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SLR Services

A balanced, successful and growing business; for our people, clients, investors and communities.
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Trends in the food & drinks sector

Meeting the needs of a constantly growing global population

( L\\\ requires sustainable food production for both the planet

and society —and scrutiny on the sector is increasing




ESG vs Sustainability

Sustainability can be defined as “meeting the needs of the present without
compromising the ability of future generations to meet their own needs”
(United Nations Brundtland Commission, 1987).

Corporate Sustainability: creating value for all stakeholders, in a way that is
fair and will endure over the long term, operating in a world that is resource
constrained and divided.

ESG: a shorthand or ...

A framework that captures the non-financial risks and opportunities for
companies and includes key elements around environmental and social
impact, as well as governance structures.



Top ESG topics for the food and
drinks sector

ENVIRONMENTAL
GHG emissions
Biodiversity
Pollution & Resources
Water use/emissions
Waste generation
Executive remuneration
. linked to environmental
Responsible sourcing performance
targets
SOCIAL GOVERNANCE
Customer Responsibility Ethics
Health and Safety Bribery & Corruption
Human Rights Regulation compliance
Labour standards ) Litigation
Hurnan capital development & Labour | SUPPIY chain due Risk management
management diligence Tax transparency

Community relations

Source: SLR desk-based research




Poll: In your view, to what extent is
ESG a priority issue at your company
currently?

A. Very high B. High C. Medium D. Low
priority priority priority priority
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Why does it matter
to business?

Drivers — different stakeholders expectations




3%
Client focus

Commercial Opportunities

Strengthening focus on sustainability
not only manages risks, but can
unlock several sources of value
creation, namely top-line growth and
portfolio shifts, cost reductions,
regulatory relief, de-risking
transactions and employee
productivity gains resulting in

measurable valuation uplift and better

financing access.

The following are a list of steps that
companies in the food and drinks
sector could take to establish itself as
a market-leader in the sector:

Prioritise — identify
most pressing issues
for company to
address through
materiality
assessment - Engage
with stakeholders on
their priorities

Re-imagine supply
chain - engage with
suppliers (up and
down-stream) —
effective
collaboration will be
crucial to
decarbonising supply
chains

Develop a
plan/strategy — clarify
objectives and future

positioning — with

Impact measurement
— develop disciplined
methodology to

Increase ESG
reporting to
employees,
stakeholders and
community -

measures and report

senior management your ESG journey

oversight

articulate the priority
ESG initiatives that
best align to your
company mission
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Unilever

The Unilever Compass for Sustainable Growth

Our Financial
Framework
Consistent and
competitive growth
driving top third TSR

Our Vision is to

deliver winning
performance by being the
global leaderin
sustainable business

Purpose

istomake

sustainable living
commonplace

Where to play
Build a high growth portfolio across five business groups
Beauty & Wellbeing .
(including Prestige Beauty Personal Care Home Care Nutrition Ice Cream

and Health & Wellbeing)

Win with our brands, powered by superior products, innovation and purpose

Win with Improve people’s Contribute toa
differentiated science lmzf?&mm:?lth health, confidence fairer, more socially
«and technology P and wellbeing inclusive world

Accelerate in key growth markets

USA, India and Leverage emerging
China market strength

Lead in the channels of the future

Accelerate digital Win with top Drive category
value

Image credit: Unilever

Operational Excellence
through the 5 Growth
Fundamentals

A growth-focused and
purpose-led organisation
and culture

Global Leaderin
stainable business

Drive climate action to reach
net zero

Drive greater category focus
and expertise

Reduce plastic as partof a
waste-free world

Leverage power of Unilever-
wide capabilities

Improved Penetration

Regenerate nature and

Unlock speed and agility of a
agriculture

digitally-enabled organisation

Be a beacon for equity,

Raise living standards in our ; C 4
diversity and inclusion

Design For Channel
value chain

Human. Purposeful.
Accountable.

