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Circular Economy - Innovation in Sustainable
Food Systems

Make food safe and available everywhere

L Tetra Pak®

PROTECTS WHAT'S GOOD
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It secures food safety
and availability

By 2050 the world's population

is predicted to reach 9.1 billion, which
will require an increase

of 70% food availability. Packaging
helps keep food safe, nutritious and
available.

And, with 33% of food lost or wasted
each year, high-performance

packaging plays a critical role in today's
global food delivery system.

But it can cause problems for the planet

From greenhouse gas-emissions, plastic waste-in our én’iliro‘*nmeht i
and expanding landfills to the depletion of finite resources and limited-'
recyclability. . ' "

Or be part of the solution

We believe that a bold, multi-faceted ambition towards increasingly
sustainable packaging can help mitigate climate change and address
other environmental concerns while feeding a growing population.
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Concern about environmental issues

Q10. Here below there’s a list of environmental issues. For each one, please indicate how much you are concerned about, Percentage values - Base Australia: 500

Concerned
(Values 5+4)

% ENVIRONMENTAL
ISSUES CONCERN

AUSTRALIA

- Pestciterintheccean [NNNE NN 2 3
Pollution 44 33 3
Deforestation & land use 41 35 5 3
wasteulpackacing [ M S 6 5
Biodiversity and extinction of species ||| | | N NN 8 6 4
Food waste 35 39 4 3
Depletion of natural resources 39 32 7 3

Global warming 38 KX 5 7

Access to water 37 30 6 6
Accessibility to food 32 30 7 4

mConcerned a lot (value=5) m4 =3 2 Not concerned at all (value=1)

82%
78%
76%
75%
74%
74%
72%
71%
71%
67%
62%

Sustainability/2021-09 6
Confidential



# A%  Consumers
Key Insights

, MA
) TetraPak’/

1{1.!)/)

e o
Aars G&

1. Consumers, despite the COVID-19 pandemic, are still very
concerned about environmental issues and climate change

2. Governments, Businesses and Individuals should all do their
part to tackle this

3. Consumers are willing to re-use and recycle more, consume
less but don’t agree on paying more to stop climate change

huoe
4. Consumers have.sggle-knowledge gap
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Local retailers — Woolworths and Coles

A ®
Tetra Pak”

What we are doing and why?
Acting together now for generations ahead.

........

\: BETTER

¥ TOGETHER

\")OO

N People

% Goal1

Beatruly
inclusive 2 / Goal 5

workplace = - : Lead theresponsible Together to A team that
SRt s ;£ vl b Zzero emissions is better together

v 4 !"{a\'eapositive i - ?
imestnn L a TR e £5 08 Cosle Together to A community that

holistic wellbeing S communities Goall Lead the future

o e : Praging . ). ofprotein zero waste is better together

100% Green "ESPW‘Sib'?
Goal4 electricity St;twarldshlp of
i ¢ by 2025 natural resources Goal 3 .
Activate ethical and
Goal3 mutually béneficial e % 100% of Own Toget her to Sourci ng that
partnerships

Create meaningful  © FECISSURS ) P Goal3 Khikar il craase etk zero hunger /‘7 is better together

retail careers in

the workplace value chain Zero food . Net positive !’malthier chomﬂ,s’ Ak
of the future waste to landfill carbon emissions in our customers' oa .
ey SR > Brbd pacng Farming that
Brand packaging
is sustainable

is better together

Our goals are underpinnéd by over 40 commitments

Sustainability Insights 2021



waste

Tesco creates solar farms in the UK

Tesco partners with renewable energy investor,
Low Carbon, to create solar farms in the UK as part
of its commitment to use 100% renewable

electricity by 2030

Source: Edie 2020 | Champions 12.3 Food Loss and Waste Summit - 2019

Strong focus on using renewable energy and reduce food

World’s leading retailers engage
suppliers to half food waste by 2030

10:20x30

10x20x30 initiative brings together 10+ of the world’s
largest food retailers and providers, each engaging at least
20 suppliers to halve food loss and waste by 2030.

