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Warm Welcome to the HEINEKEN Experience!




HEINEKEN at a Glance

>190 >160 >350 ~ 3pillion ~36willion

COUNTRIES IN BREWERIES INTERNATIONAL TOTAL # REVENUE
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Our sustainability timeline

Raising the bar on sustainability
for many years

From the very beginning when Gerard Heineken bought his first brewery,
HEINEKEN has looked for opportunities to serve its local community. While we take
pride in our efforts to raise the bar on sustainability, we also recognise the
environmental and social challenges that come with our operations. This timeline
reflects both our achievements and our ongoing journey to addressing our impacts
as we strive for a more sustainable future.

HEINEKEN commits to HEINEKEN signs the
HEINEKEN has projects on water continuous environmental UN CEO Water Mandate, develops HEINEKEN conducts its first
saving and recydling, and works on improvement through its its 2020 sustainability strategy HEINEKEN integrates double materiality assessment,
improving local community Company Environmental and launches the Heineken sustainabllity reporting into to prepare for compliance with
conditions across its breweries. Policy Statement. Africa Foundation. its regular annual reports. CSRD requirements.

Pre-1990s 1994 1999 2006 2009 2014 2016 2021 2023 2024

.

First Annual Environmental HEINEKEN intreduces seven focus Launch of ‘Brewing a Better Wodd', Launch of Brew a Better World Refinement of the Brew a Better

Report outlining HEINEKEN'S areas for sustainability and announces an expanded sustainability 2030 strategy with three key World 2030 goals to drive better
Environmental Policy. a commitment to annual reporting. strategy with six pillars, induding pillars - Environmental, Social and impact for the environment,
water protection, CO; reduction Responsible, each with specific society and business.
and responsible consumption. ambitions and goals.

Helneken
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Our sustainability strategy covers
three areas

EverGreen

v

Path to
zero impact

Path to an inclusive,
fair and equitable world

Path to moderation and ®
no harmful use =%
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Sustainability Data are evolving from voluntary to mandatory reporting

#Ib-IEINEKEN
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Multi-stakeholder initiatives developed to create
more consistency, consensus and depth to reporting

Evolving landscape of frameworks
and standards set by NGOs and regulators
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Sustainability data are shifting from own operations to Value Chain
Engaging suppliers and customers is key

Scope 1
1.2 million Scope 2
o “"'o,. tonnes 0.5 million
| | : ya 's‘ CO,e tonnes
HEINEKEN’s entire carbon footprint (scopes 1, 2, and 3) in 2022 § 2022 Total § €06/ scope 3
was 18.3 million tonnes CO.e. § 18.3 million ¢ 16.7
° million

tonnes CO,e

Our footprint is broken down across the following lifecycles: e

tonnes
CO,e

=

L3 5 Bl g8 T ©

Agriculture Packaging Processing Production Logistics Cooling Other*
G D (D D ' D
19% 36% 4% 9% 11% 7% 14%

[ Scopes1and?2

B Scope 3
* More than 60% of the ‘Other’ category is related to commercial activities and expenses, business travel, employee commuting



Supplier engagement:

Upskilling suppliers
capabilities

Annual survey

Modelling emissions from
suppliers

SUPPLIER LEADERSHIP
on GLIMATE TRANSITION

Collaboration with industry

Define standards with
BIER (Beverage industry
environmental
roundtable)

Clarify methodology, best
practices. Harmonize
standards

(/V\BEVERAGE INDUSTRY

\ “ljl ENVIRONMENTAL ROUNDTABLE

How does HEINEKEN collect and share data from value chain actors?

Pr& jectGigaton




What is the future for Sustainability Data?

- Focus on exchanging data that contributes to optimal resource usage (e.g. Circular
packaging)?

- Harmonised regulatory framework (EU PPWR, EUDR, CBAM)?
- Shifting from Corporate to Product Footprint?
- Efficiency or Disruption from Gen Al?

