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Pertes et déchets
alimentaires

| Définition

Réduire les pertes et gaspillages alimentaires tout au long de la chaine de valeur, du champ a la
fourchette et jusqu'a |a décharge

/

R S

2.2.6 Lutte contre le JHSDIIBEEE: imentaire

En complément de sa démarcha Intérme da réduction des
déchets en usine et leur valorisation (cf 2363 Cestion des
dechets), Bondusglle est engaga dans la |lutte contre le gaspillage
alimentaire.

Selon 'ONU pour l'alimentation et lagriculture [FAD]. 30 % de |a
production allmentaire mondialeest jptée sans treconsommes
Au lieu de detruire les produits ne respectant pas precisamsnt
le cahier des charges de Bonduelle, mais demeurant tout & fait
consommables, le groupe fait don chague année de plusieurs
centaines de tonne: de [égumes & des organismes caritatifs qui
les redistribuent localerment.

G DRA > b

- EEFRECLT BEmAX-

95 BAREE 2 1R

Bonduelle promeut Sgalement auprés des eonsommatsurs
la lutte contre le gaspillage alimentaire. Le groupe proposs
difgrents emballages [durde de consenation, potion
alimentaire] et précise la taille de la portion pour permettre
au comsommmateur de faire un choix adapteé selon son type de
foyer et de consormmation. De plus, ks sites [nternet et réseaux
gociaux de Bonduelle diffusent des informations pratiques
commea une aide 3 la comprehension des dates limites de
consammation.

BREEYHIRZH/I, JIoKE

Bonduelle S,A, “rapport RSE 2022-2023" https://www.bonduelle.com/app/uploads/2023/11/Rapport-RSE-2022-2023-FR.pdf. (P.31. P.40508)
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Bonduelle S.A. FERI{EZE - FY 2022 (2022/6/30~2023/6/30)
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leurs actions préférées. Plus de 1 000 personnes ont participea.
Les prix-ont récompenss les projets suvants

— le prix People est attribue 8 BELL pour lNaction = Soutien a

'Ukraine/ BangusalifmEntaire. Soutien dux personnes » ;

—1IE Pk Almentaton revient @ BEAM pour son meange
s Surgelés pour petit-déeuner »

— le prix Planéte a éte déceme a BFA pour ses « Bistro Bowls
Ready Pac® » préts & 'emplol 100 % recyclables

— la categone CS5R Capes Challenge a recompense e projet
de reduction de la consormmation deau dans les usines BFE

42 gamme (4 G ;

— le prix Crosssance est attribué 5 BFE pour son projet « SPACE X
- Relance Foodservice France Traiteur »;

— e prix Efficacite et Rentabilit® a été remis & BELL, BFE & B5A
pour leur prajet « Unis contre 'hyperinflation = ;

— le prix DEAL est déceme a BFE pour le proget « Visites d'usines
- Bonnes pratigues et resealtage »

— le prix Coup de Coeur du Jury est remis a BFA pour son projet
de recrutement inclusif,

Bonduelle S,A, “rapport RSE 2021-2022”. https://www.bonduelle.com/app/uploads/2023/11/Rapport-RSE-2022-2023-FR.pdf. (P. 685 &)
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Bonduelle S.A. CSREREZE 2021-2022 (—ERiR#%E)

1.4.2 Mission: Inspire the transition toward a plant-based diet
to contribute to people’s well-being and planet health

Our mission is inseparable from our econemic project, because without economic sustainability. there is no positive impact. and
conversely, there is no economic project without a contribution to sustainability issues. This is a very strong dual ambition that we

know will create value for our entire ecosystem.

1.4.3 Collective corporate project: INSPIRE

Our corporate project, INSPIRE, is rooted in our values and is based on our mission; it defines our strategic priorities and promotes
a leadership model that enables them to be implemented. A major transformation program is supporting the implementation of

the corporate project: the path to B Corp certification,

Five strategic priorities

INSPIRE defines five strategic priorities based on two essential and inseparable targets: sustainable growth and enhanced positive

— FOOD - We champion superior flexitarian food experiences
and sustainably impact eating habits;

— PLANET - We transform our food production system from

B = networks;
field to fork towards a resilient zero net model ;

— PEOPLE - We build meaningful development-rich and
inclusive people journeys at Bonduelle and beyond;

2.3.5.4 Waste management: zero loss
and recovery

Bonduelle optimizes resources throughout the product life
cycle, starting with responsible product and packaging design
(see 2.3.3), and promotes the circular economy of vegetable
waste.

Reduction at source of vegetable waste

In 2021-2022, Bonduelle's facilities generated 633,646 gross
tonnes of vegetable waste. This corresponds to 525 kg of
vegetable waste per tonne of manufactured product. This
ratio increased by 5.5% compared to the previous year, as a
result of the different types of vegetables processed.

During the fiscal year, 99% of Bonduelle’s vegetable waste
was recovered for commercial use, animal feed, spreading,
converted into methane or used as compost.

Industrial waste management

Thanks to the actions of all its plants, the group's overall
performance in terms of energy recovery or recycling of
industrial waste reached 68% in 2021-2022, compared with
71.2% in 2020-2021.

Hazardous industrial waste represented 263 tonnes in 2021-
2022, i.e. a ratio of 0.22 kg per tonne of manufactured product.

- GROWTH - We create value with our brands and our
production capacities to exploit opportunities for the
development of plant-based food in our various distribution

-~ EFFICIENCY AND PROFITABILITY - wWe improve
efficiency, profitability and capital utilization.

21.3.2 Identifying Bonduelle’s CSR challenges

g

=

Fight against food
‘waste

Fight against food waste and ensure the recovery of co-products in a circular economy approach

Waste management

Manage industrial waste

Animal welfare

Respect animal welfare

Clients and customers

Promotion of plant-
based food

Promote and guarantee access to healthy, plant-based food at an affordable price

Product traceability
and quality

Responsible

Ensure traceability and guarantee safe and high-quality products

Ensure responsible communication

OISt

Food waste
awareness

Make customers aware of food waste prevention

Eco-friendly
packaging

Design environmentally friendly packaging

Distribution channels

Develop innovative distribution channels to ensure broad accessibility for our products

EHEHGDRA > b

- CRSICEIT 2EBICHE VT, [B] 2BHZHENES
FEEBI. (8] (LB 2REzER. [BERER
YR 2 BEREL L THBITTWLW 5,

Bonduelle S.A.., “Corporate social responsibility report”., https://www.bonduelle.com/app/uploads/2022/10/BON2021-22 RSE_EN_MEL.pdf. (P.11, P.33. P.59%08)
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Bonduel le S.A. TGASPILLAGE ALIMENTAIRE Le gachis, ¢a suffit | (BRMEBEEWHIBIZDOULNT) |

En finir avec le gaspillage alimentaire!

Imaginez: chagua seconds, 41 tannes de nowrriture sant pardues ou gaspillées & travars le monde. Mais que se

https://www.bonduelle.fr/depuis-1853/article/le-gachis-ca-suffit/130/130.

accusl » Actualies » Sohcants : Bondoeils donne 10 mallions de portions e Bgumes

SOLIDARITE : BONDUELLE DONNE 10
MILLIONS DE PORTIONS DE LEGUMES

10 million portions of vegetables: this is the commitment Bonduelle is making to demonstrate our
support and solidarity for the associations with which we work, in particular Les Restos du Coeur, a
long-standing Bonduelle partner.

As a food player, we are convinced of our responsibility to provide aid and access to essential foodstuffs
to the most deprived people.

This commitment is materialized by numerous charitable associations and is materialized through
donations of food products and the active involvement of our employees during food collections.

Today, faced with an unprecedented emergency situation, Benoit Bonduelle announced during the
llec — The Voice of Brands round table, in the presence of Aurore Bergé, Minister of Solidarity and
Families of France, a immediate action by sending 500,000 cans of food donations in the coming days,
the equivalent of just over a million portions of vegetables. We have also decided to double the volume
of our donations this year to reach 10 million portions of vegetables (or 5 million cans).

cache-t-il derriére ce constat alarmant? Comment réduire ce gaspillage alimentaire? C'est & ces questions
qu'entend répondre la Fandation Lovis Bonduelle au bravers de son eBook,

LHEHADORA > b

s BREEVMHIRICE I Z2E8LEREZ. —KME CEE#H)
miFicE &, E-book& L THBEHE L TL 5,
https://www.calameo.com/read/005576100c2a1091d887f?page=1

e 7—RKNNY IR ECSR (BEMHESHEE) EXZHEUEY
HAE, —a—RLEX—0DiEFELTHERY EIFTW3,

Tz T7HAMTIEUTORYBEADELHNBEHIN TS,
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https://www.bonduelle.com/fr/solidarite-bonduelle-donne-10-millions-de-portions-de-legumes/. 13
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Danone S.A. EXRIREZE - FY 2022 (2022/1/1~12/31)

SUPPLY
CHAIN

GOVERNANCE/
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Circular economy/ packaging/ waste .

Imparfance fo Danone’s external sTakeholders”

BUSINESS 1 — — 1] 57 1] = AN == Hy e
'\ Nurritional quality of overall product portfolio Product safery/quality 7‘:— &b\ 7 T ) J ) T /f 7] 71()-? % ;&)‘j& L/ T L\ % —
- - = ! ] . = NATN=" — -7
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EVOLITION Vulnerable communities
empowerment in value chain
OVER THE NEXT =
57010 JEARS 1 Animal health/ welfare stakeholder engag
10 Workplace diversity/inclusion
o Tax/ local economic
@) contribution ()
) Re ibl
1::::::21 Labor relations () nflsrreu#lusrur: Ll::vn:rgke i
O
MEDIUM (@) 2 Employee engagement in governance
INCRERSE Data security/privacy
-
»
it Impact on Danone’s Business Success

rd

NATURE STRATEGY

5 Z Danone’'s ambition is to transform its value chain by developing
. NATURE solutions that preserve and regenerate nature The following topics
are developed under this section:

Confents ® Fight against climate change

Nature strategy 149 Circular economy 163 e Preservation of the water resource A |
Fight against climate change 150 Cgutaiity OF gackaiing 163 & Biodiversity
Preservation of the water resource 157 —_— .

I Reducing food waste 165 #| Circular economy: packaging, waste and food waste I
A

Danone S.A., “Universal Registration Document”., https://www.danone.com/content/dam/corp/global/danonecom/investors/en-all-publications/2022/registrationdocuments/danoneurd2022eng.pdf .
(P.146. P.1492R) 17

Biodiversity 161

® Regenerative agriculture (sea section 5.3 Regenerative Agriculture).
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Danone S.A. EXRIREZE - FY 2022 (2022/1/1~12/31)

WASTE MANHGEMENT

= \ o
Danone monitors waste production and recovery through im- the recovery rate for their waste through on-site sorting and staff EB%@U D /j_\ /f P4 l‘
plementing practices such as recycling, reuse, composting and training. To that end, these sites enter into agreements with sub-

waste-to-energy. The Group's production sites seek to maximize contractors that can recover the various types ﬂfwlaste generated.
2021 w2 |1 FE. BR. BEWATY 7 a vy 77 0 %R
Industrial waste® /—j_\ o
: : : it ] o — _ R
';ote_ll.qtfdantltly of |n|:?ust:|jal:ast? (lrn ktons/ | 13{?1;”' 3:;“” 2. 7'7—‘%'_ L LT . -U- 75 /f F = /E\{Zlgrc%‘éij—
atio of total quantity of industrial waste per metric ] ; - o = =
ton ofproduc?r’r’nkg/tons)’ ’ 5§E‘l:llﬂ H A %Eﬂl*ﬁ L/\ 7REX @%l@'ft%%
Proportion of industrial waste recovered 21.9% 93:5% M ﬁ/‘@ LTW5 Ef %(\—_’ ?’% ﬁﬁo E_[ﬁlé 7Ld: i%é\ D ﬁiﬁu }Eﬁ )P
Packaging industrial waste 7 v 70-5- /r 7 U > 7\‘\ %%Uﬁ% D EEE%\ g
Total quantity of packaging industrial waste fin ktons) 115 114 'f¢ E/\] 7’3: 7 7° O—F :E) ga%k LTW3 R
Ratio of total quantity of packaging industrial waste 3.3 3.3 i) = = NAINER G:z)
per metric ton of product fin kg/tons) 3. a~ f\i L T‘\ E *JJ: D ﬁ AR }_%._ = &f% ﬁ” /)31 E T 7&
Proportion of packaging industrial waste recovered 97.3% 98.4% SDGS:#EOD 7 H—/N }l/%—’—% t l@.}% é '@.— < Bﬁ/j_\o
Proportion of plastic packaging waste recovered 96.5% 28.2%

lal Production Sites Environment scope, see Note 5.10 Methodology Note.
|b] Excluding sites from the Water category for Food Waste.

keducing food waste
Definition Targets

Danone is committed to reduce Food Waste inits end to end supply | Danone'stargetis to il reducewaste inits operations and its supply

chain. For that purpose, the Group launched an extensive global | chain, notably by combating food loss and recovering food waste,

program named the Battle againstwaste. The programis designed and (il help reduce loss and waste prior to and following its direct

to deliver sustainability and productivity targets. The dual project | aoperations by means of partnerships, consumer education or im-
engages end to end supply chain stakeholders, partners externally | proved product markings.

with suppliers and customers and leverages internal expertise in

derto halve D 's food te. : :

cleanl ol Lo bl Goods Forum in 2015, Danone has pledged to reduce its non-recov-

A s i 5 i i i
Policies ered food waste by 50% to 3 destinations [Landfill, Sewer, Refuse/
Discards] between 2016 and 2025.

Under the resolution against food waste adopted by the Consumer

Danone closely monitors and reports food waste generated in its
end-to-end supply chain and continueusly optimizes processes, by | The Group strengthened this ambitien in linewith the United Nations’
driving internal awareness and building losses reduction capabilities, Sustainable Development Goal [SDG) 12.3 by joining the 10x20x30
investing in new manufacturing technologies, re-purposing and Initiative and by going beyond non-recovered waste. To achieve this,
up-cycling, where possible, and redistributing food surplus. The | Danone has committed to halve its foodwaste ratio to 8 destinations
program is tracked via a robust reporting system and is driven by [Landfill, Sewer, Refuse/Discards, Controlled Combustion, Not
individually allocated targets for each production site and selling Harvested, Land Application & Ce/Anabolic Digestion] throughout
unit Performance is reviewed on a guarterly basis its operations and distribution chain between 2020 and 2030, on a
like-for-like basis.

Danone S.A., “Universal Registration Document”., https://www.danone.com/content/dam/corp/global/danonecom/investors/en-all-publications/2022/registrationdocuments/danoneurd2022eng.pdf .
(P.165Z 8) 18
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Danone S.A. EXRIREZE - FY 2022 (2022/1/1~12/31)

Action plans

Danone adopts a collaborative approach to reducing food waste-from
farm to fork-across its entire product portfelio, invelving consum-
ers, suppliers, distributors and partners in the process. The Group
reduces food waste not only within its operations but all along its
value chain as follows:

® upstream, by working with its suppliers. For example, the
Group engaged three of its main fruits’ preparation suppliers
into the 10x20x30 platform, committing to reduce by half their
food waste by 2030;

#| in its production sites, warehouses and logistics centers, by
creating a Food Waste Champions network in each production
site in order to track and reduce food waste and loss within
operations. This network enables to (il foster the sharing and
deployment of best practices among Danone’s operations, (iil
enable the consistency of the reporting on food waste and loss,
and (iii) develop and implement audit methodology with external

experts. Furthermaore, the Group redistributes its surplus food
to specialist charities in order to support vulnerable commu-
nities. Lastly, any unavoidable friod waste s preferentially sent
to recovery streams with higher valorization, consistently with
Sustainable Development Goal 12.3;

# downstream, byacting to reduce waste through new consumers
channels: in 2022, Danone worked with local partners such as
Too Good To Go toraise awareness around food waste and inform
consumers on date labeling. The Group continued toinfluence the
shift its date labels from "use-by~ date to "best-before” date in
key European markets. In addition, Danene Germany introduced
anonline clearance sales shop forwhaolesalers in Germany and
Austria. Through these new sales channels, Danone exclusively
offers productswith a shorter minimum freshness at discounted
rates. This online clearance sales shop was awarded the "Too
Good For The Bin” prize in the category “digitalization” by the
German Federal Ministry of Food and Agriculture.

Production sites

Production sites i and supply chain vid

2021 2022 2021 2022
Food waste management
Total quantity of food waste generated (in ktons/ 249 230 an 295
Ratio of total quantity of food waste per metric ton
of product sold fin kg/tons/ 29.2 [28.0 35.7 35.2
Ratio of total quantity of food waste recovered per metric
ton of product sold (in kg/tons/ 261 25.5 29.0 29.3
Proportion of waste recovered 89.4% 91.2% 81.1% 83.0%
Ratio of total quantity of food waste non-recovered per metric
ton of product sold (in kg/ tons/ = = 6.8 6
Reduction in the ratio of total quantity of food waste non-recovered
per metric ton of product sold since 2014, on a like-for-like basis'® - - -27.2% -341%
Ratio of total quantity of food waste per metric ton of product
sold, excluding waste intended for animal feed and the processing
of biomaterials [in kg/tons] - 5DG 12.3 - - 23.0 21.2
Reduction in the total quantity of food waste per metric ton
of product sold, excluding waste intended for animal feed
and the processing of biomaterials - SDG 12.3, since 2020
on a like-for-like basis - - -5.3% -13.5%

lal Production Site Environment scope, see Nate 5.10 Methodology Note.
|b) Excludes sites from the Waters category.

lcl Preduction Site Environment scope see Note 5.10 Methodology Note:
|d) Based on constant consolidation scope and methodology.