/{:@N @ Anold Dethoize ( » @ F(r\o er METRC

Carrefour

MiGROS Eickn EHay JgoLa
TESCO Walmart ol

“Each year, one-third of all food produced in the world is lost or wasted,
resulting in significant economic, environmental, and food security
impacts. This amount equals $940 billion in economic losses annually. It
is responsible for 8% of global greenhouse gas emissions. And
while more than 1 billion tons of food is lost or wasted annually, 1 in 9

people is undernourished.”
- Champions 12.3’s Food Loss & Waste Summit 2019

Sustainability Insights 2021

General


https://www.edie.net/news/10/Tesco-to-support-creation-of-three-UK-solar-farms/

Retailers engaging suppliers to suggest way forward
And to be able to track sustainability progress

DY Y O S——

HOW CDP WORKS INCDP HanuTiu. 0630p KaTeropuu

e i

s and p g P use Opmpnan Tmrensase ynsssens Wonee npeanesTITENwISs Jnoesmms
CDP to make informed decisions, reward
with and

L \ ot
drive action, — : ﬁ
o s e . -
13 : |
Bymviams e ot Tory et |y ae— s D e
————— meeet s o e ot PR
s By e
Ty e~~~
seas v lae -

Companies take action to - - an g
tackie climate change, -
prevent the destruction of
forests, and safeguard

water resources. =

World’s top retailers collate environmental data
on suppliers using CDP supply chain survey

X5 Retail Group publish sustainable packaging

recommendations to encourage suppliers

Many top global retailers use CDP’s standardized and

globally recognized Supply Chain survey to collect data X5 Retail Group has developed and published
from suppliers that fall within the top 80% of their comprehensive sustainable ~  packaging
spend, that helps to track progress against Scope 3 recommendations on 13 product categories, including
targets, thereby reducing carbon emissions in the food, beverage, household and pet care.

supply chain.

Sustainability Insights 2021

Source: Company websites - CDP | Woolworths | X5 General


https://www.cdp.net/en/supply-chain
https://www.woolworths.co.za/content/article/farming-for-the-future/_/A-cmp100417
https://www.x5.ru/en/Pages/Media/News/170321.aspx

Mar 2021

Colruyt Group pioneers environmental impact
scoring of products

To assist consumers in making conscious and sustainable
choices, Colruyt has produced an Eco-Score which is
based on the entire life cycle of a product and adds
additional indicators. Customers can consult the Eco-Score
of the food products via the Colruyt’s SmartWithFood app.

Source: Company website s- Colruyt Group | Migros

Retailers introducing sustainability scoring systems
To allow consumers to make conscious choices

Mar 2021

Migros sustainability scale ranking added to
product labeling

Swiss retail giant Migros has added a sustainability scale
on private-label products to create transparency in the
area of sustainability. The feature, embedded on the
packaging of products, evaluates animal welfare and
climate footprint of products with one to five stars.

Sustainability Insights 2021
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https://www.colruytgroup.com/wps/portal/cg/en/home/press/press-releases/colruyt-group-takes-the-lead-with-eco-score

Metro France and Loop launch reusable
packaging solution for wholesale food

The Loop reusable packaging deposit system will be
piloted in 2021 in 10 Metro stores in France. Metro and
Loop are currently in talks with suppliers to develop a
solution that is specifically tailored to the needs of
restaurants. Products will be purchased in reusable
packaging, with deposit fee added to the price of the
product and refunded as soon as packaging is returned.

Source: Metro Company website | Walmart news

= Walmart
- IFCO

Walmart partners IFCO to package fresh
produce in reusable plastic containers (RPC)

Walmart suppliers will deliver their produce to
Walmart stores exclusively using IFCO RPCs.
This contributes to Walmart’s Project Gigaton goal to cut 1
gigaton of greenhouse gas emissions from its supply chain
by 2030. It is expected to help Walmart to annually
avoid ~70,000 metric tons of carbon dioxide
emissions (= removing over 16,000 cars from roads).

Sustainability Insights 2021

General


https://www.metroag.de/en/news/2021/02/24/metro-launches-reusable-packaging-solution
https://www.supermarketnews.com/produce-floral/walmart-steps-reusable-plastic-container-packaging-fresh-produce

Retailers’ efforts towards reducing carbon emissions

Renewable : . :
_ Sustainability Circular
energy & Collaboration :
: : scoring economy
waste with suppliers systems solutions
reduction
: : Working together to Labelling systems Partnerships with
Partnerslhlps i meet sustainability for shoppers to zero waste
renewable energy targets across the make informed platforms to close
groups supply chain choices the loop

» <
> <

Actions currently adopted by most retailers Up and coming actions

v

d
<

Sustainability Insights 2021
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path to carbon neutrality

Ant Group: @g
Reaching Carbon Neutrality by 203

A @
: Fully canceiing out emissions

and business lravel

@ Green Innovation Fund
@ Blockchain Technology
Neutralizing all diffyg

carbon emissions as!
with electricity purchasé

2021 2022 2030 2031 YEAR

Alibaba Ant Group pledges to reach “net zero”

in carbon output by 2030

Ant Group, the company behind the e-wallet Alipay — has
pledged to become carbon neutral by 2030. Its plans
include a full assessment of carbon emissions in its
supply chain and increasing the use of renewable
energy alternatives at its leased data centers to cover
30% of the total power consumption.

