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Governmental Regulation and Environmental Matters

The Company’s operations are subject to regulation by various governmental agencies which oversee areas such as food safety, workforce immigration,
environmental laws, animal welfare, tax regulations, and the processing, packaging, storage, distribution, advertising, and labeling of the Company’s products.
The Company believes it is in compliance with current laws and regulations and does not expect continued compliance to have a material impact on capital
expenditures, earnings, or competitive position. The Company continues to monitor existing and pending laws and regulations and, while the impact of regulatory
changes cannot be predicted with certainty, the Company does not expect compliance to have a material adverse effect on the Company's business. In addition
to compliance with environmental laws and requlations. the Company sets goals to further improve its sustainability efforts and reduce its environmental impact.

These goals are outlined in the Company’s 20 by 30 Challenge and include matching energy with renewable sourcing, reducing organic waste and greenhouse
gas emissions, supporting regenerative agriculture, focusing on packaging sustainability, and reducing food waste. In addition, the Company's greenhouse gas
reduction targets were validated by the Science Based Targets initiative in 2023.
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Hormel Foods Corporation — Global Impact Report 2022

Progress Toward 20 By 30 Challenge Goal

Hormel Foods Goal 2022 Progress
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We started to explore a deforestation-free supply chain in
alignment with SBTi's Forest Land and Agriculture Guidance
(FLAG). Our Applegate (Bridgewater, N.J.) subsidiary continued
to provide the Applegate Naturals® Do Good Dog™ hot dog
product made with beef raised on verified regenerative U.S.
grasslands and received two product awards in 2022

Support ive agriculture initiatives.
regenerative agri CLEAN WATER
AND SANITATION

- . BEICNTIESICEL T,
e 5 e i RO LA EIFE & Lo 18K

mizing package weight and shipping efficiencies.

Our packaging team's sustainability initiatives resulted in more
than 1.5 million pounds in material savings.” In addition, we ‘I
added the How2Recycle logo to 300 items.

CLIMATE
ACTION

Work toward zero food waste.

We continued to prioritize food donation opportunities and provide
consumers with useful tips to reduce household food waste.

Waste

We understand the importance of rabust
waste management to the advancement

of a circular economy, food security and
resource efficiency. Reducing solid-waste
generation across our operations continues
to be an important environmental initiative
for our organization. Our approach to waste
reduction is informed by our 20 By 30
Challenge and sustainability goals, including:

of products to limit the amount of wasted
food, such as shell-stable options and

single-serving-size options.

Our company has a rich history of donating
food to people in need, and we aim to
prioritize donation opportunities before
evaluating food waste for beneficial end
use, For more information about our

food donation efforts, please refer to the
Community section of this report.

Zero Food Waste

In an effort to support a future without food
waste, we continue to drive momentumn

in diverting wasted lood and scraps from
disposal and provide consumers with

tips that are focused on helping reduce
household food waste. Depending on the
nature of the waste and the location of the
generation, our food waste can be used

as animal feed, as feedstock for anaerobic
digestion, as a composting substrate or as
a synthetic nutrient substitute, We have
specihically designed and packaged a variety

Hazardous Waste Handling

Certain Hormel Foods operations generate
low volumes of regulated hazardous waste.
Most locations are well within the federal
dehnition of a conditionally exempt small
quantity generator, generating 100 kilograms
or less of hazardous waste per month.

All our compary and subsidiary locations
adhere to strict operational standards that
have been designed to ensure compliance
with all applicable hazardous-waste rules.

Our operations also generate small
quantities of other regulated substances,
such as used oil and universal waste. As
with the generation of hazardous waste,
we follow strict standards for handling
these substances to ensure adherence to
regulatory requirements.

Project Highlights
In Brazil, Cidade do Sol, our compary
respansible for the Ceratti® brand, has sent
100% of the byproduct generated in the
effluent treatment station to be transformed
into organic fertilizers through composting.
The strategy diverts the sludge sent to
landhlls, contributing to a reduction of GHG
emissions. The program led to a reduction
of 72% of CO2e emissions as compared to
landhll disposal

Performance

In 2022, we achieved a 2% reduction in
total solid waste generation and reduced
the amount of waste sent to landhlls by 1%
compared to the prior year. Through various
waste diversion and recovery initiatives,
we were able to reduce solid waste sent

to landfils by 751 tons, We will continue to
invest in resource recycling and reusing
activities to reduce the waste intensity of our
processes, For additional waste data, please
refer to Appendix 0.

2022 Waste Project
Highlights

%

reduction in waste
sent to landflls

BE., 7— KNV IADEH
FE& WL TFEOMED

VAPAN
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2022 Environmental Highlights

Threwgh projects fha vemns part of tha annual

samabiicy Best of the Best e cier
ehciency iegrTvernent inkiates, we achieed the
Tollewig efvironinental savings 1 202

TIOK+  13.3K 93MM+

gigajoules of metric tons of carbon gallons of
energy saved dioxide equivalent water saved
(CO2e) avoided

1.5MM+

pounds of packaging
materials saved

tons of solid waste
to landfill reduced
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Global Impact Report 2022

Hormel Foods Goal

.‘9 Provide the equivalent of 70 million meals to those in
’ need through cash and product donations.*

2022 Progress

We continued our commitment to helping end hunger around the
world by donating a total of $9.3 million (or more than 9.4 million
individual meals) to hunger-relief efforts. We are on track to
achieve our goal of providing the equivalent of 70 million meals
to those in need through cash and product donations by 2030,

20

Create a food-secure community program and share
blueprint and findings globally.

We successfully launched the Hometown Food Security Project
in Austin, Minn., with the United Way of Mower County and

coalition partners.
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Food Security
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In alignment with our commitment to help
end hunger around the world, we continue
o invest resources in addressing food crises
and scarcity facing vuinerable populations
Inour global community, including those
who have been signihcantly impacted by
food supply disruptions resulting from the
COVID-19 pandemic. Through strategic
nonproht partnerships and community-based
programs, we strive to unlock opportunities
o efficiently provide access o adequate food
with the goal of assisting them in recovering
from malnutrition or poor health conditions.

We are proud to partner with organizations
such as Feeding America, Convoy of Hope,
Food For The Poor, Caritas Arquidiocesana,

Conscious Alliance, Beast Philanthropy,
Second Harvest and community-based

food pantries to advance our efforts in
disaster assistance and hunger relief, Each
year, these nonprofits help us distribute
our products to people, promating food
security and building community resilience
against food system disruptions. In 2022,
we donated a total of $9.3 million in hunger-
relief donations — representing more than
9.4 million individual meals — to food banks
and disaster relief organizations in our
nelghborteods. We are on track to achieve
our 20 By 30 Challenge goal of providing
an equivalent of 70 million meals through
cash and product donations to those in
need by 20304

Aside from charitable and product
danations, we have made signihcant
progress in introducing our unique food-

Secure community program in Austin, Minn.,

— home to our headquarters and flagship
production facility. In this program, we
Invest resources and efforts into conducting
research, gathering stakeholder feedback,
and developing a project plan with our
internal and external experts who are
focused on ensuring food security in our
Austin, Minn., community,

The milestones we reached in 2022 in

formalizing the program include:

* Launched the Hometown Food Security.
Pregect in Mower County, Minn. This project
is a collaborative effort between various
local and regional stakeholders who are
committed to making a pesitive impact

*In May 2022, Hormel Foods convened the
Toward Food Security 2025: A Case for
Change Summit, which brought together
over 40 leaders from more than 20 local
orgar to discuss the ch
of providing food assistance and ending
hunger in Mower County.

+In June 2022, the Hometown Food

Satvation Army, Austin Public Schools,
Riveriand Community College, Mower
County Senior Center, the Welcome Center,
the Mayo Clinic, Hormel Foods, and Mower
County Health and Human Services. With
resources and logistics support from
Hormel Foods, this coalition is tasked with

leading the planning and implementation
of the project. The coalition's work has
been informed by the expertise and thought
|eadership of subject-matter experts,
including the Bavlor Collaborative on
Hunger and Poverty (BCHP) and Attention
Span Media. Within the hrst six months
since its inception, the coalition has helped
close donation gaps, cover culinary staffing
needs for community meals and improve
interagency coordination.

*In August 2022, the coalition formed a

core operations team to drive progress,
including thy taking of a

needs assessment utilizing E.‘HP'sTukol
for Developing and Strengthening Hunger
Free Community Coalitions. The team
began weekly meetings with support from
our Agile process expert to collaboratively
push the organizational process forward.

*In October 2022, several Hormel Foods

leaders and jon members parti

in BCHP's Together at the Table: Hunger
and Poverty Summit, a two-day event
that featured speakers and received
participation from policy analysts,
researchers, nonprobt leaders and
food-security experts.

* ﬁuu—rﬁﬁi BB ”ﬁ%&f%ﬁ'
BRDOXARTIE R <, =D
ERFEXIERE L THYHE
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Our Communities

We remain inspired to help others and
bulld a thriving future for siL From cash
and product donations to aducational
support and volunteer activities, we
continually kook for ways 1o do our part

in making the worid a better place.

We contribute to many impactiul causss
that we are passionate about. such as
scholarships for past-secondary education,
food security and disaster response.

2022 Community Support Highlights*

N 496K $345K | $862K+

cans of SPAMMY® danated to 42 local charities in our
production communities

educational

$9.3MM

hunger-reliet donations

- $11 A4AMM

contributed in cash and products
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There is no upside to food waste. No silver lining to a global problem

D

that has far-reaching economic, social and environmental
ramifications

Waste Not for a Better
Life, Better Planet

At Hormel Foods, we understand that, and so we are committed to producing
food responsibly for customers and consumers around the world. For
instance, we have our eves fixed on achieving zero food waste by 2030, in
accordance with our new 20 By 30 Challenge corporate responsibility goal set.
At the same time, we continually look for new methods and creative solutions { ) " mrouies |
to push the envelope farther. In that vein, we recently joined the 10x20x30 . ' D
food waste initiative, an effort that has 10 food retailers engaging Hormel
Foods and at least 19 other suppliers to reduce their food loss and waste by 50
percent by 2030.