The ratio of total quantity of food wasta non-recovered per metric ton of product sold since 2016 decreased in 2022 by an additional 6.9%
in 2022 compared to 2021, mainly due to results of action plans on supply chain food waste in Merecco, and on industrial food waste in

the United States and in Russia.

LHEHODRA >~ b

1. BEEMARYEAICOWTIE, fHEECBEEDL R T —7FhILE—E LT
AN 2 —F 2 —VE2ETORYBEAZELEHL T,
2. MYBAICETEIE=_RY v G RABE,

Danone S.A., “Universal Registration Document”., https://www.danone.com/content/dam/corp/global/danonecom/investors/en-all-publications/2022/registrationdocuments/danoneurd2022eng.pdf .

(P.166S 1)
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Danone S.A. EXRIREZE - FY 2022 (2022/1/1~12/31)

Danone S.A., “Universal Registration Document”., https://www.danone.com/content/dam/corp/global/danonecom/investors/en-all-publications/2022/registrationdocuments/danoneurd2022eng.pdf .

(P.223518)

Waste

Following the application of 2 new standard, the Food Loss and
Waste Protocol lversion 1.0 of June 2014], since 2014 Danone has
consolidated the quantities of waste generated according to the
following categories: treatment facilities’ sludge, waste, whey, food
waste collected on site and food waste discharged withwastewater,
packaging waste, hazardouswaste and, lastly, other non-hazardous
waste Since 2019, Danone has focused on the most substantial cat-
egories [food waste and packaging waste] and excluded hazardous
waste and other non-hazardous waste, representing B% of total
guantities of waste produced at production sites in 2022, from the
consolidation scope.

The Food Loss and Waste Protocel is the first international stan-
dard for measuring food losses not used for human consumption:
It was established under a partnership bebween the Consumer
Goods Forum, the Food and Agriculture Organization of the United
Mations, the United Mations Environment Programme, the World
Business Council for Sustainable Development [WBCSD), and the
World Resources Institute.

Food waste is consolidated for the Production Site Environment
scape with the exception of the Waters Category plants. ltincludes
finished product, raw material and by-product lwhey not used for
human consumption] losses. This wasie may be collected or dis-
charged withwastewater, or form part of the wastewater treatment
plant sludge:

HEHADORA > b

1. BmOXREEEYEIBOI-ODRTE EEEBAEX*LH, EFMICIE. BRA AT - REICET 2E
TR, SFEIFhATIY —0EEY EBHERDFER. T4, WG CNEINT-BREEY.
K EHFICHIHEI N2 BREEY., dEREYL L) OE2HEEa L. ik, (FICERREREY L

BREYCES A YT TV, )

LTWb,

# whey and okara collected on site and not used for human can-
sumption are reported as dry matter content;

e waste collected on site is reported in real weight, i.e. weight as
shown in on-site waste removal orders:

s waste discharged with wastewater and recovered in the sludge
at treatment facilities is reported asa percentage of dry-matter
content in sludge;

= waste discharged with wastewater and not recovered in the
sludge at treatment facilities is calculated in tons of chemical
oxygen demand [COD] discharged.

Since 2020, Danone has also introduced reporting that consolidates
foodwaste from its production sites with foodwaste generated in the
scope 3 downstream sub-scopewithin the Greenhouse Gas scope:

Mone of the products and by-products that are used for human
consumption [production of lactose or cheese fromwhey, etc | are
included. Data related towaste recovery includes materials recovery
[recycling, composting, reuse, animal feed, sludge used in agricultural
applications, etc ] and energy recavery [methanation, incineration
with energy recovery]. Unused waste is waste that is sent to landfill,
discharged to the sewer or incinerated without energy recovery.

A= a reminder, in 2018, sludge from wastewater treatment in ex-
ternal wastewater treatment plants started to be included in the
indicator of recovered waste, when the traceability of this recovery
was available. The completeness of this datawas improved in 2019

2. BEY) - TxL¥—0RIN - BHAICET 2 BENLERYEAICHT IREY X T LDOFEREZCH
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Danone S.A. TREDUCING FOOD WASTE (B SMmEEWIHIB) |

Agriculture

Engissh MPACT FLANET Lebensmitleherzcheendr

Our dairy in Ochsenfurt is supplied by over 90 small and medium-sized dairy farms in the local region. We support
them in their activities by having permanently employed Danone milk production advisors who are there to assist the
dairy farmers in every way — from animal fodder to hygiene. Our partnership makes a major contribution to combating
food waste. For example, we advise our milk producers on now to keep their milking systems at a hygienically clean
standard and ensure the micrebial count in the raw milk stays below the applicable thresholds stipulated by legislation
on milk. If high microbial counts do occur, our advisors help the farmers to quickly identify and rectify the cause — any
farm that exceeds the limit is excluded from milk supply by the veterinary inspection office. In this way, we ensure high
quality milk production and avoid loss of raw milk.

We also work closely with farmers on controlling inhibitors which prevent the growth of bacteria and cultures, hindering
the fermentation process. If the presence of inhibitors in the milk is verified, that milk cannot be used to make dairy
products and is discarded. Farmers report suspected inhibitor problems at an early stage. In serious cases, this helps
ensure that only relatively small batches of milk are contaminated with inhibitors, resulting in less milk being lost.
Around 300 tonnes of milk were lost in this way in Ochsenfurt in 2008 while the figure stood at just 115 tonnes in 2018.
In percentage terms, this means a reduction from 0.35% to 0.15% of total production was achieved.

Production ELEPFDORA >~ b

In addition t high hygi tandard t deal of d a high level of professionali ired t ) /\\\U:L_§I_\/@%I§E%’:_QFEEC::E);bb\
n addition to our high hygiene standards, a great deal of care and a high level of professionalism are required to X =1 - < RS 4k
ensure that there are as few losses as possible during production. Even seemingly small changes have major k) )P?— L '_:_' :7'< L“ E % ]Eﬁ&é A 7/ l\ HAND j—“'t\
implications here OQur dairy in Ochsenfurt uses a tool known as a ‘Molch’ which acts as a giant spatula to reduce the ﬁ 7& Eiﬁ‘lﬂ [ aB%k LTW3 o
amct:unt onhfruit wa];st_e “Thtiszz.ag;nological soLutfiorjtpuls ;m“ re;n?antt: stucz totthe wa[lts of tt?le ffrui.tl tankt back .into the . 7“ O—/N }[//_IE‘%‘ D i,%/a\ % % DI T 7“-Ij— A k
mixture. The result is tha ilograms more fruit can be used for the products each time the fruit container is N . . ! =
changed. With around 1.400 fruit container changes, around 33.6 fonnes of fruit are collected each year and their loss 7& ﬁi l’ < N % i‘]ﬂﬂ[ﬂ) 5E E 2 HX ) %ﬂ%k 7& %1‘:
avoided But we also make use of unavoidable production remnants or no longer edible products in biogas production °
ided. But | k f idabl ducti I dibl d in bi ducti L TW3
L_and —where feasible _for animal fodder

We also donate Danone products with a short best before date to food banks, where they are distributed to people in
need. In 2020, we donated over 500 tonnes of edible food 1o charities across Germany, Austria and Switzerland. In
addition to donating to food banks in Germany, we also denate to ones in Austria and Switzerland. We have also been
working closely and successfully with Tafel Deutschland for years and are supporting the development of an efficient,
digital online donation platform.

https://www.danone.de/en/impact/planet/reduce-food-waste.html 21
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Danone S.A. TWhy is it important to reduce food loss and waste? (BEmOX - BREWHIBOEEMY) |
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One option is to bring innovations that reduce food waste by valorizing surplus. Danone sux fruits diciin France is a great
example of what we can do. As farmers were struggling with strawberries surplus during COVID-19, we took action by saving this

surplus to launch a limited edition “Solidarity Gariguette 2020" in partnership with one of our retailers, Carrefour.
OMNE PLAMET. ONE HEALTH

Why is it important to reduce food loss and

waste? I—

0000

292020

Gariguettes 2020,

les rescapbes dv Sud-Overt. ’
Provher des tables de rertuceanty,
let Gariguettet 1010 allaieat
#tew perduei. Onlei o alari
vecurillier pour en faive cor
dflicievn yaserty

Why is it important to reduce food loss and waste? (danone.com)

Partnering with foodbanks, tech startups, food redistribution networks, is also a way to bring maore impact in food waste while
helping people living in poverty. That's why we work with local 12od banks and have signed an agreement with the Global Food

Banking Network, a non-profit organization. This way, we reinforce our action in many countries through our utilities and our

= N ° N brands like Danone in Spain who has partnered with the Spanish food bank, Health Warriors moverment and the Red Cross to
SHEBIOKRA >~ b i — - -
help one million children in need.

s BMOREEEYZHIBRT LI EOEEMZEAL.
—a—XXL R —EFEF,
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Groupe Bel (BMmHIEZE)
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Annual/Integrated Report
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HIGHLIGHTS OF 2022

s Drafting of the Bel Charter to fight against food
waste.

s Implementation of monitoring tools to manage food
loss and waste and publication in the Food Waste
Atlas.

« Continued roll-out of a label advising to “see, smell,
taste, and only throw away if in doubt” on packaging
in partnership with Too Good to Go.

+ Development of the Mini Babybel® Plant-Based in a
bag made of 97% paper.

¢ Launch of the project to transform the single-material
and recyclable compote pouch.

+ Obtained the ASI performance standard and ASI
chain of custody standard at the Sablé-sur-Sarthe
plant.

.
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https://www.groupe-bel.com/wp-

content/uploads/2023/07/230427-bel-rafi-2022-en-mel.pdf.

= | FB Y \
YR7FEYTA - UVT -
7274} VR - 7b—LT7—7
(CSREX ) 84 DEREE & 5Fii % =)

s YXFFEUTF4ICET I EDHE
CEERE LT, BEmEEYHIBE Z D
EX V) #B A D EM = 3R &

e YXFFEUTFT4ICET I EEADE
MEmEDY —ILE L TERTR,

12 o

Designing 5 ﬂll""

sustainable portions
& fight food waste
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YOU WILL ALSO LIKE

CSR Scorecard

Our Group Policies

https://www.groupe-bel.com/en/our-commitments/

CSR Program

11-bel-sl-financing-framework-update-vlast.pdf
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Groupe Bel. EREREE - FY 2022 (2022/1/1~12/31)

OUR MAIN NON-FINANCIAL CHALLENGES AND THEIR PERFORMANCE MONITORING

Challenge Risks

Scorecard indicators SDGs*

B

DESIGNING RESPONSIBLE PACKAGING AND FIGHTING FOOD WASTE

] = &%

Fighting food waste

and climate change

Eco-designing its packaging and using more

sustainable materials packaging

Encouraging and facilitating the recycling of
products

# Risks of environmental and regulatory impact of

* Risks related to food waste * Rate of foog loss and waste in our
* Risks related to the sustainability of natural resourc operations™

# Packaging thatis recyclable and/or
home compostable

* Packaging thatis recyclable and/or
home compostable

3.5.1| FIGHTING FOOD WASTE

ACTION PLAN
| Acting collectively for sustainable food
With the understanding that positive change can only come

from collective action, Bel works with its entire ecosystem, 3

both internally and externally, from farm to fork. The Group
therefore strives to reduce food waste across its entire
value chain, in collaboration with partner farmers, as well as
by counting on individuals, whether they are consumers,
. employees or partners.

Since 2019, Bel has also been a member of the Too Good
To Go pact on use-by dates, together with
65 manufacturers, retailers and associations who are

The Group is committed to fighting food waste through
two external coalitions that bring together different food
stakeholders. Bel is an active participant in the Food Waste
Coalition of the Consumer Goods Forum with a focus on
the target-measure-action approach. Starting in 2022, the
Group will publish the harmonized food loss and waste

1)

upholding 10 concrete commitments to profoun a
the stages of food distribution and consumption,

| Initiatives across the entire value chain

In 2022, the Group provided the teams with new tools, such
as a new digital platform to track data and identify relevant
action plans, or a decision support tool to recognize all
opportunities to donate food, not only in the form of
finished products, but also raw materials, industrial samples
or other intermediate products generated during the
production phase. While the reuse of by-products is already
a well-developed subject within the Group, Bel is
committed to adding value wherever it can, through a
process of constant innovation.

report on the Food Waste Atlas™ once a year.

Reduce the rate of food loss and waste

by 50% in our operations in 2030 vs. 2021@® 2020 2021 2022
Rate of food loss and waste, including wastewater n.a. 4.5% 4.4%
Rate of food loss and waste, excluding wastewater n.a. 1.5% 1.5%

(a) New indicator defined in 2022.

HIGHLIGHTS OF 2022

* Drafting of the Bel Charter to fight against food
waste.

» Implementation of monitoring tools to manage food
loss and waste and publication in the Food Waste
Atlas.

+ Continued roll-out of a label advising to 'see, smell,
taste, and only throw away if in doubt” on packaging
in partnership with Too Good to Go.

+ Development of the Mini Babybel” Plant-Based in a
bag made of 97% paper.

« Launch of the project to transform the single-material
and recyclable compote pouch.

Obtained the ASI performance standard and ASI
chain of custody standard at the Sable-sur-Sarthe
plant.

LEHODRA >~ b
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Group Bel. “Annual Report/Integrated Report”., https://www.groupe-bel.com/wp-content/uploads/2023/07/230427-bel-rafi-2022-en-mel.pdf. (P.75. P.118, P.120. P.123Z&08) 26
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2. Bel Company Corporate Social Responsibility Strategy 2.4. Design sustainable portions and fight food waste

Since 2003 and its commitment to join the United Nations Global Compact initiative, — Portion is in the heart of Be"s DNA. This packag|ng fDrmat glves many
Corporate Social Responsibility (“CSR”) has been fully embedded into Bel Group’s DNA, with e

advantages in achieving Bel’s mission (food quality & safety, limitin
an ambition to be both a responsible and profitable company. & e ( q Y Vs &

excess consumption, offering right nutritional intakes, reducing food
Since then, every year, in its “Communication On Progress” report’, available on its website, waste and enabling accessibility).

Bel reviews the initiatives and progress made by the Group to contribute to the 10 principles
of the UN Global Compact, such as human rights, international working standards,
environmental protection and the fight against corruption.

Nonetheless, aware of the environmental challenges posed by individual packaging, the
Group is striving to limit the environmental impacts of packaging by taking an eco-design
approach throughout the life cycle of its products.

In 2016, the Group structured its approach to place CSR and shared value creation at the
heart of its growth model, by creating trusting, lasting and profitable relations for all players
in its value chain. Faced with mounting climate and demographical challenges, and to meet
the new expectations of its stakeholders, the Group has chosen to go even further in
contributing to feeding tomorrow’s global population of 10 billion people, while preserving
the planet’s resources.

. Fight food waste

The Group has a comprehensive strategy to fight food waste on the entire value chain from
In 2018, it began a radical and voluntary transformation of its business model, under which milk collection to final CUnSUmptiOﬂ and aims at reducing food waste by 50% bv 2030 {eg
profitability and responsibility are inseparable. In 2019, leveraging the teachings from its
materiality and risk analysis, Bel unveiled its new corporate identity “For All. For Good” and
its six priority challenges:

99.9% of Bel finished products commercialised or given to associations in 2021). To achieve
this Eual, Bel is acting through all stages of the value chain: £
- | Upstream and collection: Bel optimizes milk sourcing to avoid losses of this fragile
and perishable ingredient. On the Fruit side of the business, Bel contributes to
| 2._Contribute to healthier food | ord A . . B
= - = avoiding post-harvest losses since most of its products are prepared with quality
3. Promote sustainable and regenerative agriculture : ; ;
4. Design sustainable portions and fight food waste fruits that are excluded from direct consumer purchase due to size, appearance, or
5 Fioht apainct rlimata rhanoe and radiire ite anuvirnnmental fantnrint because of a gap between demand and production.
- | Production: during the production phase, Bel implements several actions to minimize
food waste. It avoids as much as possible to produce unmarketable ingredients or
products, prioritizes reuse in the production process, encourages donations, and
recovers energy from waste that is unfit for human consumption.
- | Distribution: Bel follows strict quality control guidelines and in the case of excess

= = o stock, either sells it via non-traditional channels, including anti-waste and social-
= | 7~ ) o 'y
ABBIDAA > b solidarity grocery stores, or donates it to non-profit associations such as food banks.
e YXFF+EYTFT 4TS /ﬂé%@jj—ﬁ- L @j?,ﬂ]% s - Consumption: as an example, in several countries (France, Belgium, Portugal, UK and
LT ﬁ%%ﬁ#@ YIEL & F D EY V) 4 F oD EELE % @ v Spain), Bel is working with its partner Too Good To Go to raise consumers'
N 1\ =) I

03 PAST MY DATE? awareness of the Best Before date and to prevent products that are still
o o

G4 good from being thrown away. This communication is made through a
LOOK SMELL TASTE

DON'T WASTE “Look, Smell, Taste, Don’t Waste” pictogram.

1. Create Value for all its stakeholders

Groupe Bel. “Sustainability-Linked Financing Framework ”., https://www.groupe-bel.com/wp-content/uploads/2023/11/2023-11-bel-s|-financing-framework-update-vlast.pdf. (P. 5. P.12-13508)
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BEL GROUP COMMITTED TO THE FIGHT
AGAINST FOOD WASTE

W T [ L e,
-y )
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On the farm, we care about collecting the milk locally and regularly to limit the time between harvesting

and processing as the milk is a fragile ingredient. All the milk produced is collected, even when there are
production surpluses. We also support our farmers by identifying & sharing best practices to avoid milk
waste at the farm such as good hygienic practices, pertinent use of antibiotics or how to avoid productivity
losses due to mastitis.