Source: Alibaba Alizila News | Alibaba Group website

in areas such as supply chain

Alibaba releases USD $5bn offering including
Sustainability Notes

Alibaba has issued 20-year bonds as sustainability
notes, meaning the proceeds will be used to fund projects
such as building greener offices, installing more
energy-efficient data centers, sustainable packaging,
investment in renewable energy and designing a
circular economy.

¢35  China’s biggest retailer, Alibaba, leads the ~ £2//2522 57

Sustainability Insights 2021
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https://www.alizila.com/ant-group-pledges-to-go-carbon-neutral-by-2030/
https://site.irasia.com/listco/alibabagroup/en/esg/Alibaba%20Group%20-%20Sustainable%20Finance%20Framework%20-%20Second-Party%20Opinion%20vf.pdf

Retailers collaborate with brands and consumers to
design a circular economy

Promoting waste reduction, recycling events, packaging efficiencies

— = = y
) momit = ST | M

swreen Stream
Initiative Day

T

ALIBABA'S GREENER 11.11

| Responsible
< ; ) 3 |l & N
&1 BEAUTY
S (
<
JD & P&G launched industry’s first
environmental awareness day ‘Qingliu Day

-~

sive Plastic a 2nd Lifle -\

Alibaba promotes sustainable consumption
to consumers by influencing lifestyle habits

During retail festivals such as 11.11 (Single’s Day),
Alibaba rewards consumers with digital currency

In 2020, Jing Dong (JD.com) collaborated with
P&G to launch ‘Qingliu Day’, launched the logistics

Source: Alizila Alibaba News

when they participate in Alibaba’s sustainability
initiatives or practise environmentally-conscious
lifestyle habits. Using Alibaba’s Ant Forest app, >
500 million consumers have tracked and reduced
their carbon footprint in daily actions and have
used their credits to plant more than 120 million
actual trees in China.

industry's first environmental protection day together
to promote circular economy and public awareness
of recycling packages like plastic bottles, reducing
carbon emissions by >230,000 tons by reusing
and recycling delivery packaging materials and
reducing logistics inefficiencies.

Sustainability Insights 2021



Retailers
Key Insights

1. Retailers’ actions and sustainability scoring systems lean towards
reducing carbon emissions and packaging, and minimizing food

waste

2. Alignment and partnerships with suppliers is essential for
retailers to meet sustainability goals and targets

3. Asian retailers are approaching action on sustainability goals
from a 360-degree perspective: a structured ecosystem involving
governments, suppliers, consumers and leveraging financial assets
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Top F&B manufacturers carbon emissions targets
Overall target to be 'Carbon net zero’ by 2050

Short-Term (2020-2030)

1. Reduction in CO2 footprint by 24,8%
(baseline 2015 — 15% in 2018)

2. TCOZ2 footprint reductions in Scope 1 & 2 by
29,1% (baseline 2015)

1. 2030: 50% reduction in CO2 footprint emission (vs
DANONE 2015) P (

\ ONE PLANET, ONE HEALTH
2. 30% reduction in scope 1 & 2 emissions

Science
based
targets
<
g
g

Nestlé 1. Reduction by 100% of GHG emissions in operations 1. Reduction by 34% of Scope 1 & 2 GHG 4
S (scope 1 & 2) emissions by tonne of product (baseline 2010)
) 2 . 1. By 2030: Reduce by 25% absolute GHG emissions 1. Reduced 24% drink in your hand emissions
‘M% 2040 in scope 1, 2 &3 in 2019
Europe
1. 2030: Reduce absolute GHG emissions of scope 1 & 2 1. Scope 1 & 2 GHG emissions reduced by 9% N
8 Carbon netzero by at least 75% (vs 20%) (2019 vs 2015) N
PEPSICO 2040 2. 2030: Reduce absolute GHG emissions of scope 3 by at 2. Scope 3 GHG emissions reduced by 5%

least 40% (vs 20%) (2019 vs 2015)