The problem of food waste happens at every step in the supply chain, and

Store Properly

Keep meat frech longer by storing it in a refrigerator as soon
as possible after cpening, cooking, serving, stc. Whan your
maal is over, for axample, meat should ba placed in a tightly
closad container to keep out moisture and othet
contaminants. For a longer-term option, you can freazs your
maat to pragerve itz frazhness. Be sure to uss 2 freezar-safe
container.

that's where our friend and partner Chef Grace Ramirez comes in. In addition
to being a wizard in the kitchen, she is all about teaching us how to be more
mindful of our global footprint and inspiring us to take action. So much so, she
was invited to be pait of the United Nations” ActNow for Climate campaign to

help educate and inspire us to live a sustainable existence.

Chef Grace joined us recently to share some ideas that everyone can embrace
for a healthier planet and a better life for all.

EEHGDRA > b
- HBEMUIC, BRmEEVOBEREZHFALIAT, HEEH
OLHAEETE Z2BMEEYHIBICE T 7B BA0F Z R L.
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Cook & Freeze

Save time and money by cooking food in bulk portioning it
and freezing it for future use. Label the contents and date
them, making sure to put newer items toward the backof
your freazer and older items naar the front 50 you use them
first. This tip allows you to taks advantage of sales and in-
season items.

Make a Sofrito

Tum your harbs into sofritos, and freaze in ice cube trays.
Sauts leftover hetbs and veggies inoliveoll and keep inajar
that can be used a: needed in your favorite recipas.

o [EMHDOFEHFHO—HIE LT, BmOXERICBET 24 =7 F
T ~DSE % BN
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Environmental, Social and Governance (ESG) Leadership. Kellogg Company’s vision is a good and just world where people are not just fed, but
fulfilled. Our purpose is creating better days, and a place at the table for everyone, through our trusted food brands. Our vision and purpose are
brought to life through Kellogg's® Better Days Promise™, our promise to advance sustainable and equitable access to food by addressing the
intersection of wellbeing, hunger, sustainability, and equity, diversity and inclusion (ED&I) for 3 billion people by the end of 2030.

This work is not new - we've been making progress on these topics for many decades and have been reporting our results annually through our ESG
report (formerly Corporate Responsibility Report) and other disclosures since 2009. The information contained in our ESG report is not incorporated
by reference herein or otherwise made a part of this Annual Report on Form 10-K or any of our other filings with the Securities and Exchange
Commission. We also report against the Sustainability Accounting Standards Board (“SASB”), Task Force on Climate-Related Financial Disclosures
(“TCFD") and Global Reporting Initiative ("GRI") reporting frameworks, as well as many other industry disclosures like CDP and the Dow Jones
Sustainability Index. In 2022, Kellogg's sustainability performance is within the top 15% of our industry according to the 2022 S&P Global ESG
Yearbook, making Kellogg among the world’s highest performing companies. £

FB

Our ESG Commitments. Kellogg's global ESG strategy, Kellogg's® Better Days Promise™, is our promise to create 3 billion better days by the end
of 2030 (from a 2015 baseline).
Specifically, we are committed to:

Nourishing 1 billion people with our foods by the end of 2030.

Feeding 375 million people in need by the end of 2030.

Nurturing people and planet, including support for 1 million farmers and workers, including women and smallholders, by the end of 2030.
Ensuring nondiscrimination and ED&I for all employees. This includes our aspirational goals of gender 50/50 parity on a global basis and 25%
underrepresented talent at the management level by the end of 2025 in the U.S.

« Engaging 1.5 billion people in advocating for sustainable and equitable access to food by the end of 2030.

LHODRA >~ b
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Kellanova Better Days™ Promise Commitments and Methodology Feeding 400 million people in need around the world

October 2023 According to the World Food Programme, the world produces enough food for everyone. Yet,
nearly 10% of people? continue to struggle with hunger. That's why we're working toward United

Creating a place at the table for everyone Nations Sustaingble Development Goal (SDG) #2 - Zero Hunger. Until Zero Hunger is realized,

We believe that part of running a good business is doing good for society. Kellanova Better Days™ | Kellanova is doing our part to help feed 400 million people in need around the world.
Promise is our commitment to advance sustainable and equitable access to food by addressing
the intersection of wellbeing, hunger, sustainability, and equity, diversity and inclusion (ED&I) for 4 Food bank donations and disaster relief

billion people globally by the end of 2030. This target includes food donations to food banks on six continents and disaster relief initiatives.
To determine this metric, we calculate the average volume of Kellanova foods - in kilograms —
By delivering on our Promise, we envision: that people consume annually in countries where we provide food donations. To determine the
+ A day where people are fed and fulfilled number of people impacted, we track kilograms of food donated and apply the following
+ Aday where our planet thrives calculation:
* A day where there is a place at the table for everyone
Kg of food donated
= Number of people
impacted

Average kg per capita of Kellanova food
purchased

AnGg SUStg
G\ E n
O by

4 o,\ulnub,,@ o

Additionally, Kellanova and its charitable funds make monetary donations to food banks and mea]
4 programs. In these instances, kilograms of food secured and distributed through these donations
[h are reported to Kellanova, and the number of people reached is colculated using the formula
Better "@ayd' ? above. In addition to food donated by the company, Kellanova employees also regularly engage
Q"? in food drives and similar activities whereby food is donated to local food banks. In this instance,
the kilograms of food donated is also tracked, and the number of people impacted is then
calculated using the formula above.

LEGIDRA > b
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Kellanova Better Days™ Promise” Z 5%

E l/ T (W % ° Pble gecess *° : FG'E‘OS'@ Programs
Kellanova also tracks the number of children reached through feeding programs it supports. This
includes breakfast programs in multiple countries and U.S. school meal programs. With our

]

Promise

~ QRS O = —_
* 7— by i\ ?ﬁuu A7 IZfJL - Eg L partners, we include the number of children participating in programs that receive monetary or
TiF, EROHERAZHTL TWL food donations from Kellanova.
%o
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News investors Coreers  Kellanowoucom ourcmmﬂmmt

ﬁghm AboutUs ¥  Wellbeing ¥  Hunger ¥ Sustainobiity ¥ EDEI Y Pecple ¥  Reporting v Q
As part of our Kellanova Better Days™ Promise goal to create better days for 4 billion people by the end of

2030, we aim to reduce food waste when making our food by 50% within our global Kellanova-owned

Kel |G nOVC] Better D(]S/SWI Pro m ise manufacturing facilities by the end of 2030 (from a 2016 baseline).

Our Approach

To achieve our goal, we are focused primarily on measuring food waste and loss in our facilities and

implementing solutions, such as medifying equipment tc enhance production efficiency, to eliminate waste in
Kellanova Better Days™ Promise is . : ) our processes when making food.

Owr Impoct

committed to advancing ty

sustainable and equitable access P > We also contribute in other important ways:

to food, creating Better Days for 4 > . ,

billion people by the end of 2030 : ] ’ f » Farming — Working with partners to reduce pre and postharvest loss on farms to ensure that more of the
o - i g food that is grown is consumed.

« Reaching out to consumers — Standardizing our food date labels and educating consumers if food is safe
to consume, as well as delivering tips and packaging inncovation to help them reduce unnecessary food

_wagste gt home
+ Sharing with communities — While it doesn't contribute to our food waste metrics, we donate food to help

feed people in need either due to natural disasters or chronic hunger in communities we support around
the world.

We measure and report our food waste in conformance with the Food Loss and Waste (FLW) Protocolﬂ
protocol dallows an entity to choose the combination of materials and destinations it considers to be *

and waste.” Kellanova's definition of “food loss and waste”, which we label “organic waste”, extends to all
organic waste lost in our facilities. For more information, please visit our Kellanova Better Days™ Promise
Commitments and Methodology.

Reduce food waste across global . .
Kellanova-owned manufacturing . : o 5
sites by 50% by the end of 2030 _ ' : RREBIDRA >~ b

«  [AIfLDESGELEE T %” Kellanova Better Days™ Promise” D4Fa&H A b
’ .‘-“- E %ﬁﬁ%:\o
i - ZOMYEHO—DELT, [BREEYORIR] O~—T %K
Food Wast ct ) .
S . BIRMEL T 7 A—FERBN,

Reducing food loss and waste can be more beneficial than ever before as our world faces multiple crises. At a . J:Ea E %E&c: ‘j: :_'E_:r:ﬁji [/ 7:‘:;: (W t l)_l?’ﬁ' U DD ZE) N ﬁ%%ﬁﬁf%rfj—' ;) El‘ ZE)
time when the world is experiencing high food prices and one in nine people globally face food insecurity', 30- A ﬂ §a
Alo

40% of the food produced doesn't get eaten. ! Emissions from food loss and waste contributes to the world's
total greenhouse gas emissions. !

As a global food company, we can play o rale in helping to eliminate food waste from our value chain and
creating a positive impact for people and planet. 15
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Kellanova - 9= 744 k [Kellanova Better Days™ Promise]

Food Bank Partnerships/Food
Drives

Partnering with food banks

Kellanova works closely with food banks on six continents in more than 30 countries to help feed people facing
food insecurity, including Food Banks Canada, which has more than S00 member food banks; the Mexican
Foodbank Network of 50 food banks; European Food Banks Federation: and Feeding America with 200
member food banks.

Prior to becoming Kellanove, Kellogg Company was a founding partner of The Global FoodBanking Network
and continues to support a strong food bonking infrastructure to help address hunger around the world.

Each year, our employees around the world honor World Food Day in October by advocating for food
insecurity, including hosting food drives and meal-packing events.

We also aim to engage those who share our passion by sponsoring food drives. Food drives moke it easy to
donate food to organizations thot support those facing hunger. For example, in the US,, we sponsor the
National Association of Letter Carriers Stomp Out Hunger food drive, the single largest food drive in the US.,
that encourages people to simply place food donations near their mailboxes for their letter carriers to collect
ond deliver to community food banks.

SHEBIDERA > b

«  ”Kellanova Better Days™ Promise” CHIE % B S BBICEIf. D
—D2¢LT, 7=V o/ T7—=FFZ47] [HHRD
RE| OR=TV%HIT. BREHOERY B AZEBN,

. ZEEZ-BERGKD) VI EEHTLE BRICT IR
LPdWLWIk%ELTWD,

Child Feeding Programs

Strengthening meal programs for

children

B

For children, hunger is especially devastating. According to The Global FoodBanking Network, “[mloderate to
severe food insecurity can cause debilitating or sometimes imeversible damage to the child's physical o

cognitive development.”