Transformation
1l oV Hiauui éﬁ U

Numerous efforts are made in the Group’s factories to limit waste generation as much as possible.

Product development and manufacturing (formulation, heat treatment protocols, design of efficient
packaging, etc.) are carried out in such a way as to preserve the taste and health qualities of dairy, fruit
and vegetable products over relatively long periods of time. The production of finished products is also
adjusted with the sales estimates to avoid any overproduction for which the outlets would not be assured.

In our plants, we strive to minimize losses and use all the components of the milk collected. 99% of the
by-products from cheese production, such as cream and whey, are recycled by being used in the
compaosition of other recipes based on a circular economy approach. At Bel, we track all forms of food
waste including any raw materials washed down the drain on production lines.

Distribution

Overall, 99.9% of Bel products are sold or donated to associations, but we can always do better. This is

why we are partnering with METRO who invited us to join the 10x20x30 initiative, to discuss new
opportunities to go even further together in reducing food waste in our respective warehouses and stores.

Bel's palletization plans and grouping boxes are specially designed to ensure that products are well
protected during the numerous manipulations they undergo (trucks, containers, warehouses, etc.) and

maintain their integrity until they are made available to consumers.
Le Groupe Bel - BEL GROUP COMMITTED TO THE FIGHT AGAINST FOOD WASTE (groupe-bel.com) 28
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Groupe Savencia EXRIREE - FY 2022 (2022/1/1~12/31)

Lutter contre le mallmntﬂlm # favoriser le don aux associations afin de lutter contre la précarité
= alimentaire :
En tant gu'acteur responsable et conscient des enjeux mondiaux en —Le Groupe SAVENCIA fait partie des Entreprises solidaires des ‘
i . 2 [ " . N Banques Alimentaires, et a confirmé son engagement a leurs cotés 1 i 1
matiére d'accés & |'alimentation et de préservation des ressources, le S il e ! Nos principaux enjeux
et sa volonté de lutter contre |e gaspillage alimentaire tout en
Groupe SAVENCIA lutte contre le gaspillage alimentaire en mettant en aidant les plus démunis 3 accéder a des produits de qualité. Plusieurs
cevpvre plusieurs types d'actions afinde : actions ont &te 3 ce titre réallsées : Contribution aux Objectifs
de Développement Durable
+les dons de produits se sont poursuivis et ont pratiqguement Enjoux Eikguas e TONH
# sensibiliser les consommateurs : doublés versus 2021 (+495 %) :
-renouvellement du partenariat initié en 2021 dans le cadre de UN PLAISIR SAIN ET RESPONSABLE
1 F l'opération Paniers salidaires. Une plateforme de collecte virtueile, e — 1= =
- SAVENCIA Fromage & Dairy est engagé dans la réduction du e 2 Améliorer t qusalté muritionnslie #Rique potentiel d impact sur lasante X =
menpaniersolidaire.org, mise en place par les Bangues =t |a canception de nas produits e D - 0
gaspillage alimentaire et est signataire du pacte sur les dates de Alimentaires au moment de la collecte nationale pour ceux qui < Peampiavoe ine consommation respensatie # i de surconscmmation et

siitibial i s i 4= gaspilage simertaie
CDI'LSOFI"IITIZIT.IDI'I Ian CEen Fl.-a nce par TDD CDDd TD CD E! SDIJIEI'ILI par :\OuhBIT.E"Il soutenir |EIJI' cause sans se fEI'ldI'E en rnagasm. Le

fii fa a i i principe est le suivant : fe donateur sélectionne un type de panier
les ministéres de la Transition ecologigue et sclidaire et de (Erudiant, bebe, Famille et et sous forme d'un dog financier

I'Agriculture et de I'Alimentation. La margue 5t Moret a poursuivi
son engagement en communiquant sur ses emballages les
pictogrammes sur |a date de durabilité minimale (DDM) ;
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Impact pour les activités Savencia

Groupe Savencia S.A., Déclaration de performances extra-financiéres, https://www.savencia.com/sites/default/files/2023-06/23%20SAV%20DPEF%20Groupe%20FR _0.pdf., (P. 9-10, P.11
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Groupe Savencia EXRIREE - FY 2022 (2022/1/1~12/31)

» favoriser le don aux associations afin de lutter contre |a précarité
alimentaire :

- Le ‘Groupe SAVENCIA fait partie des Entreprises solidaires des
Bangues Alimentaires, et a confirmé son engagement a leurs cétés
et sa volonté de |utter contre le gaspillage alimentaire tout en
aidant les plus démunis a accéder a des produits de qualité. Plusieurs
actions ont été a ce titre réalisées :

les dons de produits se sont poursuivis et ont pratiguement

doublés versus 203 (+49.5 %) ;

- renouvellement du partenariat initié en 2021 dans le cadre de
l'opération Paniers solidaires. Une plateforme de collecte virtuelle,

monpaniersolidaire.org, mise en place par les Bangues
Alimentaires au moment de la collecte nationale pour ceux gui
souhaitent soutenir leur cause sans se rendre en magasin. Le
principe est le suivant : le donateur sélectionne un type de panier
(étudiant, bebé, famille, etc.) et sous forme d'un don financier

™

REHGDRA > b

- BREEVEIRAEEEREE LTBIF-S 2T B
VA DEEGZRL TWD,

e CSR:7—FbrFvoya EE80RMEMIREL,
BEDEREZ EFRNLAEFETRL, Y EADR
BrERLTWS,

Lutter contre le gaspillage alimentaire

En tant quacteur responsable et conscient des enjeux mondiaux en
matiére d'acceés a l'alimentation et de préservation des ressources, le
Groupe SAVENCIA lutte contre le gaspillage alimentaire en mettant en
oceuyre plusieurs types d'actions afin de :

# sensibiliser les consommateurs ;

SAVENCIA Fromage & Dairy est engagé dans la réduction du
gaspillage alimentaire et est signataire du pacte sur les dates de
consommation lancéen France par Too Good To Go et soutenu par
les ministéres de la Transition écologique et solidaire et de
I'Agriculture et de I'Alimentation. La marque St Moret a poursuivi
son engagement en communiguant sur ses emballages les
pictogrammes sur la date de durabilité minimale (DDM) ;

- en2022, lamarque Chavroux a déployé lamention TGTG « Observez,
sentez, goutez » sur I'emballage, pour la pédagogie sur les dates de
consommation et |'utilisation des produits afin d'éviter ainsi le
gaspillage ;

- De Neuwville et La Maison du Chocolat sont également engagées
contre le gaspillage alimentaire. Via I'application Too Good To Go,
ce sont 4,8 Tonnes de marchandises pour De Meuville et prés de
800 piéces de patisseries La Maison du Chocolat qui ont ainsi été
sauvees

- la marque DELACO en Roumanie a mene une campagne 3460 avec
un volet digital pour proposer des recettes et solutions anti-
gaspillage auprés des consommateurs.
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Groupe Savencia EXRIREE - FY 2022 (2022/1/1~12/31)

Nos principaux Enjeux\

Actions mises en ceuvre et résultats

# Le groupe de travail « anti-gaspi » composé de représentants de
filiales et de collaborateurs des fonctions corporate a été créé afin,
d’une part, de réduire a la source la quantité de déchets générés et,
dautre part, d'optimiser et d’identifier les filieres de valorisation

Contribution aux Objectifs locales. Il s’est réuni réguliérement en 2022. Des feuilles de route sont
d":i"l"”-'""t Duracly en cours d’élaboration pour notamment réduire et mieux valoriser les
Enjeux Risques del'ONU o ) ) o

biodéchets. Des ajustements ont également été réalisés afin de
répondre aux emgences réglementaires liées a la mise en ceuvre de la
UN PLAISIR SAIN ET RESPONSABLE loi Anti-Gaspillage et Economie Circulaire (AGEC). L'axe relatif a la
_ = communication aupres des collaborateurs et des consommateurs est

4 pmeliorer k3 olalite nutritionnalle & fizque potentiel d'impact sur lasante — s W y SROBTRL s
! . o également traité a travers, par exemple, des actions de sensibilisation

et |3 conception de nas produits des consommateurs

APromouvelr ine consommation rgr_.:.:.n;_ahlg Jﬂj;quejia;ggcnmmrrﬂtinnﬁ sur |a drFference entre |a date |IIT]Ite de COnSOmmat'on Et |a date de
= gaspilage alimentaire durabilité minimale, pour limiter le gaspillage au moment de la

consommation.

EHEHBDRA > b
« FEEBYXTELT. BEmEEYICETIRYBEAZERLED >TIHGED Y R 7 2 HE,

- BmEEVHIBICEATSIEE - 772377y - THEAEZFOFMZBE,
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Groupe Savencia ERIREE - FY 2022 (2022/1/1~12/31) @
A A

HEHADORA > b

- BREEYHEIBEBRUYAZILICOWNTIE, SASB (P RXTFFEY F 4 25tE%#EES) L GRI (Global Reporting
Initiative) ZE. Y XTFEY T4 L SURRED IR EEAE (R > THE,

SASB -
Sustainability disclosure URD URD Website Other sources
Fleet Fuel Management 213 Climate https://www.carrefour.com/en/csr/ CDP Climate:
2131 Overview of objectives and climat-commitments C41a Cl21d
performance
Air Emissions from 2.1.3 Chimate CDP Climate:
refrnigeration 2.1.3.1 Overview of objectives and C22a, (23
performance
Ernergy Management 213 Climate COP Climate:
2131 Overview of objectives and 8.2a
performance
Food Waste Management 2134 Combatting food waste CDP Climate:
I.C) ECONOMIE CIRCULAIRE
Prévention et gestion des déchets
EN23 EN24 EN2SEN28  11.c) 1. Mesures de prévention, de recyclage et
d'élimination des déchets .ENquNHEMENW
Economie circulaire et 12-25

I.c) 1.2
alimentaire

Actions de lutte contre le Gaspil

gaspillage alimentaire
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Groupe Savencia

[Gaspillage Alimentaire

(BmBEEMRIBA~DERY HH) |

+49,5 %

de dons de produits
Savencia aux Banques
Alimentaires (versus2071)

Gaspillage
alimentaire:
n‘en jetez plus!

Emballages : tendre vers
le 100% recyclable ou biodégradable

En 2022, en dépit d'une crise sur la plupart des matiéres
d’emballages, avec des pénuries d’approvisionnement,
les projets d'optimisation ont continué a voir le jour

et les marques du Groupe a agir pour réduire le recours
au plastique d'origine fossile dans 'objectif de tendre
vers 100 % d’emballages recyclables ou biodégradables
a I'horizon 2025. Tartare a ainsi intégré du plastique
biosourcé a hauteur de 30 % du volume de ses
emballages, qui étaient déja tous recyclables.

Le travail sur les barquettes et les pots de fromage

de la marque Polenghi a permis d’économiser

21 % de plastique, soit 26 tonnes sur toute la gamme.
Enfin, la nouvelle barquette 500 g St Moret

est devenue 100 % recyclable.

Savencla Fromage & Dairy signe le
Pacte sur les dates de consommation
de Too Good To Go

Soutenu par lesMinistéres de la Transition Ecologigue et de I'Agriculture et de I'alimentation, |'objectif du Pacte est de
s'engager pour reduire |e gaspillage alimentaire autour de 10 engagements co-construits, concrets et masurablessur la
gestion et |a compréhension des dates de consommation.

https://www.savencia.com/savencia-fromage-dairy-signe-le-pacte-sur-les-dates-de-consommation-de-too-good-go

Engagement dans des opérations
solidaires

BANQUES ALIMENTAIRES

Chez Savencia, nous sommes convaincus que I'engagement doit
étre collectif, mené conjointement avec nos parties prenantes.
En tant qu'Entreprise Solidaire des Banques Alimentaires,
nous accompagnons |a collecte nationale annuelle des Banques
Alimentaires, organisée en novembre, et 4 laquelle de
nombreux collaborateurs apportent leur contribution a titre

bénévole.

https://www. savencia—fromagedairy. com/positive-food/

HEMDORA > b
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Tipiak S.A. (BREEER)
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Tipiak S.A. “Qui sommes-nous?” https://groupe.tipiak.fr/fr. (Z I8 2024-02-08)
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gk actions

6.3 La stratégie RSE | cur aes fair, Tipdak a pacr arkation de garamte i sateface on des comsarimateur ot e coninbuer a0 hien rede i Sodse par:

Le tableau qui sult synthétise |a stratégie RSE du Groupe en Indiquant pour chague enjeu RSE son
niveau d'Impoertance, Mengagement auquel I correspond pour le Groupe, Mindicateur clé de mesure
2ss0Cié, sa valeur pour "année 2022 et son niveau d'atteinte par rapport a 'objectil prédéterminé.

ke 1007 1 00 S

Le théme de « 'évasion fiseale o [ait partie intégrante de 'enjeu Ethique des affaires. La thématique
globale « alimentation durable » est traitée dans les 4 enjeux sulvants de la Déclaration de
Performance Extra-Financigre : Profil nutritionnel, Dévele nent et o ication produits

responsables, Approvisionnements responsables et Contribution aux communautes locales.

\_ /

https://groupe.tipiak.fr/sites/default/files/2023-04/rapport_annuel exercice 2022 projet_vf.pdf https://groupe.tipiak.fr/fr/durable-et-responsible.
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Tipiak S.A. ERFHESE - FY 2022 (2022/1/1~12/31)

Le tableau qui suit présente les 4 piliers et les 13 enjeux associés avec leur niveau d'importance :

PILIERS ENJEUX

o\
Sy

N
(&

PARTENAIRES D'AFFAIRES r 1 Approvisionnements responsables
FB ’m‘ Ethigue des affaires
s

Contributions aux communautés locales

IMPORTANCE
Majeure
Majeure
Majeure

Significative
Majeure
Significative

LEODRA >~ b

1. 2007TEICRTF— O RILE—EDHEEBL C.
EELTITBEXT—IRLE— (CHEE, /—
k> —. BE. NGOFEHRMEE) (& ->TE
F7CSRICEEY 2 REZHTE,

2. BRUY A g, [BIEFLOEE]
TAHAWMYEAE LT, BREINTULS,

Significative

Majeure

Majeure
Significative

J)
Gestion des déchets : .

‘@0 Réduction de la pollution, des déchets et des impacts sur la biodiversité

2.

v' Les déchets industriels non dangereux (DIB), qui sont des déchets en mélange, ont représenté
268 tonnes, en hausse par rapport a 2021. lls sont récupérés pour étre, en général, incinérés

VB des sociétés spécialisees ou utilisés en production de méthane. Pour certains sites, ces

Le Groupe a maintenu sa politique de réduction des déchets par une sensibilisation permanente des
collaborateurs dans les ateliers et une attention particuliere auprés des fournisseurs sur les
conditionnements. En 2022, les usines du Groupe ont généré 4 501 tonnes de déchets (ce qui
représente un ratio de 105 tonnes de déchets pour 1000 tonnes de produits fabriqués, en hausse de
4,3 % par rapport a 2021), dont 18 % sont des biodéchets avec réemploi en alimentation animale.

déchets sont orientés vers des centres de stockage (cf § valorisation des déchets).

v Les biodéchets sont destinés a la valorisation par des organismes habilités (compostage,
méthanisation) (1397 tonnes) ou au « réemploi » dans des filitres d’alimentation animale
(819 tonnes). Cette filiere est une des réponses apportées aux mesures incitatives développées
dans le plan national de lutte contre le gaspillage alimentaire.

Tipiak S.A. “RAPPORT ANNUEL - Année 2022 “ https://groupe.tipiak.fr/sites/default/files/2023-04/rapport_annuel exercice 2022 projet vf.pdf. (P.25. P.395 &)
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,@‘ Contributions aux communautés locales

? [\ | o ~
L'ambition du Groupe Tipiak de fédérer des entreprises pionniéres aux savoir-faire reconnus montre ”Eiﬁjﬁﬂ DHEA > K

sa volonté de favoriser le développement de chacune d’elles dans son environnement local. Les sites
de production du Groupe se positionnent, dans la majorité des cas, comme des employeurs majeurs
des communes dans lesquelles ils sont implantés.

s BREZEYHIBOMICERELTDT7— RNV

Le Groupe adhére également a plusieurs groupements d’employeurs pour pérenniser I'emploi des > A

S . A S . 0 i ol pll e ~DEMW, EELERFECIERHMLEE Y 5 XY #H
personnels saisonniers en s’associant a d’autres employeurs locaux. Les équipes ressources humaines = = T .
participent réguliérement a des forums emploi ou forums d'orientation afin de faire connaitre leurs AL riHJJ'D Adxa=74— ’\@Erﬁkj &L <.
savoir-faire et de rencontrer de nouveaux talents. Certains ont été organisés en mode virtuel. Elles BRI ARER (%ﬁ?—) EHICEHINTWLWS,

s'associent aussi a des initiatives impliquant des professeurs de colléges, lycées, établissements
d’enseignement supérieur ou représentants de PAle Emploi et de missions locales, pour présenter
I'entreprise.

En termes de partenariat, le Groupe contribue a I'aide aux plus démunis par des dons réguliers de
produits alimentaires a plusieurs associations caritatives situées a proximité des usines, comme les
« Restos du cceur » ou la « Banque Alimentaire ». || propose également ses produits a la vente « en
déstockage » (produits non conformes mais consommables ou proches de la date de péremption) dans
des filieres de distribution adaptées ou en alimentation animale pour guelgues co-produits.