1. GHG impact per consumer increase by +2%

since 2010 (mixed effect due to acquisitions) N v
2. CO2 emissions from factories reduced by

40% from 2010 — target achieved

: . 1. 2030: carbon positive at manufacturing - Scope 1 & 2
Unlever Carb"z':)g;t Zero  GHG emissions reduced by 100%
2. 2030: halve GHG impact along product lifecycle

As of August 2020, close to 1,000 companies are setting science-based GHG
emission reduction targets through the Science Based Targets initiative.

Sustainability Insights 2021
Source: Company websites — May 2021 ustainabllity Insights



GHG Emissions in-scope for 2050 net zero goal
Packaging & processing have a big contribution in manufacturers’ emissions

Nestlé's in-scope GHG emissions by operation (92 out of 113)
million tonnes of COze, in 2018

SOANE -
22\ Nestle

SOmAN\& —
25X Nestle

Scope 3 oy Scope Emissions reduction rules
sourCIng 65.6 .4% Dairy an iv;s ock 342 .
our ingredients st A .fwe;t a Corporate ﬁ 20% reduction by 2025
Scope1,2&3 opmig NET ZERO 50% reduction by 2030
M} Manufacturing 7.0 7.7% TARGET FARM TO STORE ) Net zero by 2050
our products 2 s = {against a 2018 baseline plus company growth)
(excludes consumer use, but does include end-of-life packaging) s
Scope 3 Guided by the Science Based Targets initiative (SBTi) eriscions st be batanced by insem.,;_
Packaging 1.0 M.9%%
our products
million tonnes
:w i 75 8.2% of Oz Scope Emissions reduction rules
anaging . 7
logistics =
3 ¢ Brands Q ’
2 Travel and . 08  0.8% CARBON ’ A rflin.imum r.edt..lction' in
& rave :t',‘ empioyee . - NEUTRALITY ' emissions, with insetting
= S e FARM TO FORK and offsetting allowed

Figures have been rounded

What's not included
As a company at the start of its net

zero

journey, following SBTi guidelines for now we
have excluded the following emissions from our

net zero pledge:

Source: Nestlé Company website May 2021

Scope 3
Consumer use

of sold products
12.7 million tonnes
of COze

Scope 3

Purchased services,
leased assets, capital
goods, investments

8.6 million tonnes of COze

(includes consumer use and end-of-life packaging)
Guided, among others, by ISO and local regulations

for the rest.

Sustainability Insights 2021



A more holistic sustainable approach on the rise

.'
| Tetra PAak® . . . .
' Environmental claims fastest growing in F&B
Top 10 Claims within New Product Launches in Food & Beverage
change-related claim, 2015 to 2020*
No Additives/Preservatives 15.9% Environmentally Friendly Package

o . 7
e Al el e e No Additives/Preservatives 16.2% 3% - .
. (]

Low/No/Reduced Allergen 14.8% 2%
2% -

Recycling . 0.8% 0.9%
1% 0.6%

0.6%
. . 0.5%
Gluten Free 11.9% Social Media 13.7% 1% o . .
Social Media 10.3% AIEIATS L 0% -

2015 2016 2017 2018 2019 2020

Low/No/Reduced Allergen 13.6%
Recycling

BT el e e e ) Sustainable (Habitat/Resources)

Vegetarian 9.1% Organic 10.2%

“Within the next two to three years we will
get to a point where maybe close to half
of the products on shelf make some

mention of carbon or climate.”

Organic 8.7% Environmentally Friendly Product

II o
X

Free from Artificial Colourings 8.6% Free from Artificial Preservatives 9.5%

CEO Austin Whitman of

AR C I Climate Neutral — April 2021

Sustainability Insights 2021



Unilever leads the way for decarbonization R

Unilever decarbonization path
TIME for F&B categories

APR 27, 2021:
Unilever recognized as one the

100 most influential

companies by the TIME » We're exploring ways to use

for parting with Plastics. planet-friendly alternatives
Unilever which admits to having a , L. .

plastic packaging footprint of 700,000 » We’re transitioning to

tons a year, is aiming to undergo ‘the fri kadi
greatest transformation” in company planet' rlendly packaging
history: in May, it will bring its climate- .

transition plan, which includes a goal » We are wor klng towards

of net-zero carbon carbon-neutral production

emissions from all
Unilever products by

2039—to a vote before introduce carbon labelling
shareholders, making it the first
FTSE 100 company to do so.

