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OUR BRANDS

Delight Consumers  
with Our Brands &  
Contribute Toward a 
More Sustainable World

Integrate sustainability into our  
brands and marketing efforts.

 Utilize our brands to drive awareness  
and engagement around sustainability.
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Our goal is to delight our customers and consumers 
with high-quality, affordable products. We continually 

challenge ourselves to create and develop products with new and 

distinctive features that meet ever-changing consumer needs and 

preferences. From the earliest design stages to the end of consumer 

use, we explore ways to reduce the environmental impacts of 

our product formulation and packaging. We have established 

sustainability goals related to our packaging and ingredients and 

will continue to provide updates on our progress in future reports.  

Meeting our goals requires:  
Removing, reducing and restricting the use of materials that  

may present human health or environmental toxicity risks

Optimizing product and package design to reduce or more 

efficient use of materials

Maximizing the use of sustainably sourced materials

Supporting recycling by designing with recyclable materials  

and communicating recyclability of the end use of our  

product packaging
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BRAND SUPPORT IN THE COMMUNITIES 

Our VITAFUSION brand reached their goal of planting 
200,000 fruit trees in underserved communities by 2020. 
According to the CDC’s 2018 State Indicator Report on Fruits and 

Vegetables, only 12.2% of adults meet the recommended daily fruit intake 

with the driving factors being convenience and affordability. At a time when 

health and wellness are top of mind, our VITAFUSION brand reached its goal 

of planting 200,000 new fruit trees by the end of 2020. This accomplishment 

was part of our eco-initiative with the Fruit Tree Planting Foundation, whose 

mission is to deliver fresh, nutritious fruit in underserved communities 

across the globe, as well as make a positive impact on the environment, by 

creating fresh air and enriching the soil.

The social and environmental benefits of this 
program and 200,000 fruit trees will:

Provide more than 33 million pounds of oxygen

Produce 28 million pieces of fresh fruit

Eliminate 40 million pounds of CO
2
 from the air
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“VITAFUSION is deeply rooted in health and wellness, 
making the Fruit Tree Planting Project our mission to 
provide communities with the nutrients they need.” 

  - Michael Vercelletto,  
Marketing Director of VITAFUSION

“In 2020, we recognized accessibility to wholesome food options continues 

to challenge our society and we feel fortunate that we are able to do our part 

in bringing awareness of healthy living and environmental accountability. 

We look forward to seeing further impact as our trees grow along with the 

communities we serve for generations to come.” says Michael Vercelletto, 

Marketing Director of VITAFUSION.

The Fruit Tree Planting Foundation is an international nonprofit dedicated 

to planting edible fruit trees and plants to benefit the environment and its 

inhabitants. Since 2017, the VITAFUSION brand has held 305 tree planting 

and/or distribution events around the world through the Fruit Tree Project, 

with 68 events in the U.S. and 237 internationally. The VITAFUSION brand 

and the Fruit Tree Planting Foundation have helped increase the accessibility 

of fresh fruit by planting trees at public schools, Native American 

communities, city parks, community gardens, low-income neighborhoods 

and hurricane-stricken areas.

WASHINGTON, D.C.
DENVER, CO

PHILADELPHIA, PA

LOS ANGELES, CA

EL SALVADOR UGANDA

In 2020 we planted over 71,000 trees, our highest yearly 
total over the course of the 4-year partnership, in the 
following communities.
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Our VITAFUSION brand Supported WhyHunger’s 
35th Annual Hungerthon to Increase Accessibility of 
Nutritious Foods and Invest in Long-Term Solutions 
to End Hunger by Building Healthy Communities.
During the 2020 holiday season, our VITAFUSION brand team 

partnered with WhyHunger, a non-profit organization dedicated 

to ending world hunger and advancing the human right to 

nutritious food. This partnership with WhyHunger served to meet 

a skyrocketing rise in hunger across the U.S. with a projection that 

1 in 6 Americans will be hungry by the end of 2020.

The VITAFUSION brand team donated $85,000 to WhyHunger 

to help distribute grants to local food banks, food pantries, 

soup kitchens, and community farms located in cities currently 

experiencing food insecurity. Additionally, this partnership 

amplified WhyHunger’s premier fundraising event, the 35th 

Annual Hungerthon, to help WhyHunger exceed their fundraising 

goal of $1 Million by the end of 2020.

