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TYSON DISCOVERY CENTER

The Tyson Discovery Center™ is the focal point 
for the development of insights, people, processes, 
and new and innovative products. Bringing together 
Tyson Foods’ protein research and development 
into a single location, the work space was designed 
to maximize communication and collaboration 
with knowledge applied across chicken, beef, 
and pork.

Our Research Kitchens

The Tyson Discovery Center includes 19 specialized 
research kitchens utilizing 20,000 square feet of 
custom-designed space equipped specifi cally 
for the business units and customer channels we 
serve. All kitchens were designed for maximum 
technical fl exibility and culinary effectiveness, 
allowing our product innovators to work in real-
world environments. 

Kitchens in the Tyson Discovery Center are 
grouped in pairs to effi ciently share a common 
wash area, dry storage, freezer, and cooler space. 
Each has a large area of highly-fl exible cooking 
space with under-hood ventilation, and each is 
equipped with appliances to match the focus 
of the business unit and customer segment 
that it serves. Mobile work surfaces allow 
maximum fl exibility during the development of 
new products.

By design, the kitchens can be customized 
to meet the needs of any customer. Each 
kitchen contains lighting and other equipment 
that simulates the food service or retail food 
environments. Some of the kitchens are also 
equipped for remote viewing. This gives Tyson 
Foods the ability to allow customers and our 
marketing and sales Team Members access to 

product reviews and food demonstrations from 
any location in the world. 

The offi ce space, surrounded by the kitchens, 
is designed to foster innovation and creativity 
and to make collaboration easy. Work teams are 
grouped together with additional space dedicated 
to informal, spontaneous gatherings. This work 
environment facilitates excellent idea-sharing 
opportunities for technologists and encourages 
information exchange across all business groups.

USDA-Inspected Pilot Plant

The Tyson Discovery Center also includes 
a 40,000 square-foot, multi-protein, USDA-
inspected pilot plant. The plant provides a real 
world “testing ground” to evaluate numerous 
elements in the product-development process. In 
this unique facility, we have the ability to replicate 
nearly every production process using the exact 
equipment found in our processing plants. 

The pilot plant also eliminates the disruptions, 
ineffi ciencies, and “translation errors” that can 
occur during new-product testing at production-
plant trials, and reduces travel expenses for Team 
Members involved with in-plant trials. In keeping 
with best practices for the safety of our guests 
and our products, the pilot plant offers a viewing 
gallery that allows customers and guests to 
observe several segments of pilot plant activity 
without entering a food-safe environment.

Tyson Foods is dedicated to developing a best-in-class, value-added product portfolio that meets the needs of today’s 
changing market. By applying in-depth understanding of consumer and customer needs, analytical skills, and strategic 
thinking, we are positioned at the forefront of product innovation. We will continue to demonstrate our commitment 
to R & D by creating new and relevant food solutions for years to come. 

In January 2007, we opened the 100,000 square-foot Tyson Discovery Center™ at Tyson Foods World Headquarters in 
Springdale, Arkansas, to enhance our ability to develop new food solutions and bring them to market faster. We 
developed a signifi cant number of new products and product lines in 2006 and 2007. As a result of our new product 
development during 2006 and 2007, we were recognized with several national and industry-wide innovation awards. 

Our subsidiary, Cobb-Vantress, Inc., continues to make improvements to our world-class poultry breeding stock and 
advance technology in animal husbandry.
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Consumer Center

When developing a new product or evaluating the 
use of different ingredients in a current product, 
it is important to know the thoughts, ideas, 
perceptions, and preferences of the consumer. 
The Discovery Center offers a new Consumer 
Sensory Panel area and Consumer Focus Group 
Learning Center. These areas provide the company 
with an opportunity to gain consumer insight 
prior to the release of a new or improved product. 

The Consumer Sensory Panel area includes 12 
individual sensory booths. These booths allow 
internal, external, and expert participants to 
sample and evaluate single or multiple product 
attributes including visual, texture, taste, and 
aroma. The participants are then able to enter 
their responses into a computer-based sensory 
evaluation system. Our R & D team can then quickly 
tabulate and evaluate the responses, resulting in a 
quicker product development process.

The Consumer Focus Group learning center allows 
for in-depth, one-on-one or group discussions 
regarding the marketing activity of a new product. 
Participants are queried on various aspects of a 
proposed new product, or changes to an existing 
product, to gain consumer insights. The ability to 
listen directly to the end-user to help create new 
products is what enables us to meet the needs of 
today’s changing market.

Our R & D Staff

The Tyson Discovery Center is home to the 120 
food science, product development, and culinary 
professionals who are part of our Research and 
Development team. More than 50 of these 
professionals hold advanced degrees, including 11 
with PhDs. Approximately 65 of our technologists 
are training to become Research Chef Association 
Certifi ed Culinologists. This training program, 
developed by Johnson and Wales University and 
the University of Arkansas, is conducted on the 
campus of the University of Arkansas to eliminate 
the need for travel. This will allow the product 
development team to have a well-rounded 
understanding of both the culinary aspect and 
the commercial viability of producing a product.