» We are working to

Source: Unilever Company website — May 2021 & https://time.com/collection/time100-companies/5950052/unilever/ Sustainability Insights 2021



Animal products biggest contributor to GHG emissions
Emissions to double by 2050 (from 2010), driven by animal products

i o?’ ©
! -~ ®) .
WY iTetra Pak

Greenhouse Gases Emissions by Greenhouse Gases Contribution
Food Type in Average Diet by Food Type in Average Diet
m Meats
m Dairy

Food groups m Beverages

[ sStaples BH Legumes Bl Nutsandseeds [ Fruits and vegetables = Fish & Seafood
[ Sugar M Othercrops [ Animal products m

———— Eggs
2010 Iﬂ

éf 2 Vegetables
=]

% - Grain products

g g 2050 - I I Fruits

G

. m Other
Environmental effects in 2010 and 2050 by food groups
on various Earth systems based on business-as-usual Food accounts for 10-30% of a household’s carbon footprint,
projections for consumption and production typically a higher portion in lower-income households.

Sustainability Insights 2021
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g’f -y  Carbon Labeling

Sy Carbon labels keep gaining importance in F&B landscape

(,

Carbon labeling at Unilever

f,? Carbon footprint labels coming to F&B industry

<‘,7>/’ Nutritional labels’ success inspire manufacturers. Unilever announced they wi" add carbon Iabels

- 25 years since foed packaging started displaying autrifional confents It's become natural .
1o check ihe calorie, sugar, sal, and fat content of food of drinks before buying them to a o t e Ir 70 o 000 p ro u Cts

“Peopla get nutritional data on food packaging to help
them manage their health, iC's essential to give peopie
carbon emissions data so thoy can manage thair
environmentsl impact”

— Sam Blunt, commercial operations director at Quern Fooda.

bananas " Quorn Mince
0.9kg COo/ b 1.2kg €O,0/kg

1 OAT DRINK WITH

7" EQUIVALENTS

>

CARBON DIOXIDE As part of green ambition plan that entails supply
chain without deforestation, 1 billion €

- 2 & % . : :
i smaters i g@ S g investments in green projects and completely
- e ! g % carbon neutral supply chain by 2039.
Pheg O 0 /kx LSk CO,0/ka 3 - / CMISSIONS ;/eﬁ‘ /
Quomn carbon labelling on s praduct: in stores beginning June 2020 in UK [ ontty sartens ix Y soim oty v e

Seurce: ngps anm-romes-m can. amgprqecx urquswww 1orbes. convsites/briankateman’202007/20/carbon-lanels-are-inally-coming-io-the-1ocd-anc-beverage-Industryy iy .
Jhwweve. o fint/climate

Source: Mintel GNPD April 2016 March 2021

i

1
e
>
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Carbon labelling

Eco-Score expanding in Europe

NUTRI-SCORE

ABED e

*GHG Emissions per kg:
Land Use Change

Farm
Animal Feed
Processing
Transport
Retail

Packaging

TOTAL: @)

*Greenhouse Gas Emissions |

Source: www.foodnavigator.com

*GHG Emissions per kg:

Land Use Change
Farm

Animal Feed
Processing
Transport

Retail

Packaging

TOTAL: (D

*Greenhouse Gas Emissions

Sustainability Insights 2021



New sustainable product developments
Change in farming practises to reduce carbon footprint

SCIENTISTS’ EXPERIMENTS WITH ALGAE

Scientists are experimenting with new cow’s feed made of
algae to help reduce methane emissions.

A new method in which farmers feed seaweed to cows, indicates
methane levels can be reduced by 98%. The largest agriculture
greenhouse gas (GHG) contribution is from cattle and sheep
production systems that are responsible for up to 18% of total
global GHG emissions, mainly in the form of enteric methane.

The seaweed is a species
of red algae known as £

ASparagopsis taxiformis.