— M
’ a

Ces actions répondent aux mesures incitatives développées dans le plan national de lutte contre le
gaspillage alimentaire. En 2022, les dons de produits aux associations représentent 57 K€, les ventes
« en déstockage » 199 K€ et la vente de co-produits pour I'alimentation animale 87 K€; ce qui
représente un volume total de 928 tonnes.

Depuis huit ans, le Groupe soutient |'action de plusieurs salariés sportifs (frais d’inscription couverts)
qui participent au Marathon de Nantes. En 2020 et 2021, la course relais, a laquelle participent les
équipes aux couleurs de Tipiak, n'a pas pu avoir lieu. En 2022, il n'y pas eu d'équipes Tipiak au départ
de la course faute de volontaires disponibles.

Un groupe de salariés coureurs et marcheurs est également soutenu par le site de Fouesnant pour sa
participation a des courses locales.

Tipiak S.A. “RAPPORT ANNUEL - Année 2022 “ https://groupe.tipiak.fr/sites/default/files/2023-04/rapport_annuel exercice 2022 projet vf.pdf. (P.44588)
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Tipiak S.A. TDurable et responsable (HRXFFEY T4 EEE)

Durable et responsable

Par son metier, ses produits, son exigence et son éthique, construite au fil des années en s’appuyant sur des valeurs essentielles et partagées, Tipiak a su développer tout
naturellement des actions pérennes pour étre une entreprise durable et responsable.

Jour aprés jour, Tipiak a pour ambition de garantir la satisfaction des consommateurs et de contribuer au bien étre de la Société par:

+ la qualite de ses produits,
+ |e développement des hommes et des femmes de l'entreprise qui sont sa force de progrés,
+ |e respect et la protection de I'environnement et des ressources naturelles,
Le groupe s'engage notamment a favoriser la mise en oceuvre d'une politique environnementale dans chacune de ses filiales autour de cing axes:

- la sensibilisation de ses salariés par des actions de communication et de formation,
+ la maitrise de ses rejets par des plans d'action, PN
|+ une gestion guantfiee des dechets visant a leur reduction et a leur valorisation, | 2

+ la reduction de la consommation des energies et de I'zau,

+ la promotion de ses pratiques envirannementales auprés de publics externes.
Le developpement des eguipes se construit en s'appuyant sur la charte des valeurs et engagements choisie par I'entreprise : la considération, |e respect des personnes, la motivation, la
formation, l'anticipation, la qualité dés la conception...
Depuis 2003, Tipiak adhére au « Pacte Mondial » des Nations Unies, une initiative internationale qui rassemble des entreprises, des membres de la societe civile et du monde des affaires,

des agences des Nations Unies, pour promouvoir dix principes universels en matiére d'environnement, dethique et de droit du travail.

+ Bilan d'émissions de gaz a effet de serre.

— —

B En savoir +

(Ti . 3 Recrutement Contact Tipiah
p L v e A L T e Famt=art Nreaeesa e

eur patissier er de p
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Carrefour S.A. ERIREE - FY 2022 (2022/1/1~12/31)

1.1.1 FACTS AND FIGURES

1.

With a multi-format and omni-channel network, Carrefour is one
of the world's leading food retailers. Its nearly 14,350 stores and

The Group also strengthened its CSR commitments, especially as
regards climate, energy and employee engagement. In 2022,

=§
2

1 01. NO POVERTY
Contribution to SDG
=>Carry out food aid |n|t!atwes to

| 02.ZERO HUNGER

" Contribution to SDG
~Reduce food waste through

e-commerce sites welcome 80 million customers per year. Carrefour again exceeded its targets, with a 109% score in its CSR make the most ofunsoid item '” three focus areas: in-store
, o and Food Transition Index. This index, introduced in 2018, stores: support fyr food banks gnd measures|e.g., Too Good To Go),
The Group. which has 335,000 employees in its eight integrated | .. occoc Carrefours performance in implementing its CSR AsSciatiors. fie oot iy partnerships with suppliers (e.g.,

countries (France, Spain, ltaly, Belgium, Romania, Poland, Brazil
and Argentina), reported 90.8 billion euros in gross sales in 2022,
an increase of 8.5% like-for-like. Recurring operating income in
2022 came to 2,377 million euros, up 8.3%.

Against a backdrop of continuing inflation, Carrefour’s sustained
focus on customer satisfaction yielded very strong performance,
with ongoing gains in market share in all its key geographical
regions, most markedly in France, Spain and Brazil. The Group
addressed purchasing power challenges by strengthening its

commitments.

In terms of cash flow generation, the Group generated a record
amount of 1262 million euros in 2022. Carrefour carried out
share buybacks of 750 million euros and successfully placed
235billion euros worth of Sustainability-Linked Bonds.
Carrefour's significant strengthening of balance sheet and
liquidity since 2018 proved effective against the backdrop of
macroeconomic uncertainties and rapid changes in food

Carrefour in 2022 represented the
equivalent of £5 million meals.

= Work towards the responsible
food transition with the Carrefour
Foundation.

Group goals

<> Contribute to the responsible
food transition by leveraging
sustainable and responsible
agriculture, inclusive anti-waste

review of use-by and durability
dates of more than 400 Carrefour

(e.g. "Zero Gaspi” events).
Group goals

2025 vs. 2015.

: 1 annual Act For Food

products) and consumer awareness |

= 50% reduction in food waste by

i ;i retailing. e ; | communication proglamme
discount formats (hypermarkets, cash & carry, soft discount), initiatives and asocietal | ..~ -
commitment(Carrefour
Foundation).
3. S — ’
REFIDRA > b
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1.

FB

EG million meals. Unsold foods that cannot be donated are used

A stance against waste

The Group contributes to the combat against all forms of waste
and innovates to develop all forms of the circular economy.

Carrefour is also committed to reducing food waste from its
shops, taking up the Consumer Goods Forum goal of a 50%

reduction in food waste by 2025 with respect to 2016. As well a3
measures on improving inventory management at its stores
Carrefour also takes steps to limit the volume of unsold food
products: spotlighting items that are approaching their use-by
date, transforming damaged fruit and vegetables for a second
life, partnering with start-ups to sell products made from unsold
foods (Too Good To Go), etc. To avoid products being throwr
out unnecessarily, the Group has launched a joint initiative with
its suppliers to review or extend use-by and minimum durability

dates It also optimises its donations of unsold food products by

partnering with food banks in most of its host countries. Ths

food donated by Carretour in 2022 represented the equivalent ©

s biowaste for the production of biomethane.

TEBIDFEA > b
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1551 Results of the CSR and Food
Transition index for 2022

Carrefour deployed a CSR and Food Transition index in order to
menitor the achievement of its objectives, assess its CSR
performance and motivate its in-house teams. In 2015, the
Group's performance in meeting these objectives was included in
the criteria for executive compensation and serves as the basis
for calculating 25% of executive compensation as part of the
long-term incentive plan, and 20% of the Chief Executive
Officer's compensation. Since 2021, the C5R index has been
integrated intc the wvariable compensation of executives in
integrated countries,

Designed to cover a period of several years, the index measures
CSR performance every year for each of the 15 indicators. The
Index’s overall score is a simple average of the score for the 15
indicators. With some targets coming to an end in 2020,
Carrefour has revised the CSR and Food Transition Index by

increasing some objectives and setting new ones for the
2021-2025 period. For example, new objectives have been set for
sustainable farming, animal weifare, supplier commitments, local
action, employee engagement and training, and for the Act for
Food customer communication pregramme. The objectives that
had been set for raw materials, climate, the food transition in
stores and gender equality have been raised. In 2021, the CSR
and Food Transition Index was published for the first time on a
multi-annual basis (at six-month intervals). In 2022, Carrefour
exceeded its nen-financial objectives. as measured by its CSR &
Food Transition Index with a score of 108%. This performance
reflects in particular the progress made by the Group in reducing
its greenhouse gas emissions. reducing packaging. engaging
employees and deploying its training plan.

Carrefour’s 2022 CSR and
Food Transition Index =

109%

* 2021 data restated for Carrefour Taiwan. Atacaddo is excluded for emissions related to refrigerants.

No. Status  Category Objective 2021* L 2022Score
103%
Sustainable agriculture 15% of fresh food product sales generated by 48% 48% 91%
organic or agroecological products by 2025
Raw materials 100% of sensitive raw materials must be covered by 55% 61% g6%
a risk reduction plan by 2025
Packaging 20,000 tons of packaging avoided by 2025 10,906 16,390
lcumulative since 2017)
114%
100% reusable, recyclable or compostable 48% 56%
packaging in 20251
Animal welfare 100% of our key animal welfare policy objectives S4% 59% 101%
implemented in all countries by 20255
Supplier commitment: 300 suppliers committed to the Food Transition 14 204 3%
Pact by 2025
10%
Food waste 50% reduction in food waste (vs. 2016) -28% -40% 108%
Waste Recover 100% of waste by 2025 68% 75% 99%
COy emissions 50% reduction in GHG emissions (Scopes 1 and 2) -25% -29% 138%
by 2030, and 70% reduction by 2040, compared
with 2019
Partner producers 45000 local partner producers in 2025 38,359 37758 97

Carrefour S.A. “Universal Registration Document ”., https://www.carrefour.com/sites/default/files/2023-05/Carrefour URD2022 EN 01 1.pdf. (P.27. P44 & Y ki)
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Carrefour S.A. ERIREE - FY 2022 (2022/1/1~12/31)

Action plans

Carrefour's action plan to combat food waste is implemented at
every stage of the product life cycle. From the selection and
ordering of a product by a store to its end of life, the Group
implements solutions to recover foodstuffs.

and
NFS risks Group risk Description of the non-financial reporting risk category performance
1. Gal
Unsustainable ommercial offer (excluding Carrefour could be held liable for impacts related to fGodliWaste Section
product offering roduct assortments) not and poor waste management. Product offerings and the 2124
and retail model ligned with customers’ management of store operations could be misaligned with Section
nvironmental and societal customers’ emerging societal expectations, such as selling local 2134
xpectations (e.g. reduction products, promoting local distribution networks, or reducing
f packaging. food wasts) packaging and plastic in stores.

2.1.3.4 Combatting food waste

Context and definition

According to a report published by NGO WWF and Tesco, the
UK’s largest supermarket chain throws away 2.5 billion tonnes
of food each year worldwide. This is double the estimate
contained in the latest UN report on food waste (2011) (4
Food waste accounted for 10% of greenhouse gas emissions
worldwide in 2021@ Of the 25 billion tonnes, 1.2 billion
tonnes of food was wasted on farms, particularly in Europe
and the US: And 931 million tonnes were thrown away by
retailers or consumers. The rest was lost during transportation,
storage, manufacturing and product processing. This waste
has many causes: overproduction, calibration criteria,
interruption in the cold chain, poor stock management and
supply-demand mismatching, among others. At each step in
the farming and food chain, there are measures to be taken on
cutting down waste.

Carrefour has assessed food waste throughout the wvalue
chain, from the farm to the consumer's table, for five of its
best-selling fresh products: avocados, cod, carrots, bread and
chicken. This assessment highlighted several solutions
throughout the value chain: crop growing and harvesting.
sorting, packaging and transport, quality control, distribution
and consumption, Cutting down on food waste is a major

challenge for Carrefour, both for shrinking the environmental
footprint. of its activities and for improving operational
efficiency. Methods such as discount management 3 for
products nearing their sell-by date and recovery of unsold
produce create opportunities to cut waste_

This global issue tock on a whele new dimension in 2020 as
the health crsis aggravated the difficulties of wvulnerable
people and low-income households, It became more
important to cut down on the amount of perfectly safe and
nutritious food being wasted, so that it could be given to
those most in need. In 2022, community outreach imitiatives
continued to be carried out|

Policy and performance

Carrefour shares the Consumer Goods Forum (CGF) 4 goal of
achieving a 50% reduction in food waste by 2025 (compared
to 2016). Carrefour's global policy of cutting food waste has
three focus areas: in-store measures, cooperation with
suppliers. and improving consumer awareness. Camefour's
ambition is to ensure operational excellence in its own waste
reduction and to catalyse action among stakeholders
{suppliers and consumers) throughout its business ecosystem.

Key Performance Indicators 2022 2021 = 2025 target
Percentage reduction in food waste (vs 2016) o -40% -2B% +12 pts L0%
Percentage of unscld food products recovered LBX% o3 +5 pts -

(1) Scope: excluding ES (SM., CO. CeC). IT (CO, CBCL. BE {HM. SM), BRAT (HM, CBC) and PL (CEC). Non-comparable BUs (70.9% of 2022

1. Reduce the number of markdowns in stores

To reduce in-store markdowns, corresponding to  products

withdrawn from sale, solutions are in place to:

= improve stock and order management: to reduce the number
of products withdrawn from sale, store managers are issued
daily information on their waste figures, with a top-40 ranking
of products by value or waste rate. Fresh produce line
managers rely on sale and production forecasts, adjusting

them to allow for weather and other factors:

consolidated gross sales).
Indicators 2022 2021 Change
Number of meal equivalents of unsold products donated to food aid associations
{in thousands of meals)®! 456 441 +34%
Weight of unsold products recovered through sale of food baskets in partnership
with Too Good To Go#® 3437 tonnes 3440 tonnes -0.1%

{1} Scope: This figure includes food donations by stores in all of the Group’s integrated countries, as well as donations made by the Group’s

warehouses in France.
(2) Scope: BE. ESP.FR. IT. PO.

Topic Indicators Unit Zcope of the objectives
Food waste Percentage reduction in food waste Percentage Food waste is calculated as the ratio of
[vs. 2016} of tonnes big-waste, food donations and animal
waste to the amount of focd waste.
Scope: eight integrated countries.
Store waste Percentage of waste recovered Percentage Scope: eight integrated countries.
(including food donations) of tonnes
Climate % change in Scope 1 and Scope 2 Percentage CQ; emissions from Scopes 1and 2 are
CO; emissions since 2019 of tonnes the emissions linked to the use of
electricity, gas, fuel and refrigerants in
stores. Scope:
Scope: eight integrated countries.
Partner producers MNumber of partner producers Mumber Scope: eight integrated countries,

SLEADORA > b
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[Carrefour Bio partners, regional and
local Carrefour Quality Lines}

excluding Atacaddo.

Carrefour S.A. “Universal Registration Document ”., https://www.carrefour.com/sites/default/files/2023-05/Carrefour URD2022 EN 01 1.pdf. (P.91-92. P199K& Y k%)
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- BREEYEIRICEAL T, SASB (WX TFFHEY T4 S5HEEEZES) EGRI (Global Reporting
Initiative) &, Y RXTFEY 71 L REBEEOREREEITHA - THRE,

SASB -
Sustainability disclosure URD URD Website Other sources
Fleet Fuel Management 213 Climate https://www.carrefour.com/en/csr/ CDP Climate:
2131 Overview of objectives and climat-commitments C41a Cl21d
performance
Air Emissions from 213 Climate | CDP Climate:
refrigeration 2131 Overview of objectives and C2.2a, C23
performance
Ernergy Management 213 Climate COP Climate:
2131 Overview of objectives and 8.2a
performance
Food Waste Management 2134 Combatting food waste CDP Climate:
C12.1b
No. GRI disclosure URD Website
GRI 306 - Waste
306-1  Waste generation and significant 2.1 34 Combating food waste https://
waste-related impacts 21 2.5 Limiting the environmental impact of our plants wwnw.carrefour.com/fen/

506-2  Management of signihcant OG- CORRS TS

waste-related impacts

https:/f
2063 Waste generated www. carrefour.com/fen/
S-EIEP! Waste diverted from disposal siclimat-comefinents

I06-5  Waste directed to disposal

50
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Carrefour shares the Consumer Goods Forum's goal of reducing food waste by 50% by 2025 (compared with 2016). To achieve this goal,
Carrefour is implementing a global policy on cutting down Food waste. This involves a number of measures:

» Adopting a more professional approach to waste at stores: matching stock levels to demand Flows, running special offers as use-by dates

approach, devising product second-tife selutions, making donations to Food aid charities or subsidised grocery stores and recycling waste;

» Developing solutions with suppliers: extending the shelf life of Carrefour's ewn-brand products, conducting surveys on preduction waste,
and selling visually defective producks that are as good and safe ac non-defective ones, etc.;

* Promoting waste reduction among customers: developing innovative solutions, raising awareness and offering support to make progress ir
this area.

(BmBEZEYEIBADERY H4) |

€ -.‘ll a
CARREFOUR IS GEARING UP FOR THE 38TH FEDERATION FRANCAISE |

DES BANQUES ALIMENTAIRES FUNDRAISING CAMPAIGN ,

The extent of food wastage

Food wastage is a majar issue throughout the world, as it is in France. Every year across the planet, according to the United Nations Food and
Agriculture Organisation (FAQ), 1.3 billion tonnes of food are thrown away —even though it is still edible and presents no danger to people's
health. In France, according to the ANIA, 10 million tonnes of food are wasted per year, or an average of 20 kg per person, 7 ka of which are
still-packaged products.

Donations to local charities

Carrefour is currently the leading private contributor to France's food banks: in 2017, it donated the equivalent of 106 million meals to more
than a thousand charities, such as Restos du Coeur, the Secours Populaire and the Red Cross. Products removed from store shelves before
their expiry dates, products with incorrect labelling or products whose packaaing has been damaged are sent directly by stores to local Food
aid charities. And the Carrefour Foundation provides these charities with support in terms of loagistics, giving them the equipment they need
for transporting and storing foodstuffs. The purchase of 260 refrigerated vehicles and cold rooms has already been funded so that foodstuff:
can be donated without the cold chain being broken.