Kellonova is dedicated to feeding people facing food insecurity and supporting meal programs are one of the
ways we do so. For example, we are passionate about supporting breakfast clubs. In many places in the world,
these before-school programs provide students with a heolthy breakfast, time to play with friends and, often,
extra academic support so they arrive at schocl ready to leam.

As part of Kellogg Company, prior to becoming Kellanova, Kellogg Company Fund sponsored a review of
research in 2022 showing that school breakfast programs also:

+ Support children's socicl development, such as o sense of belonging, security and identity
+ Help improve students’ classrocm behavior.
+ Help get children excited about going to school.

In the US., where meals are often provided through subsidized programs at school, Kellanova works closely
with a voriety of partners to increase students' access to these programs.

Fighting summer hunger

Summertime can put added strain on low-income families whose children receive free and reduced-price

lunch during the school year. For example, nearly all (six out of seven) U.S. children who eat o free or reduced-
price lunch at scheol don't have access to the same nutritious meals during the summer and even fewer

cecess o breokfast |

Thot's why Kellanova, our brands and retail partners work with our charity partners to ensure that children have
access to consistent meals over the long school break by supporting summer meal progroms. We also partner
with United Way to help fund programs that offer free summer breckfast and lunches for children across the
Us

|Food Research & Action Center — Summer Nutrition Status Report 2022

16
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M FOOD WASTE JOURNEY

YEAR KELLOGG COMPANY COMMITMENT CCESS HIGHLIGHTS

2008 - 2005 Launched commitment to decrease waste send to landfill {per metric tonne
of food produced) by 20% by the and of 2015 (from o 2005 baseline).

2009 - 2015 Launched commitment to achieve odditional 20% reduction in waste to
landfill [per metric ton of food produced) by the end of 2015,

2016 -2030  Lounched commitment to reduce total waste in our plants by 15%, with.a
focus on food waste by the end of 2030 (from a 2014 baseline).

2017 -2030  + Launched commitment as part of Kellogg's Better Days” to reduce food . year-end , ACHIEVED 42% REDUCTION i
waste by 50% within our global Kellogg-owned manufacturing facilities by
the end of 2030 (from a 2016 baseling).

In 2022, evolved to Kellogg's Better Days' to Better Days” Promise.

KELLOGG COMPANY COMMITMENT SUCCESS HIGHLIGHTS

2003 - 2016 Launched Breokfast for Better Doys, committing to providing 1 billion servings WEr DONATING 1 BILLION SERVINGS OF b ® S
of cereal and sracks by the end of 2016 (from @ 2013 baseline). CEREALS AND SNACKS. 2EBDORA > b

2016 - 2025 Launched Breakfasts for Better Days commitments to:

‘ D:ga:zzjst::[ion se;g??zm 1;{I:pd]‘t‘:’ RGeS b ; DONATED 54% MILLION SERVINGS OF FOOD and * IE‘E 0) _U- X 7—_ ﬂ— t\\ U 7—_ /f E 7‘(3_;% t % 0) ﬁi& 7L£ Lj—
end o oma aseling). / JON; S6 S 5 ) ang N N NN

*+  Expond feeding pregrams and nutrition education programs so 2 million REACHED 586,000 WITH NUTRITION EDUCATION AND FEEDING T‘\ fd: < N l@_f D E 7‘(?% t % D l%.ﬁk—’lj( ;R % fﬁﬁﬂé
children can reach their full potential by the end of 2025 {from o 2015 PROGRAMS. N N g _
bassine). ATHHL WD, RENITTXZOHEICT

IV bhLTELIEMEDLDIITREL TS,
2019-2030  « Launched Kellogg's Better Days” commitment ta feed 375 million pecple . g ED 252 MILLION PEOPLE FACING FOOD

through food donations and children reached through feeding programs INSECURITY. Thi [ rig MORE THAN 247 MILLION PEOPLE
by the end of 2030 (form a 2015 baseline). facing oF cris 1 food : : g MORE THAN

5 MILLION KIDS

« Evolved Better Days® to Better Days® Promise.

17
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Tyson Foods, Inc. — Form 10-K (as of November 13, 2023)

Sustainability

Through our Formula to Feed the Future, we aim to bring together a diverse set of expertise and the scalable resources needed to reimagine our people and
community impact, drive product responsibility from farm to table, and work toward sustaining natural resources and achieving net-zero greenhouse gas
emissions. We are reimagming our people and community impact by enabling workers to succeed while supporting the growth of our commumties. We amm to
drive product responsibility from farm to table by delivering value to consumers with high-quality, sustainable, nutritious protein through our leading portfolio
of products. Additionally, we are working toward sustaining natural resources and achieving net zero by driving practices in our own operations and supply
chains to more sustainably produce protein for a growing population within planetary boundaries.

We were selected as a potential grant recipient in fiscal 2022 under the USDA's Partnerships for Climate-Smart Commodities grant program. With the help of
the USDA grant, we plan to execute a five-year program that incentivizes farmer and rancher adoption of agricultural practices that have the potential to increase
carbon sequestration and work to reduce greenhouse gas emissions in our supply chain and beyond.

We have also partnered with World Resources Institute to assess water risk and develop a water stewardship strategy, completed construction of Tyson Foods
Center for Sustainable Broiler Research, and announced our global forest protection standard following deforestation risk assessment. Additionally, we
established sustainability governance and oversight through the Governance and Nominating Committee of our Board of Directors. This Committee advises the
Board on matters relating to corporate responsibility and sustamability, including environmental, social and governance matters affecting the Company. It also
oversees the Company’s key programs and oversees and reviews, at least annually, the Company’s integration of sustamnability principles nto our business
strategy and decision-making.

EHEHGDRA > b

e 10-KHNTIE, YRATFHFEU T 4 AHICOWTHE L [ELEFBIC OV TOATZH N,
BREEVEHIREO BRI BAZfmonTcungn (FRTFFEY T4 LR—k
TER)
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Tyson Foods, Inc. - Sustainability Report 2022

- Important

Human Rights &

Labor Relations Team Member

Land Stewardship

Business Ethics &
Anti-Corruption

Waste Reduction,
Recycling & Reuse

[ Corporate Governance

Political Engagement &
Lobbying Practices

Diversity,
Equity & Inclusion

ol

Water Stewardship

!

Data Privacy &
Cybersecurity

Alternative Proteins &
Product Innovation

IMPORTANCE TO STAKEHOLDERS

Community Investmen!t &
Economic Impact

Product Safety,
Quality & Responsibility |
Health & Safety l &

Climate Change &
GHG Emissions |
Affordability
& Access
Team Member Wellbeing

& Engagement
Supply Chain
Management
& Traceability

Development & Retention

Most important

Animal Health
& Welfare

Talent Attraction,

IMPORTANCE TO BUSINESS

EEHGIDRA > b

s [FHOFEELODEEZEREEL, AT —7FHLE—(lE2TD
FEEBHEEAT M)y R (EX) 1278y b LTEE,
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®

REIMAGINING
OUR PEOPLE &
COMMUNITY
IMPACT

Create work environments

that enable workers to succeed
while supporting the growth

of our communities.

Talent Attraction & Development

DRIVING PRODUCT
RESPONSIBILITY
FROM FARM
TO TABLE

Deliver value to consumers
with high-quality, sustainable,
nutritious protein through

a leading portfolio.

Nutrition, Access & Affordability

i
WORKING TOWARD
SUSTAINING NATURAL
RESOURCES

& ACHIEVING
NET ZERO

Drive practices in own
operations and supply chains
to more sustainably produce
protein for a growing population
within planetary boundaries.

Climate Action

Diversity, Equity & Inclusion

Product Quality & Safety

Land Stewardship

Human Rights & Labor Relations

Product Innovation

Water Stewardship

Health, Safety & Wellbeing

Sustainable Packaging

Community Investment

Animal Health & Welfare

ITaste EeEudlon ! E_
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Tyson Foods,

We believe in finding ways to keep
resources inuse for as long as possible,
diverting operational waste from
landfill and developing projects to
recycle more materials,

As stewards of the land, we work to ensure as few as
possible of the world's precious and finite resources
are wasted. We strive to be good stewards of natural
resources through actions such as waste-data
tracking and monitoring, composting and diverting
wazte from landfill wherever possible.

£l

10,313,225
pounds of food waste and yard trimmings
composted in 2022

Inc. — Sustainability Report 2022

WASTE

AVOIDING WASTE FROM
THE START

The best way to reduce waste is toavoid it from

the get-go. This is the thinking behind our
Chonburi factlity in Thailand going 100% paperless
for manufacturing systems—production, food
safety, quality-assurance and safety—in frontline
operations. The site has implemented a digitally
connected solution that helps unify all systems
into a single system.

The result is that 188 paper-based forms have

been removed, Information is instead consolidated
to tablets, which means team members can
communicate and respond to data in real time while
simultaneously cutting the site’s wasty FB y

681,228

pounds of fresh meat donated to animal
rescue sanctuaries in 2022

biofuels and fertilizer.

ERBIOFRA > b

- HBPHoERBEHEZRAEL HER &L

DIVERTING PRODUCT PROCESSING

AND FOOD WASTE

We are converting operational byproducts, which
would otherwise be waste, into valuable products to
help minimize or eliminate what we send to landfill,
while ereating additional value. For example, in our
animal processing operations, non-human-edible
protein waste can be used to create animal feed,

In 2022, we composted 10,313,225 pounds of food
waste and vard trimmings and partnered with
animal rescue sanctuaries to donate 681,228 pounds
of fresh meat. We also donate human-edible food

to hunger relief organizations to be distributed to
those who need it most.

Diverting Waste from Landfill

Eight Tyson Foods plants have achieved Zero Waste
to Landfill validation through a combination of
reducing production waste and reusing or recyeling
materialzs. We were awarded gold level by third-party
validation at our Tennessee, Arkansas, Kentucky
and Georgia locations where we diverted 95% to 99%
of waste away from landfills. While there is always
mare work to be done, it is a meaningful milestone
toward cur domestic waste-reduction goals.