BETTER FARMING PRACTICES START
TO BE HIGHLIGHTED

Organic farming
Local feed collection (reducing transportation)
Feeding from the farm

1

N E— o @-
‘ . N°3
Bonneterre UN CAHIER DES CHARES EXIGEANT

SSENGAGE
SURLELAIT

L'empreinte nette carbone de
nos fermes bio est réduite de

;‘e ',: 30% par rapport & une ferme
MMNEATON 250 JOURS convenlionnelle
Qiﬁu W Nos fermes BIOLAIT partenaires

: m? sont 100% bio, & taille humaine

STy Une priorité & I'autonomie

~

1)
|
oy i

LAMIT ENTIER
STERLISE UHT oy

alimentaire ; 90% de
I'alimentation des vaches est
issue de la ferme
Nalre pack en carton est 100%
recyclable

The net carbon footprint of an organic farm is
reduced by 30% compared to a conventional farm.
90% of the cow’s feed is made on the farm.
Bonneterre - France

R —

Sustainability Insights 2021

Source: https://cleantechnica.com/2020/12/02/lets-feed-seaweed-to-cows-reduce-their-methane-burping/ Source: https://www.bonneterre.fr/produit/lait-sterilise-uht-entier/



https://www.pnas.org/content/110/52/20878
https://cleantechnica.com/2020/12/02/lets-feed-seaweed-to-cows-reduce-their-methane-burping/
https://cleantechnica.com/2020/12/02/lets-feed-seaweed-to-cows-reduce-their-methane-burping/

% of total

Food waste remains the biggest contributor to GHG in F&B
One-third of food produced globally is either lost or wasted

Contribution of each phase of the food supply chain to carbon footprint and food wastage

40%
30%

20%

| II I I

0%
Agricultural Postharvest handling Processing Distribution Consumption
production and storage
i i i .
-- *‘

B Carbon footprint B Food wastage

Food lost or wasted by region and stage in value chain, 2009
(% of kcal lost and wasted)

100%
I Consumption
13
80 M Distribution and
. Retail
60 Processing and
packaging
. % Handling and
Storage
20 .
W Farming and
growing
0 -
Industrialized  North America Europe South and Sub-Saharan North Africa, Latin America
Asia and Oceania Southeast Asia Africa West and
Central Asia

Source: FAO 2011 figures

Food waste & F&B manufacturers

Importance of F&B manufacturers as
key front role to reduce carbon
footprint via food waste reduction

1. In developed countries: focus on
consumption and post-consumption,
with high accumulation of carbon

2. In developing economies, focus in

improving efficiency downstream the
value chain

Sustainability Insights 2021



F&B Manufacturers
Key Insights

: ]
~—
| i‘\
s
_
, .‘

1. More ambitious carbon reduction targets for F&B manufacturers
globally

2. Carbon footprint claims expected to surge in coming years as
a more holistic sustainability approach is on the rise in F&B
products landscape

3. On top of reducing packaging impact, manufacturers continue
on their route to reducing GHG emissions by:

« Diversifying product portfolio to lower carbon emissions categories —

e.g. Plant-based alternatives
» Develop new animal farming practises

« Reducing food waste and raise consumer awareness
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2020 climate goal exceeded
One step towards nelﬁo emissic

o B

Next challenging ambition:

net zero emissions
across the value
chain by 2050,

supported by an intermediate

SELLER P 2 climqte Realised an outstanding
goal, decoupling economic

growth from greenhouse ga ' Y 2030 target of net zero

(GHG) emissions across the fi . .

value chain, scope 1, 2, 3 wi carbon emissions
dCross our own

operations,

tion across
ad 3

Initials/YYYY-MM-DD 31
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BPL Performance 2030

Ptssos

’“energy
50% reduction
vs. 2019
4 Looking for nature- 5 Developing
based solutions-for “sustainable recycling o
storing carbon, such value chains, by
as reforestation <. collaborating 50% reduction

vs. 2019

programs, bringing
environmental and
social benefits



Environmentally sound equipment & solutions ,

Tetra Pak® PlantMaster
provides fully integrated &
, automated food plant \
it Q2 Tetra Pak® Separator
Ak . with Encapt™ and
AirTight technology

Tetra Pak® E3
with eBeam

Minimized

OneStep technology l(' ‘ e product | Reaueed ' improved A
for UHT milk production g % 1% water | R rcioncy | Tetra Pak®

Dereead Homogenizer 500

detergent
usage

Membrane Filtration
in cheese production

& whey treatment R Tetra Pak® Spiraflo

Heat Exchanger

y W i
= - ezt earoart
e
= - E

New production B

friabuas dzones

concept for INSD e [y ey Operational cost and
& environmental savings

Low cnergp comeamaton

Tetra Pak® Ice
Cream Filler A3

/33



Digitilisation & Automation

Sustained Unrealised Increased industry Increased focus
manufacturing automation 4.0 transition on sustainability
capacity potential in
investments existing

production



In a nutshell...