- New business relationships across the value chain (e.g. direct between suppliers
and customers)?
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Thank you!

SUSTAINABILITY UNVEILED

CONNECTING THE DOTS
WITH GS1 STANDARDS

The slide deck and recording of the
session will be shared afterwards
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WE ARE A GLOBAL BRAND

VOX worldwide

You can find interiors decorated with our products all over the world. From India, to
Mexico, to Dubai and most European countries. VOX products are present in more
than 60 countries. Working with customers representing different lifestyles and
cultures allows us to create thoughtful and universal interior solutions.




Business, Education, Innovation and Non-Profit

HUMANISTS IN BUSINESS

Human Touch
Group

We belong to a group of companies founded by the Voelkel family. They are united by
the idea of Human Touch. According to this idea, our focus is on people, their needs
and values. We create VOX products and services using knowledge from various
humanistic disciplines. Thanks to cooperation with universities and institutions such
as SWPS University, Concordia Design, Lab150, VOX Artis or eN Studios, we can create
solutions that support customers in creating interiors that enable them to pursue

their life passions.

SCHOOL
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CONCORDIA
DES IG N

CONCORDIA DESIGN

The first private
design and innovation centers in Poland.

Incubator for start-ups, innovations,
creativity, business and education
for adults & children.
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SWPS

The first and biggest
private university in Poland.

Place of work, science, research == wunn

and experiments
for over 40 000 students and
scientists
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Design school,

where education

is the combination of
psychology, sociology,
design and technology.
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COLLEGIUM
DA VINCI

COLLEGIUM DA VINCI
& enStudios

Business college and production
studio, offering new fields of
studies, based on trends and
changes in the world economy.

Games development, Mediaworking
(IT&marketing), Digital Business, E-
commerce management, ...

S.009
Studio
Motion Capture

Motion Capture Studio




by Human Touch is the ability to understand and implement continuous changes,
where humans, their needs and values, as well as the development of their talents and potential,
are at the center of attention.

our core values are: learning, co-creation, and change!



GLOBAL TRENDS SHAPING BUSINESS ENVIRONMENT

«  PLAYFULNESS [ GAMIFICATION

«  PHYGITAL [ ONLINE-OFFLINE EXPERIENCE

-  DEMOCRATIZATION [ AFFORDABILITY

- NEW GENERATION OF SHOPPERS [ GEN Z

- NEW TECHNOLOGIES [AR/VR/AI/...

 SOCIAL RESPONSIBILITY

ENVIRONMENTAL SUSTAINABILITY




The
Regulation a

on chemicals
(REACH)

2013

S SEPSRES- S — FY—
2019

1

| 1

| 1
@ Framework é New EU Action Plan

Directive

2008 |

Directive on a Regulation on the

shareholder
rights

European
Green Deal
O December 2019

1

1

1

Amendment of :

the Regulation 1
on EU reference
benchmarks for

climate transition :

|

|

|

Package

2020

I on Circular Economy

on Waste
é EU Taxonomy

Regulation on

the disclosure of
sustainability-related
information (SFDR)

Fit for 55

O July 2021

Legend

O EU Regulation Announcement Date

@ Deadline for Implementation into National Law

Source: Przewodnik po legislacji ESG. Mapa regulacji (As of September 11, 2024)

import of minerals
from conflict-affected
or high-risk areas

Work-Life Balance
Directive

Single-Use plastic
Directive

|
|
a Carbon Border
|
|
|
|
|

Adjustment Tax

Ist HALF

2024

(PPWD)

-
|

1

1

1

a Directive on Packaging
and Packaging Waste

]

1

|

a EU Strategy for
Products in a Circular

Economy
O March 2022

D
C
&

o

B

ﬂ European Green Bonds Regulation

Reporting Standards (ESRS)