RESPONSIELY MANAGING
HAZARDOUS WASTE

As well as diverting waste from landfill, we ensure
the proper disposal of hazardous materials and waste
through our Hazardous Waste Management
Standard. This standard is based on federal
requirements as well as Tyson-specific and industry
standards. and includes guidance on the segregation,
signage and container requirements towhich all U5,
plants mmstadhere.

s BREEVHIRZIZCOHETHEHERICOVTHEICEN. FEMLRVEATHSL, BEZE
FALIZERBEDERADT v 7Y A 7 0da 7 LEXTEN (&E7)) .

_}.

An Innovative Waste
Management Approach

We know emissions from waste are a contributor
to our Scope 3 carbon footprint. Due to this, we
have initiated a Black Soldier Fly Larvae (BSFL)
project as a potential method of reducing waste
ta landfill at our Tyson Malaysia facility.

The BSFL have a life cycle of approximately
45 days™ and, based on current research,
just one kilogram of BSFL can consume over
20 tonnes of waste ™

The larvae themsalves can then be harvestad
as animal feed for fish-farming enterprises;
their waste serves as nutrient-rich fertilizer in
vegetable farming and harticulture.

To further explare this promising initiative,

we have begun sending waste samples for
decomposition testing using BSFL to our supplier,
Bumi Sinaran. We are excited 1o be taking steps
toward a more sustainable waste-treatment
gystem for Tyson Foods and will continue
supporting new and revelutionary technologies
while we progress on our sustainability joumey.

12 Soarce Ferrarezi, Rhaanio & Cannalla, Lomnio & Nassaf, Abdal &
Baley, Donadd (205) UVIAES Annual Report 2016— Altamative
Spuirces of Food ior Aguaponics in o LS Wingin lelsnds- A Coso
Sruidy weth Black Sakdior Fiot.

13 Sowrces Live mora, Sa0k locs by DES.
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F10m SUr TROLEANTS O FO0T DINK SONBLONE

Protein donations
valued at $29
million
THe 5:o%ein doastons BuSported food
Dands, DAMNes @NG nunger rele’

SPSNTILONS N DM comMUNTEs aCr08S

the naton n 2021

Committing to the Fight

N "2ad Meetinty eTora

18 million pounds
of protein donated

o procein went

%208 Senxs, 91d £0,000 pemner agencies,
INE DANUILE SN0 TS DYURTE™E

over the yeass, 0ran 9 COMMUNTY 07EENIZAoNS, 37C Nungerrelsted voluTieersm, we contnue o focus

Por I0ce LamMUnkies had

72 million meals
that matter
servings

b moacted By

TSR Saaste:

Highlighted in the News

Stay updated on our [Tunger Relief effons!

The Formula to Feed the Future

Tyson Foods aspires to help build an equitable and robust food system that helps sustain our planet and supports current

and future generations. The Formula to Feed the Future unites diverse expertise and builds upon our industry-leading
knowledge to focus on three key pillars:

» Reimagining people and community impact
« Driving product responsibility from farm to table

» Working toward sustaining natural resources and ac A emissions (GHGs)
= FB )

READ OUR 2022 SUSTAINABILITY REPORT

REAIDHA > b

Segtemper 13,3033

Tyson Foods Reinforces Commitment
to Fight Hunger with $2.5 Million

Tyson Foods, LNESC and LULAC Partner
to Donate 40,000 Pounds of Protein to

Reac More >

Donation to Feeding America®

The compa as donated more than $5 million to Feeding
n‘.rnencn during the past two years

Read More >

SeMee Ty AT, 20e3

Roadrunner Food Bank

Tyson Foods, LNESC and LULAC Partner to Donate 40,000
Pounds of Protein to Roadrunner Food Bank

Tyson Foods Donated More Than 18
million Pounds of Protein to Fight Hunger

in 2022

Global protein leader provided nearly 72 million servings of

protein to local communities

Reac Mone >

« BRTFTFEUTABERICOVTE, LR—F
ICFELTWE (EX)

.  BREMOFEFHICOWTIERIR— (Food
Insecurity | Tyson Foods, Inc.) #* 3%} T. =&
BN EROERICONWTIEF=Za—R L
2 =T TR,
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United Natural Foods,

Inc.
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United Natural Foods, Inc. (UNFI) & |
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HelloTherma

All refrigerated distribution centers now receive actionable
alerts through automated temperature monitoring to maintain
the cold chain, protect refrigerated assets, and prevent

food waste. In FY2023, two distribution centers were able to
avoid product loss due to immediate intervention following a
HelloTherma alert.

better-for-all-2023.pdf (g4cdn.com)

~

UNFI

insights

72x7Y4F
(BETHLRICEAT IRT)

ESGFER~—J 2T, [BREEYY
B I T AERY H A E BARRICIR
e BREEVMEBDERBERCZ
DORE (f: BEFOHEIZLY .,
[BEXRONZARFTTTEARWE R
LY MRPICEINTE S LD IS
motz) AL BEICEE S TWL
%,

with CFISP.

J

https://www.betterforall.unfi.com/
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United Natural Foods, Inc. 20234 (2022/7/31 - 2023/7/29)

Downstream

We aim to be responsible community members, from how we provide information and services to our customers, to the local organizations our associates
support with their volunteer hours. In fiscal 2023, we significantly grew associate volunteerism and the UNFI Foundation, a 501(c)(3) organization, began a
five-year strategic planning process intended to make a more profound impact on the communities we serve. We also made strides toward our food waste
reduction goal and expanded our partnership with Too Good to Go, an innovative food waste reduction app and the largest business-to-consumer marketplace
for surplus food.

LHEGIDRA > b
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United Natural Foods,
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Food Waste

Inc. 20234

(2022/1/31

CAREELL S, b bt iy 7

Our waste audits continue to highlight the need for even

more effective mitigation of food waste. In fact, recent
audits indicated that an estimated 17% of our landfill-
bound material was food waste resulting from damage
that occurred while in our warehouses and distribution
centers - a learning that demonstrates the continued
importance of food safety and damage reduction.

While improvements in tracking mean we can now
more efficiently capture any damaged - aka edible, but
unsellable - product that was diverted from landfill,

OUR GODAL

there are still a number of issues that we, and the
food industry at large, need to address. Damaged
goods, particularly when they are contained in glass
or metal packaging, can present safety risks to those
who are trying to recover potentially donatable and
salvageable items that are still intact. Since we won't
jeopardize the safety of our associates or partners,
and must abide by the regulations that manage

the quality of food waste used as animal feed, we
currently still have limitations in mitigating all food

waste from our distribution centers.

Reduce food waste from our distribution centers by 50% by the end of FY2025.

g AHEAD OF SCHEDULE

202

14,701 metric tons {—\\ . This is @ new baseline to ‘make sure
g data based on consistent

re com|
mlumfué;m moving fﬂl'm*"

CURRENT PROGRESS

B, 499 metric tons of food waste sent to
landfill/incineration (4 ~48%)

Donating Food

We're also proactive about monitoring and
salvaging food waste, seeking out opportunities
for donation wherever possible. We partner
with Feeding America - the largest hunger-relief
organization in the United States - to execute
donations with regional food banks throughout
the country. When sites don't have a local Feeding

OUR GOAL

America-affiliated food bank, our distribution centers
establish partnerships and issue donations to other
local banks and pantries working to address hunger.
Qur ability to capture and donate food for human
consumption is one example of how we seek the
highest eligible value outlet for our outgoing material
thatis no longer sellable.

Donate 250 million pounds of food** (equivalent to approximately 208 million meals®) by 2030.

201 2022***

54,878,802 lbs

97,657,579 lbs

CURRENT PROGRESS
150,149,473 |bs of food donated

(52,491,894 Ibs equivalent to
-43,743,245 meals in FY2023)

This wark helps UNFI maximize the useful life of inventory and support underserved communities. UNFI distributes food via,

but not exclusively through, our Feeding America partnership.

** Please note that food donated Is defined using the federally-defined tax

food", & included. A current

of
limitation of pur system is the inability to separale out packaging weight,  whith result in an

i Wz are wurkmg to imrﬂw nurinhemal methodology to

2023/1/29)

WASTE REDUCTION

OUR GOAL: Achieve zero waste to landfills from distribution centers by 2030.

|@

CURRENT PROGRESS: 62% of waste diverted from landfill
2022: 61%

2020 BASELINE: 58%
20212 &8%

OUR GOAL: Reduce food waste from our distribution centers by 50% by the end of FY2025.

2022 BASELINE: 14,701 metric tons CURRENT PROGRESS: 8,699 metric tons of food waste sent to

Landfillfincineration [ 4 ~46%)

*Please see earlier report copy for relevant footnotes.
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“ DUR VALUE CHAIN ~ OUR FOCUS AREAS - OUR GOALS VIEW LATEST REFORT
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with CrISP.
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UNFI Insights with Crisp Cub Foods Food Rescue Food Loss & Waste 2030 Champions
In 2021, we formalized relationships with Crisp, a programmatic commerce platform, to At every one of our Cub Foods stores, team members keep a vigilant eye out for the As part of our continued partnership with this group of organizations that have made
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Environmental, Social and Governance

Central to our identity is a genuine commitment to social and environmental responsibility. We care deeply about the health and well-being of
our customers, team members, communities and our planet. We work collaboratively with our supply chain partners, community organizations, and
industry experts to understand our material impacts and prioritize where we direct our environmental, social and governance ("ESG") efforts to
maximize our influence. Through this materiality review with internal and external stakeholders, we intend to focus our efforts on sustainable and
responsible sourcing, plastics and packaging reduction and carbon emission reduction.

Our 2022 ESG highlights included:

. Nearly 26% of total sales from organic products;
. Approximately $200M in sales of products produced by women, minority, veteran, or LGBTQ-owned suppliers;
. $145M in local produce sales;
. 21% increase in less carbon intensive plant-based product sales;
I . Recovered 87% of food waste, and donated the equivalent of 27 million meals; and I
. Recycled more than 800,000 pounds of plastic from customer returned bags and product shipping wrap.