€ Carrefour has been committed to supporting the Food Banks for many yvears
now. Every vear since 1995, we have been running fundraising and awareness
raising campaigns targeting our customers. Unfortunately, this commitment
is more important than ever before because of the cost-of-living crisis and the
economic difficulties affecting the charity sector. Because solidarity and
responsibility are values which underpin Carrefour's culture, | know that our

amployees will be extremely keen to help ensure that this campaign is a

Extending use-by dates

Visible on all perishable and packaged Foodstuffs, the use-by date is the date beyond which consuming a given product is considered
hazardous for people’s health. Another piece of regulatory information is the "best-before date” — the date until which the product retains all
its taste and nutritional qualities. The manufacturer is free to determine and set both the best-before and the use-by dates. Back in 2014,
Carrefour was the first retailer to alter or scrap the best-before dates on more than 500 of its own-brand producks, For example, the use-by
dates on Carrefour's natural yoghurts were extended from 7 to 10 days, without any changes being made to the redpe or to the quality.

Tips for tackling food wastage

At Carrefour, a number of products which need to be consurmed before the end of the day are showcased at discounted prices in refrigerators
and in spedial "anti-wastage” areas. Akt the same time, with its "Tous Antigaspi” range, Carrefour joins Forces with local companies and sells
products which have slight defects — but which still taste perfectly fine — at special discounted prices. After Camembert, cereals, mini dry
sausages, dried meat and pomelo juice, the most recent addition to this range is an apple juice marketed in partnership with the Alsace-based
company “ivol, moche et bon”,

Recycling unsold products

At Carrefour, unsold fruit and vegetables do not go to waste, Numerous partnerships have been entered into at local level with agri-foods
companies operating close to Carrefour stores so that these foodstuffs can be made use of - by converting them into processed producks
which will then be sold on the shelves in their new Format.

success , ,

https://www.carrefour.com/en/news/2022/carrefour-banques-
alimentaires
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https://www.carrefour.com/en/csr/commitment/combatting-food-waste
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Casino, Guichard-Perrachon S.A. (BRFEBEZE - INEE)
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s

3.2. NON-FINANCIAL STATEMENT -

Pursuant to Article L 225-102-1 of the French Commercial
Code, the Company is required to prepare a consolidated
Non-Financial Statement for 2022 complying with legal
and regulatory provisions, including a presentation of the
business model, a description of the main non-financial
risks, a presentation of the policies applied in relation to
those risks and the outcomes of those policies, including
key performance indicators The Non-Financial Staternent

NFS

must include, in accordance with the provisic
Article L 225-102-1 of the French Commercial

information on how the Company takes into accou
human resources, environmental and societal consequ
of its operations. Chapter 3, Chapter 1 and section

Chapter 4 together comprise the Mon-Financial State
For readers, a cross-reference table in section 3.11 ide
the relevant information.

B

3.2.2. DESCRIPTION OF THE MAIN NON-FINANCIAL RISKS AND
CHALLENGES, AND IDENTIFICATION METHODOLOGY USED

Casino Group’s main CSR risks and opportunities
identified and assessed through risk mapping and
materiality analyses.

(i) Identification of the main CSR challenges
via Group risk mapping and the risk

iewed using the Food Retailers & Distributors industry
benchmark from the Sustainability Accounting Standards
Board (SASB). The category includes issues relating to duty
of care, anti-corruption and fraud legislation, as well as food
waste: A cross-reference table of SASB standards is included
at the end of this section.

assessment process

The identification of the main CSR risks related to the
GCroup's direct and indirect activities is carried out by the
Group Risks and Compliance department and the Group
CSR and Engagement departrment (see Chapter 4)

From 2019, the two departments have defined a common
method for relling out a CSR risk management process
throughout the Group that takes into account stakeholder
impacts.

As part of this process and in linewith international industry
standards, a specific CSR category was integrated into the
Group's pre-existing risk catalogue. The material issues were

EHEGDRA > b
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A further specific CSR risk identification campaign was
carried out in 2022 across all Group entities, by asking them
to identify and evaluate their five main CSR risks based on
theirimpact on the Company and on stakeholders. For
each risk, the entities indicated the control activities already
in place and action plans to be implemented to reduce
the level of residual risk. The results were presented to the
Governance and CSR Committee in March 2023. For the
rmajor risks identified as part of this latest carmpaign, Group
entities identified whether they considerad the risks to be
emerging risks, e, new risks that they expect will have a
long-term impact on their business activities These risks are
listed in Chapter 4 of this Universal Registration Document
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CHAPTER S = CORPORATE SOCIAL RESPONSIBILITY (CSR) AND NON-FINANCIAL STATEMENT (NFS)

The results of the materiality matrix are

Sustainabie relatiocnships with
suppliers and farmes
L ]

Biodiversity and combating @ ’
daforestation o Combs

Eoo-design of products
? el :—.:-I- :.rd-rlj
Carbon footprint reduction/adaptation @
Afange of responsme proGucTs B
i Human righits {supphy
Traceshility and labeliing & it

@ Efminating controversial substances
: - & Health and safety
@' |arvirsnment and health)

& Responsible govemanoe:
@ Improved nutritional quiality

Impact of Casina Group on the environment and society ———J»

o ..

Pw:humuigo
L ) Helping young people enter the warkforce
[} Data security and confidentiality

Impact on Casino Group's economic sUCCEsS .r

Stakeholders identified the following four key pricrity areas, covered by the Group's CSR policy:
1 fair and sustainable relationships with suppliers and farmers,

2 more responsible preducts {local, ervironmental, healthy),

3.climate change and the environment;

4 local developrnent with a regional commitment

Groupe Casino “Universal Registration Document”., https://www.groupe-casino.fr/wp-
content/uploads/2023/05/Casino_DEU_2022.pdf. (P.220% U'P.2225 18)
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... 10 create and share value

with our stakeholders

HUMAN RESOURCES, SOCIETAL
AND ENVIRONMENTAL IMPACT

El CUSTOMERS AND FARTNERS
= E13.6bn in net sales across our Offer more responsible products
ﬁ Lanners = MNearly 2,600 private-label orgunic prodiscs
g £3%4m in revenue from other + 100% of Caslno and Franprls products display
activities (property, energy, etc) the Nutri-Score
E'J £61m n income on Anancial = Nearly 70 controversial sibstances mmoved
ﬁ Ivestmient Trom private-label prodiscts by the end of 2022
E =Roll-ont of a respensible prodoct
- range: plant-based profeins, packaging-free
ﬁ goods, loo] products, proaduces that respect
anlrmal wellfre, st
w
SUFTLIERS
E28bn in punchases of Improwve the snpply chain
guods and sesvices = 87% of plants menafncturing private label
brands in countries ot risk are gudited
= More than 1,200 supplier sisdits
# Lol production chalns supported: close
Lo B0% of the Indl and vegetichies sald by
Exito in Colombis are purchased diectly
fruan focal Tarmers
EMFPLOYEES
3.6 In gruss wages, payrall Support employment
taxes and benedfits paid « 208,251 employers
E = T, 270 workfetaily trainees
e = 55% ol employess an permanent cantracls
E Advance professional equality
é =31 1% af mansgement positions held Iy womesn
Fromote diversity
=§ FB =513 employees with recognised dsabilhise
E LOCAL COMMIUNITIES AND NON-FROFIT ASSOCIATIONS
E E120m comandered to Help the most disadvantaged
community autreadh « More than 60m meal equivalents
{donations antd foundatins) camiribated 1o Bod bank netwocks

KEY FINANCIAL FIGURES

CONSOLIDATED
NET SALES

€33.6BN

EBITDA
€2.5BN

TRADING
PROFIT

€1.1BN

Al 31 DECEMBER 2022

BREAKDOWN OF
CONSOLIDATED NET SALES

BREAKDOWN OF NET SALES
IN FRANCE

19%

Convenience

(Franprix, &
Wival, etc)

10%

E-commerce

(Cdiscount}

STOCK MARKET VALUE OF LISTED COMPANIES

Listed company

Market.
Share price capitaisation

% dlirect

at 31 Dec 2022 {100% in € milions) interest?!

53%
Latin America
banners

5%
E-commerce
(Cdiscount)

20%
Hypermarkets

H9%
Supermarkets
(Monoprix, Casing
Supermarcheés)

Casino's share.
f€ mmiliors)

GPA [Brazil]

BRL1ESZ TG0

409%

32

Assai (Brazil

BRL19AT 4655

30.5%

419

Cnova (France)

(1) At 31 Devember 2022

EUR 209 067

648%

692

AND KEY NON-FINANCIAL FIGURES

Al 3| DECEMBER 2022

PROPORTION OF
WOMEN MANAGERS

45%
40.4% 41.0% &11%

2020 207 02 2025 opjective

CHANGE IN GROUP CARBON

EMISSIONST
1,640
1,481
1,308
1,025
2015 2020 2021 2022

(1) Seope 1 and 2 greenhouse gas emissions in France in thousand
tonmes of OO, equivalent.

EMPLOYEES
208,000

PERMANENT
EMPLOYEES

95%

EMPLOYEES
WITHA
DISABILITY

9,133

STORES

MEALS
DONATED TO
FOOD BANKS

61.5M

CARBON
FOOTPRINT?
SINCE 2015

-38%

(2 Seopes 1and 2.

. Casino Graup - 2022 Universal Registration Document
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3.3. STAKEHOLDER DIALOGUE

For many years now, the Croup has maintained regular.
constructive dialogue with local and national stakeholders
in all its host countries. Open, meaningful discussions are
encouraged for the purpose of developing and jointly

B

3.3.5. LOCAL COMMUNITIES

creating projects and innovative partnerships. Dialogue
takes place through various means depending on the

stakeholders, at both entity and Group level.

Thie Group interacts with local communities through the

weoirk of its fouwndations in the areas of community outreach,

education and workforce inlegration (see section 3.52], a=

izl as through initiatives conducted bocally by its stores.

» The stores in France organise several collections each
year for local non-profits. Monopr iz, for eample, supports
the Protection Chile teams in Paris through an annual
codlection of hygiene kits. The banner also supports local
amsociations For example, in 2022 it funded 2nd distributed
3200 winter coats and blankets for the hormeless in Paris:
Cdiscount supports associations through donations ol
returmed iterms, co-branding ampaigns and funding for
charity programimes,

& In South Armerica, GPA and its "Instituto GPA” Foundation
suppont local communities in the woinity of itsstores
by rodiing out progrrmmes o foster employment and
encourage entreprenadrship among disadvantaged
peaple The NATA programime, in partnership with Rio de
Janeino State’s departments of education and agriculture,
offers baking and confectonery training courses in the

LEGDRA >~ b

o HhiT O
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ZExHEBMELTWVWS,

communities surrounding its stores o young people from
Riode Janeirg's Bvelas In 2022, five NATA cohorts were
organised in partrership with three social organisations.
Instituto GPA offers programmes for women from local
commumnities who want to start their own business. In
Brazil, Assai created its Foundation in 2022, Stores are
actively invedved in supporting their local comimunities
mainly through food donations and through programimes
that enable local populations to sell their products in
stires {Coros do BrasiT at GPA for éxampie). In Oofombia,
Exito supports local communities through its foundation
in the fight against malnutntion. which offers training
for parents to-help families with young children in the
Cafi Region and food donations. The Colormibian bannear
alsodeveloped the Pigmentos Urbanos programme, a
space where residents living near Exito stores can oome

together and strengthen social bonds.

The Croup is committed to supporting food bank networks
in France and abroad, and contributes by organising
colections in its stores and suppaorting national collection
nitiatives (see section 3.5.2, 11

(N3

S2aZTA—~DEBELT, 7= KNV IDOFFHEZREIT WD,
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« PEOHEMNETZRZL VWS ZLERL, RAKICEEMEZSD 5

3.5. POLICIES AND INITIATIVES IN PLACE

3.5.2, CASINO GROUP, A LOCAL CORPORATE CITIZEN

As a local retailer with strong roots in city centre, suburiban
and rural communities, Casino Group contributes to local
economic development. community outreach and support.
social cohesion and the fight against poverty and exclusion
It encourages its banners to get more involved in community
suppert partnerships with food banks{ and other leading
non-profit associations, to develop local in-store community
initiatives and to support the actions of its foundations.
The Group is dedicated to mesting the diverse needs of
associations present in its host communities.

Through its four foundations and outreach partnerships,
the Group is engaged in four main typss of programme:
food aid for the most vulnerable, support for children in
difficulty, initiatives to break down the barriers to entry
into the job market for underprivileged youth and the fight
against social exclusion in all its forms

3.5.2.1. Supporting food aid

Many people in the Group's host countries live below the
poverty line and rely on food aid for sustenance The Group
actively supports food bank associations in these countries,
and contributes to them by (i) organising daily in-store
recavery of produce and still edible products nearing their
sell-by date and (i} participating in national collection drives,

In 2022, the eguivalent of more than 77 million meals
{more than 38,500 tonnes of produce) was donated to
food banks or similar social welfare organisations under
the Group's collection and recovery initiatives:

e 7,800 tonnes collected from customers, largely during
the nation-wide collection campaign;

e 30,700 tonnes donated by the Croup's stores and
warehouses,

In France, the Group is helping the most deprived members
of society by encouraging its stores and custorners to support
the French food bank network (FFBA). It first partnered with
FFBA in 2009, and renewed its association for a further
three years in 2022 Under this agreement, through its
banners, the Group acts by donating products with a
short best-before date and takes part in the nationwide
food bank collection day at the end of November each
year, with the participation of volunteers. These donations
go not only to local food banks, but also to a number of
French charitable associations, such as the French Red
Cross, Secours Populaire and Restos du Coeur

Groupe Casino “Universal Registration Document”., https://www.groupe-casino.fr/wp-content/uploads/2023/05/Casino_DEU_2022.pdf. (P.2358 U'P. 2595
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The banners in South America have taken up a similar
approach and are centinuing to donate to partner
institutions. For example, Assai established a partnership with
the Agdo do Cidadania (Citizenship Action) organisation
to distribute meals through solidarity and community
kitchens. GPA partners with Connecting Food, 2 company
that facilitates the donation of fruit and vegetables from
stores to organisations seeking these commodities. Exito
supports 23 local food banks and close to 200 organisations

3.5.2.2. Supporting children in need

In France, Brazil and Colombia, Casino Group is committed
to helping children through a variety of programmes
deployed by its four foundations to provide educational
opportunities and combat child malnutrition.

3.5.2.2.1. Education through theatre
and music

In 2020, the Casino Foundation celebrated the "10 years
of education through theatre” that have enabled over
22,000 children to gain access to oral expression and culture,
and to discover others and their own talents through acting.

It has developed two major programmes:

® Artistes @ [Ecole, established in partnership with France's
Ministry of National Education and the Odéon-Théatre
de [Europe and giving around 1,000 children the
cpportunity to attend an ambitious two-year theatrical
education course covering an introduction to theatre
and the theatrical professions, drama and playwriting
workshops and stage productions. Projects are selected
by an artistic committes comprising members of the
Foundation's Board of Directors, as well as artistic and
educational experts The Foundation supports and funds
initiatives covering around 12 theatre projectsin schools,
and gives the winning troupe the chance to present their
show on the Odéon stage at the end of the two years For
2021-2023, the Foundation has selected 16 projects,
benefiting over 1,000 students

Tous en scéne (Everyone on Stage), involving Croup
volunteer employees: Tous en scéne avec Nos enseignes
is an annual national cutreach programme run by the
Casino Foundation with support from the Group's Casino,
Franprix and Cdiscount banners The 2022 event raised
nearly €60,000 for two of the Foundation's partner
organisations, Apprentis d’Auteuil and L'Envol This sum
will be used to develop theatre activities for the young
people addressed by these organisations.
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3.5.4. CASINO CROUP, ACTIVELY

COMMITTED TO PROTECTING

THE ENVIRONMENT AND CLIMATE

B

3.5.4.4 Promoting a circular economy

3.5.4.5 Combating food waste

3.5.4.4]1. Reducing, sorting and reusing
generated waste

B Commitment
Casing Group is committed to reducing. sorting, recovering
and reusing operational waste from its stores and
warehouses, with the ultimate goal of eliminating landfilling
by recovering and reusing everything.

Y

B Action plans

(i) Managing operational waste

Store waste primarily includes packaging cardboard, plastic,
paper and wooden pallets used to transport and handle
merchandise, damaged goods and unsold compostable
produce.