Carbon Neutral Government
Regulation

Ecodesign Regulation
Nature Restoration Law
EU Deforestation Regulation

Directive on Improving Gender
Balance in Board Positions
@ November 15, 2024

Directive on Adequate Minimum
Wages in the EU
@ December 28, 2024

EU Whistleblower Directive

2025

2nd HALF

2024

|
|
i
|
Regulation on European Sustainability a The Energy Performance
|
Digital Services Act (DSA) i
1
|

European Emissions Trading System

(EU ETS ID)

1
1
1
1
1
Sustainable Textile m Batteries Regulation
1

@ June 30, 2024 (missed deadline)

Directive (CSRD)
@ July 6, 2024 (missed deadline)

G2 Corporate Sustainability Reporting

European
Accessibility Act

a EU Pay Transparency

Directive
I @June7, 2026

Corporate Sustainability
Due Diligence Directive
(CSDDD)

@ Gradually, first
obligations from
July 26, 2026

Right to Repair Directive
@ July 31, 2026

a Consumer Rights

Directive
@ September 27, 2026

of Buildings Directive
@ January 1, 2025

Renewable Energy

Directive (RED III)
@ Gradually, first obligations from May 21, 2025



VOX in the DPP & EUDR Pilot Projects

Implementation from 2026 (initially for furniture,
textiles, and electronics)

DPP

Purpose: to provide consumers, companies,
and authorities with access to key product
information throughout its entire life cycle.

The passport will include:
- origin of raw materials and components,
* repairability, reusability, and recyclability details,
« carbon footprint, certifications, and material
content,
compliance with sustainability and safety
standards.

Implementation from 2025

EUDR

Purpose: to prevent products linked to
deforestation or forest degradation from
being placed on the EU market.

Key obligations include:
+ applies to wood and wood-based products,
« proof of origin down to the plot level,
+ due diligence statements and traceability.



E (Environment)

- Smaller carbon footprint - reduced
energy and material use, and lower
emissions related to transport and
logistics.

« Sustainable consumption - customers

can plan their purchases better, which
reduces the risk of returns and resource
waste.

- Digitization = less waste - digital

catalogs and interactive visualizations
eliminate the need to produce paper
brochures and marketing materials.

ESRS E1 - Climate Change
« Reduction of greenhouse gas
emissions through the limitation of
physical infrastructure (stores,
transportation).

ESRS E5 - Resource Use and Circular
Economy
 Possibility of integrating VR with the
option to select recycled or eco-
friendly products.
« Reduction of the amount of waste
generated and optimization of
resource usage.
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YOUNG COLLECTIONS
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S (Social)

= —-.'- = e
B E 1 .
< > iy

Y‘V’> 1

Greater accessibility - the project enables
interior design services for people in
smaller towns without the need to travel.

Co-creation with customers - enhances
customer engagement by allowing products
to be tailored to individual needs and
values.

Customer education - through
gamification and VR interaction, awareness
of sustainable interior design and material
choices can be increased.

New employee skills - development of
competencies in VR, UX, and digital
technologies represents an investment in
human capital.

ESRS S1 - Own Workforce / S2 - Local
Communities
» Potential to create new digital roles (VR
consultants, online designers) that
support employment transformation.
« Broader social access to services - also
beyond major urban centers.

ESRS S4 - Consumers and End-users
* Increased accessibility of products and
services (also for people with limited
mobility).
« Improved customer service and real-time
personalization.

AwIERIM
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G (Governance)

ESRS 2 IRO-1 / SBM-3: omnichannel transformation of sales models
is an important element of our strategy for sustainable development

« Process transparency - integration with
e-commerce enables tracking of the
purchasing process, data analysis, and
improved ESG reporting.

 Innovation - implementing modern
technologies demonstrates the
company'’s openness to change and
investment in responsible development.

ESRS G1 - Business Strategy and Business
Model
« The company can present this project as
part of its ESG strategy, supporting
digital transformation and sustainable
growth.
« An innovative sales model that enhances
customer value while minimizing
negative environmental impact.