Based on our ESG accomplishments, we received a rating of AAA in the 2022 MSCI ESG Ratings assessment. The AAA rating represents the
highest on the scale and signifies a company leading its industry in managing the maost significant ESG risks and opportunities. Sprouts was also
named as one of the 100 most sustainable companies in the world by Corporate Knights. For more information on our ESG efforts and reporting,
including our most recent ESG reports, please visit about.sprouts.com/sustainability/. The information contained on or accessible through our website
and in our ESG reports is not incorporated by reference into this Annual Report on Form 10-K.

The Sprouts Healthy Communities Foundation

In 2015, we formed the Sprouts Healthy Communities Foundation (referred to as our “Foundation”), a registered 501(c)(3) organization focused
on promoting nutrition education and increasing access to fresh, nutritious food in communities where Sprouts operates. Since the Foundation's
inception, it has awarded approximately $18.5 million in donations to more than 440 nonprofit organizations and hosted an estimated 270 volunteer
service projects.

Our Foundation's 2022 highlights included:

. Invested over $3.2 million into programs to provide an estimated three million students with school garden and nutrition education
programming;

. Hosted annual Sprouts' Day of Service, where 700 team members donated 3,000 volunteer hours. In total, the Foundation hosted 59
volunteer activities that resulted in 4,000 service hours in 2022;

. Awarded $2.2 million in high-impact capacity grants to empower nonprofit organizations to expand their program operations; and
United more than 400 educators for the first-ever Sprouts’ School Garden Summit, a national four-day learning event dedicated to
strengthening the school garden and outdoor education movement.

For more information on our Foundation, please visit about.sprouts.com/sprouts-foundation/.
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FOOD RESCUE AND WASTE RECYCLING

SPROUTS IS COMMITTED TO ELIMINATING WASTE AND FIGHTING HUNGER

IN THE COMMUNITIES WE SERVE. TN

: . . - 7. FH2,8005K > P

In 2027, we repurposed 79,000 tons of food and other recyclables from our waste stream, resulting in an overall landfill diversion rate of 60%. Additionally, our food waste recovery rate was 78%, which includes the equivalent of approximately A ’

26 million meals denated to help those in need! @ﬁ [} U _U_/r 7 l/ [/7L_|—'ﬂ
+ An ) ES

We take systematic approach to managing waste and recydlables in our operations, which is based on the 150 14001 envirenmental managerment protocol, We've identified our opportunity areas to reduce waste and increase recycling rates. %Eéz :E) %jj AN

Our highest priority continues to be on recovering food that is not in retail condition yet can be denated or repurpesed to a higher use. Through multi-stakeholder engagement, we've identified best practices for material recovery and = mnA ) | o

developed robust rraming that engages our 31,000 team members. We track performance through a customized store level scorecard that easily communicates areas of strengths and opportunities for cur stores. We are constant!
ways ta improve and participate in industry working groups such as the Pacific Coast Food Waste Collaborative to drive improvement in our operations and within our industry. U

FOOD RESCUE PROGRAM

All groceries that are no longer fit for sale but remain perfectly edible and nutrient-rich are donated by our
stores and distribution centers to local hunger relief agencies, many of which are affiliated with Feeding
America. Across the country we work with over 400 food rescue organizations. These agencies then distribute
the donated food to people in need in our communities. Since the inception of the Food Rescue program in
mid-2013, Sprouts has donated more than 100 million pounds of food to those less fortunate - that's more
than 83 million meals!

FOOD WASTE RECYCLING

Food that is not fit for hunger relief agencies is diverted to local cattle farms or compost facilities. In 2021, we
diverted more than 28 million pounds of food waste back into our food and agriculture system!
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Kroger’s Purpose & Promise

We imagine a world where everyone has access to fresh, nutritious and affordable food
50 we can all thrive together Our Purpose—to Feed the Human Spirit™—and brand

promise, Fresh for Everyone™ drives our commitment to advance positive changes fo

people and our planet across our aperations.

https://www.thekrogerco.com/impact/
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2022 EXECUTIVE SUMMARY

We achieved exceptional results in 2022 as we executed on our Leading with Fresh and Accelerating with Digital
strategy, building on record years in 2020 and 2021. These results were driven by positive identical sales without fuel of 5.6%,
disciplined margin management and strong fuel profitability. Our proven go-to-market strategy enables us to successfully
navigate many operating environments, which has allowed us to effectively manage product cost inflation through strong
sourcing practices while maintaining competitive prices and helping customers manage their budgets.

Our value proposition, which includes providing great quality, fresh products at affordable prices, data-driven promotions,
4 nds products and our fuel rewards program, is resonating with shoppers and driving total household growth
WUstomer loyalty. During the year, we continued to invest in wages and the associate experience and in creating
zero hunger, zero waste communitiesas we believe these components of our strategy are critical to achieving long term
sustainable growth. In 2022, our average hourly rates increased by more than 6% and we have now invested an incremental
$1.9 billion in associate wages since 2018. Our average hourly rate is now more than S$18 and more than $23, when
comprehensive benefits are included.
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Outward Impact: Kroger's Impact on People and Planet

Increasing importance to external stakeholders

2023 Material ESG Topics

® Environmental @ Social @ Governance
Tier1
@ Food & Product
Access & Affordability
Tier 2
@ Energy & GHG Emissions
@ Food Waste
® Food Safety
@ Responsible Supply Chain & Sourcing
Health & Nutrition @
@ Local Communities Talent Attraction,
- - Diversity, qu.!ity & Engagement & Retention @
Waste & Circularity @ & Inclusion Data Pri & vt ty @
a3 @ Agricultural Practices
er

@ Labor Relations
@ Employee Health, Safety & Well-Being
@ Climate Change Resilience

@® Animal Welfare
@ Public Policy Practices

Human Rights @
. @ Biodiversity & Conservation

Marketing Practices @
& Product Labeling

@ Customer Experience

® water
@ Business Ethics & Compliance
@ Retail Security
® Non-Food @ Corporate Governance
Product Safety

Inward impact: Impact of Topics on Kroger
Increasing importance to internal stakeholders

-
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Where Is Our Food Waste Going? |
%/tons waste generated = FB J

2017 Baseline 72.9%

2018 Progress 60.3% 4 301,282
2019 Progress | 86.3% LY 2c0c
2020 Progress 51.7% LR 268,248

2021 Progress 51.2% LS 269.382

2022 Progress  54.1% 45.9% PXCREE
I Ty 16,106

2025 Target

Landfill @ Diverted

Food Waste Management Data
shot on

Destination Food Inedible Total
Parts

Animal feed 30.866 10,526 41,392
Anaerobic 29,903 - 29,903
digestion

Composting 29,316 - 29,316
Biodiesel

production - 11,969 11,969
Landfill 110,127 22,581 132,709
Total 200,212 45,076 245,289

FYAYW 332,212

Landfill ® Diverted

LHMDRA > b

Waste Management Data A
Waste-Management Method 2021 Weight 2022 Weight 2021 to 2022
(short tons) (short fons) YearOverYear
Change (%)
Reuse 303,339 125.5%
Donation 55,938 18.4%
Animal feed 71,238 -12.8%
Anaerobic digestion 80,223 -1.7%
Composting 106,011 158.5%
Recycling 1,957,826 1.4%
Cardboard 791,303 -10.8%
Plastic 28715 -13.5%
Waste-to-energy 33,031 -5.0%
Landfill 536,341 -4.3%
Total Waste Generated
(excluding reuse) 2,840,608 2.3%
Total Waste Footprint
(including ) 3,143,947 8.0%
Diversion-from-Landfill Rate Kroger Facilities iotes
hm h M;ma reflects year with the of waste.

which refiects fiscal year

our manulacturing plants that were previounly classified as land

.

* Dizposed waste i3 managed and reported to Kroger by our diferent
waste and recyciing haulers

+ Waste data exciudes office locatons and salvage centers,
which represent very small proportions of our waste footarint

+ Donation data primarify nefiects food donations, with a nominal

B81% 79% 82% amourt of non-food donatony

+ Total waste generated enciudes the reuse of reusable plaste
containers (RPCs) in our supply chain network. The weight of RPCs
rewsed in 2022 mcressed from 2001 parthy due to better data tracking
and a higher number of units = circulation

+ Composting weights mncressod sipnificantly because materisls from

2020 2021 2022

appiication were re-classfied a3 composting

+ Corstruction project waste and recyciing data excludes minoe
captal projects

* Table may ot sum due to rounding
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Did you know that 38%
of food produced in the
U.S. is thrown away?

That means 229 million tons of surpius available food goes unsold or uneaten every
year, in addition to food left unharvested on farms. At the same time, nearly 42 million
Americans - one in eight - struggle with hunger. This just doesn't make sense.

Kroger's Zero Hunger | Zero Waste action plan aims to change those numbers.

Zero Hunger | Zero Waste is our social and environmental impact plan. Tt sits at the
center of our ESG strategy and reflects our commitment to build a more resilient,
equitable and sustainable food system that improves access to affordable, fresh food
for everyone - for generations to come.

Learn more about our progress in Kroger's 2023 ESG Report.

Highlights:

1977 Board of Directors to oversee key topics

The Kroger Co. - = JHY A + Tllmpact]

Established an industry-leading Public Responsibilities Committee of the

1978 Kroger is a visionary partner and founding member of Feeding America

2006 Published first annual Sustainability Report

2008 Completed first carbon footprint

2009 Launched work with World Wildlife Fund to advance seafoed sus

2016 Published first GRI-aligned sustainability report

s Hunger | Zero Waste action plan

Refined our Purpose: to Feed the Human Spint and introduced our Zero

2018 footprint

2019 Launched purposed linked brand promise: Fresh for Everyone

Introduced Framework for Action: Diversity, Equity & Inclusion

2020 Set goal to reduce GHG emissions by 30% by 2030
Set new 2030 sustainable packaging goals

2021 Published new Human Rights Palicy

2022 Achieved 15% GHG emissions reduction toward a 30% goal

Completed first stakeholder-informed materiality assessment; food waste

2023 Achieved goal to donate 3B meals to our communities

Feed

Expand surplus food
recovery and
redistribution to provide
a total of more than 3
billion meals to our
communities by 2025
(cumulative).

Advocate

Support public palicy
and legislative solutions
that improve food
access and create
infrastructure for a zero-
waste future.

Nourish

Improve health and
weill-being by pramoting
fresh foods and
affordable, better-for-
you options for our
CLISTOMErS. operations.