Providing improved
OPTIMISE = customer competitiveness
OPERATIONS and securing reliable

delivery

INCREASE ASSET UTILISATION

Machine Material Management Enable Proven Proven
losses losses losses growth reduction improvement in

of cost quality

Q () - o



Water risks for Tetra Pak’s own operations
Presence in many water-strained areas e.g., China, India, Mexico, Pakistan

Lahore, Pakistan o
~99’000 m*® water p.a. e LG
Extremely high water risk ——

;‘::_: Key insights

”~

>50% of water use from high
or extremely-high risk
2200.187 areas (22% of sites

T 100% located in these areas)
| N

The largestten sites are
80 responsible for 89% of
(32%) total water withdrawal

Mexicali, Mexico
~101’000 m? water p.a.

High water risk - : 3
wog —\ ,

Beijing, China . =
~108’000 m? water p.a. \
—

Extremely high water risk

Chakan, India i
~155'000 m® water p.a. ‘%"&o

Extremely high water risk 09

«Source: WRI "
Aqueduct Water
Risk Atlas e* 4 e
«All Tetra Pak ?‘, % o
production sites & .
have been
mapped ) . Total

40

Sustainability Insights 2021



Pioneering initiative to develop

an environmental restoration
model for the Forest of Araucarias in
the southern Atlantic Forest, Brazil

The .
Araucaria

Restoration
Certification

7 thousand Area of England

daitlis 13.7 ..

of degraded areas
over 10 years in the
states of Santa
Catarina and Parana

community, and biodiversity
through internationally
recognised Verra standards

I Certified benefits for climate,
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"EpAY Why protein from flora?

Our animal-free milk from flora is the first of its kind, using
whey protein made by microflora, not cows, to make dairy

We,re rethinking everyt that’s identical to traditional milk. Yes, we said identical.
Starting with food.
Real dairy that’s 100% Tastes, scoops, and Lactose-free

] animal-free spreads the same
(
e -
q
% Cholesterol-free Generally Recognized as
‘; Safe (GRAS) status

brand in food service.

Villa Dolce meets their need for sustainable
animal-free products without compromising the

product. In fact, it has received Generally
taste and texture they are known for.

Recognized as Safe (GRAS) status.







Packaging made from responsibly
sourced renewable or recycled materials
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Our goal: increasing renewable and recycled content

B ,AJ
Tetra Pak cartons average

Continuously increase y composition today:
the use of polymers wit
renewable or recycled content

OPaperboard 70%
B Plant-base

lastics 2%

lastics 23%

targeting 20%
(by weight of sourced volumes) ,
worldwide by 2 ,‘ OAluminun

B Conventig

o

”
Why it is importl,nt J

By using renewable materials, we can minimise the need for fossil-based materials,
which have a significant environmental footprint. And by sourcing them responsibly
we can help protect biodiversity and natural environments. -

By incorporating recycled content, we close the loop and contribute to a low-carbon circula
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How we do it: renewable
content

Increasing share of paper

Increasing the use of plant-based
plastics, replacing fossil-based virgin
plastics (caps, straws, laminate)

Developing barrier technology

to reduce/remove aluminium foil
barrier, aiming to launch a fully
renewable aseptic package by 2023




What we offer
~ D

Tetra Rex® Plant-based
Fully renewable

/ Cap: Sugarcane-based plastic
1. Internal layer made from polymers derived from sugarcane
1

2. Paperboard
3. External layer made from polymers derived from sugarcane.

=

As the world’s first fully renewable carton package, this solution for chilled products
is a symbol of freshness and safety.

/{ natural
This package is made from
natural resources. Help us
protect the environment and
A choose renewable.

/ Be:

* Made solely from a combination of paperboard and sugarcane-based plastics

» The layers and cap are made of sugarcane-based plastic, reducing the use of fossil-
based materials

» This beverage carton is eligible to carry the Bonsucro on-pack label which certifies
the responsible sourcing of sugarcane. It also features FSC™ on-pack label
certifying that the paperboard comes from well managed forests and other controlled
sources”.