) STOE 140X100 4YOU
= FRESH PIASKOWY

BEZ/DAB
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VOX stores:

o 1

«  VOX INTERIORS (FURNITURE & LA .-
ACCESSORIES, DOORS AND FLORS, l’ | '[ : o
EXTERNAL AND INTERNAL CLADDING i Y1
AND SKIRTING BOARDS);

. VOX FURNITURE SHOWROOMS
(FURNITURE AND WALL OFFER)

. VOX DOORS&FLOORS STORES

. SHOP-IN-SHOP FORMAT (BRAND | (i st
CORNERS - DEDICATED SPACE WITH ' —
A VOX BRANDING IN LARGE ;
RETAILERS STORES)

. NEW BUSINESS MODEL e
»VOXBOX STUDIO”




PLAY & DESIGN
STUDIO

New Business Model for
Retall and Omnichannel

Easy to scale internationally

*  Space saving / Cost optimization / Eco friendly

. Unique customer experience

*  Combination of Touch&Feel and VR presentation

*  Co-creation — ,sense of agency”

*  Flexibility - Different formats of stores, design studios,
showrooms, pop-ups, ...
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POP UP STORES




Retail with Digital
Technology

Dedicated space for co-creation in store where
consultants/designers work together with
clients using the PLAYDESIGN platform.

@ Shops with digital support
@ Virtual shelfs/[showrooms

& walkin VR

@ Online/Offline interaction with customers

SPACE SAVING / COST OPTIMIZATION / ECO




STOE NATURE Z SZUFLADAMI
4 490,00 24

Gamification &
Integration with
eCommerce

Full integration with e-commerce and products
catalogue ensures user convenience.

Different approach to traditional cross and up —
selling supporting the company’s conversion
rates and value of the customers.

X © Pomoc & mojlogin

@ Full catalog of products inside the app
@ Add-to-cart functionality

@ Real-time price calculation

DPP — IMMEDIATE PRODUCT INFORMATION
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« Intuitive (SIMS/MINECRAFT experience)

* integration with product’s catalogues

* integration with product’'s configurators

* integration with e-commerce

* CO-Ccreation

* helpful features (measure, sunlight check, doors collision,...)



OMNICHANNEL
INTEGRATION

e online

« concept stores and pop-ups
« traditional stores

[t 1
J—.
P

4
i W
LI
BN\ \

B

lﬂ l ]

\
\ e



QR at
PLAY & DESIGN
STUDIO

« Product information on each sample

- Marketing materials
* Inspirations
* Instructions

DISCOVER ENDLESS
INTERIOR DESIGN
POSSIBILITIES

‘
R
1 a
o "‘,
1 ’, ‘ :
4 3
- al —_— :
" s—
1 T
= N S—

From stunning ceilings and decorative
walls to elegant floors and creative
facade ideas. We have everything

you need to bring your space to life.

Scan the QR code [=]:5% =]
and explore our full 3 A
range of products. [=]:
voxindia.co

® @@



QR for
INTERNATIONAL
TRADE FAIRS T I

« More than 100 events every year
« Connecting with customers
« Growing use of mobile devices

1
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QR

MARKETING
MATERIALS

Product information
Inspirations

Instructions

Building engagement on SM

KOLORYSTYKA

ELEBNCE
100550 mm |1

MINERAL LIGHT GREY

100 50 mm | 180 2800 men

ASHEN STONE

0 ¢ 50 e | 00X 2800 e

WNETRZE
L NOWYM
CHARAKTERM

100mm
MONTAZ
PIONOWY

MONTAZ PIONOWY
1 POZIOMY

TESKANUJ KOD OR,
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W VOXBOX

latwia aranzacie
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PANELE
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TECHNOLOGIA SPC
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AKCESORIA