Transform
Advance planet-forward
agricultural production
methods around the
waorld to conserve
natural resources and
protect habitats.

Action Plan

End waste
Embed retail best
practices to optimize
ordering, extend
freshness and reduce
waste in our own

Collaborate
Cultivate long-standing
and new partnerships
for meaningful collective
action to achieve our
Zero Hunger | Zero
Waste goals - because
we can't do it alone.

Zero Hunger | Zero Waste

We've learned a lot since introducing our Zero Hunger | Zero Waste plan five years ago.
Today, Kroger's commitment expresses our mission to:

Inspire change
Direct funding to social
entrepreneurs who are
transforming our fiood
system through The
Kroger Co. Zero Hunger
Zero Waste Foundation's
Innovation Fund.

Build stronger
communities
Align charitable giving,
community engagement
and company-wide
impact goals to create a
better future for people
in the communities we
Senve,

Zero Hunger | Zero Waste

Goal:

Direct 3B meals to our communites by
2025

Progress:
Achieved 3B meals to date (food +
funds)

Goal:

Rescue more surplus fresh food fram
stores for donation

Progress:
582M pounds rescued to date; 100% of
stores are actively donating food

W ES QG ES
Goal:

Align more giving to Zero Hunger | Zero
Waste pian

Progress:
$1.3B in strategic giving to feed more
pecple inour communities

Goal:

Achieve zero operational waste (30%+ )
and 95%+ food waste diversion by 2025

Progress:
B82% total waste diversion; 45.9% food
waste diversion from landfills

Goal:

Donate healthier surplus food to local
hunger relief agancies

Progress:

45% of retail donations are from
Produce, Dairy and Dell to support better
nutrition

Goal:

Expand food waste recycling

Progress:

52% of retall stares are actively recycling
food waste through animal feed,
compaosting or anaeroblic digestion
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The Kroger Co. - = JHY A + Tllmpact]

The Kroger Co
Foundationf

The Kroger Co.

Creating Hunger-Free
Communities

Since introducing Kroger’s Zero Hunger |
Zero Waste plan in 2017, we've directed
over $1 billion in giving to organizations
on the front lines of hunger relief. This
includes in-kind food and cash donations
to provide meals for individuals and
families in need.

As America’s grocer, we have a long-
standing commitment to our neighbors.

Our associates help every day by setting
aside surplus food in stores for donation
to local food banks and agencies through
our Zero Hunger | Zero Waste Food
Rescue program. Partnerships with
organizations like Feeding America, No
Kid Hungry, the USO, American Red
Cross and many others help ensure that
everyone has access to nutritious,

healthy food.

The Kroger Co. Foundation

The Kroger Co. Foundation, established in 1987,
is the company’s private foundation. Last year,
the Foundation directed $8 million in grants to
more than 300 nonprofit organizations across
the country to end hunger, advance racial equity
and help communities recover from disasters.

Read our 2023 foundation report

EHEHGDRA > b

The Zero Hunger | Zero Waste
Foundation

The Kroger Co. Zero Hunger | Zero Waste
Foundation, established in 2018, is a public
charity that aims to transform our food system
through collective action and innovation. Last
year, the Foundation directed more than $11
million in grants to organizations who share our
mission.

Read our 2023 foundation report
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Enviranrm bl Social, Governance
Be Well. Do Well. For
people. For the planet.

Creaig a batter o o

https://www.aramark.com/environmental-
social-governance
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Item 1A. Risk Factors
Risks Related to Our Business

(FRE%)
Legal. Regulatory, Safety and Security Risks
(FiEg)

Envirenmental requirements may subject us to significant liability and limit our ability to grow.

We are subject to various environmental protection laws and regulations, including the United States Federal Clean Water Act, Clean Air Act, Resource
Conservation and Recovery Act, Comprehensive Environmental Response, Compensation and Liability Act and similar federal, state, local and
international statutes and regulations governing the use, management and disposal of chemicals and hazardous materials. We own or operate aboveground
and underground storage tank systems at some locations to store petroleum products for use in our or our clients' operations, including some national parks.
Certain of these storage tank systems also are subject to performance standards and periodic monitoring and recordkeeping requirements. We also may use
and manage chemicals and hazardous materials in our operations from time to time. In the course of our business, we may be subject to penalties and fines
and reputational harm for non-compliance with environmental protection laws and regulations and we may settle, or contribute to the settlement of, actions
or claims relating to the management of underground storage tanks and the handling and disposal of chemicals or hazardous materials. We may, in the
future, be required to expend material amounts to rectify the consequences of any such events.

In addition, changes to environmental laws may subject us to additional costs or cause us to change aspects of our business. In particular, new federal, state,
local or international laws and regulations related to climate change (including, but not limited to, certain requirements relating to the disclosure of
greenhouse gas emissions and associated business risks), single use plastics and disposable packaging and food waste, could affect our operations or result
in significant additional expense and operating restrictions on us. Under United States federal and state environmental protection laws, as an owner or
operator of real estate we may be lable for the costs of removal or remediation of certain hazardous matenals located on or 1n or migrating from our owned
or leased property or our client's properties, as well as related costs of investigation and property damage, without regard to our fault, knowledge or
responsibility for the presence of such hazardous materials. There can be no assurance that locations that we own, lease or otherwise operate, either for
ourselves or for our clients, or that we may acquire in the future, have been operated in compliance with environmental laws and regulations or that future
uses or conditions will not result in the imposition of liability upon us under such laws or expose us to third-party actions such as tort suits. In addition,
such regulations may limit our ability to identify suitable sites for new or expanded facilities. In connection with our present or past operations and the
present or past operations of our predecessors or companies that we have acquired, hazardous substances may migrate from properties on which we operate
or which were operated by our predecessors or companies we acquired to other properties. We may be subject to significant liabilities to the extent that
human health is adversely affected or the value of such properties is diminished by such migration.
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Minimize Food Waste

Reducing food waste by
focusing on prevention,
recovery, and recycling

We are committed to reducing food loss and waste by 50% by 2030
from our 2015 baseline.
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Food waste affects business & the planet.

When food waste gets hauled away with the trash, we pay for it five times over—in labor, energy, water, transportation
costs, and even carbon emissions.

We're committed to reducing food waste acrass our operations with the dual goals of conserving resources and
minimizing our environmental footprint.
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) DARDEN

Dear Fellow Shareholders:

Fiscal 2023 was a strong year, and our performance highlights the effectiveness of our strategy as

we pursued our mission to be financially successful through great people consistently delivering
outstanding food, drinks and service in an inviting atmosphere, making every guest loyal.

n addition to our Back-to-Basics Operating Philosophy driving strong execution in our restaurants,

Darden’s Four Competitive Advantages of Significant Scale, Extensive Data & Insights, Rigorous

Strategic Planning and a Results-Oriented Culture enabled our brands to compete more effectively

and provide even greater value to our guests.

J

.
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financials/2023/ar/2023-annual-report-on-
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Managing Waste
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impact/communities/sustainability/managing-
waste
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[Form 10-K})

Darden Restaurants, Inc. — Form 10-K (as of July 21, 2023)
e ————————————————————————————————————————————————————————————————————————

Darden Foundation and Community Affairs

We are recognized for a culture that rewards caring for and responding to people. That defines service for Darden. The Darden Restaurants, Inc.
Foundation (the Foundation) works to bring this spirit of service to life through its philanthropic support of charitable organizations across the country and
support for the volunteer involvement of our team members. The Foundation does this by focusing its philanthropic efforts on programs that enhance the
communities where our team members and guests live and work. In addition, team members at our Restaurant Support Center are eligible for 16 hours per
calendar year of paid time for approved community service activities during scheduled work hours.

In fiscal 2023, the Foundation awarded approximately $4.2 million in grants to national organizations as well as local nonprofits including Second
Harvest Food Bank of Central Florida and the Heart of Florida United Way. These organizations
provide service to the public through hunger relief, community engagement, disaster preparedness and the promotion of career opportunities in the culinary
industry.

The Foundation continued to invest in mobile food pantry programs through its long-standing partnership with Feeding America. In fiscal 2023, the
Foundation awarded a $2.0 million grant to help fund 10 additional refrigerated box trucks to help Feeding America increase access to nutritious food and
address transportation needs at food banks that are under-resourced and serve a high percentage of people of color. The most recent donation marks a total of
$16.3 million that the Foundation and Darden have contributed to the Feeding America network since 2010.

Our support of Feeding America and the fight against hunger goes hand-in-hand with our Darden Harvest program, which began in 2003 as a mechanism
for delivering fresh and healthy food to people who need it. Each day, our restaurants collect surplus, wholesome food that is not served to guests and, rather
than discarding the food, they prepare it for donation to local nonprofit feeding partners. In fiscal 2023, Darden contributed approximately 5.3 million pounds
of food, the equivalent of more than 4.4 million meals provided to people in need across the communities served by our restaurants. As an added benefit of the
Darden Harvest program, we are able to divert millions of pounds of surplus food from waste streams every year.

In fiscal 2023, as part of Darden’s continued commitment to inclusion and diversity, the Foundation donated an additional $500,000 to Boys & Girls
Clubs of America to support the development and implementation of programming that will help youth embrace diversity and combat racial discrimination.
The Youth for Unity curriculum will provide meaningful, action-oriented solutions to address social injustice and racial inequity and help foster the next
generation of leaders, problem-solvers and advocates for change.
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[Shareholder Letter]
Darden Restaurants, Inc. — Shareholder Letter

Serving Our Communities

As the largest full-service restaurant company in the country, we are committed to making a
positive impact in the communities we serve. While there are many ways to get involved, we are
focused on making a difference on issues that we are best equipped to help address. This includes
fighting hunger, sourcing food with care and helping protect our planet by pursuing continuous
improvement over time through opportunities that align with business priorities.

Fighting Hunger

According to the USDA, more than 34 million people in the United States are food insecure, and we
are uniquely positioned to help. For 13 years, we have partnered with Feeding America on their
efforts to fight hunger, which disproportionately impacts communities of color. Since 2010, we
have donated $16.3 million to support their network of more than 200 food banks.