The Croup installs and uses waste sorting systems to reduce
the amount of unsorted, landfilled waste and supports
the developrnent of local recycling businesses It is also
deploying waste recovery and reuse solutions

In 2022, all Casino hypermarkets sorted and recovered
their bio-waste ([composting or methanisation) and 93% of
the waste from all Casino hypermarkets and supermarksts
was recovered, of which 4 0% was reused as materials and
539 burned as fuel

G DRA > b

B Commitment
In view of the financial, environmental and social is:
arising from food waste, in recent years the Group has b
reducing sources of waste by offering innovative solut
to customers and employees, deploying systems to reg

~1 Action plans
cticnable levers in the fight against food waste include:

e continuously improving store operating procedures by
optimising orders, better management of in-store sell-by
dates, limiting spoilage through employee training and
awareness, and improving the promotional stockpiling of
damapned or expiring products The Group has upgraded
its damaged produce systems in order to be able to sell
short-dated products at a discount. It has also formed
partnerships with businesses like Too Good to Co and
Phenix in France, which offer specially priced surgg

bags of unsold, yet still edible food that their stores|
fothronss oyt at fhe and of the ooy

spoilage and unseld food, and donating food

The Group supports the international Stop Food Wastg

with initiatives to raise awareness among customers

employess, and-

e signed the Mational Pact Against Food Waste in 2
seft up by the French Ministry of Agriculture and Fo
the MNational Pact on Sell-by Dates, supported by the Fi

e donating products to associations such as the French
Federation of Food Banks (FFBA). with which the Group
has partnered since 2009 [t has also formed partnerships
with several other social economy stakeholders. In Brazil,
more than 500 stores have joined the Partnership Against
Food Waste programime that donates damaged fruit and
yegetables to NGOs or food banks:

Ecological Transition, Agriculture and Food ministries.

includes ten concrete and measurable commitment

the management and understanding of sell-by dat
In 2021, Exito became a member of the Consumer Gc
Forum's coalition against food waste In 2022, Exito
WWF set up a pilot project to optimise the managen
of food waste in stores,
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® raising awareness of employees and customers. In France,
retailers account for only 14% of food waste, with the
rest attributable to upstream producers or downstream
consumer behaviour, which is why the banners are
conducting a ange of smart shopping awareness campaigns
to educate their customers Employee awarsness is
developed by means of an "eco-practices” guide, to reduce
spoilage and optimise waste management And employees
alzo have access to an onling training programme on how o
avoid food waste Exito is pursuing its waste management
plan, which covers food waste, and is building employee
awareness of proper food management practices In 2019,
CPA introduced 3 dedicated programme to analyse and
reduce the amount of damaged foodstuffs, supportad
by a variety of employes initiatives.

e joint work with suppliers to:

- extend product sell-by dates, without increasing health
risks,

- remove best-by dates on certain categoriss of products,

- share their experience in fighting against food waste,
by redistributing misshapen or non-standard products
in local channels, for example, or processing waste food
into new products (turning avocados into guacamole,
apples into apple juice stc),

e the development of new concepts such as:

- bulk sales Group banners offer a wide range of bulk
concepts,

- the re-processing of damaged fresh produce: Monoprix
is continuing its partnership with Re-Belle jams made
from over-ripe or damaged fruit collected from its stores,
with 100 tonnes of fruit reused since 2016,

the sorting of inedible meat, fish and other organic
food scraps for reuse in animal feed. biogas generation
or composting.

waste, such as the extension of the sell-by date foreggs
{frorn 21 to 28 days) or the inclusion of information on
the packaging of products with best-by dates about
eating or drinking said products after the date indicated.

In South America, banners implement action plans to
combat food waste. For example, Assai cooperates with the
company Connecting Food to encourage food donations
to non-profit organisations

Banners also take action to combat non-food waste For
several years, Cdiscount has been collaborating with its
vast network of partner non-profit and social economy
arganisations to give a second life to unsold, broken or
returned items. In 2022, Franprix organised a toy drive with
Ermmats Defi for its employess. Some Franprix stores have
also installed Amistock donation boxes to collect games
and clothes with 3.225 kg collected in six months. All
Monoprix stores donate their non-food items at the end
of each sales period. In 2022, £3.5 million worth of itermns
were donated, mainly to the Red Cross in the lle-de-France
region and to Emmais or Secours Populaire outside the
Greater Paris region

In 2022, GPA organised a used book and clothing drive for
non-profit organisations.

3.5.4.6. Preserving biodiversity

Aware that biodiversity is a prerequisite to balanced diets
around the world, Casino Group partnered with the Fayol
Institute Ecole des Mines graduate school in Saint-Etienne
an a survey to assess the direct and indirect pressurss its
operations might exert on biodiversity (through climate
change, pollution and land use}. This survey concluded
that such pressurss are largely indirect, and related to the
product offering

Present in countries with rich ecological diversity, such
as Brazil and Colombia, Casino Group is committed to
acting both at the level of the production chains and on
the identified impacts

O
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Group CSR commitments and contribution to SDGs

As a member of the Global Compact, Casino Group supports the 17 Sustainable Development Coals (SDCs), adopted in ShG Gitoup priosities and commitments SHction
2012, through its CSR commitments and objectives. R Maintain close relationships with suppliers and support therm in their CSR initiatives. 333
il P
N ) ] Casino Group engages in regular, constructive dialogue with its private-label suppliers,
806 GroUp pRoHESaNG CMETITIents Seeten OD |leading national brand suppliers and production chains.
Alleviate poverty. % .
In 2020, the Group launched the "Carbon Forum” with the aim of mokilising its main
Contribute to local economic development, community outreach and support. social suppliers to reduce the GHG emissions of the products sold in its stores. In 2022, it achieved
cohesion and the fight against vulnerability and exclusion through the CGroup's foundations its target of at least 50% of current members committed to SBT.

and outreach partnerships. Combat food washs. 3545

The Group supports food relief through long-standing partnerships with food banks in every
haost country and supports children in difficulty through its four foundations The initiatives
being deployed by these foundations or partnerships reach more than 100,000 people

Im 2009, the Croup formed partnerships with the French Federation of Food Banks
and a nurmber of social economy stakeholders.

Melai=li= = It has signed the National Pact Against Food Waste. set up in 2013 by the French Ministry
Support food relief 3527 of Agriculture and Food.
Suppart food bank networks and combat food waste. It has also signed the National Pact on Sell-by Dates, supported by the French Ecological

Transition, Agriculture and Food ministries.
Help ta eradicate child malnutrition
In 2021, Grupao Exito joined the Consumer Goods Forum's coalition against food waste.
Every day, the Group organises pick-up rounds in its stores and warehouses to recover

produce and still edible products nearing their sell-by date It also organises in-store food In parallel, the banners are taking action to combat non-food waste through a vast network

bank donation drives. of partner associations.

In Colombia, the Fundacion Exito has been leading the Cero desnutricion programme STEp Up achion [0 sUppart animal weltare: 3535
since 2013, in a commitment to wiping out chronic child malnutrition by 2030, Since 2020, all the eggs sold in Group stores In France come fram cage-free hens.

By 2026, all the private-label products will comply with Better Chicken Commitment
breeding welfare standards.

HEMORA > b
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3.11. NON-FINANCIAL STATEMENT
CROSS-REFERENCE TABLE

Information and commitments Equal treatment
Societal comnmitments to sustainable All commitments are detailed in Chapter 3 Pages 218 to 349 Measures taken to promote gender Section 3.512 Fostering gender equality Pages 249 to 252
development Corporate Social Responsibility (CSR) equality in the workplace and 321
and Non-financial Statement (NFS) Measures taken for the hiring and Section 3.5112 Acting for the integration Pages 246 to 248
Societal commitments to the circular Sections 3543 and 354 4 Preserving Pages 304 to 31 integration of people with disabilities and retention of workers with disabilities and 321
SLONONY and mduc'"g the uselof natural resources Measures taken to combat discrimination Section 3.5111 Combating discrimination Pages 244 to 246
and Supporting the circular economy and sterectypes
Respecting animal welfare Section 3.53 5 Ensuring animal welfare Pages 292 t0 295 o ) S
Combating food waste and food Section 3.5.21 Supporting food relief Page 259 General environmental pelicy
insecurity N .
Y Sections 3543. 3544 and 354.5 Freserving Pages 304 to 3T1 Structures in place allowing the Section 3541 Environmental policy Pages 296 to 298
and reducing the use of natural resources, Company to take into account
Promoting a circular economy and Combating emvironmental issuas and, whers
food waste applicable, to seek environmental audits
Respecting fair, responsible Section 3.53 Casino Group, a responsible Pages 262 to 295 or certification
and sustainable food choices retailer/see sections 353203535 Resources allocated to preventing Section 3.5.4 Casino Group, actively committed Pages 296 to 319
Collective agreements and impacts on Section 3.513 Providing an environment Pages 252 t0 258 environmental risks and pollution to pratecting the environment and climate
the Company's performance conducive to employee fulfilment Provisions and guarantees . -
for enwironmental risks, provided
that the disclosure of this information
does not cause any serious harm
3.12.2. SUSTAINABILITY ACCOUNTING STANDARDS BOARD (SASB) i i ol TS
Standard Corresponding sections

Fleet Fuel Management 35423 Reducing transport-related emissions

Air Emissions from 3542 The low-carbon strategy to fight against climate change

Refrigeration 55421 Reducing fugitive emissions of refrigerants

Energy Manggement 355431 Reducing energy consumption and encouraging the use of renewable energies
Food Waste Management 35447 Reducing, sorting and reusing generated waste |

Data Security 349  Personal data protection
3410  Information systems security
Food Safety 3531 Ensuring product quality
Product Health 3.5324 Developing specific product ranges
and Nutrition

3531 Ensuring product quality
35321 Improving the nutritional profile and ingredients of private-label products

Product Labelling 3532 Taking action to protect consumer health = N
and Marketing REEBIDRA >~ b

Labour Practices 353133 Incentivising compensation to drive individual, collective and CSR performance

35131 Encouraging social dialogue

35136 Fostering health, safety and well-being at work L] $ﬁ%§m T“I,Z\g f;’%iﬁ%%’ﬁﬁ L: E,/D Lj— 6 *L %) cl: 5 N SAS B%——%O)%ﬁ

Management 3533 Monitoring and improving the social and environmental impacts A 4 N 73 o
of Environmental of the supply chain ] ﬁ:_ﬁt (I\- E\lJ U N %ﬂ'ﬁi‘%b\ /7_1%\{# é *LT L\ Z;) o
and Social Impocts

in the Supply Chain 3535 Ensuring animal welfare

35442 Reducing the impact of packaging

Groupe Casino “Universal Registration Document”., https://www.groupe-casino.fr/wp-content/uploads/2023/05/Casino_DEU 2022.pdf. (P. 3588 U'P. 3595 &) 60
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Casino, Guichard-Perrachon S.A. CSRER&EZE 2023
L

15 PRIORITIES TO BETTER

Committed
employer

Responsible
retailer

Trusted
partner

Local corporate
citizen

Environmentally
proactive,
climate-aware
Group

CONSUME, BETTER EAT,

BETTER PRODUCE

1 Promote diversity and gender equality
2 Help young people enter the workforce
% Provide growth opportunities for employees
4 Take action to protect employee health and well-beir
5 Take action to protect consumer health
6 Encourage consumption that is respectful
of the environment and biodiversity
7  Combat food waste
8 Strengthen ethical and social compliance
9  Support local production channels
10 Promote CSR initiatives of suppliers
11  Develop foundation programmes
12 Develop solidarity partnerships
13 Reduce greenhouse gas emissions
14 Increase energy efficiency
15 Reduce and recover food waste

MAJOR CSR
PERFORMANCES

Major CSR commitments and objectives -

Group and France

Combat food waste
Fuffil the commitments of the Pact on Expiry Dates

TARGET SCOPE

Ongoing

Committed employer Responsible retailer
208 200 |38 % e 100%
employees are under 22 000 )
30years old organic products _of eggs sold in stores
S of which in France come from
0, cage-free hens
4L1% 94 /100 2500
of womenin BEnGe ST prg/dote-éabel food
LSl SR the equality index b s
9 133 250
employees with disabilities orgaric stores
Local corporate citizen
Close to Close to
&
e 104 000 31000
thatactin favour of the people benefiting from tons of goods donated
most vulnerable in France the Foundations actions to Food Banks
and Latin America
Environment and climate  Trusted partner
- - o,
38 % 1% 87 %
ggg&%ﬁfgﬂs mﬁgﬁiﬂpﬂoh of the factories located in at-risk
£ countries preducing private-label
Rstween 30 - \ZCIDTSWh/dmZZD;);t D products Ere coverggby an ICS
Hid e 2l social audit
Pt 100%

of the paim oil used inthe

private-label food products in France

is RSPO-certified

B

« CSRIEBNICEAT B8 & ARHICH
ERRYIDE 1

e JIL—T7DT7 7 >RIZHITHCSR
BT A2EELOII Y P XV b
& BEZFExR,

Groupe Casino., “THE CSR POLICY OF CASINO GROUP”., https://www.groupe-casino.fr/wp-content/uploads/2023/07/POLITIQUE-RSE-EN-2023.pdf. (P. 4, 8-9518) 61
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Casino, Guichard-Perrachon S.A. [CSR Commitment (CSRIZB§9 AHXY #HA) |

Consume better

ACTING ACTING

FOR TOGETHER
CLIMATE % e

To go further and learn more:

@ See Chapter 3 of our 2022 Universal Registration Document dedicated to the Group's
CSR policy

@ Learn more about our policy and CSR procudure.

Cisino Q ®
Combating food waste lutt
In view of the financial, environmental and societal challenges stemming from food waste, the Group has Comment u, er

for several years sought to reduce sources of waste by offering solutions to customers and employees,

first by implementing systems designed to reduce spoilage and unsold items, and second through
donations.

le alimentaire ?

In 2013, the Group signed the National Pact against food waste set up by the French Ministry of Agriculture and Food.

Levers in the fight against food waste include:

Walch on 3 Youliba

LHEHADORA > b

solidarity economy, such as Phénix (Franprix) and Too Good To Go (Monoprix, Casino banners) when products have short remaining shelf lives.

raising awareness of employees and customers. To improve their awareness, the banners implement customer awareness initiatives in their stores by

_ > ORS ‘l E - }'b—'— N
handing out brochures such as “Great Ways to Reduce Waste" and "Waste Prevention Tips" (Monoprix) and “Combating Food Waste" (Casino). ¢ 7 NS 7 D HX ) %E-J% ~F % ﬁX M E ( /ﬁ E%)
= joint work with suppliers to extend the shelf life of products, without increasing the health risk; remove best-by dates on certain categories of products; and |-|:lT_| U' L: T‘[/‘\jmj j[\ ° (2 éj\i:lnz @D Ej] @ ’C :E) if’) 7.7\ U )P T < }%
optimise packaging of food products with the development of single or portioned offers. Ej] % %7133 j]\)

the processing of damaged produce : Monoprix has partnered with Re-Belle craft jams made using over-ripe or damaged fruit collected from its stores. R ct U EEE%EH 7,;;: 'l‘_léji_ %ﬁ L: SNT («j: . EK%&% %% ’\E%JEF

Lastly, many stores are adopting the sorting of non-consumable organic food products (meat, fish, etc.) for reuse in animal feed, biogas or composting. L T L ',Z) o

Groupe Casino., “Combating Food Waste”., https://www.groupe-casino.fr/en/commitments/consume-better/combating-food-waste/. (£ I8 2024-02-08) 62
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Les Mousquetaires (BSuiR@E - /INTX)

EZEDEY HH PR DR

TW5,

=2 | FB ! \\ = | FB Y
YRFFEUT A REE KEvALI
(HRFFEYTF 4 XCcSROEN Y #A 4 1ZFH (BEFRHLMRICET 38R)
ERA)::ED)

« EREROERECEIRYBEAZE. FX

. CSRICET 2B YEADSE - ES WEE LY 2WRIC LA TRH,
L. BmEZEYHEIBICE T - FEE
BE £ DERY) #H A% B,

* rﬁ lilﬁlil r%ﬁ E@ D \ﬁl_l /@U Eg T % /5_\{2'§ E/‘j 7’::‘: Réduire drastiquement I'empreinte environnementale
VY #A & T DRRZ ER,

Les points de vente affichent de leur coté un objectif commun : Le res
« Zéro déchet, zéro gaspillage » en 2025, cette

diffén
Cette damarche ambitieuse a pour piliers la réduction des déchets, leur envire
valorisation et la lutte contre le gaspillage alimentaire — avec par Lame
exemple la vente des fameux fruits et légumes mocl hes. strate
Chaque point de vente se verra propeser d'ici 2019 un outil trois a
d'autadiagnostic qui lui permettra d'appliquer les solutions les plus Elle p
appropriées, transg

liguef

. J

https://www.mousquetaires.com/rapport/ https://www.mousguetaires.com/. 64




Les Mousquetaires (BSuiR@E - /INTX)

é Y4 ) N/ )
=L =i + +
S AV} 3 € 50.7bn 5,000 150,000
517 fiss 5 2B O SR TORIELES
. 1969F3%3L JAN e Es (FY 2022) )L SR OSBRI y \ETE T D ﬁ%gz&)
T4 Les Mousquetaires
it WY (f=F=7Z7 v HgE) 77X
(A FAZY— a7 4V -
BEARE ME1—[O
FEANR 72722t 35S REEmERHEIEIR—1N——Fy bF—V
- A RM. R REAR. BEARE
« 77> F :Intermarché, Netto, Bricomarché, Roady. Poivre RougeZs
EENIEaES AF VKA. A b—TF—HEF

Les Mousquetaires. https://www.mousquetaires.com/. (Z 88 2024-02-08)
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Les Mousquetaires Y AT+ E T EE -FY 2021 (2021/1/1~12/31)
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CSR#R&E (20214F)

EmRERYEBEOEEML EEEEED
RETEICOWNT, EREICEFEER
% it

HEEEBE SR ROREDT-HDY —
IR T R T DOEA

FB

ENEYBDOY YA T

RTFRLAL -T2 7—LGED
RERAKEB N LR BEROTH

By

o

=> Les Mousquetairesl&, NJLF—, RIL FHILOEKR—5
YRIZBEWTH, 75 VR EBMLUT7 TO—F T aldE
THRFBEEEZRRAL TS,

[Too Good To GoJ (BB&EIZFTNIX )
A E5 Mg TCEBATESZ 7 U)D
R

%

Les Mousquetaires, “rapport développement durable 2021”, https://www.mousquetaires.com/wp-content/uploads/2022/01/rapport-dd-2021.pdf, (P. 4, 5. P.19.