A-D5
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EXTENSION
OF DISPLAYS

» 360 presentations
 product info

- all types of displays

* easy content creation




. I STOt 140X100 4YOU
FRESH PIASKOWY
BEZ/DAB

590 PLN

VIRTUAL
SHOWROOMS

no limits of sgm for exhibition
- hundreds of inspirations / categories
« virtual shopping center
* training and onboarding tool
« connection with e-commerce
* cost optimization
« eco-design



PLAYDESIGN

GAMIFICATION IN BUSINESS

* Build engagement

* Interactions with products
+ Different experience

* Positive use of technology
« Fun as a part of proces

» Educational options

* Better planning

e Zero waste

“Gamification is a great way to make the shopping experience more dynamic, keeping consumers
engaged at various touchpoints.”



THNX

www.playdesign.com
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BARILLA SUSTAINABILITY JOURNEY

Amsterdam, June 25t 2025

The Italian



A FAMILY BUSINESS

We have been an Italian Now, 147 later, our products are
Food Company since 1877. there for people at every mealtime.

* 2024 data

IN PARMA siNce 1877 2,040,000 21

TONS OF PRODUCTS* BRANDS*

BUSINESS AREA (turnover)

9.6%

RED SAUCES AND PESTO

41.4%

BAKERY
PRODUCTS*

0.9%

OTHER*

TURNOVER (€ m) GEOGRAPHICAL AREAS (2024 turnover)

4,869 2023 23.6%
AMERICAS
4,883 2024 36.1%
«I DON'TTHINK OF A LARGE COMPANY «IT IS IMPORTANT TO EMPHASISE THAT, ITALY
IN TERMS OF SIZE: | THINK THE FOCUS AS BARILLA ISAN ESTEEMED COMPANY WITH
SHOULD BE ON THE VALUES A GOOD REPUTATION AFTER SO MANY YEARS,
AND TRUST IT INSPIRES» IT IS ALSO BECAUSE IT HAS ALWAYS BEEN 2
) VERY COMMITTED TO CREATING
Paolo Barilla WELL-BEING FOR THE COMMUNITY» 2 2
Luca Barilla : 1 2025
4 275 miLuon
2 IN INVESTMENTS
«THE BRAND MUST BE ABLE TO BUILD RELATIONSHIPS 38.4%
WITH CONSUMERS, NOT JUST TRANSACTIONS; ; 2024
OUR FUTUREWILL BE POSSIBLE IF WE CONTINUE TO REWORK REST OF .
THE WAY WE DO COMPETITION, CREATIVELY» 300 miLon EUROPE & 1.9% Baf f”a
Guido Barilla E IN INVESTMENTS RUSSIA ASIA-PACIFIC




GROUP BRANDS

“The Joy of Food for a Better Life”

All the Barilla Group brands

are linked by the same goal: to bring
joy and the pleasure of being together
to every table around the world.

PROFESSIONALS

@ ’*T CATELLI FIRST
Gran iy
Cerea g"{}eg@ |Wasa

e Wiy ARTISIA - BT
’f_-{"\-.-{_: BY BAMILLA -

CON FNTRGIA £5 POSMLD

Pavés Qe O Toeo



Barilla

Tira Evdmn Tomd Crrpeary Sives W

First voluntary
Sustainability
Report

2008

First EPD published

2010

Z Z

SUSTAINABILITY TIMELINE

m;mnu,._g :

Nascm:ldini

N
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Mulino Bianco
biscuits in fully

recyclable
packaging

2014

First programme
on eggs from
free-range hens

2012
J

Sauces and pesto
with electricity from
renewable sources

Barilla principles of
sustainable packaging

In-house Animal
Welfare Policy

2016

J

Harrys with electricity (]
from renewable sources

First photovoltaic system &
installed (Melfi)

2017

e

SRR ST AT

Commitment
to SBTiat 2.0°

2019

Gender Pay
Equality for all
Barilla people

2021

P, J

s'. ~ Nutriton &
AS Wellbeing

Nutrition & Wellbeing Model

Parental leave policy

2023

T )