Discovery Center Extras

The design of the Tyson Discovery Center fosters 
a collaborative work environment. With its open 

workspace and natural lighting, the center offers 
a relaxed and creative atmosphere. It also contains 
several other key features. 

• The Packaging Concept Lab provides a vital 
link between the test kitchens and the pilot 
plant, allowing product and packaging ideas 
to come together during the early stages 
of design. The lab also evaluates future 
packaging solutions that are more convenient, 
as well as environmentally sustainable.

• Our Specifi cation and Regulatory Labeling 
Compliance group and Nutrition Services 
group are also located at the center.

• The company launched a new software 
application for product data management 
in 2007. This software application provides 
a company-wide central repository for 
data related to the development of a new 
product. It also establishes the foundation 
for assessing the success of a new product. 

NEW PRODUCT DEVELOPMENT

Our current research indicates many shoppers 
are looking for delicious, protein meal solutions 
that require minimal preparation time. Below are 
examples of new products designed to meet this 
need that were released during fi scal years 2006 
and 2007:

• The company’s new Trimmed and Ready™ 
fresh chicken is a line of seven premium cuts. 
Each is hand trimmed and selected to deliver 
the highest quality. There is no additional 
trimming or handling required by the consumer. 

• Seasoned and ready to cook, our new Stew 
Kit with Beef and Vegetables is a family 
favorite made easy.

• We introduced our new individually wrapped 
boneless, skinless fresh chicken breasts in June 
2007 to provide fl exibility for consumer use. 

• Our new Bourbon Steak Tips are a combination 
of lean beef tips and a sweet and savory 
bourbon sauce slow simmered to perfection. 
This premium entrée is ready to serve over 
your favorite pasta or rice after just 10 minutes 
in the microwave.

• Any’tizers™ snacks is a line of frozen appetizers 
ready in just minutes. Any’tizers™ snacks can 
be used in the afternoon, as a light meal, or 
as an appetizer for a gathering.

Tyson Foods is pursuing Leadership 
in Engery and Environmental Design 
(LEED) certifi cation at our new 
Discovery Center.

The Consumer Sensory Panel
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• Perfect for the backyard or dining room, our 
new Southwestern Style Pork Baby Back Ribs 
are delicious whether they are cooked in the 
oven or on the grill.

PRODUCT INNOVATION RECOGNITIONS

Tyson Foods’ commitment to innovation is 
evidenced by the prestigious product innovation 
recognitions and awards received in fiscal years 
2006 and 2007. 

• Tyson Foods ranked number one in the 
Cannondale Associates 2007 FoodservicElite 
Composite Manufacturer Rankings for the 
fi fth consecutive year. 

• Out of 361 manufacturers, Tyson Foods 
ranked number one for “Manufacturers That 
Do The Best Job of Bringing Valuable New 
Products to Foodservice Operators” by 
Cognitio in 2007 for the fi fth year in a row. 

• The company received POULTRY magazine’s 
2007 Industry Innovator Award. 

• In January 2007, the company won the 
“Refrigerated Category’s Best Beef, Ham, 
Pork, and Turkey” award from American 
Culinary ChefsBest™. ChefsBest™ is an 
independent judging organization dedicated 
to recognizing and honoring the best 
products in America. 

• In October 2007, Tyson Foods received an 
“Outstanding Achievement” award in the 
“Most Innovative Company” category from 
Consumer Goods Technology, an integrated 
media organization that covers the consumer 
goods industry. 

RESEARCH MAKES THE DIFFERENCE

Innovation at Tyson Foods isn’t limited to just 
food products. Tyson Foods also breeds its own 
chickens through its wholly-owned subsidiary, 
Cobb- Vantress, Inc. Cobb-Vantress is a poultry 
research and development company engaged in 
the production, improvement, and sale of broiler 
breeding stock. Cobb-Vantress distributes its 
products in more than 90 countries either through 
direct commercial operations or through partnerships 
with more than 50 distributors worldwide. 

The Cobb-Vantress R & D and pedigree breeding 
program has state-of-the-art facilities spread over 
four separate complexes in Missouri, Oklahoma, 

and Kentucky and invests 14 percent of its sales 
revenue in the program annually.

Cobb-Vantress is committed to helping its 
customers increase their production effi ciency 
and improve their overall returns. As an example, 
feed is a major cost in producing poultry. By 
employing multi-trait selection, advanced computer- 
based programs, and individual chicken analysis, 
Cobb-Vantress has made the following 
improvements:

• Reduced the amount of feed required to 
produce a pound of live weight, thus easing 
the pressure on grain production.

• Reduced by 30 million pounds the amount of 
litter produced each year for every 50 million 
broilers. This is equivalent to a 20-percent 
reduction in litter production over the last 
25 years.

Cobb-Vantress has pledged its diligence in not 
only the pursuit of new and improved genetics 
and technology but also animal well-being. As 
the poultry industry has evolved in effi ciency and 
become more responsive to consumers and the 
food industry’s awareness of animal welfare, the 
drive to improve broiler mortality has increased. 
Through improved genetic selection, Cobb-
Vantress has improved mortality by 0.8 percent 
over the past 10 years. This has greatly assisted 
the advancement of animal husbandry and 
welfare standards in the industry. Learn more at 
www.cobb-vantress.com.