Our L’IL CRITTERS brand participated in the No 
Hunger Holidays program raising money and 
encouraging donations for needy families.  
The program raised $100K for struggling families through a Feed 

the Children social match campaign. Those donations provided 

600K meals to families in need. The brand team also donated 

8,500 vitamin sample packs.  

“VITAFUSION is committed to taking fruitful steps towards 
a healthier, happier world. Through our partnership with 
WhyHunger, we look forward to supporting long-term solutions 
to end hunger while continuing to help people achieve and 
maintain a healthy lifestyle. Nutrition is a priority, and we 
recognize that malnutrition primarily stems from a lack of access.”

- Michael Vercelletto,
Marketing Director of VITAFUSION
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FIRST RESPONSE SUPPORTED  
BIRTH JUSTICE
Our FIRST RESPONSE brand partnered with Every 
Mother Counts to support their 2020 Race for 
Birth Justice held in October 2020. The virtual race 

aimed to raise awareness and funds to support improving 

maternal health outcomes and combatting racial disparities 

in the U.S. Runners were incentivized to sign up with the 

opportunity to double their impact, as we matched the first  

100 runners to raise $500, up to $50,000! 

Our FIRST RESPONSE brand team amplified the race and 

helped raise awareness on the issue of birth justice on 

Instagram by engaging strong, diverse influencers including 

Danielle Brooks (Actress, Orange is the New Black), Sydney 

Leroux (Orlando Women’s Soccer Player) and Wanda Mulzac. 

With over 250 virtual runners, the race generated close 

to $150,000 that will go to underserved pregnant and 

childbearing women. 
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OUR TROJAN BRAND PROTECTED 
COMMUNITIES WITH SEXUAL HEALTH 
PROGRAMS, EDUCATION, AND DONATIONS 
As the manufacturer and distributor of TROJAN brand 
condoms, we are committed to complete sexual health 
through education, and increasing awareness among young 
adults in the U.S. about the risks of unprotected sex –  
notably unintended pregnancies and sexually transmitted diseases (STDs). 

In 2020, we: 

• Focused on delivering content to drive awareness of the risks of 

COVID-19 and educated our consumers by providing information from 

the NYC Department of Health about safe sex guidelines during the 

COVID-19 pandemic. By amplifying “CORONAVIRUS AND SEX: WHAT 

TO KNOW” on the brand website and social media, the TROJAN brand 

team helped educate our audience on maintaining their sexual health 

during the COVID-19 pandemic. 

• Created the “Sext us instead” social activation campaign, which 

encouraged consumers to forgo sex with others outside their home. 

Consumers were incentivized to practice self-pleasure as a safe 

alternative. By sending us a Direct Message on social media, consumers 

could receive a free lubricant or vibrator to enjoy pleasure on their own.  
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• Encouraged consumers to stay home and stay safe during the COVID-19 

pandemic with the launch of “Rising Time,” a 69-page cookbook designed 

to remind couples quarantining together that baking can be a fun and 

sexy way to spend some time. As part of the release of the free book, the 

TROJAN brand team donated 50,000 meals to those in need in conjunction 

with Feeding America.

• Worked with the Condom Collective – a youth-led grassroots movement to 

make the U.S. a sexually healthy nation – to donate more than one million 

condoms to student-run safe sites in a peer-to-peer program on college 

campuses. 

• Donated condoms to the American society for Emergency contraception 

to support their efforts in delivering STD and pregnancy prevention to 

students around the country. 

• Continued a tradition of donating more than one million condoms to 

health departments across the U.S. annually as a part of a long-standing 

partnership with the National Coalition of STD Directors. Together, we 

refocus attention, resources and consumer education on condoms as 

a highly effective form of STD and unintended pregnancy prevention. 

Through this partnership, which is referenced on our condom boxes, we 

also continue to support the “Condom Connect” Initiatives.  
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TERRACYCLE® AND THE ARM & HAMMER BRAND 
CONTINUE POUCH RECYCLING PARTNERSHIP  
In 2020 we continued our partnership with local Trenton recycling partner 

TerraCycle® to provide innovative recycling solutions for ARM & HAMMER and 

OXICLEAN plastic pouches. Since its launch in 2018, the program has diverted 

48,631 baking soda and laundry pouches from landfills thanks to the creation of 

7,868 drop-off locations around the country. In 2020 we collected 150% more 

pouches than in 2019.