2011

2009

First sustainable durum
wheat programme

Mulino Bianco
with electricity from
renewable sources

MutiNoBiangy

Launch of CSR system
to collect HSEE data
from our factories

~

2013

Wasa with
electricity from
renewable sources

Creation
of D& Board

) Barilla

Smart working pilot

2015

Supply of durum wheat
by rail for the Group's
largest plant (Parma)

First programme on
responsible cocoa
with Cocoa Horizons
for Pan Di Stelle

- HURIZUNZ

S )

< 2020

BASILICG Sustainable Carta
del Basilico

Durum Wheat
Manifesto

2018

"Carbon MNeutrality”
project for Wasa

~

~

2024

New SBTi 1.5°
commitment

New ESG
Governance
and Strategy

4 2022

—

Carta del Mulino on [Eﬁ}['r‘dﬁl

sustainable common 5"5{5""“ R[ampval_ofd

wheat D plastic window
Nﬁy from Barilla

Harrys’ Charter on Classiche

common wheat from
responsible agriculture

ZERO Accidents
programme



FROM FARM TO FORK

The need to extend the perspective with an holistic approach and
the final goal to bring people together around the joy of good food

OUR
PRODUCTION

SALES &
DISTRIBUTION CONSUMPTION

RAW MATERIALS PACKAGING

OWN BUSINESS

Barilla



SUSTAINABILITY STRATEGY

The need to have a new Compass

to guide the Company

Tha Fikaa Teg< Comzary Avs W

2030
SUSTAINABILITY
COMPASS

NUTRITION
& WELLBEING

SUSTAINABLE
PACHAGING

BARILLA
PEOPLE

HEALTH
& SAFETY

RESPONSIBLE
SUPPLY CHAIN

SUSTAINABLE
AGRICULTURE

ENERGY
& WATER

VALUE CHAIN

DECARBONISATION

Barilla focuses on improving the taste and nutritional profile of
products, to promote a healthy lifestyle and holistic well-being.
Throuwgh product reformulation and innovation, this approach aims
t0 make food tasty and healthy, the preferred choice for consumers,
whilz helping to mest ever-changing regulatory requiremeants.

Through an innovative and responsible approach, the programme
is aimed at reducing the environmental impact of packaging. Barilla
wiorks to minimise the quantity of packaging. increase its
recyclability and promote solutions that support an increasingly
circular economy. The commitment is to offer consumers products
that respect the environment without compromising on quiality.

Barilla aims to create an inclusive, innovative and sustainable work
environment, where everyone can grow, express their talent and
contribute to collective success, with the aim of becoming an
international high-performance company that combines pecple's
wiell-being and business growth.

For Barilla, health and safety are a priority (Safety First).

With the “Barilla Zero Accidents Programme”, active at all sites, the
Graup 2ims to achigve zero accidents through skills, dialogue and
involvement, regularly investing in structures, prevention and
continuous training for 2 shared safety culture.

Barilla is committed to responsible sourcing, requiring suppliers to
comply with its Code of Ethics and corporate values. It involves a
growing number of partners in Sustainable Procurement Projects,
with the aim of reducing envircnmental impact and promoting
sustainable practices, selecting priorities based on impact and risk

Barilla collaporates with the supply chain to ensure the
long-term availability of strategic raw materials, to reduce
environmental impacts. to preserve biodiversity and aiming to
generate social benefits for farming communities.

With this programme, Barilla focuses on reducing ensrgy
consumption and increasing the self-production of energy.
in particular from renewable sources. At the same time, it
3ims to improve water management, espacially in areas with
high water stress.

Barilla’s strategy to combat climate change invclves reducing
amissions, not only at its production sikes but also throughout the
supply chain. The Group is therefore investing more and more in
renawable energy, energy efficiency, regenerative agriculture, the
use of sustainable packaging and the optimisation of logistics flows.



