices. We require all
ingredient suppliers to maintain appropriate "
allergen control programs and to provide : -;-
documentation concerning allergens in -

their facilities.

Advertising and consumer communication

We have a long-established commitment to responsible marketing,
including marketing to families and children less than 12 years of
age. We support the Children’s Advertising Review Unit (CARU) of
the Council of Better Business Bureaus (CBBB), and we adhere to
their guidelines for advertising to children. In fiscal 2008, we joined
the CBBB’s Children’s Food and Beverage Advertising Initiative. In
addition, we developed our Children’s
Advertising Nutritional Guidelines for
marketing our products responsibly
to children. ConAgra Foods’ pledge in
connection with these initiatives calls
for 100 percent of advertising directed
primarily to children under the age of 12
to be only for those brands that meet the
company’s new nutritional guidelines or
} that include healthful lifestyle messages by
"' the beginning of fiscal 2010, if not sooner.

Sodium reduction

2.0

According to the National Health and Nutrition
Examination Survey, Americans consume about
40 percent more sodium daily than is recommended annually. A particular success has been the

by the Dietary Guidelines. ConAgra Foods has been proprietary technology used to reduce sodium
helping consumers reduce sodium intake by investing | in Orville Redenbacher’s popcorn by 15 to 30
in new technologies that will allow us to use less
sodium by simply reducing the level of salt in product | use in other products.
recipes without compromising taste.

As a result of our work, an estimated 2 million pounds
of salt have been removed from Americans’ diets

percent. The process is now being refined for



http://media.conagrafoods.com/phoenix.zhtml?c=202310&p=irol-newsArticle_pf&ID=1116060&highlight

26

Our community

With more than 200 facilities and products in 97 percent of American
homes, We know we are a significant part of many communities.

We actively promote employee volunteerism in a wide range of local
community initiatives, support civic and cultural events and partner
with leading nonprofit organizations focused on nutrition education

and ending child hunger.



Our community

Giving back

Share Our Strength:
Operation Frontline

Share Our Strength is a national
organization working to make sure
no kid in America grows up hungry.
In April 2008, the ConAgra Foods
Foundation became the national
sponsor of Share Our Strength’s
Operation Frontline, a cooking-
based nutrition education program.

Families at risk of hunger often have
to make tough choices between
paying rent, child care, insurance

or utilities and feeding their
families. Faced with such hard
decisions, parents will often

choose low-nutrient, high-calorie
foods because they may be less
expensive and readily accessible in
their communities. ConAgra Foods
recognized this need and sought to
make a lasting difference in the lives
of families.

Operation Frontline teaches
parents to maximize the nutrition
they can get out of limited food
budgets by preparing healthful,
delicious meals at home with the
foods accessible to them. With
the help of professional chefs and
nutritionist volunteers, Operation
Frontline teaches participants the
cooking, nutrition and shopping
skills they need to feed their families
nutritiously—meal after meal—

on a limited budget.

Operation Frontline has already
conducted 4,000 courses and
helped more than 50,000
low-income families across the
country. The partnership with the
ConAgra Foods Foundation will
allow Operation Frontline to nearly
double its capacity by fiscal year
2010, helping even more families.
To date, new programs have started
in California, Georgia, New York
and North Carolina.

SHARE OUR STRENGTH’S

OPERATION
FRONTLINE®

NO KID HUNGRY

NATIONALLY SPONSORED BY
CONAGRA FOODS® FOUNDATION

According to the USDA, more than

12 million children in America are

at risk of hunger and do not have

enough food to lead active and

healthful lives. Research has shown that

childhood nutrition has a lasting impact

on health and wellness throughout our lives.

We are committed to making a deep and lasting impact on
childhood hunger and educating more families about the importance
of good nutrition. The ConAgra Foods Foundation invests in national
and local partnerships with high-impact, non-profit organizations
such as Feeding America and Share Our Strength. The Foundation’s
Nourish Today, Flourish Tomorrow platform promotes education and
awareness about child hunger and the importance of children receiving
proper nourishment. The Foundation also is committed to building a
community of people who are passionate about ensuring that all kids
have access to the food and facts they need to eat nutritiously, live
balanced lifestyles and succeed in school and life. You can find out
more by visiting www.nourishkidstoday.org.

We encourage personal involvement of our employees in their
communities. Our Dollars for Doers program recognizes the time

our employees spend in supporting qualifying local causes. Our
matching gift program supplements employee giving and encourages
charitable contribution. Through our Nourish Our Community
Awards, we also provide grants to local charitable organizations
nominated by employees.

Total contributions $27,238,452

Total cash contributions, $8,059,872
Foundation and corporate

Total amount Matching Grants $75,779
Total amount of in-kind donations $19,102,801
Number of grants made to 295

employees or local charities

Looking ahead, our Foundation will continue to work toward its
goals of fighting child hunger and providing nutritional education.
And, ConAgra Foods will continue to refine its community programs
so the majority of its efforts are directed toward these same goals.
In 2009, for example, we began modifying the guidelines of Nourish
Our Community Awards to reflect closer alignment with the
Foundation’s work.

ConAgra
Foo
FOUNDATION

AMERICA

tomorrow*
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GRI disclosures
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Environment

Labor

Human rights

Society

Product
responsibility

GRI REPORT

Throughout this report, ConAgra Foods has included key
performance indicators identified by the Global Reporting Initiative
(GRI) G3 Sustainability Reporting Guidelines. We are self-declaring
a “B” Application Level for our 2008 Corporate Responsibility
Report, and we will continue to evaluate the prospect of third-
party assurance for subsequent reports. A content index showing
the specific location of the GRI performance indicators included

in this Corporate Responsibility Report, ConAgra Foods’ 2008
Annual Report to Shareholders, the 2008 Proxy Statement and the
ConAgra Foods Web site is provided below.
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Governance, commitments and engagement
Commitments to external initiatives
Stakeholder engagement

Management approach

Economic value generated and distributed
Risks and opportunities to climate change
Coverage of benefit plan

Management approach

Materials used

Direct and indirect energy use

Water use

Direct and indirect greenhouse gas emissions
Initiatives to Mitigate Environmental

Impacts of Products

Transportation of goods

Management approach
Description of total workforce
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Employee composition

Management approach
Child labor
Forced and compulsory labor

Management approach
Training for anti-corruption policy
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Management approach

Health and safety impacts of products
Marketing and advertising policy
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http://media.corporate-ir.net/media_files/irol/97/97518/CodeOfConduct_english.pdf
http://www.cdproject.net/
http://thomson.mobular.net/thomson/7/2749/3388/
http://thomson.mobular.net/thomson/7/2749/3388/
http://thomson.mobular.net/thomson/7/2749/3388/
http://media.corporate-ir.net/media_files/irol/97/97518/2008AnnualReport/proxy2008.pdf
http://investor.conagrafoods.com/phoenix.zhtml?c=97518&p=IROL-secToc&TOC=aHR0cDovL2NjYm4uMTBrd2l6YXJkLmNvbS94bWwvY29udGVudHMueG1sP2lwYWdlPTU3ODc2NDYmcmVwbz10ZW5r&ListAll=1
http://investor.conagrafoods.com/phoenix.zhtml?c=97518&p=IROL-secToc&TOC=aHR0cDovL2NjYm4uMTBrd2l6YXJkLmNvbS94bWwvY29udGVudHMueG1sP2lwYWdlPTU3ODc2NDYmcmVwbz10ZW5r&ListAll=1

For questions regarding this report, please contact
Chris Kircher, VP Corporate Affairs, at 402-595-5392
or via e-mail at chris.kircheri@conagrafoods.com.
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