An estimated 400 million toothpaste tubes end up in landfills across America 

every year. The ARM & HAMMER brand team has partnered with TerraCycle® 

to create a way for consumers to curb this issue. The program works similarly to 

the recycling program we have for our ARM & HAMMER and OXICLEAN single 

dose detergent pouches, in that consumers can go to our website to download a 

shipping label to return their empty tubes to TerraCycle®, who will process them. 

We are excited about this partnership and will be calling out the recycling option 

on-pack during our upcoming packaging refresh.  

ARM & HAMMER toothpaste is made with 100% certified renewable electricity 

and CO
2
 emissions that are offset with wind energy, and by supporting the 

planting of millions of trees in the Mississippi River Valley. Our ORAJEL  

brand has also made this this commitment through its support of the Arbor 

Day Foundation and use of Green-e labeling. 

We also are evaluating a partnership with Loop, a TerraCycle® company, to 

create durable, reusable packaging to help combat waste by eliminating single 

use packaging. Our plan is to add our OXICLEAN versatile stain remover and 

ARM & HAMMER baking soda products to the Loop store in 2021. Pending 

successful testing and launch, we hope to add many more products to the Loop 

store in the future. Learn more about the Loop system here.

https://www.armandhammer.com/en/oral-care-recycling
https://loopstore.com/
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We launched a media campaign focused on the sustainable 
behavior of preserving the clothes and things you love.  
In partnership with Treehugger & the Spruce, we got the word out to 

consumers about simple ways to make the things you love last longer. 

Keeping clothes looking newer longer and saving stained furniture and 

clothing is what our OXICLEAN brand is all about.

The ARM & HAMMER Pet Care brand is passionate about 
pet adoption. In 2020, the brand formalized its mission in supporting 

overlooked shelter cats and continued partnering with animal shelters  

across the country to raise awareness for pets needing fur-ever homes.  

This included: 

• Dedicating a shining light on ‘purrfectly impurrfect cats,’ a campaign 

through our ARM & HAMMER Feline Generous platform.

• Invited rescue organizations and cat lovers across the country to nominate 

any shelter cat(s) overlooked because of their age, appearance or 

misunderstood personalities with the goal of helping these cats find loving 

fur-ever homes. 

• After receiving close to 2,000 submissions, a panel of judges selected three 

winning cats and each of their shelters received $10,000. 

• Supporting and sponsoring local shelter partners throughout the year; in 

total, we donated $50,600 to various rescue organizations.

• Continuing our tradition of donating litter to shelters around the country 

through our plant network, providing over 1,000,000 pounds in 2020.
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THE ARM & HAMMER BRAND TEAM SPONSORED 
STEM COMPETITION ODYSSEY OF THE MIND™ 
In 2020, we continued our partnership with Odyssey of the 
Mind™, an international STEM competition where students in 

kindergarten through college work together to solve creative problems at the 

regional, state, and world level.

For over 170 years, the ARM & HAMMER brand team has been committed to 

encouraging inventive problem-solving from the kitchen, to the outdoors, to the 

classroom, empowering millions of consumers to dream up countless versatile 

uses for the product. 

Starting with the 2019-2020 tournament year, we integrated the program 

through the following:

• Sponsoring a problem where teams will use ARM & HAMMER baking soda as 

a key element in their solution and performance. 

• Providing $100,000 in sponsorship grants to help more student teams 

participate in the program.

• Launching an augmented reality “Hammer Force” mobile game that teaches 

students about the power of baking soda in practical scientific applications.

• Activating virtual events at Odyssey of the Mind™ World Finals in May 2021 

to provide edu-tainment to the thousands of teams and families  

in attendance.

This partnership will help us to advance our mission of championing innovative 

thinking and we are excited to see the creative solutions these powerful young 

minds come up with!
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OUR SPECIALTY HAIR CARE BRANDS 
PARTNER WITH CONSCIOUS BEAUTY  
AT ULTA BEAUTY™
Conscious Beauty at Ulta Beauty™ empowers consumers with 

transparency and choice to be able to identify clean, cruelty free, 

vegan, and sustainably-packaged brands and products. It also 

highlights brands that positively impact our communities and planet.

The Specialty Hair Care brands met the qualifications  
for the pillars below:

BATISTE - Sustainable Packaging

VIVISCAL - Clean Ingredients

TOPPIK - Clean Ingredients

NAIR - Clean Ingredients
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