Antigaspi
Tri et valorisation locale

Nos points de vente luttent contre le gaspillage. En 2019,
I'équivalent de 9,6 millions de repas ont été donnés aux
banques alimentaires. Le partenariat avec Too Good To Go
- qui a permis de sauver plus de 400 000 paniers depuis son
lancement fin 2019 - s'étend a Bricomarché

lis trient et recyclent également 10 types de déchets ; un
tri qui s'est étendu en 2021 aux capsules de café et aux
masques chirurgicaux : la récupération de leur polypropyléne
permet de produire des piéces automobiles, entre autres.
Pour réduire leur empreinte carbone, 210 points de vente
concassent aussi le PSE (polystyréne expansé des caisses
isothermes & poisson), soit 73 tonnes collectées et 34 500 sacs
en 2020. D'autres tests sont en cours pour transformer les
cartons en litiéres pour chat, ou valoriser & proximité leurs
biodéchets en compost avec Les Alchimistes. Cette jeune
entreprise collabore avec des points de vente, des restaurants,
des collectivités locales pour la collecte, le tri et la valorisation
des biodéchels en compost.

En 2021, une démarche d'autoévaluation dans chague point
de vente a été lancée pour leur permettre de mesurer leurs
écarts par rapport aux réglementations, de mettre en ceuvre
les bonnes pratiques el de remonter des initiatives locales.

de plastique (+40% /2020), soit 540 000 balles, ont été

| 146 400 tonnes de carton (+10% /2020) et 6 100 tonnes
récupérées par la logistigue interne et valorisées en 2020.

JB Sensibilisation

au tri des déchets

Nous prolongeons nos actions de réduction des emballages par
la sensibilisation des consommateurs avec l'association Gestes
Propres. lls sont invités fors de temps forts chague année a ne
pas jeter leurs déchets dans la nature. Acteurs durecyclage, ils
participent ainsi a l'essor de I'économie circulaire.

Le développement
durable dans les pays
Mousquetaires

En Belgigue, comme au Portugal
ou en Pologne, les Mousquetaires
déploient leur stratégie
développement durable selon |a
méme approche qu'en France.

A DECOUVRIR CI-CONTRE

P. 262 8)

LES MOUSQUETAIRES

Les enjeux des Mousguetaires
par ordre de priorité

Tragabilité ef étiquetage
des produits

!‘ﬂ Impact envirennemental des produits
(dont embadages ¢l empeeinie cartbone des pioduils)

Réduction et élimination du plastique

Gestion des décheis des usines,
des entrepdts et des magasing

Imégration de la RSE & la gouvernance

I
I

L Lutte contre le gagillage alimentaire
il

| Bien-6tre au travail

Impact social et sanitaire des produits
(zanté/simté des produilsh

Accessibilité de I'alimentation
POUF TOUS {prix)

Ancrage territorial et participation au
développement socio-Economique local

des uzines, des entrepdts ot des poims

!ﬂ Empreinte carbone et énergétigue
= devente

Impact environnemental
de la logistique

if"' Développement de 'offre
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Les Mousquetaires HYRXATF+E YU T4 HEE - FY 2021 (2021/1/1~12/31)

CSRi#R&EE (20214)

¥y g/ gE 5 |
FTFHAECHITORETIERECRIEL. &
FEBOSMH % £
o JEEHICBITZEENLDOEHANLE
EY)
e T7—FRVIORBRREREUNF v R—>
IZS 0

l:ll:lTlgﬁ/%

)

LEODRA >~ b

o EBARLITTIERLS, EBLAEZZEICLIHRE
(ff : 20224, 5008 k YU toBEZEEIR, 1
EAUEDALICEWZERESE) bHhHhE TRLEH
L. EHOERMERLEZERIELTWS,

Les Mousquetaires, “rapport développement durable 2021”, https://www.mousquetaires.com/wp-content/uploads/2022/01/rapport-dd-2021.pdf, (P. 215 18)

"

Celte bootelle opacpee = rPET, nouvele
maligre produite rvec 100 % de plastigaes
recyclés, prouve ba faahillibé du recpclage
en boucle fermeée. Frud de recherches
enire Intermanche, |3 Lasbesis Sainl-Pére

e le consortiam formé par Cites, elle

i tequ un R-fovaed, lors de B2 11° cérémonie
crganisfe par e Coll=ci# Génératian
Respomsable.

&
Pour les rpoes boucherie f islermanchi e
de Mello | 18 mois de RED ol permis de
sapprimes ke suremballage et de cemplace
le plastique par ene lamuetie « Halopack =
comoosée & 75 & de cortons labellisés FSC.

Amtigaspi

Tri et valorisation locale

Mos points de vente luttent contre le gaspillage. En 2019,
quu:'.-alenl de 9.6 millicns de repas ont élé donnés aux
Dangues | fldigs Le partenariat avec Too Good To Go
= an a permls de sauver plus de 400 000 paniers depuis son
fancarment fin 20719 = s'étend & Bricomarcheé.

lis trient et recyclent égalerment 10 types de déchets | un
tri gui s'est étendu en 2021 aux capsules de café et aux
masques chirurgicaus : la récupération de leur pobypropyiéna
permet de produire des pigces automobibes, entre autres.
Pour réduire leur empreinte carbone, 210 points da vente
concassent aussi ke PSE (palystyréne expansé des caiszes
isothermes & poisson), ot 73 tonnes coflectdes ot 34 500 sacs
en 2020, Drautres tests sont en cours pour transformer les
cartons en litieres pour chat, ou valoniser & prosimite feurs
bipdéchets en compost avec Les Alchimistes: Cette jeune
entrepnse collabore avec des points de vente, des restaurants,
des collectrvités locales pour la collecte, ke tn et ka valonsation
des biodéchets en compost.

En 2021, une démarche dautoévaluation dans chague point
de vente a été lancée pour leur permettra de mesurer leurs
écaris par rapport aux régiermentations, de mettre en ceuvra
ez bonnes pratiques et de remaonter des initiatives kocales.

146 400 tonnes de carton (+10% f2020) e1 6 100 tonnes
de plastique (+40 % f2020), soit 340 000 balies, ont é1é
récupérées par la logistique intemne et valorisées en 2020,
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SRNEVHATILDT Ty b T H— L
« BROFTNEYEZDMNLTCUYAILTETTY 74— LICKE
e 7T bT7F—LIZTENERYZEDRIL. N FRECHRICER (F: RREEYMO XX b7 A
Iy bEEBRL, IRILXF—FEE)

BmEZY OME :
« fN—FrF—LEEAXY LS, BHOBRREEY 2 CHENT S T & 2R,
2022F ICIEBHDOBEREEY DI0% LU £ = ME1t,

/ HRFFEY) TF1IREE (2021F) A

- /

{Edic 151200 - . .

» T EBDRA > b

b 800 o EFRRAHEY A I, R OFEEEE B L LA D

o ——wwmw ,_ I (B T8

Tanni: : I I =
BELGIQUE FRANCE PORTUGAL
ITM Equipement de la maison (2 comarche Brce Cash Brcomma)  Siéges

Unités de production Agromousquetaires  ITM Alimentaire (s

Quantité totale de déchets prodults
et traités (hors biodéchets)

Les Mousquetaires, rapport développement durable 2021, https://www.mousquetaires.com/wp-content/uploads/2022/01/rapport-dd-2021.pdf , (P. 325 18)
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Les Mousquetaires S.A. TLe Gaspillage Alimentaire (BmEEMWIZDOLNT) |

Afin de combattre le gaspillage alimentaire, Intermarche se mobilise aux cotes du leader Too Good To Go en signant un partenariat d'snvergure
nationale. Fort de plus de 1 800 magasins en France, l'enseigne souhaite rassembler un maximum de points de vente autour de cette initiative.

\_r-’;"'-: ga %/%15” D /—J_S /f > |\

27 fivrier 2018

Opération « solidarité » : Agromousquetaires offre 50 000 repas aux bangues alimentaires ° ﬁ&r%ﬁ#@ 0) %IJ ;\}ﬁ ‘: HX U %ﬂ {)‘§1$ E/\j 73:7‘55% t L/ '( R 7 —_ P
Ny ~DFHRCRRV A 7L EE—KmE CEE
&) AT ISR,

Acuedl > COMIMUEHEES de pesse > Opstation » saldanms .« & 50 000 repas

Opération « Solidarité » : |e 27 feyrier 2018, & l'occasion du Salen International de Iagriculrurs, Agr la filiale agroal du A AL

Groupement Les Mousgustalnes, a remis un chéque de plus de 73 000 € aux Banques Alimentaires, sait | equ ivalent d'un peu plus d= 50 000 repas. Cette . _ |\“ N 7 ~ L ( % *j: N\ E/\] ET}) % EE_ N aﬁ \ H
samme, recoltée grace a loperation « Salidarit », sera convertie en produits que les unités de production d'agror | aux Bang 7 /N / 7:;* t C S R JJ—— 0) I~ = ZIR 75 L y
Alimentaires locales,

DHEAIE, —a—RLZ—0EEEzE LTHERY EIFTW3,

& ; : « TxT7HA ML BROBREICL, FACTWVWEREICLRD
Limpact environnemental de;s:. proc;mts fen F3TEENTWS, £, ERE NI EBE% B k- B
ighe de mire RLTWD,

Afin de faciliter leur comprehension, ces enjeux ont ete classés selon
quatre thématigues : sociale, sociétale, environnementale et

gouvernance. * https://www.mousquetaires.com/communique/operation-solidarite-agromousquetaires-offre-50-
000-repas-aux-banques-alimentaires/
Ainsi, la tracabilité, [étiquetage des produits et leur impact *  www.mousquetaires.com

environnemental (poids carbone, recyclage, emballage) apparaissent
comme l'enjeu le plus stratégique pour le futur du Groupement. Ce sont
les deux premiers items sur lesquels les Mousquetaires vont donc agir.
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Elior Group S.A. (4\B%)

4 N\ [/ N\ [ N\ [/ )
= =i
=Z31 335 € 6.6bn 2,300 100,000
EXAL M B RO EHE SR TORIEEES
L 1991F %7 JAS T Fs (FY 2022) JAS R ORIETHI ) \ETE TOF ﬁ%%tﬁ)
T4 Elior Group
PN WNY (AI=F=77 AMFE) 77X
A Jwvv-A47 757 —X (CEO)
BEARE 281 —0
EEAR =RV VI —ER/NBEEOHURNBR —T 1 IhE
« PEYITH. HE. BEE. LYy —%F, ZHRLAEI/7Z—0BEERAITICEERVNZ DY —
EXYV Y 21— 3 xR,
EINE B 26hEHICERH
EENEVAEES 72 IRt

Elior Group S.A., https://www.eliorgroup.com/. (£ 8 2024-02-08)
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Nos actions
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Elior Group S.A. FERIREE - FY 2022 (2022/1/1~12/31)

2.5.3.1.2. Reducing food waste

As a caterer, fighting food waste is a key priority for Elior, and we
have formally documented our objectives and processes in this
area in a specific Charter. We also actively involve our guests in
taking action to avoid food waste.

Qur anti-food-waste actions are focused on four main areas:
» measuring food wasts;

- preventing and avoiding food waste;

« rausing and recycling surplus products and organic waste;
« changing production methods.

We have put in place innovative solutions adapted to the
specific characteristics of each of our operating countries with a
view to involving all of the Group's stakeholders, including our
teams, clients and guests.

All of our countries have implemented their own anti-food-waste
programs, and use their own measurement tools: France: Helios
(in-house tool); UK: Chef Eye; Spain: Power Bi {in-house tool);
Italy: Partnership with a university; USA: Waste Nothing.

Measuring and p

Measuring food waste and sharing the results allows everyone
to fully understand its impact, including kitchen staff during the
food prepping process, guests when they are eating their
meals, and clients when thay draw up their specifications. That
Is why it is essential to identify our sources of food waste and
the areas to target, such as surplus production, unsold ftems
and uneaten food. The results of the measurement processeas
are analyzed and shared with clients so that an action plan can
be created together that is tailored to each restaurant’s specific
sources of waste.

ting food wast

We draw up guides and training content to help our operations
teams roll out our anti-food-waste initiatives.

Food waste analyses are carried out in all Group entities. At least
two analyses have to be carried out per site (one before any
measures are put in place and one afterwards) so that we can
calculate the effectiveness of our action plans. We measured
food waste at over 1,600 sites in 2023,

SASB cross-reference table

P
The Sustainability Accounting Standards Board (SASB) is an independent not-for-profit organization whose mission is to develop
and disseminate sustainability accounting standards specific to each industry that help public corporations disclose material,
decision-useful information to investors. The table below provides cross references with the standard applicable to the restaurants

industry.

Tople and accounting metric
Energy Management

Code Indicators and policies

(1) Total energy consumed,

(1) 382,312 GJ of energy consumed by our

2 FB-RN- direct operations. (2) 62% grid electricity.

g]} pe:t;::::gz ?er:j Bﬂiﬁgmtv' 1308.1 (3) 41.56% renawable anergy (renewable

parcantag elactricity).
Water Management

(1) 260,723 cu.m, (only central kitchens). (2)

() Total wetar wiRCrawn; FB-RN- 459 In Italy and 7% In Spaln (based on the

(2) total water consumed, percentage of each In regions with high or

axtramely high baseline water stress

2508.2  Water Strass Index of the World Resources
Institute).

Food & Packaging Waste Management

(1) Total amount of waste,
(2) percentage food waste, and
(3) percantage diverted

(1), (2), (3) Elior has set Itself the objective of

FB-RN- reducing Its food waste by 309 by 2025
15081 (see Section 2.5, "Reducing the Impact of
our Oparations”)

(1) The CSR indicators for packaging are

Elior Group S.A. “Universal Registration Document”.

2.7.3. Summary of main CSR performance indicators

2022-2023 2021-2022

Derichebourg Derichebourg
Reducing the impact of our operations Group Elior Multiservices Group Elior Multiservices
Electricity use’ KWh 65,463,741 60,699,017 4,764,724 75,676,409 71,605,976 3,970,433
Gasuse* KWh 40,736,107 40,679,191 56,916 49,807,028 49,752,515 54,513
Fuel use liter 14,296,289 10,685,995 3,610,294 15,083,737 11,268,799 3,814,938
9% food waste reduction Yo -22.5% Vs
Sites measuring food waste Number 1,691 P64
#ood d-onation s? }on nes 143.4 65.8
Y% renewable energy supply Yo 73% 33.4%
% low-emission vehicles’ Yo 9% 6%

* Sitea whare the Group is contractually responsible for the gas or electriolty supply.

2.7.2. Cross reference table - Non financial performance statement (NFPS)

Information required in the NFPS Section(s) of the NFPS
’ " . 1.5, “The Group’s Businesses and
A description of the Group's business model Stratogies”

A description of the main non-financial risks related to the Group's operations 2.1.3, "Non-financial risk map”

The conseguences on climate change of the Group's operations and use of the goods

and services the Group praduces 2.2, "Reducing our Carbon Footprint™

The Group's CSR undertakings in terms of:

- sustainable development ﬁ 2.1.2, “CSR strategy™
. 2.5, "Reducing the Impact of our
—Lno Ciiolar anonomy
operauons |
a N . . 2.5, “Reducing the Impact of our
the fight against food waste and food insecurity Operations™

EHEGDRA > b

- JERAFSIERIZ. SASB (Sustainability Accounting
Standards Board) FDRREEN, CSRICEIT 2 EEMER
£ BREEYVERBICEBT2ERE. EANEHEEL LT
bERLTW5S,

https://www.eliorgroup.com/sites/www.eliorgroup.com/files/2023-12/URD Elior Group 2022-2023 ENG 202312211816.pdf. (P. 83, P.95-99)
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Reusing and recycling surplus products and organic waste

With a view to keeping food's value in the food chain, the Group is committed to reusing and recycling as much of its surplus
products as it can in order to avoid it becoming organic waste. Different types of reuse and recycling are used depending on each
site's ecosystem.

lllustrative examples of our actions

United States Elior North America's Waste Nothing program — which involves training chefs, measuring waste and
encouraging guests to participate in an anti-waste culture - has reduced food waste by 35%.
Surplus meals sold in partnership with Too Good to Go avoided a total of 44,218 baskets of food waste, FB
France ) g )
representing 110 tons of CO, equivalent, at 167 sites.
United Kingdom Elior UK donates surplus food to local communities through Olio’s Food Waste Heroes program, with 2,831 FB
meals donated during the year to individuals in local communities.
Spain More than 8,000 bags of surplus food were sold at 29 sites with Too Good to Go. FB
Elior Italia has teamed up with Last Minute Market, a social enterprise spin-off of the University of Bologna.
Italy Food waste is measured in Elior Italia restaurants and an anti-waste communication campaign for children
and adults was launched in 2023.

In order to be reused or recycled (turned into methane, compost or animal feed for example), organic waste is identified and sorted

beforehand. The Groupaimsto act as arole model at the sites where itis contractually responsible for waste management.
Y
Country liustrative examples of our actions

Spai In 2022-2023, 512 tonnes of organic waste were recovered at 20 Elior sites in Emilia Romagna, producing
i 40,960 cu.m. of biomethane, and 5.38 liters of used food oil were transformed into 8.263 liters of biofuel.