STRATEGY ACCROSS THE CHAIN

How CSRD Materiality can drive the design of a pragmatic, consistent and extended strategy

: ) : SALES &
RAW MATERIALS PACKAGING OUR PRODUCTION DISTRIBUTION CONSUMPTION

UPSTREAM OWN BUSINESS DOWNSTREAM



OUR JOURNEY AFTER 18 MONTHS

LEARNINGS

A ‘risk based approach’

helped the Company to make Sustainability
more pragmatic and

close to business.

Re-approaching sustainability
in a strategic way, re-energized
the group of ESG Leaders.




OUR JOURNEY AFTER 18 MONTHS

CHALLENGES

In the next years many regulation will

impact Barilla from many different angles:
EUDR, ECGT, CSRD, CSDDD, Taxonomy, PPWR.

We have just started the journey,
many things need still to be fixed especially on

data accuracy and governance.




OUR JOURNEY AFTER 18 MONTHS

OPPORTUNITIES

Working on ecosystem across the
chain will be crucial and GS1 Italy is
helping us to start fixing data
sharing and transparency.

Circular economy canbe
the game changer, re-defining a

more sustainable
way of doing business.




PARTNERING WITH 1
Italy
Improve data sharing Improve consumers’ Improve products’
between retailers and behaviors understanding circularity & sustainability
manufacturers between ‘say’ & ‘do’ throughout entire life cycle
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SUSTAINABILITY UNVEILED

CONNECTING THE DOTS
WITH GS1 STANDARDS

The slide deck and recording of the
session will be shared afterwards
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Nestle Good food, Good life

Sustainability Unveiled - C
with GS1 Standards




Our purpose and values

Our purpose

We unlock the power of food
to enhance quality of life for everyone,
today and for generations to come.

Our Values

Our values are rooted in respect.
Respect for ourselves. Respect for others.
And respect for the future.

ENE
Nestle Good food, Good life



Nestlé at a glance in 2024

Providing
safe, quality nutrition
for more than

155 years

Number
of countries
we sell in

185

2 000 +
Brands

worldwide

337
factories

in 74 countries

Around

270 000

employees

CHF 914
billion
Group sales
in 2024

AN
22N

Nestle Good food, Good life




What & Where we sell (2024 in CHF billion)

Powdered and PetCare Nutrition and Prepared dishes
Liquid Beverages Health Science and cooking aids

Milk products
and Ice cream

Confectionery. Water

O o

NA

32.1
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Our purpose and values

Our purpose

We unlock the power of food
to enhance quality of life for everyone,
today and for generations to come.

Our Values

Our values are rooted in respect.
Respect for ourselves. Respect for others.
And respect for the future.

ENE
Nestle Good food, Good life



Creating Shared Value (C5V) is at the heart of our purpose: to unlock the power of food to enhance quality of life for everyone, today and
for generations to come.

Qur approach to sustainability is wide-ranging, underpinned by commitments to strive for net zero emissions, achieve and maintain
deforestation-free supply chains, and advance regenerative agriculture practices. We are also dedicated to improving water stewardship,

developing better packaging to enhance end-of-life options and suitability , creating opportunities for young people, and building a

Key ingredients sourced from farmers adopting regenerative agriculture practices Packaging that is reusable, recyclable or compostable* Virgin plastic reduction versus 2018 baseline

Percentage Percentage

Percentage

2023

2022

2021
2021

2020

Note: in 2024, the followi k and dairy derivatives), coffee (excluding blended green coffee and Biue Bottle Coffee), cacoa, cereals and grains, soy and vegetabies. The denominator includes all raw maerials in

ingredients are included i the numerator: dairy (fre:

scope: coffee (excluding blended green coffes and Blue Bottle Coffee), cocoa, d. milk and dairy derivatives), sugar; cereals and grains, meat, poultry and eggs, paim ofl, say, vegetables, fish and seafoad (excluding co and byproducts|