Every facet of Tyson Foods’ R & D efforts strives 
toward common themes. From the farm to the 
fork, Tyson Foods R & D goals are to create value 
from our internal operational effi ciencies, develop 
innovative offerings for consumers, and exceed 
our customers’ expectations

R & D serves as a vital link between unmet 
consumer needs and our ability as a company 
to provide sustainable, competitive advantages 
in the marketplace by developing innovative 
food products. Regardless of the area of 
R & D involvement; from genetic selection 
through grow out and animal welfare, to food 
preparation and distribution, Tyson Foods R & D 
consistently delivers on the path of ideation, 
development, and implementation of new 
products and processes.

“For Tyson Foods to continue to be 
successful, we must discover and sell 
market-leading products and services 
to grow our brand equity and help 
our customers succeed through joint 
value creation.”

Donnie Smith
group vice president of Consumer 
Products
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Shareholders
Creating Long-Term Shareholder Value
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DELIVERING VALUE

Tyson Foods began operating in 1935 and 
incorporated in Arkansas in October 1947 as Tyson 
Feed and Hatchery, Inc. In April 1963, Tyson Foods 
made its initial public offering, selling 100,000 
shares of common stock at $10.50 each. Shareholders 
approved reincorporation of the company to the 
State of Delaware in February 1986. 

As an innovative food company with a commodity 
base, we are mindful of costs and effi ciencies. In 
July 2006, we began a cost management initiative, 
which ultimately resulted in more than $265 
million in annualized cost savings. The company 
also brought its debt level to under $2.8 billion, 
signifi cantly reducing interest expense.

Following the successful cost management 
initiative, Tyson Foods went a step further to fi ne 
tune operations through its FAST initiative. FAST 
stands for focus, agility, simplify, and trust. Through 
this process, we sharpened our focus on planning 
and execution by eliminating processes and 
activities that do not add value. By eliminating 
unnecessary layers and trusting Team Members 
to assume responsibility and accountability, we 
anticipate we will be more agile with a more 
simplifi ed decision making process.

FINANCIAL ASSURANCE 

Tyson Foods management has responsibility for 
preparing the company’s fi nancial statements with 
integrity and objectivity. Our statements are 
prepared in conformity with accounting principles 
generally accepted in the United States. 

Furthermore, we maintain a system of internal 
accounting controls. These are designed to 
provide assurance that the company’s assets are 
protected and assure transactions are executed 
and recorded properly. This system is continually 
reviewed and modifi ed in response to changing 
business conditions and recommendations made 
by independent and internal auditors. 

Tyson Foods Investor Relations is committed to preserving and enhancing our relationship with the investment 
community. In addition, this group is committed to positively affecting our company’s value relative to the market 
and the cost of capital. In accordance with our Core Values, Tyson Foods strives to earn consistent and satisfactory 
profi ts for our shareholders and invest in our people, products, and processes.

For additional information, please 
visit our Investor Relations Web site 
at www.tyson.com. Many features 
for current and potential investors 
are available at this site including:
 • News releases
 • Annual reports 
 • Tyson Foods’ Investor Fact Book 
 • Web casts
 • SEC fi lings
 • Corporate Governance information 
 • Stock charts 
 • An investment calculator
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Financial Auditing

Each year, Tyson Foods’ Internal Audit 
Department submits an audit plan for the 
upcoming year to the Audit Committee of the 
Board of Directors. Audit results are reported to 
management as appropriate and regularly to the 
Audit Committee. 

The Audit Committee meets quarterly with the 
company’s fi nancial management team, their 
counsel, and independent and internal auditors. 
Independent and internal auditors have access 
to the Audit Committee to discuss the results of 
their audits or any other matter relating to the 
company’s fi nancial affairs.

Sarbanes-Oxley Control Procedures

Tyson Foods strives to be transparent in reporting 
fi nancial data to our shareholders. Our mission is 
to maintain compliance with the Sarbanes-Oxley 
Act of 2002 (SOX). 

In June 2007, the Securities and Exchange 
Commission issued new interpretive guidance for 
the evaluation of internal controls regarding 
fi nancial reporting. As a result, Tyson Foods has 
revamped its approach to SOX 404. 
We are placing increased reliance on entity-level 
controls and reducing efforts associated with 
the assessment. 

The company’s internal control system provides 
reasonable assurance to management and the 
Board of Directors that published fi nancial 
statements were fairly prepared and presented. 
Management evaluates the effectiveness of the 
company’s internal control over fi nancial reporting. 
In this assessment, the company uses criteria set 
forth by the Committee of Sponsoring Organizations 
of the Treadway Commission in Internal Control-
Integrated Framework. Based on this evaluation, 
management concluded that Tyson Foods’ 
internal control over fi nancial reporting was 
effective as of September 29, 2007.