As part of our support, we once again worked with Feeding America, and our partners, Penske
Truck Leasing and Lineage Logistics, to help add 10 additional 26-foot refrigerated box trucks for
mobile food pantry programs at 10 local food banks. These trucks are critical to increasing access to
nutritious food in areas with higher levels of food insecurity, including communities of color. Over
the course of three years, we have added a total of 35 trucks across 35 food banks in 18 states.

This year also marks the 20" anniversary of our Harvest program. Since 1993, our restaurants have
collected excess, nutritious food that was not served and prepared it for weekly donation to local
nonprofit partners. Because of the scale of our footprint, this amounts to a substantial and
immediate impact in our communities and helps divert food waste from landfills.

This fiscal year, we donated 5.3 million pounds of food, which is equivalent to 4.4 million meals.
Since the program began, we have donated more than 136 million pounds of food, amounting to
more than 113 million meals.
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[Form 10-K})
BJ' s Restaurants, Inc. — Form 10-K (as of January 3, 2023)

ITEM 1. BUSINESS

HUMAN CAPITAL
Community

AL BI’s, we believe it is important to give back to the commumities we serve and to do more good things for more people. Our Foundation, which is a 501(¢)(3) = %‘k{ﬁu DA vk
qualified non-profit charitable organization, established in 2006, is principally dedicated to supporting charities benefiting children’s healthcare and education.

Our Chairman of the Board of Directors, our retired Executive Vice President of Operations, and two of our current executive officers serve on the Foundation’s

six-person Board of Directors. Our commitment to supporting humanitarian causes is exemplified by our “Cookies for Kids” program, which was created 4 . |- A E/‘] [ ZIK J HEO— ﬁlg F LT
1998 and continues to be the heart of BJ's continued financial support of the Cystic Fibrosis Foundation (“CFF"), to which millions of dollars have been n o % -~ A

throughout the years. In addition, we arrange for the collection and donation of other funds to CFF through our restaurant preopening training events. KT TATTF—LD ,E@J 7’& ff}jnj
We also focus on supporting our lot;?al communities by provi&!ing volunteer hours, food and other resources for many worthwhile charitable causes and events j|\o ) 5%51’}15” L TT7— l\ /N
through a program called Tcalm Action to Support Communities (“TASC Force™). The ' ' D 7 iﬁvﬁ\ )(*3 E% %'-'\{ }-'E ~D ﬁ *4%
TASC Force program recognizes and supports the volunteer efforts of our restaurant team members across the country, as they donate their own free time to m

benefit charitable causes and community events which are important to them, while helping give back to the communities in which our restaurants do business. 1/ N %i’ é j' W

Our TASC Force teams have helped fulfill the wishes of special needs kids, placed flags at the graves of fallen soldiers, painted over unsightly graffiti, helped

clean up beaches, parks and school grounds, hosted blood drives, worked with Special Olympics, packed meals for No Kid Hungry, painted houses for elderly R |—EEE J= J 15 E ICHBWNT A~
citizens, supported Habitat for Humanity to re-build playgrounds, worked at food banks, participated in fundraising runs and walkathons, and delivered food to R ~ e « ESG
families in need. In 2022, our Foundation and WeCAN hosted our first annual TASC Force challenge, resulting in donations to 33 charities that provide support| DEY ) %H%L'fﬂ t L <. ﬁ?fg%#@ D]
for women and girls chosen by winning restaurants from each area around the country. YA 2L )P/\ Elﬁlil q Bﬁ DOELY %ﬁ
ENVIRONMENTAL SUSTAINABILITY AND STEWARDSHIP HAEEICE K,

We recognize that building a sustainable business is consistent with our goal of generating long-term shareholder value. Our sustainability leadership team

spearheads our Environmental, Social, and Governance (“ESG”) initiatives. In partnership with others in our operations, supply chain, people and finance
departments, the committee is responsible for executing a multi-year ESG strategic plan. The committee provides updates to the Governance and Nominating
Committee of our Board of Directors on a quarterly basis.

We are committed to reducing our impact on air, land and water resources across our restaurants, Restaurant Support Center and global supply chain. We
recognize the impact greenhouse gas emissions have on c¢limate change and the importance of water conservation and sustainability for our planet. We have
made it a priority to work with our team members and vendor partners to reduce our carbon footprint and environmental impact.

We have retained a third-party consultant to assist us in measuring our emissions and developing additional programs to reduce our overall carbon footprint.
Examples of programs we have implemented to date include:

»  Use of 100% recycled napkins and paper towels
»  Use of recycled products for the lids and bases of our take-out containers
*  Use of plastic bags made of 20% post-consumer resin
»  Portioning paper towels to reduce waste
«  Installation of flush-valve toilets and faucets, LED fixtures, high efficiency water heaters, low emittance window glass systems, and energy efficient
cooking equipment in our newer restaurants
= Offering electric vehicles in our fleet vehicle program
* __ Use of energy-efficient HVAC equipment 1
| Recycling of organics to prevent them from going into landfills at over 15% of our restaurants |
= Use of digital rather than paper new-hire onboarding and other employment-related documents across our company
*  Hybnd in-person/remote work schedule at our Restaurant Support Center to balance the importance of workplace culture and stewardship of the
environment, including leveraging of video and telephone conferencin FB educe the need for travel to in-person meetings
| Tcstmg of food donation program that improves donation frequency i
*  Leveraging our handheld computers to convert various paper logs at each restaurant into a digital format to reduce paper use, printing and freight 49




[Environmental Stewardship]

BJ's Restaurants, Inc. — ENVIRONMENTAL STEWARDSHIP

Reducing Food Waste

According to the Environmental Protection Agency, food loss in the United States dishes out
170 million metric tons of carbon dioxide equivalent (MTCO2e) greenhouse gas emissions
every year and ranks as the most landfilled and incinerated matenal in the country.

As a result, prionitizing food waste reduction is a daily practice at BJ's Restaurants. This
commences with meticulous forecasting of guest counts and anticipated food items needed to
serve our guests, the use of food vanance exception reporting and precise inventory
management to accurately estimate the necessary food quantities for each day’s operations
with the goal of minimizing, if not entirely eliminating, food waste.

We also seek opportunities to optimize ingredient usage in our menu offerings. By using fewer
ingredients and strictly adhering to First In, First Out (FIFO) food safety principles in utilizing
food based on its earliest expiration date, we reduce excess food and packaging waste by
minimizing the amount held in inventory.

Given the dynamic nature of our restaurants, there may be instances where excess food is
available, primarily due to failure to pick up takeout or delivery orders and on the rare occasion
due to over-preparation. In such cases, we avoid throwing the food away by giving it to our team
members or donating the food to local community charities. Since 2022, we have utilized a food
waste donation program, enabling us to facilitate and account for our contributions to those in
need within our local communities, which is being utilized in all 59 of our Califomia restaurants
in 2024. As we gain deeper insights into the dynamics of food waste and the donation process,
we will continue to look for opportunities to reduce excess food orderning and preparation, take
care of our team members, and expand the food donation program.

2023 Food Donation Data

_Total Pounds Donated 62,741
*Total Meals Provided 52,284
*Pounds of Carbon Dioxide Saved 152 800
*Gallons of Water Saved 7,220,000

*Calculations are derived based on total pounds donated using the ReFED Impact Calculator.

EHEHGDRA > b

- BREEZEYOHIBORYBEAE LT, L
ArTZVORAZDEZOHR THEREM
DHEDFH &, EEDFFO (e ANEH
L) REIOBIE % BN

« ZNTHLERLZEMICOWTIZ, HARRH
HORBRERE~NDFHEED D, F7-.
EEHELHRL TW3,

50



Hi |ton Worldwide Holdings Inc.

(S E=X)

Hilton Worldwide Holdings Inc. (HLT) & (&

123D [FH & #15(27,165/E3%. 1,127,430 %2 B § HHRBARBED KT ILEE S, 7 XU HDEREN— ZT7 M~

7 U _\/‘:ZIKI%IZB%EIE< o

1919F Bz, WEEKIL177 NE,

= | FB !
Form 10-K \
(HEZHOREEXBEDOR. BADEE
IEAIREEICHY)

e 10-KTIEYXT4F+EY T4 1BEHREATR
IHBIER & T > T WnA, BE
AR —ER & L CESGHEXLY EIFTWL 3,

o BIEA VN FPORMYEADFR T, B
B0 XEIEEICEN D EENL RS
FZELTWB,

- J

https://otp.tools.investis.com/clients/us/hilt
on_worldwide2/SEC/sec-
show.aspx?Filingld=16379047&Cik=0001585
689&Type=PDF&hasPdf=1

B

(Y% HA DESGELES - SEENEW DERTR)

- ESGHLEE (BiZ%ZE&1) %ZIBTRDD A,

EWCEFRE E TSENICERAL T
W5,

- BEmFTNORY BRI TE~DE

BROAR E L TR,

FB U
ESGI RS \

https://esg.hilton.com/wp-
content/uploads/sites/4/2023/04/Hilton-
2022-Environmental-Social-and-
Governance-Report.pdf

= | rB
.- 72x7Y4F
(BXEEH2MRICET 3T

o ESGIR&EZE L [AHFEIC. ESGELER & ZF DI
WA 1B,

o BHRENIIEE LESGEREZASHBT 5
EOICEELTWBA, £H Y ICENH
PEBREE B,

[Fiton]

Our Journey Toward 2030

Hitton was founded an the noble premise that travel can
make the workd a better place and that premise still guides us
todday

Ehrmbepiie J. Massetts, Fresctest & €0l Ersatie (e, bl
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Item 1.  Business SEHDORA Vb

Environmental, Social and Governance

Hilton strives to create long-term value for all of our stakeholders through: (1) our resilient business model; (i) our ESG efforts to support the long-term . [ESG IS =
viability of our business; and (iii) our more than 100-year history of filling the earth with the light and warmth of hospitality and making the world a better place - N
through travel and connection. F. £OHT %ﬁ

A>T MTE K,

As one of the world’s largest hospitality companies, we recognize Hilton has a responsibility to protect the planet and support the communities we serve to
ensure our hotel destinations remain vibrant and resilient for generations of travelers to come. Hilton is committed to driving responsible travel and tourism globally