Aladdin Campus Dining and its long-standing partner Southern Oregon University (SOU) have taken a holistic
approach to tackling food waste on campus.

The university has a student-led organic farm, called "The Farm”, which is a center for sustainability. His a EE%ZWJ D /r ~ I\

hub for education, student and faculty research, and community cutreach, as well as producing fresh
vegetables, fruit and herbs that are used as ingredients at the university’s dining hall, the Hawk.

oliacRiee - 00— REOBE FEORY
A new program was launched in 2022 to save carrot peel, leftover potatoes and other food waste as part of P~ e SEHEFQ| [~ |
the Full Circle program. Under this program, kitchen food waste such as vegetable leftovers, stale bread and %‘ng‘ @ = % ﬁ;&b N H%TEE/DJ J (Z %’fﬂ & L
egg shells are collected and transported to the farm to be turned into compost. The resulting compostis S Eﬁﬂ_\ L TW3 o

then used to enrich the soil at the farm, which helps even more hyper-local organic produce to be grown and
used in SOU menus. This program will be extended to three more on-campus kitchens in 2023.

Elior Group S.A. “Universal Registration Document”. https://www.eliorgroup.com/sites/www.eliorgroup.com/files/2023-12/URD Elior Group 2022-2023 ENG 202312211816.pdf. (P.824 V) ?E*Z'E)75
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Elior Group S.A. »RAPPORT D’ACTIVITE 2022. »https://www.eliorgroup.com/sites/www.eliorgroup.com/files/2023-02/RAPPORT%20D%E2%80%99ACTIVITE%20ELIOR%20GROUP%202022.pdf.
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Agir pour préserver la qualité

Dapuis plus d'un an, notre secteur Tait face 4 una hausse
importante et durakle du prix des matiéres premisres, des
salaires et de I'énengie, qui complaxfia I'dquation dcanamigue
de notre secteur. Cela aurait pu &tre 'occasion d'un retouren
arriere. Chez Elior, nous veillons 4 ce que o soit au contraine:
une opporiunité pour faire un pas en avent et refusoens de
transiger avec la gualitd. Nous tenons & la confiance de nos
convives et continuons de leur proposer une alimentation
equilibrée, une cuising qui a du golt, & prix raisonnable,

Avec ['aide de nos clients et partanaires, et grace au savoir-
Taire de nos collaborateurs, nous aglssons surles leviers 4
niotra disposition pour imiter lnfiation et répondre aux
contraimtes de nes cllents. Notre sauhalt | que la résultat de
nos afforts soit savourd, surtout pas gaspillé. Ce comexta
nous demande d'8tre plus creatifs et de déployer sur le terrain
das aolutions concrates : recowrs au digital et 4 linteiligence
artificielle pour améliorar nos prévisions, mesure du

Renforeer notre résilience colleetive

Mous davons faire svoluer notre modale pour réduire notra
empreinte carbone et veiller & une gestion raisonnée de nos
ressourcas, en agissant 3 chague etape de notne chaine da
valeur gt enimpliquant 'ensemble de nos parties prenantes
dana notre transformation,

Cala pasas par une nouvelle facon de concavair nas meanus,
Mous proposens & os titre des formations & nos chefs pour
qu'lis imégrent daventag e de recattes vegetariBnnes. Cela
pasze ausal par la construction da fiisms
d'approvisionnement kocales, par la priorite donndea aux
prodults de saisan, labellisés et issus d'une sgriculture
respectususe de lamnvironnamant. Aujourd’hul, 27,3 3 da nos
spprovisionnermnants sont des prodults respensables, et nous
poursuivens nos efforts, une augmentation da trois points par
rapport & lannds 2020-2021.

Maous mencns également un travail pour pédulre o gasplllags
alimentaire et |a peoduction de ddchats. Nos actions
g'articulent sutour de quatre axes : mesurer, prdvenir, valoriser
le= surplus et las biodéchets, transformer les mades de
production. Nous Identifions des solutions Innovantes et
adaptées aux enjeux opérationnels spécifiques de chacun des
rnarchés d'implantation et qul Impliquent l'ensemla des

Ear{las pre Naras.

Engagements

Un employeur responsable,
engagé pour la résilience
sociale et environnementale
Engagé en favelr denos collaboratewrs
Engege en favelr da s qualin

Enege paur la plandta et les communautda

Enmatitra de servives, nous continuons de renforeer notre
connaissance fine des différents environnamants de nos
clients - établissemants da sante, milieux industriels sensibles
et espacas publics, profassionnels ot commarnsiaux - pour
proposer une offre adaptée aux spocificités de chague site. En
tant qu intégrateur social, || était pour nous hors de question
e faire pasar le codt de 'inflation sur notra masse salarisle.
Mous avons donc, aves nos cliemts, rdéévalug nos contrats afin

urs.

Entin, nous evons un rila elé & jousr dans 1s Sansibilisation ot |a
bonne information de nos comvives podr gu'ills puissent faire
das choix écieinds, plus durables, et deviennent acteurs da
cette transition alimentalre. Accomgagnar nos parties
pranantes dans [dvolution de leurs habftudes avec des outits
tel le Carbione Scora, qui permet d'informer nos comlves et
clients sur I'empreinte carbone des recattas, ast
indispensable si nous voukons réduine durabkement nos
émissions de OOy,
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Limiter et valoriser les déchets

Nos bonnes pratiques

F‘m"ﬂ'
30 %

de réduction du gaspillage
alimentaire d'ici 2025

Redistribuer les
repas a des
associations

Engagé auprés des publics
les plus fragiles, le Groupe
contribue activement aux
efforts de solidarité avec
des dons alimentaires, par
exemple en lalie et en
France avec les Banques
Alimentaires. En 2021-2022,
Elior France a donné plus de
55 tonnes de nourriture &
des associations et

banques alimentaires.

Tri des biodéchets

Trier les biodéchets permet
une valorisation par des
professionnels des filisres
de méthanisation ou com-
postage industriel locaux.
D'autres pistes sont étu-
diges, notamment en Italie
via la valorisation des dé-
chets agroalimentaires en
nourriture pour animaux.
Elior & un devoir d'exempla-
rité sur les sites sur lesquels
il est en charge du contrat
déchet.

https://www.eliorgroup.com/fr/responsabilite/une-economie-circulaire/limiter-et-valoriser-les-

[Limiter et valoriser les déchets (BREWEIFEE) YA II) |

SLHEHMDORA > b

MEzRWT, GEEOERYBEAZ LAY LT LR
258,

BmREEYOHIR - MEICEEd 2ELY i

% . "Nous bonnes pratiques” (7' k772
T4RX) EWHFERT, BERflERER, 7— KN
YIANDERCERY YA 7L ET TR
CEZEE) MIFICHBELAPT VAR - X@EICT

P

dechets#:~:text=Engag%C3%A9%20aupr%C3%A8s%20des%20publics%20les,des%20associations%20et%20bangques%20alimentaires.
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Elimination of all
Comrnsl'tsf.rnob; ;:550 b single-use plastic items
in guest experience

.

https://group.accor.com/en/finance/results-and-
publications/universal-registration-document.
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https://group.accor.com/-/media/Corporate/Investors/Documents-

de-reference/ACCOR_RI 2022 UK vlast.pdf.
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P LCIEEMENT DURASLE

Gaspillage alimentaire :

projecteur sur nos équipes qui
Jont la difference

https://group.accor.com/fr-FR/Actualites/2023/09/Tackling-Food-
Waste#:N:text:Chez%ZOAccor%ZC%ZOen%ZOparticuIier%ZC%ZOiIs,lo%ZOOOO‘BQes
taurants%20et%20bars.



[FXREEE]
Groupe Accor FERIREZE - FY 2022 (2022/1/1~12/31)

Quantitative objectives: 3.2.3 Eliminating food waste and promoting healthy and sustainable food
(B80% of annual variable compensation) o _
i i i 3.2.5.1 Measunng and reau 10y food waste
1 + financial: actual versus budgeted consolidated EBITDA for 2023, i
. actual versus budgeted free cash flow (excluding disposals and Context Governance
8 Each qualitative objective may trigger Reducing food waste is a alobal challengs. The United The challenge of food waste is steered by the Sustainable
ANNUAL « non-financial: organic growth in number of rooms (net of transfers the payment of between 0% and 160% Nations SDG 12 calls an all countries to reduce by 50% Development Department, which notably ensures
VARIABLE to another brand) versus 2023 budget, Percentage of managed of the share of variable compensation food waste by 2030, Accor bases its efforts onv this goal consolidation of results reportad by hotels and the Hubs,
i i (L ici p and on local legislation in the countries where it operates.
COMPENSATION andifranchised Rotele that have removed singic-use plastic nithe it represents. Cad ahd be?,le,a e Im Yia I‘c:r.e-'s aha rIESLBLIIaI'ItS Food waste ic ane of the sustaimability topies menitared
guest experience, including disposable water bottles, Percentage EIagED) 7 i ? G bvtha o e b Yor Ednd % Fausr:

2 7 Fn represents 12% of the Groun's carbon foclpring 4G% of It v the Committees bringing together Foo cverage
of managed and franchised hotels measuring carbon emissions weiber fonterirtand roiteiban B0 of land Has 2 teams from the Hubs, supervised by the GCroup
through a carbon measurement tool, Percentage of 300 managed o Commercial Department,
and franchised hotels that have defined their food waste baseling, For Accor, food waste represents around 43% of
Percentage of wormen on Management Committees worldwide. operating waste and close to 20 tons per year per hotel, Balicias

on average. Thersfore, it is urgent to move beyvend the

paradigm which considers food wastage to be t

To create a collective dynamic around this challenge, the
and 1o better preserve resources

Group mobilizes its hotels with three pillars: Reduce,

: : T Reuse, Recycla.
Reducing food waste is thersfore a priarity for the ¥

To reduce this risk, Accor equips its hotels with smart

Table of risks, policies and related key indicators weighing solutions, i5 working on manusl meast
and assessment toais for food tems and takes ad

of sharing best practices to change behay

employees and chefs in kitchens Guest are als¥

I:‘:l H]% made more aware of this challenge

Reduce: measure and identify waste, adjust recipas
and buffets;

Reuse unsoid products, products not served (o guesis
are donated to charities or food banks,

Recycle: biowacte is collected and recycled far compost
or methanization.

Centribution

z 2 s . Accor also ensures compliance with the |2
Theme Risks/Opportunities Sustainability commitments to SDGs

regulations in forcs in all of the countries whers it of

Mismatch between hotel food offering, regulatory requirements  Promotion of healthy and sustainable food

and expectations of stakeholders {customers, NGOs, etc.) = %Jz{ ® ~
& Societal shift towards healthier food behaviors, more respectful I:la §|J 0) '—J—\. /r b I\

of the planet

Sustainable
food

1. [ s AE 1. TESE#EY| +EMBELOoSEREL LT8R,
CO [k BB ICRRE L (BED) 28~

DHENT 7 ] #URZELTEIT., [BRE

EYEIR A ZOMEEL LT 5,

d T Rl BRREIET . - 2. WIS 5 BAHBHEELHL TWD,

< 3 g > 3. ERFEENTEH L TWSEFABTL. ER

kied : ICT7 7RI WVWEDICTRLTWS,

3231 Share of hotels having declared 100% of hotels implemented a combat 46% £9%
implementation of an “combat food food waste program
waste” program action.

Accor group. « 2022 Universal Registration Document filed with the AMF on March 30, 2023. »https://group.accor.com/en/finance/results-and-publications/universal-registration-document. (P. 50,
P.102-103. p.121Z8R)
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End of 2021, the Group has carried out an internal audit of
its food waste reduction program. This audit highlighted
the following points:

sometimes difficult access to the Gaia reporting tool
and very cumbersome input of food waste;
heterogeneity of commmitments and practices in hotels,
as food waste reduction is not yet a Group standard
nor a priority for numerous hotels;

insufficient representation of data on food waste,
weighing not being systematic in hotels or being too
irregular,

* lack of collective and sustainable commitment, governance
and support on the subject being insufficient.

In 2023, the Group will implement & global action plan
but also adapted to the risk profile of its hotels, with a
focus on reporting and change management. Reducing
food waste is indeed one of the priorities of the Group's
new sustainable development strategy.

Action plan

In 2022, the main actions were focused on building
solutions to meet issues identified by the internal audit:

facilitation of access to the Gaia reporting tool thanks
to the creation of a self-inscription form for the hotels;

identification of food waste weighing solutions adapted
to the different hotel segments (depending on their
ranges or restaurant activities), as well as optimization of
manual measurement methods;

diffusion of best practices and identification of training
courses for chefs to homogenize actions carried out by
the hotels.

Groupe Accor FERIREZE - FY 2022 (2022/1/1~12/31)

in 2022, 81 hotels were equipped with a smart weighing-
scales throughout the world. By the end of 2023, Accor
intends to accelerate the deployment of these solutions
by recommending them in pricrity to the 300 hotels
most at risk of food waste (as they represent around 50%
of the Group's Food & Beverage revenue).

i
+

As a complement to these initiatives, the Group is working
on a manual measurement methodology, under review
in Europe in order to define the framework (frequency,
duration, services concerned etc.).

Furthermore, data on food waste are collected in the Food
Waste Management module of the Gaia tool developed
internally by Accor. This tool enables hotels to monitor
the weighing of food waste and to measure costs.

The Group also leverages the mapping of interesting
initigtives (at Hubs or hotels level) to implement and
diffuses best practices to drive progress. In 2022, Accor’'s
Sustainable Development Department updated a
document called “Action plans to fight against food
waste”. This document, drawn up with expert advice,
helps hotels to implement concrete solutions.

The Group is also working on identifying and assessing
training formats and players on food waste, notably for
chefs.

‘e toble below summarizes the participation of the hoteis to 2 spectifics actions to figth food waste

Resale or donation
F B of food items  Recyeling of food waste

zreantage of hotals stating in Gala that they hava sat up the action L% SE%
urnizer of hotels reperring in Gaia 3545 3533
arcentage of hotels in the legal scope (4 hotels)

ating in Gaia that they have set up the action 25% 39%

2022, the reduction of food wasts in hotels with an initia! reliablg weighing m=asure and an evolution [398 hotels
22} was estimated at -24%. Close to 39% of these hotels reached the obhjective of & -30% reduction in food waste since
eir first weighing campaign

SEB DALk

s MYHADOKEZEFRNLEFEHICHRL TWS,

The Group has recommended to hotels to roll out a smart
weighing soluticn to measure food waste using a digital
scales and a connected touchscreen tablet. The tool
provides instant feedback to promote immediate changes
in behavior by helping kitchen teams to understand the
environmental value and impact of the food products
Furthermore, the Group has carried out pilot studies with
local solutions in different geographical Hubs, to provide
the hotels with a bouquet of solutions adapted to local
specificities.

S Part of the TgNt against 1000 Waste, AcCol also nas &
long-standing partnership with Too Good to Go. the
application that puts citizens in touch with restaurants
and businesses offering unsold items at reduced prices:
Since 2016, 1,113 hotels saved more than 833,514 meals in
12 countries, including 261,947 in 2022, Each month,
15 new hotels in France sign up to this approach. At
present, the partnership between Accor and Too Good to
Co to fight against food waste led to the avoidance of the
equivalent of 2,083 tons of CO; emissions.

Results

In 2022, 49% of hotels in the legal scope declared
having set up a food waste reduction program and 4&%
of hotels that reported on this action (4,303 hotels).

Accor group. « 2022 Universal Registration Document filed with the AMF on March 30, 2023. »https://group.accor.com/en/finance/results-and-publications/universal-registration-document. (P.122%
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Is this the way to combat food
waste?

https://group.accor.com/en/Actualites/2017/02/15/is-this-the-way-to-combat-food-waste.

The movement has been set in motion and worldwide initiatives are on the .

rise: in Paris, chefs organized a huge anti-waste brunch for World Food Day
on October 16, 2016. During Euro 2016, the 'Foot for Food' project, launched by
UEFA, the Football Foundation and various food banks, allowed volunteers to
collect unconsumed perishable products (pizzas, snacks, etc.) and
redistribute them to charities. In England, a smartphone app enables you to
buy restaurant leftovers at half price, so that they end up in our bellies rather
than the bin ("from bins to bellies"). In London, the Sustainable Restaurant
Association is participating with 200 restaurants to help staff reduce food
waste and make good use of their leftovers. In the United States, the Creen
Restaurant Association's website lists all the "green” restaurants, particularly
those which tackle food waste. This way the customer gets to choose their

steakhouse, sushi bar or pub-restaurant according to certain criteria.

SUSTAINABILITY

Accor Teams Say No To Food
Waste

A few years ago, we realized that it was time, mare than
ever, to aet against food waste, This awalening was the
starting point of our actions.

Poietiric Furrsitn
Food & Beveraga Director & Diputy Direcior, [bic Farke S0 Aligort

https://group.accor.com/en/Actualites/2022/09/no-to-food-waste.
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Swinging into action in the kitchens

Since March 2022, the hotel has been equipped with Orbisk, smart

d dashboard

that use advanced image recognition. The monitor a

compare and track f sed on KPIs, such as foc
and avoided CO2 emissions. The teams have decided to take this further, for example,

by adding a compost heap for peelings, gathering individual unused packaged

ucts after breakfast and launching a no-waste campaign to raise customer

ETESS.

Concrete results for the environment and business

This no-waste approach is already repeating results. Everyone in the team is much

more aware of just how important reducing, sorting and recycling waste are — and has
concrete tools to make a difference. In the longer term, the tearm will be able to reduce

food waste by 50%, while also boosting their business objectives.
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