Tetra Rex®
Plant-ba



Yiu
sustafna by ity

¥ :erfapﬂk, Cormy




How we do it:
recycled content

Closing the loop while
maintaining food safety:

Incorporating polymers with attributed
recycled content into our packages

Exploring the potential for incorporating
recycled fibres from carton packaging
into our paperboard




What we offer

Carton packages integrating
attributed recycled polymers
are now available.

Benefits: minimising dependency on fossil-
based resources; responsibly sourcing raw
materials; designing packages for enhanced
recycling and reduced litter; and building
partnerships to develop effective collection
and recycling infrastructure worldwide.

RSB

CERTIFIED




What we offer

We developed a protective film
for use as secondary packaging
with post-consumer recycled
plastic.

The film is recyclable and offers
excellent performance and
appearance. It is now available
to customers and has already
been deployed across Europe.




Low carbon footprint packaging




Packaging with a low carbon footprint

Efficient transportation = lower carbon footprint

Tetra Pak invented the world’s first aseptic process and packaging, which enables food & beverages to be stored wntheq;
refrigeration. Not only does aseptic packaging extend shelf life, but it also enables products to be transported & stor:
without refrigeration, with a lower carbon footprint, as well as ensuring that food products are less likely to be wasteq_

l‘ ada
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i More renewable
Less waste = less GHG emissions (s

: oy materials = s
Food waste accounts for approximately 8% of total global GHG emissions™*.
Our innovative technologies focus on delivering low-waste processes and less C02 emlssm
packaging that prolong the life of food and keep it from spoiling or perishing. g

This ensures food availability while helping to solve the food waste problem. Fully renewable package - :
reduction vs. fossil-based packa

Why is it important?

Climate change is affecting our weather systems our ecosystems and our food systems

*UN FAO, Food wastage footprint & climate change

**http://www.braskem.com.br/Portal/Principal/Arquivos/Download/Upload/Enviro%20assessment%20summary %


http://www.braskem.com.br/Portal/Principal/Arquivos/Download/Upload/Enviro%20assessment%20summary%20report%20final_148.pdf

What we offer: Carbon
Trust carbon neutral label

Our Tetra Rex® Plant-based packaging
has been certified as carbon neutral,
in accordance with the internationally
recognised PAS 2060 standard Wl i pockage i made from

natural resources. Help us

1 the environment and
by the Carbon Trust. | s N

With that, we became the first
packaging company to offer customers
the opportunity to use the Carbon Trust
carbon neutral label*.

-

CARBON
TRUST

Tetra Rex®
pPlant-base
CARBON NEUTRAL

*Pilot project with Carbon Trust. More information on PACKAGING

https://www.tetrapak.com/en-gb/sustainability/local-pages/carbon-neutrality



THE CLIMATE IMPACT FROM BEVERAGE CARTONS
IS LOWER THAN OTHER MATERIALS

605
GLASS PET 280 RPET
I 171

CARBON CARBON CARBON
FOOTPRINT FOOTPRINT FOOTPRINT

Source: 'LCA of Beverage and Food Packaging in Australia and New Zealand,’
9 September 2020; thinkstep Ltd
Climate impact in g CO2e/per package 1L Fresh Milk

HDPE

(AU)

CARTON
164
=1
-
CARBON CARBON
FOOTPRINT FOOTPRINT

Lo Tetra Pak®

PROTECTS WHAT'S GOOD



IMPACT TO CLIMATE CHANGE

Source: 'LCA of Beverage and Food Packaging in Australia and New
Zealand,
9 September 2020; thinkstep Ltd

OVER OF
PACKAGING TO
HAS

OCCURRED IT
HITS THE SHELF

80 - 90%
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PACKAGE RECYCLING PROTECTS WHAT'S GOOD
PRODUCTION DISTRIBUTION*




Developing local recycling solutions
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NT, SA, TAS & WA

NSW on-track for Q4 2022 — and plans to expand

Source small local recycler
Develop open-wash-dry to export
Inclusion in local fibre re-pulper
funded by WA govt

Stage 2 QLD

Expected 2023
saveBOARD funding proposal
with QLD govt.
Support MRFs to sort cartons

Stage 1 NSW

)

L]

saveBOARD equipment ordered,
on-track for Q4 2022

Already in kerbside collections
Support MRFs to sort cartons

tage 3 VIC

Expected 2024

Support kerbside standardization
to incl. cartons

Support MRFs to sort cartons

New Zealand /

Operations commenced
Nov 2021

. _save
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