Key Financial Indicators 
2004-2007

(in millions, except per share data)

 FY04 FY05 FY06 FY07

$1.13
$1.04

$(0.58)

$0.75

Earnings Per Share
Change FY04 - FY07: (33.6)%

 FY04 FY05 FY06 FY07

$26,014
$25,559

$26,900$26,441

Sales
Change FY04 - FY07: 1.7%

 FY04 FY05 FY06 FY07

12.1%

9.7%

(1.0)%

7.7%

ROIC
Change FY04 - FY07: (36.4)%

Dividends to Shareholders
Class B Shares

Change FY04 - FY07: 0%

 FY04 FY05 FY06 FY07

$0.144$0.144$0.144$0.144

Dividends to Shareholders
Class A Shares

Change FY04 - FY07: 0%

 FY04 FY05 FY06 FY07

$0.16$0.16$0.16$0.16

 FY04 FY05 FY06 FY07

$917
$745

$(77)

$614

Operating Income (Loss)
Change FY04 - FY07: (33)%
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Investing in Renewable Fuels

In April 2007, Tyson Foods and ConocoPhillips 
announced an alliance to produce and market the 
next generation of renewable diesel fuel, which 
will help supplement the traditional petroleum-
based diesel fuel supply. Using a proprietary 
thermal depolymerization production technology, 
the alliance will use beef, pork, and poultry by- 
product fat to create high-quality diesel fuel that 
meets all federal standards for ultra-low-sulfur 
diesel. In addition to lower life-cycle carbon 
emissions, this fuel will increase energy security 
by using a domestic and renewable energy source 
and reduce greenhouse gas emissions. 

Tyson Foods is fi rmly committed to leveraging 
our leadership position in the food industry to 
identify and commercialize renewable energy 
opportunities.

Our company took another strategic step in its 
quest to be a leader in renewable energy in June 
2007. Tyson Foods and Syntroleum Corporation, a 
Tulsa, Oklahoma-based synthetic-fuels technology 
company, announced the formation of Dynamic 
Fuels LLC, which will produce synthetic fuel 
for the renewable diesel, jet, and military fuel 
markets. The venture plans to construct and 
operate multiple stand-alone commercial facilities 
capable of producing ultra-clean, high quality, 
next generation renewable synthetic fuels 
using Syntroleum’s patented Biofi ning™ process, a 
“fl exible feed/fl exible synthetic fuels” technology. 
Feedstock will be derived primarily from animal 
fats, greases, and vegetable oils supplied by 
Tyson Foods. Construction of the fi rst facility is 
expected to start in 2008 in Geismer, Louisiana, 
with production targeted for 2010. The facility 
will produce an estimated 75 million gallons 
of synthetic fuel annually and will generate 
approximately 250 short-term construction 
jobs and 65 highly skilled permanent jobs. 

Renewable Diesel Fuel Process
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Supply Chain
Partnering with Suppliers
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RESPONSIBLE PROCUREMENT

Our company has developed an extensive 
procurement system involving wide-ranging 
policies and procedures through which a 
signifi cant amount of our transactions fl ow. 

Our customers and consumers depend on 
product quality. Our procurement system is vital 
to maintaining this quality. We look to obtain 
our food ingredients from supply partners that 
have effective quality assurance programs and 
the ability to provide a full product analysis and 
letters of guarantee regarding the quality and 
safety of their ingredients. 

We also seek to enter into relationships with 
suppliers who share similar values and who help 
drive continual improvement of the procurement 
process. Our procurement system provides a 
foundation for a consistent approach to selecting 
suppliers. It encourages a review of key elements 
that extend beyond simple pricing. This includes:

 • Financial strength 

 • Product quality

 • Regulatory compliance

 • Environmental commitment

 • Technological support and services

 • Product development 

Our company also places great importance on:

 • Paying its commitments on time 

 • Honoring the terms of its contracts 

 • Acting ethically and honestly in all aspects 
  of the procurement process 

We regularly host strategic meetings with major 
suppliers to discuss delivery and transaction 
effi ciency and product quality. In addition, supplier 
satisfaction surveys are conducted to identify 
ways to further enhance the relationships with 
our suppliers. These measures not only strengthen 
our relationship with suppliers but also aid 
supplier transparency. 

SUPPLIER DIVERSITY 

We value the diverse skills and knowledge of 
our suppliers. We strive to develop mutually 
benefi cial relationships with diverse suppliers 
that are representative of our Team Members, 
consumers, customers, and the communities in 
which we operate. 

Tyson Foods currently does business with 
approximately 3,200 small suppliers that are 
minority and women-owned. Strategic efforts 
underway to increase supplier diversity include: 

 • Attending supplier trade shows and 
  diversity functions 

 • Partnering with suppliers to encourage 
  diversity in their supply chain

 • Researching supplier mentor-protégé programs 

 • Developing relationships with regional and 
  national minority and women’s organizations 

Tyson Foods is committed to sustainable purchasing practices. We strive to extend supply chain responsibility 
beyond our operations to the 6,000 suppliers and contractors who provide the goods and services required for 
the effi cient operation of our business. 