*As per Ellen MacArthur Foundation: “New Plastics Economy Commitment - Commiements, Vision and De 15" (Feb. 2020)

NS

Creating Shared Value at Nestlé - 2024 Nestle Good food, Good life



https://www.nestle.com/sites/default/files/2025-02/creating-shared-value-nestle-2024.pdf

Exponential increase of data points....
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How is GS1 playing a role in managing Sustainability data

Vision 2030: Ambition for Industry

Powering trust in data
for everyone everywhere

Market access and Operational efficiency
product listing across supply chain

Sustainability and

Consumer experience and Patient safety Eivcilar Silinan s

e

SPNE
S22\ Good food, Good life




GS1 as a key enabler to power trust in data for everyone, everywhere

® i o

Assign & sustain trusted Connect Identity to Share Data across value
chain

identity using Industry Nestlé data
stds

SZ\ Good food, Good life



Trusted Identification as a foundation for digitalization

Assign & sustain trusted
identity using Industry
stds

L 4

Trust and efficiency start with a

valid identity that can be validated
Examples

* Location Number (GLN)

* Raw/Pack Material (GTIN)

. Upstream identification (business partners,

Who GS1 products, ...)

. Discipline in implementing Identity Management

Downstream
rules

100% of products have a GTIN

. >90% of customers have a GLN X . . .
Examples . Pilot with Coffee farms involving GS1 Europe,

Upstream GS1 Colombia and GS1 Global Office

. Less than 20% of products have a GTIN 5:,:% .
. Less than 10% of vendors have a GLN Good food, Good life



GS1 Standards embedded in our ecosystem to connect internal & external
processes

Connect Identity to
Nestlé data

e Business partner identifier

*  Product Identifier

r
l I Implementation of the EU

Deforestation Regulation
Find out how to comply with EUDR

Where/How to integrate EUDR data points
minimizing incremental work

Who Nestlé

Definition of roles & responsibility for the
execution internally

* Many internal data standards mentioning GS1

Standards
* GTIN/GLN Management rules documented with food PN
examples 5;&@\ Good food, Good life



Automatic sharing to enable high-quality, fast and reliable data

Share Data across value
chain

L 4

Define industry framework to

enable automatic data exchange
° oy using GS1 identities
B
i

iy g & Actively promote and leverage
: Industry standards solution to
exchange data.

. Transition to QR code to enable GS1 Digital Link ,
WhO at Scale GS]. & Nestle
. Continue to deploy GDSN to automate product
Downstream

master data exchange
& d Over 40% of Finished product master data

551 GDSN exchanged with GDSN

When product information is accessible and Upstream

accurate, your business wins. . 0% exchanee with GDSN 80//’7; &
° g S\ Good food, Good life




GS1 as a key enabler to power trust in data for everyone, everywhere

Assign & sustain trusted
identity using Industry
stds

Connect Identity to

) Share Data across value
Nestlé data

chain

L 4

Trust and efficiency start with a
valid identity that can be validated

L 4

Define industry framework to
enable automatic data exchange

Examples * Business partner identifier using GS1 identities
« Location Number (GLN) * Product Identifier
Raw/Pack Material (GTIN) Actively promote and leverage

Industry standards solution to
exchange data.

GS1 Nestlé GS1 & Nestlé

SZ\ Good food, Good life



Key messages

%%"  Nestlé is committed to actively leverage GS1 Standards

\é GS1 has a key role to play in allocating & governing Trusted identities

o One GS1 to support speed and scale in digital transformation

It’s a journey...

SNE
22X
Nestle Good food, Good life
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Thank you!

SUSTAINABILITY UNVEILED

CONNECTING THE DOTS
WITH GS1 STANDARDS

The slide deck and recording of the
session will be shared afterwards
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