Image credit: Unilever
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Previous approach - USLP

POSITIVE
SOCIAL IMPACT

UNILEVER SUSTAINABLE LIVING PLAN

IMPROVING HEALTH REDUCIN ENHANCING

BUSINESS AND WELL-BEING ENVIRON LIVELIHOODS

GROWTH FOR MORE THAN 5 FOR
1BILLION MILLIONS

By 2020 we will help more than By 2030 our goa 0 halve the By zpzu we will_ephance the
a billion people take action to e ohme 00 of the livelihoods of mllhqns of people
improve their health and well-being. as we grow our business.

GREENHOUSE GASES

HEALTH AND HYGIENE

| INCLUSIVEBUSINESS

DECOUPLE
ENVIRONMENTAL
FOOTPRINT

Image credit: Unilever

Image credit: Unilever
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Business model and value drivers

SUSTAINABILITY

DRIVING VALUE FOR OUR BUSINESS, OUR PEOPLE AND OUR CONSUMERS

§50%

Our simple four-point framework helps capture
the ways in which sustainability contributes to
our business success.

Our Making Purpose Pay research
found that over 50% of consumers

By 2017, want to choose brands with
purpose that are more sustainable.

o Domestos and Lifebuoy ~ two of
our brands with purpose - grew
(o] 10% and 6% respectively in 2017.

of our

agricultural

raw materials

were sustainably

sourced.

The USLP delivers significant 0

savings to our business. For

example, by using less energy

we avoided energy costs inour  SEEEGG
factories of over €490 million

since 2008.

In 2017, we were Graduate
Employer of Choice in the
fast-moving consumer goods
sector among 44 of the

60 countries we recruit from.

Image credit: Unilever




Win with our brands, powered by superior products, innovation and purpose

Improve the Improve people’s health, Contribute to afairer,
health of the planet confidence and wellbeing more socially inclusive world
Climate Protect and Waste-free Positive Health and Equity, diversity Raise living
action regenerate nature warld nutrition wellbeing and inclusion standards

Deforestation-free supply €15 billion sales per Take action Achil Help equlp 10 million ycurlg
chain in palm cil, paper and annum by 2025 fram brands to imprave health and inelusive culture by cllrectly pn:wldx gouds and  people with essential s
board, teq, soy and cocoa -Igngdpmduns in and wellbeing and advance eliminating any bias and senvices to Unilever will eam by 2030
by 2023 u:mu equity and inclusion, diserimination in our at least a living wage or
cts are lmdMnnﬂl reaching 1 billlon le ractices and policies Income by 2030
Halve greenhouse gas e ot ’ﬂ P s p pal - Ploneer new models to
\mpuna{oul products 25% recycled plastic by 2025 ingredients Help 5 malk 1L and prauldewremployeeswlm
across the Hecycle by 2030 we will focus onc Arcelermmne cheerse eLE\ m \cnro'ls‘m flexi options
- Double the number of . r equity representation at all by 2030
products sold that dellver - levels of leadership grow thelr business by 2025
100% sustainable sourelng of positive nutrition by 2025 ; pace o i . T —
| our key agricultural crops 5% of our workforee to be
100% reusable, recyclableer  70x ofour portioliotomeer |, SEiFEsteem made upaf people with Py employees with future-fit
R.eptncefnssll-mel derived compostable plastic WHO-aligned nutritional disabilities by 2025 &y skills by 2025
packaging by 2025 standards by 2022 :
P Spend £2 billion annually
95% of packnged lce cream with diverse businesses

to contain ne mare than 22
totol sugar per serving
by 2025

worldwide by 2025

Increase representation
of diverse groups in our
riising

{@®'  95%of packaged ice cream
L% to cantain no mare than 250
keal per serving by 2025

85% of our Foods portfolia to
help consumers reduce their
salt intake to no mare than

5g per day by 2022

Respect human rights

Respect and promote human rights and
the effective Implementation of the UN Guiding Principles,
and ensure compliance with our Responsible Partner Policy

ess fundamentals

Business. Safety Employes Product safety with C to
integrity at work wellbeing and quality innovation and marketing data stakeholders taxpayer transparency

See our Planet & Society Hub on unilever.com for more

Image credit: Unilever




Do you
h
N/ questions?
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