In fi scal years 2006 and 2007, we spent approximately $6 billion dollars on these goods and services. This level of 
spending encourages our purchasing professionals to take into account the economic, social, and environmental 
aspects of our purchasing decisions. The company worked on several sustainable supplier initiatives. We also 
continued our commitment to supplier diversity.
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SUSTAINABLE PACKAGING

The potential opportunities surrounding 
sustainable packaging are of interest to our 
customers, consumers, and Tyson Foods. Our 
fi rst priority is to ensure the wholesomeness and 
shelf life of our products. With the support of 
our suppliers’ focus on functionality, we also view 
sustainable packaging as a priority. We continue 
to research opportunities to deliver our products 
in sustainable packaging. As an example of this 
commitment, we are using only Sustainable 
Forestry Initiative (SFI®) standard certifi ed 
corrugated packaging.

The SFI® program is a comprehensive system 
of principles, objectives, and performance 
measures developed by professional foresters, 
conservationists, scientists, and other 
stakeholders from inside and outside the forest 
products industry. The program combines the 
perpetual growing and harvesting of trees with 
the long-term protection of forest biodiversity, 
wildlife, plants, soil and water quality, and other 
forest values along with a program for responsible 
fi ber sourcing. The SFI® certifi cation helps to 
ensure the forest resources used in corrugated 
packaging meet the stringent requirements of the 
SFI® standards fi ber sourcing program.  

We are also working closely with numerous 
packaging suppliers to develop sustainable 
alternatives for our food contact packaging 
requirements. As renewable and sustainable 
materials continue to develop, we will evaluate 
the technologies to ensure fi tness for use. 

CARING FOR THE ENVIRONMENT

In fi scal years 2006 and 2007, we established 
several partnerships with suppliers who share our 
commitment to environmental stewardship:

• We have an agreement with a company that 
manages the receipt, re-use, and, if necessary, 
the environmentally responsible disposal of 
personal computers, laptops, monitors, fax 
machines, copiers, cell phones, etc. 

• We have made strides in reducing the amount 
of waste sent to landfi lls. With the assistance 
and support of our solid-waste suppliers we 
removed approximately 47,000 tons from our 
landfi ll waste stream during fi scal years 2006 
and 2007. 

• Weyerhaeuser, our corrugated supply partner, 
exceeds the requirements to use the SFI®-
certifi ed sourcing label, with 85 percent of its 
fi ber sourced from a certifi ed procurement 
system or recycled paper. 

Tyson Foods also maintains procurement 
partnerships with suppliers who have made great 
progress in managing their environmental footprint. 

 • Through redesigned washroom products, 
  packaging, and dispensing systems, Kimberly 
  Clark Professional, a leading global health 
  and hygiene company, has improved product 
  performance so its customers can use less, 
  waste less, and spend less.

 • Hantover Inc., a distributor of production 
  supplies to the food industry, has implemented 
  recycling programs, electronic-marketing 
  initiatives, and consolidated delivery schedules 
  to reduce its environmental impact. 

 • FlexSol, a leading manufacturer of fl exible 
  packaging and value-added plastic fi lms, is 
  a member of GreenBlue’s Sustainable 
  Packaging Coalition and is evaluating the 
  use of solar energy at its Pompano Beach, 
  Florida plant.

 • The internal regrind process at OnGuard 
  Industries, a supplier of protective footwear 
  and apparel, allows OnGuard to rework any 
  rejected PVC products it produces, resulting 
  in decreased landfi ll waste. 

The Packaging Concept Lab provides 
Team Members a place to research 
new packaging.
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SUPPLY-CHAIN HIGHLIGHTS & RECOGNITIONS

Tyson Foods recognizes the outstanding 
performances of its supply-chain partners. We are 
also honored to receive acknowledgment for our 
supply-chain performance from our customers. 
Below are examples of supply-chain highlights and 
recognitions for fi scal years 2006 and 2007: 

 • On May 18, 2006, fi ve companies received 
  the fi rst-ever Supplier of the Year awards 
  given by Tyson Foods. Waste Management, 
  MP Equipment, Red Arrow, Weyerhaeuser, 
  and Industrial Label Corporation were 
  each honored. 

 • In 2006, our company was named Supplier 
  of the Year by Ben E. Keith Foods for the 
  third consecutive year.

 • On February 11, 2007, for the second straight 
  year, we were awarded Supplier of the Year 
  by the International Foodservice Distributors 
  Association. 

 • On May 30, 2007, six companies received 
  honors in the second annual Supplier of the 
  Year awards given by Tyson Foods. Mid-
  States Supply company, Kerry Savory, the 
  Cryovac Division of Sealed Air Corporation, 
  and Rock-Tenn were each honored. Two 
  additional award categories were added and 
  awarded in 2007. Multi-Craft Contractors, Inc., 
  was honored as Tyson Foods’ fi rst Contractor 
  of the Year, and Memco/M&M Poultry, Inc., 
  was awarded with Tyson Foods’ fi rst Diverse 
  Supplier of the Year recognition.

