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We are committed to doing 
the work to be everyone’s 
place for food and home.
This report is meant to provide insight into the focused 

work being done to make Food52 a more diverse, inclusive, 

and equitable company, from the inside out. As many of 

us know, there is not one solution, and this work requires 

understanding, resoluteness, and a tremendous amount of 

commitment and teamwork. This work has no end date,

and it is not something we can ever say we are truly 

finished with—our company is constantly evolving as a 

result of these actions, and we are committed to the

long term.

Senior leadership, the People and Culture team, and the 

DEI Task Force have spent the past 18 months defining and 

executing key initiatives to drive sustainable change and 

measured progress toward addressing specific concerns 

over the lack of vendors, makers, and employees from 

underrepresented backgrounds at Food52. That means 

being deliberate about the work, zooming in on the most 

underrepresented in food media and consumer brands, 

acknowledging that we don’t have all the answers, and 

being transparent about our progress.

We have reported to our community on our efforts to be 

a more diverse place before. In 2017, we talked about our 

lack of diversity and began the process of setting diversity 

goals for our growing team. In 2018, we gave an update 

on our progress and promised to continue working toward 

these goals. And in 2020, in the aftermath of George 

Floyd’s death, we committed to an anti-racism action plan 

and to support Black Lives Matter. Last year we recognized 

that, while in years past we had many good intentions and 

we made some changes, there was not a sustained focus 

on our efforts. It isn’t enough to acknowledge where we 

are and try to tackle a few things: We need to implement 

company-wide business practices and create KPIs like 

we do for all our important goals. This is more than a 

philosophy; we have an actionable plan to reset our table, 

invite people in, and celebrate all things food and home.

THE PROCESS

In July 2020 we established a DEI Task Force made up of

10 team members at various levels and from different parts 

of our organization, from content to commerce to customer 

care. This was in addition to the already existing DEI 

Committee created in 2017. Task Force members receive a 

stipend for their time spearheading key initiatives to create 

a more diverse, equitable, and inclusive place to work.

We partnered with a DEI consultant to identify the most 

urgent priorities.

Each member serves on the task force for six to 12 months 

and then rotates off to allow for new team members to 

join. It is important that we give opportunities to the 

new voices we have hired to join these task forces, so we 

encourage everyone to attend DEI discussion groups and 

ask anonymous questions of leadership at any time. That 

said, many remain on the larger DEI Committee of roughly 

30 employees and are integral to ensuring a through line 

and continued focus on our priorities.

THE WORK

We established seven key initiatives that we have

been tracking in 2021. Many of these initiatives ladder up

to three of our four company wide business priorities:

1. Expand Food52 brand awareness

and grow our audience in size and 

diverse representation, both on and

off platform

2. Create a groundbreaking

business model that is a force for 

positive change

3. Become the best consumer and

media company to work for

A note on female leadership:

OUR PROGRESS

Given this is our first time having a dedicated team to focus 

on these priorities through a DEI lens, we wanted to set 

realistic goals that push us to do better. The goal is to go 

north and monitor constantly. To do that successfully, we 

needed to understand what our baseline is and to define 

what “better” looks like. In many instances, we did not have 

any data to support our goals, so success this go-round 

looks like getting the data while taking actionable steps to 

do better. Some of it in the beginning is very qualitative, 

but the goal is to become more quantitative over time.

Here are more specifics on how we define success across 

our three priorities and what our progress has been to date. 

Brand Awareness
Reaching new audiences and partnering with other brands 

that are committed to diversity, equity, and inclusion.

Force for Positive Change
Increasing the number of makers and vendors from 

underrepresented racial and ethnic backgrounds and 

supporting communities of color.

Best Place to Work
Implementing best practices to recruit talent from 

underrepresented racial and ethnic backgrounds

and ensure everyone feels a sense of belonging and 

believes they have at future at the company.

Food52 has always been a women-led company in a

male-dominated start-up environment—start-ups 

founded by women accounted for only 2.3% of venture 

funding raised in 2020. That doesn’t exclude us from

DEI responsibilities; it just makes our commitment to 

being a different kind of employer stronger. Many steps 

currently being taken by companies to address their 

DEI concerns have long been part of Food52’s DNA: 

flexible schedules, time off when you need it, a generous 

parental leave, family planning benefits, and more. 

https://food52.com/blog/19038-what-we-re-doing-about-our-lack-of-diversity
https://food52.com/blog/21226-diversity-update
https://food52.com/blog/25349-our-support-for-blm


Gender Representation YTD
as of September 2021 

Male
22.8%

Non-binary
0.7%
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Our Content
Our main efforts this year have been to identify, partner 

with, and grow emerging talent—especially talent who 

hasn’t seen themselves represented in the media at large. 

This year, across our social media, video, and site content 

channels, we’ve brought on more than 55 new-to-us

content creators. We’ve also revitalized and republished

our pitch guidelines across channels, encouraging 

submissions from creators of all experience and exposure 

levels.

Moreover, we’ve made it our mission to enrich our

content library with recipes, stories, videos, and podcasts 

that represent cuisines and cultures that have not been 

robustly covered in our database thus far. 