. ISIEA /%7 b

and furthering positive environmental and social impact across our operations and communities through our ESG strategy, Travel with Purpose. We believe that the - "
need for responsible leadership commensurate with our global scale will continue to be of great importance in the years to come. In 2022, Hilton was named to the D 5(]75 LT, *
Dow Jones Sustainability Indices ("DJSI") for the sixth consecutive year, scoring in the 100th percentile in our industry, reflecting Hilton's significant investment in C EMEAMEIE (C B
building a leading ESG strategy. T 5 BREZYD
Envi tal Impact HIB R RIE M
nvironmental Impac; 0425 L. Sy
In 2022, we reevaluated our environmental impact 2030 Goals and set more ambitious targets. Hilton was the first major hospitality company to set science- 777D j;grj\
based targets that were approved by the Science Based Targets initiative ("SBTi") and the first major hotel brand to obtain revalidation by SBTi. In June 2022, SBTi R,

verified our near-term targets (1.5°C by 2030), which are in alignment with our updated environmental 2030 Goals to cut emissions intensity of our managed hotel
portfolio by 75 percent and of our franchised hotel portfolio by 56 percent, with 2008 as our baseline. We continue to work toward our 2030 Goal of reducing water
and waste intensity at the hotels we operate, including those that are owned, leased and managed, by 50 percent, with 2008 as our baseline. To achieve our reduction
targets, we partnered with a global leader in the field of sustainability and energy procurement to help map out a phased implementation strategy to help us make
informed decisions and chart a path to achieving our energy reduction goals. Although we believe that our environmental impact 2030 Goals are ambitious yet
attainable, there can be no assurance that we will be able to meet them. As climate science continues to evolve we may further refine our envirgasaas tw

Goals. =X

In 2022, we continued the certification of our portfolio of hotels to ISO 9001 (Quality), ISO 14001 (Environmental) and ISO 50001 (Energy) standards, which
marks 11 years of our properties certified to ISO 14001 and ISO 9001 and eight years for ISO 50001. Further, in alignment with our science-based targets, we
continue to take steps to increase our sourcing of renewable energy at our hotels around the world. In the Europe, Middle East and Africa ("EMEA") region, one
third of the hotels we operated, as well as our Watford and Glasgow corporate offices, were supplied with 100 percent renewable energy during 2022. In the U.S., we
continue to have a renewable energy option for our managed hotels. Additionally, we provide our customers with the opportunity to make their meetings and events
sustainable through our Meet with Purpose offering, a program launched to help customers gather responsibly, incorporate food donations into their programs and
positively impact their destinations, or offset their meeting through our carbon neutral meeting offering at select participating hotels.

We continued our focus on our food waste reduction and food donation initiatives, with many of our managed hotels in the U.S. and EMEA piloting donation
programs and analytical software to help reduce food waste and associated costs. We also operate a soap recycling program, with over 5,500 of our hotels partnered
with soap recycling organizations to donate soap bars and other unused supplies from our hotels to those in need, consistent with our effort to reduce waste. We have
made progress on our commitment to reduce single use plastics at our hotels, offering Digital Keys at more than 80 percent of our hotels and requiring all hotels to
comply with the adoption of bulk amenities by 2023.
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[Hil'h'm]_

WITH PURPOSE

Travel with Purpose 2030 Goal

TRAVEL WITH

PURPOSE ENVIRONMENTAL G GOVERNANCE
4 PAVING THE WAY TO NET ZERO N NE OF OPPORTUNITY Y ADVANCING AND MEASURING OUR GOALS

ESG Strategy
and Framework WATTS CAREERS PUBLIC AFFAIRS
CARBON/ENEREY
Highlights and Science-based targets Create 5 million jearning and career growth opportunities for - Advocate for pulblic policies that advance our
Recognition Reduce Scope 1and 2 emissions intensity from managed Tearm Members and communities, with a focus on underrepresented groups Travel with Purpose goals

hotets by 78% MT CO.e/m?, 2008 baseline Actively Lhape |EQISABOn and heguistion 1o Advance our EoTporate

Achieve 5O% Gender Diversity at our leadership levels globally by 2027 objectives. Inciuding making progross toward our ESG goals

Stakeholder

TR . Reduce Scope 3 emissions intensity from franchised

hetelsby 56%, MT CO.e/m’ by working collaboratively

with franchisces 2008 baseline

Achipve 28% Ethnic Divorsity ot our loadership lovols in the U'S by 2027 @ PARTNERSHIPS

ESG In Guest

Create and partner with cress-industry networks
to advance Travel with Purpose objectives

Mcaningfully impact 20 million community members by 2030 Buisd long-term relationships
¥ INCE Our eNlerpnse obyec
advocacy efforts

Drive toward a Net-Zero future COMMUNITIES

Ors thal requers
Ao te (S0 14001 50001, SO0

crganizations that helg
Including our ESG goals and

LightStay

U S EPA ENERGY STAR)

Particpatein  [|Awasrd 300+

Leverage our

food donation  [JAction G
Hilten Global e Rrograms. for i
Foundation WATER hours where allowed @ POLICIES AND REPORTING

Reduco water use intongity in our managod aporations
by B0% Liters/m® 2008 baseline

-+ Operate through best-in-class Measurement
cing and [LightStay) governance and oversight

COMMuUnty

Actrvate 20 community water proprcts Lo INCrease ACCess and resence members MEEE wilh
nd Team and sonal : 5
b s Continue Em Prawide mandatary
o WppRars: BECOUNtAbIlity annual tratning

FB

WASTE

Reduce landhilled waste intensity in our managed oper atlons . CONDUCT
by 50% MT/ny 2008 baseline '

for Light Stay
complance
enterprise rsk

Promoto responsible. inclusive conduct across T00% of our value
chain operations

globally

Reduce food waste SCro4s our Send 2ero 1080 10 lendfill by
global op ars by implementing
eduction program in

the full Board

OLE OO
pouitry, pork, ggs. 560
from thirg-party recognized and

Embad ESG due o
Supply ct and partne
to advance poskive Mpact

RCE AEFOSE BT

s ESGEREE 7 L — L7 — 7 % "Travel with Purpose” & Z |7 TEIE, 2030F X COBEEZZHEL TWLW3,

. [RZEY) B RBYIDOS0%EE] (ST 2EYEALE L THECORREEZEYHEIB 07 7 L, [Hitgit
2120000 ANICHRY T AT7A NI MR T IRV EAE LTERTLERTRREWR 7077 L~DS
mEZF T3,
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2030 Goal Updates

LEGEND

o -0 —®

@

WASTE

Reduce food waste across our global operations
by implamenting a food waste reduction program
n every kitchen

Send zero soap to landhill by recycling all used
guest soap bars, where available

. Making On track Complete
In this table, we map our Travel with Purpose 2030 Goals to the corresponding UN Sustainable Development progress
Goals ([SDGs) and report our progress to date.
- L] Ll
Reduce landhlled waste intensity in our managed 65 4% reduction in landhlled waste intensity Imanaged hotels) —@—
operations by SO% (MT/m’ 2008 baseiine) On track

576% reduction in landhfiled waste intensity [all hotels)

Joined WRI Cool Food program to engage on best practices to reduce food waste and opportunities to adopt lower-emissions food selections I

23
125

B
Continued to expand Digital Key and transition hotels to bulk amenities. reducing plastic waste from key cards and miniature toiletry botties

5.500+ hotels partnered with soap recycling organizations to donate soap to those inneed F B

u1|

Completed a pilot with GOODR. a food waste donation program designed to pick up edible food waste and donate it to local nonprofits I

Partnered with Winnow. leveraging Al technology to help chefs accurately pinpoint food waste streams to cut costs and tailor A
purchasing decisions in select hotels across EMEA and APAC E

EEGIDRA > b

s BB ILICIRYEAPEE ZER, SDGsEDHFE
L. TCET —XICREHT. EUHENLEHEED
SHTW5,

o BFICEEEAIYBEAEAICOWTHIEEA, F1Z 1L,
L k>FA—F > RHGOODRE W5 FEEFEIK & 17
& L. SO0R % M SICRE L /-FHEFEIFTn
b, 1=, TNITK->T384KR > FDOCOHRICE
BAL=Z&EHBNMLTWS,
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2030 Goal Tracking

Since the launch of our Travel with Purpose 2030 Goals in May 2018, we have been tracking all targets to
ensure that we reach our goals. Below is a progress report on all targets. For additional reporting, please visit

the Cur Reporting page

SUSTAINABLE
DEVELOPMENT o

GO ALS

2030 GOALS SDGs
Reduce landfilied waste Intensity in 3 e
our managed operations by 50% —’V‘/\V
(MT/m* 2008 baseline)

12 325

Reduce food waste across our globsl

(=}

k

jaste reduction program in avery

QO

perations by implementing e food

itchen

Send zero soap to landfill by recycling

]

m

used guest soep bars, where

vailable

Making
progress

LEGEND

123
125

144

On track

WASTE

PROGRESS TO DATE STATUS
654% reduction in landfilled waste intensity (managed hotels)
57.6% reduction in landfilled waste intensity (all hotels!

Joined WRI Cool Food program to engage on best practices o
T i . On track

reduce food waste and opportunities to adopt lower-emissions
. A
rood seiactlions
Collaborated with WWF and the hotel industry to develop a
standargized wastie msasuremeant “'!E'T_!1':'Cf0!-3g_i'
Completed a pilot with GOQDR, a food waste donation program
designed te pick up edible food waste and donate it to local FB
nongrofits
Partnared with Winnow. leveraging Al technology to help chefs

B
accurately pinpoint food waste streams o cut costs and tailor
purchasing decisions elect hotels ecross EMEA and APAC

5
Continued to expand Digital Key and transition hotels to bulk
ameanities. reduc ng plastic waste "I'QI""'! |£-T_—! cargs ang miniaturs
toiletry bottles
- hotels partnered with 50ap recycling erganizations to

5
donate scep to those inneed

SHEBIOFA >k
s ESGHLEE DEWIRAIC DWW THIR
(ESGHREZ L [E—)

o WYVBEADEMXREHFIZDOVTIL,
ESGIREEA BT 5 L O ILFHFE,
Kb ICHBEPRERESEXIBE
L TW3,

Travel With Purpose

Stay Better with Hilton

Hilton Global Foundation Grantees
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