 • On April 19, 2007, Tyson Foods was recognized 
  twice for its supplier diversity efforts at the 
  Third Annual Corporate Executives Minority 
  Business Awards. These awards were presented 
  by the Arkansas-Mississippi Minority Business 
  Council.
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Community
Touching Lives and Meeting Needs
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A COMMITMENT TO HUNGER RELIEF

Hunger relief is the primary philanthropic focus 
of Tyson Foods. We made a formal commitment 
to the fi ght against hunger in 2000 when we 
established a national partnership with the hunger 
relief organization Share Our Strength. In May of 
2006, we reinforced our commitment to this issue 
by entering a second partnership with America’s 
Second Harvest – The Nation’s Food Bank Network. 
We pledged a donation of 10 million pounds of 
food to the network’s 200 member food banks 
over a three-year period. In February 2008, we 
surpassed the 50-million-pound milestone of food 
donated to hunger and disaster relief since our 
initial commitment to Share Our Strength. By 
engaging Team Members, communities, customers, 
suppliers, and hunger relief partners in our efforts, 
we believe we can have, and are having, a meaningful 
impact on hunger in the United States. Below are 
a few examples of these efforts.

Powering the Spirit™ to End Childhood Hunger 

In 2006, Tyson Foods created a branded internal 
fundraising effort, Powering the Spirit™, in 
partnership with Share Our Strength. The program 
involves three key components: 

 • Local fundraising through cooking and 
  grilling events 

 • Sales of a specially produced Tyson Foods 
  cookbook featuring recipes from the 
  kitchens of Team Members nationwide 

 • A donation of 75 percent of the proceeds 
  of those fundraising efforts were given 
  back to the communities in which the money 
  was raised 

Our Team Members raised more than $190,000 
toward ending childhood hunger in fi scal years 
2006 and 2007.

Teaming Up to Fight Hunger in Iowa

Tyson Foods’ strategy to engage stakeholders in 
the fi ght against hunger was best exemplifi ed 
during eight days in July 2007 when Team Members 
carried out one of Tyson Foods’ largest and most 
diverse efforts for hunger relief. In conjunction 
with the Register’s Annual Great Bicycle Ride Across 
Iowa (RAGBRAI), more than 150 Team Members, 
most from our Iowa operations, along with 78 
community representatives, set up food concessions 
that raised more than $25,000 in 10 communities 
along the route of the 475-mile ride. We also 
donated seven truckloads of food to fi ve America’s 
Second Harvest member food banks serving Iowa. 
The donations, totaling more than 240,000 pounds, 
represented 2,000 meals for each mile of the ride. 
As part of our Powering the Spirit program, this 
effort directly benefi ted childhood hunger activities 
in each of the communities in which the funds 
were raised. 

The caring nature of Tyson Foods and our Team Members is an integral part of who we are as individuals and as 
a company. We are committed to having a positive presence in and around the communities surrounding our 
operations. Through product and fi nancial donations, volunteerism, blood drives, and other activities, you will 
see our Team Members contributing to their communities in a variety of ways. 

hungerrelief.tyson.com
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SUPPORTING EDUCATION

Tyson Foods cares about education in our 
communities and across the country. We sponsor 
and support numerous programs and organizations 
dedicated to improving our nation’s educational 
systems. 

Tyson Project A+™

Through the Tyson Project A+™ program, schools 
can earn extra money. The money may be used 
in any way the school chooses. Parents, students, 
faculty members, and others in the community 
clip and save labels from Tyson products featuring 
the Project A+ logo. The labels are collected, and 
the school can redeem them for cash from Tyson 
Foods. More than $228,000 dollars was donated to 
schools through this program in fi scal years 2006 
and 2007. 

Watch D.O.G.S. Across America

We have been a national sponsor of Watch 
D.O.G.S. (Dads of Great Students) for the last six 
years. Watch D.O.G.S. is a safe school initiative of 
the National Center for Fathering.

DEDICATION TO FOOD SERVICE INDUSTRY 
ADVANCEMENT

Tyson Foods is committed to the continued 
development and advancement of the food 
service industry. We are actively involved in 
these efforts through several partnerships:

 • American Culinary Federation

 • Association for Foodservice Distributor 
  Representatives

 • Culinary Institute of America

 • Education for Generations

 • Elliot Leadership Institute

 • foodWISE for Me™ program

 • National Association of College & University 
  Food Services Leadership, Financial 
  Management, and Planning Institutes

 • ProStart® Program

 • Women’s Foodservice Forum

STRATEGIC COMMUNITY 
INVOLVEMENT PLANS

Our community relations managers, working 
alongside corporate Human Resources and 
operations managers, have collaborated to create 
strategic plans to engage local managers and Team 
Members in community activities. Plans, custom-
tailored to the needs and opportunities in 
individual communities, were written specifi cally 
for 36 company locations in fi scal 2006 and 2007. 

DONATIONS AND COMMUNITY OUTREACH

In fi scal years 2006 and 2007, we donated more 
than 18 million pounds of food products to hunger 
and disaster relief efforts, as well as community 
events. Additionally, we gave more than $6 million 
in monetary corporate contributions to charities 
and nonprofit organizations, primarily in 
communities in which we have operating facilities. 
These contributions ranged from sponsorships and 
support of various nonprofi t fundraisers and 
campaigns to monetary and product donations 
for our local schools and grassroots community 
efforts for education, families, and the environment. 
This does not include contributions made by 
individual company facilities or Team Members. 

We are also a major contributor to United Way® 
campaigns. Our combined Team Member and 
company commitments for fi scal years 2006 and 
2007 were approximately $4.5 million. 