Our Partnerships
The Food52 Team is determined to uphold our DEI vision 

in all aspects of work, including the partnerships we enter 

into. We commit to further understanding the impact of

our brand through the brands we work with.

We are focused on partnering with brands that actively 

contribute to creating greater diversity, equity, and 

inclusion in both media and commerce. We expect all our 

partners to address impacts, share their results, and ask

the same from their business partners.

Our Vendors & Makers
This year we’ve begun requesting gender, race, and 

ethnicity identity data from all of our vendors and makers. 

It is optional for them to self-identify. So far, we have

heard back from 26% of our vendors. We will share what

we learn in our next progress report. In May, we hosted

a maker “meet and greet” day where any maker or vendor 

who wanted to get in touch with the Food52 Shop team 

would have the time and space to present their product 

collection. Two makers who participated, Sunday Studio 

and Oxum, became a part of our Mugs52 program this year!

Diverse Candidates Slates
In 2020, we established a goal to have candidates of color 

in the final interview round for every job opening. This year 

we clarified that goal to ensure we have a minimum of two 

candidates of color in the final interview stage. We are 

holding our executives accountable for this goal and have 

tied it to their compensation. So far, 86% of our candidate 

slates have had candidates of color in the final interview 

stage. We’ll continue to invest in recruiting resources

to build a diverse pipeline of talent and offer training to 

educate our team on its importance.

Coaching for Everyone
We’ve partnered with Bravely, a coaching provider

that offers equitable access to coaching and learning and 

development for all of our team, not just executives.

Bravely has a diverse array of coaches to select from. Their 

approach is one that is solutions-oriented and collaborative 

with the goal of helping people thrive at work.

Our Diversity
In April 2020, 71% of our employees identified as white.

In May 2020, we made a commitment to hire more people 

from underrepresented backgrounds and as of September 

2021, 55% of employees identified as white. We have 

shifted the makeup of our team and are now focusing on 

ways to maintain our diversity. We need to do a better job 

of attracting a wider breadth of people of color, especially 

Black and Hispanic people. This includes working with 

candidate sourcing and schools that can partner with us 

and build inroads and a pipeline of diverse talent. 

Additionally, we’ve worked to amplify marketing support 

for products from underrepresented makers, prioritizing 

and layering in placement from a diverse breadth of 

vendors across marketing channels from direct mail catalog 

placement to email, home page, and social marketing.

Community Support
The Corporate Social Responsibility team expanded 

our charitable contributions to include organizations 

focused on food security, racial justice, sustainability, and 

unforeseen and extraordinary events. We are on track to 

hit $90,000 in donations across all categories, including 

donations raised for Feeding America, our holiday 

charitable partnership for 2021. Food52 charitable

partners include: 

AAPI Women Lead

AAPI Community Fund

American Farmland Trust

Berkeley Innovation Group

City Harvest

Feeding America

Give India (Pandemic Relief in India)

Project St. Anne

World Central Kitchen

WHAT HAVE THE RESULTS
BEEN SO FAR?

Below is our current EEO-1 race/ethnicity and gender data, 

as of September 30, 2021. In addition to the categories 

listed below, team members have further defined 

themselves across three gender and nine race/ethnicity 

identities. Going forward, we will provide updates on

our team representation every February and August, based 

on EEO-1 data and other ways in which the team chooses

to disclose their identities.

Race/Ethnicity Representation
YTD as of September 2021 

White
55.2%

Asian
18.7%

Black or
African 
American
9.5%

Hispanic
or Latino
9.4%

Two or
more races
7.2%

Female
76.5%

Implicit Bias and Cultural
Competence Training

We’ve offered implicit bias and cultural competence 

training by the National Training Institute for Race and 

Equity to all managers and team members and will be 

making it mandatory going forward. While we know 

training alone is not the solution, it is an integral part of 

creating a diverse and inclusive environment.

https://food52.com/shop/products/9402-limited-edition-handmade-mug-by-sunday-studio?preview=1
https://food52.com/shop/products/9396-limited-edition-handmade-mug-by-oxum?preview=1
https://workbravely.com/meet-our-pros/
https://www.imreadymovement.org/
https://www.gofundme.com/f/support-aapi-community-fund
https://farmland.org/
https://www.berkeleyinnovation.org/
https://www.cityharvest.org/
https://www.feedingamerica.org/
https://www.giveindia.org/
https://projectstanne.org/
https://wck.org/
https://www.national.training/
https://www.national.training/
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AMANDA HESSER
FOUNDER & CEO, FOOD52

As a company, we understand that diverse 
hiring is only one step in the process.
We must ensure that all team members feel 
like they belong and can thrive at Food52
once they are here. To do this, we openly 
discuss what’s working and where we need 
to do better and establish tangible ways to 
commit to the work. Finally, along with our 
leaders, we have team members throughout 
the organization who ensure that the DEI 
mission is aligned to our company priorities 
and that we see it in all of our work.

Our plan is to report on our progress twice 
a year, in February and August. You will see 
us feature some of our diverse vendors and 
makers in future reports in an effort to amplify 
their work and offer our continuous support.

This is a journey—we look forward to keeping 
you updated.
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