Corporate donations supported hundreds of 
charities with 58 organizations receiving at least 
$10,000 each. As an example, we committed 
$100,000 to help Children’s House of Northwest 
Arkansas expand its services to abused and 
neglected children. Other recipients of similar 
donations are listed below.

Tyson Foods Corporate Donations

Share Our Strength, Washington, DC*
Jones Center for Families, Springdale, Arkansas*
America’s Second Harvest, Chicago, Illinois
City of Sioux City, Sioux City, Iowa (Events Center)*
Watch D.O.G.S. Across America, Springdale, 
   Arkansas
Walden Woods Project, Lincoln, Massachusetts*
Botanical Garden Society of the Ozarks, 
   Fayetteville, Arkansas*
League of United Latin American Citizens*
Siouxland Y, Sioux City, Iowa*
Tom Joyner Foundation, Dallas, Texas 

“A disaster such as this could have 
just as easily struck our town as 
Dumas. If that happened, I’m sure the 
Dumas folks would be just as caring 
as we tried to be for them.”

Kathy Hood
complex HR manager, Pine Bluff, 
Arkansas
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Just Communities, Springdale, Arkansas
Norfolk Area United Way, Norfolk, Nebraska
National Center for Fathering, Shawnee Mission, 
   Kansas
Boys & Girls Club of the Arkansas River Valley, 
   Russellville, Arkansas*
Children’s House, Fayetteville, Arkansas*
Cherokee Community Foundation, 
   Cherokee, Iowa*
Camp Aldersgate, Little Rock, Arkansas*
American Heart Association
Northwest Arkansas Nursing Education 
Consortium, Springdale, Arkansas*
Walton Arts Center, Fayetteville, Arkansas
Yadkin River Greenway Council, North Wilkesboro, 
   North Carolina
Komen Ozark Race for the Cure, Springdale, 
   Arkansas
Sullivan Brothers Veterans Museum, Waterloo, Iowa
Arkansas Single Parent Scholarship Fund, 
   Fayetteville, Arkansas*
In addition to corporate donations, many company 
facilities raise money and donate to organizations 
and associations in their community. A few 
examples of the many fundraising efforts follow:

 • Our Finney County, Kansas, Team Members 
  raised a total of $182,145 for United Way. 

 • The Team Members at Sherman, Texas, raised 
  and donated a total of $12,658.07 to the 
  Relay for Life® of Grayson County.

 • Team Members at our Perry, Iowa, plant 
  recently donated $1,250 to the new 
  community athletic complex.

TYSON FOODS FOUNDATION, INC.

The Tyson Foods Foundation supports 
organizations involved with arts and culture, 
education, human services, and community 
development, such as the Arkansas Sheriff’s 
Youth Ranches in Batesville, Arkansas; Lexington 
Community Foundation in Lexington, Nebraska; 
People’s Community Health Clinic in Waterloo, 
Iowa; Make-A-Wish Foundation in Sioux 
City, Iowa; and the University of Arkansas in 
Fayetteville, Arkansas. The foundation paid out 
over $4,243,667 in fi scal years 2006 and 2007.

*Denotes recipient of multi-year pledge

IN THE WAKE OF DISASTER 

Numerous disaster relief organizations and 
communities depend upon the support of Tyson 
Foods in the wake of disasters such as the tsunami 
in Asia, and Hurricanes Ivan, Charlie, Francis, Katrina, 
and Rita. In fact, our Team Members have become 
very well known among national disaster- relief 
organizations for being on the scene early after 
a disaster strikes and feeding hundreds of hungry 
workers and disaster victims in the midst of their 
trials. From hurricanes, to fl oods, to tornadoes, 
communities can count on the support and 
generosity of our Team Members. 

Team Members Assist in Greensburg, Kansas 

On May 4, 2007, an F5 tornado ripped across the 
plains of Kansas, destroying 95 percent of the 
town of Greensburg – 1,800 residents lost their 
homes. We donated a tractor trailer fi lled with 
cooked product and Team Members from Finney 
County, Olathe, Hutchinson, and Emporia, Kansas, 
spent several days cooking and serving meals to 
hundreds of people during recovery efforts. 
Victims and rescue teams were very appreciative 
of the compassion and service our Team Members 
provided during this devastating time.

Pine Bluff Team Members Come to the 
Aid of Dumas, Arkansas

When a pair of tornados struck the tiny town 
of Dumas, Arkansas, in early 2007, approximately 
25 businesses, 43 homes, and 50 mobile homes 
were destroyed, and the remaining homes and 
businesses were without power for six days. Our 
Pine Bluff Team Members were there as soon as 
possible to help with the rescue efforts, serving 
approximately 1,000 meals to rescue workers on 
the fi rst day. 
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Global Reporting Initiative Index Report Integrity

Tyson Foods management has conducted an 
internal verifi cation of the information presented 
in this report and is responsible for its overall 
integrity. The facts and data were supplied by 
internal databases which are used regularly to 
measure our company performance in various 
business areas. In addition, internal subject-matter 
experts reviewed each section of the report to 
ensure the completeness of the information 
presented. Tyson Foods believes this report 
accurately represents its economic, social, and 
environmental sustainability performance for 
fi scal years 2006 and 2007. 

Global Reporting Initiative

Tyson Foods referenced the Global Reporting 
Initiative (GRI) 2006 G3 Sustainability Reporting 
Guidelines during the development of this report. 
These voluntary guidelines provide a generally 
accepted framework for the reporting of an 
organization’s economic, social, and environmental 
performance information. GRI has not verifi ed the 
contents of this report, nor does it take a position 
on the reliability of information reported herein. 
The index provides details on the GRI indicators 
addressed in this report. For further information 
about GRI, visit www.globalreporting.org.

Strategy and Analysis

1.1   . . . . . . . . . . . . . . . . . 3

Organizational Profi le

2.1, 2.2 . . . . . . . . . . . . . . .  6-8

2.3 . . . . . .  6, 8, 43-44, 49, 51

2.4, 2.5   . . . . . . . . . . . . . .  6-8

2.6 . . . . . . . . . . .  6-8, 51, WS

2.7, 2.8   . . . . . . . . . . . . . .  6-8

2.10   . . . . . . . . . .  19, 41, 49, 57

Report Parameters
3.1 - 3.3   . . . . . . . . . . . . . . . .  5

3.4 . . . . . . . . . . . . . . . . . . .  63

3.5 - 3.8   . . . . . . . . . . . . . . .  5

3.10, 3.11 . . . . . . . . . . . . . . N/A

3.12   . . . . . . . . . . . . . . . . . .  62

Governance, 
Commitments, & 
Engagement

4.1   . . . . . . . . . . . . . . . . 13, WS

4.2, 4.3   . . . . . . . . . . . . . . . .  13

4.4 . . . . . . . . . . . . .  12, 20, 27

4.5 . . . . . . . . . . . . . . . . . .  WS

4.6 . . . . . . . . . . . . . . . . . . . .  11

4.7 . . . . . . . . . . . . . . . . . .  WS 

4.8 . . . . . . . . . . . . . . . . 3, 11, 12

4.12, 4.13   . . . . . . Throughout

4.14   . . . . . . . . . . . . . . . . . . .  5

4.16   . . . . . .  12, 20, 27, 48, 55

4.17   . . . . . . . . . . . . . . . . . . .  5

Disclosure of Management 
Approach

Economic   . . . . . . . 3, 6-7, 15, 
 43, 47, 51, 55, 59

Environmental   . . . . .  3, 6-7,
 33, 43, 55

Social:

   Labor Practices . . .  3, 6, 11,
  15, 33, 43, 55

   Human Rights . . . . . . 3, 6, 
 15, 55

   Society . . . . . . . . .  3, 6, 33, 
 43, 55, 59

   Product
   Responsibility . . . .  3, 6-7, 
 23, 29, 43, 47, 51, 55

Section Page Section Page Section Page

EC1   . . . . . . . . . . .  7, 43-44, 

 52, 55, 59-61, WS

EC2 . . . . . . . . . 3, 36-37, 53

EC3 . . . . . . . . . . .17-18, WS

EC7 . . . . . . . . . . . . . .  16-17

EC8 . . . . . . . . . . . . . .  59-61

EC9 . . . . . . .  Throughout

EN6 . . . . . . . . . . . . . . . .  53

EN8 . . . . . . . . . . . . . . . .  35

EN13   . . . . . . . . . . . . . .  WS

EN14   . . . . . . . . . . . . . .  WS

EN16   . . . . . . . . . . . . . . .  36

EN17   . . . . . . . . . . . . . . .  36

EN18  . . . . . . . . . . . . . . .  36

EN20 . . . . . . . . . . . . . . .  35

EN22 . . . . . . . . . . . . . . .  38

EN24 . . . . . . . . . . . . . .  WS

EN26 . . . . . .  32-39, 44, 56

EN28 . . . . . . . . . . . . . . .  39

EN29 . . . . . . . . . . . . . 36-37

EN30 . . . . . . . . . . . . . 32-39

LA3 . . . . . . . . . . . . . .  17-19

LA6 . . . . . . . . . . . . . . . .  40

LA7 . . . . . . . . . . . . . . . .  40

LA8 . . . . . . . . . . . . .  18, 40

LA11 . . . . . . .  Throughout

LA12   . . . . . . . . . . . . . . . .  18

HR3 . . . . . . . . . . . . . . .  11, 17

HR6 . . . . . . . . . . . . . . .  WS

SO2 . . . . . . . . . . . . . . . . .  13

SO3 . . . . . . . . . . . . . . . . .  12

SO8   . . . . . . . . . . . . . . .  39

PR1 . . . . . . . . . . . . . . . 23-27

PR3   . . . . . . . . . . . .  48, WS

PR5   . . . . . . . . . . . . . . . .  27

PR8 . . . . . . . . . . . . . . . N/A

GRI Index

Core Performance Indicators
Indicator Page Indicator Page Indicator Page

*WS refers to our corporate Web site, www.tyson.com.

The paper used in the Tyson Foods 2007 Sustainability 
Report, Productolith by Stora Enso, is Forest Stewardship 
Council (FSC) certifi ed.

10% Post-Consumer Fiber.

This paper is FSC-certifi ed
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