2019

T
s = —T-_"-.:._'-':. . ';_',‘iq 3 . '-‘:..::.:.. _\Y_:‘_‘ .
& 7 : .
/ .
)J; h
7 |
&
P
=
L0
| > + L= me— -;. e I
) \
- ~ { -‘_\‘I...,_ I'
\ {
|
[
L Ilf
’ L\

@

|
Ay
|

3

!

|

{
{
[
]
Vi X
< ' ‘.
"\__‘ - | II
\ . :
"' \
L ‘ . ) I
N,
|
\

-

! -

m -it.
Y E Nomad Foods



Contents

About this Report

This is Nomad Foods' third
annual Sustainability Report,
covering the calendar year
from January to December
2019. This report covers all
trading subsidiaries of Nomad
Foods, including the
acquisitions made during 2018,
unless specified otherwise.

The most recent previous report
was published in May 2019.

This report is influenced by the
Global Reporting Initiative
(GRI), and includes standards
defined by the GRI guidelines.
It meets the requirements of
the EU Directive on Non-
Financial Reporting.
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Message from our CEO

Welcome to Nomad Foods’
third Sustainability Report.
Though our report focusses on
2019, it is impossible not to
acknowledge the situation we
find ourselves in globally as this
report is published.

The impact of the COVID-19 pandemic on the
way we live was unimaginable just a few short
weeks ago. Our purpose as a company is to
serve the world with better food which has nev-
er been more meaningful than it is foday. The
role of nutritious food and mealtimes has been
essential in providing comfort and stability fo our
everyday lives. Our brands - Birds Eye, iglo and
Findus - have been atf the heart of family life for
over 60 years and we're working hard to con-
finue providing families with great tasting and
nutritious food during these difficult fimes.

As a leading European food company, we
can see the economic impact on the lives of
our consumers and fellow citizens. We are tak-
ing an active role to help the communities most
affected and have created a €3 million fund to
provide financial support and food donatfionsin
all the countries where we operate.

How long this period in our lives will last is im-
possible to predict but, as a company, we will
not lose sight of our role in delivering a sustain-
able future. Every day millions of households
across Europe serve the food we make and we
are determined to play arole in helping our con-
sumers eat sustainably.

4 | 2019 Sustainability Report

Our sustainability strategy is a European-wide
programme with the ambition of making a dif-
ference at every mealtime through affordable
and sustainable food. Our strategy is built on
six ambitious targets and | am pleased to re-
port that overall, we have made good progress
against our commitments in 2019. For example,
95% of our fish and seafood is now from certi-
fied sources, such as MSC and ASC, whichis an
increase from last year. We are also proud to
offer more than 800 MSC and ASC certified fish
products across the markets where we operate.

Our nutritious portfolio confinues to be a
strength of ours with as much as 90% of our sales
coming from products verified as a Healthier
Meal Choice.

Insome areas, such asrecyclable packaging,
we have made less progress due to the com-
plexity of the issue. We remain committed fo
achieving all our targets.

In 2019 the link between the health of peo-
ple and the health of the planet and the need
to rebalance our diet has become even more
widely understood. | believe that, as we navigate
the after effects of COVID-19, sustainability will
emerge even higher on the agenda and we are
already working on new initiatives in 2020 which
I am looking forward to reporting on in 2021.

Stefan Descheemaeker,
CEO
Nomad Foods

Serving the world with better food
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Nomad Foods at a Glance

Nomad Foods is Europe’s
leading frozen food company.
Every day, over eight million
European households enjoy
products from our leading
brands, which include Birds
Eye, Findus and iglo.

We have a varied portfolio, which includes a
range of iconic fish and seafood, vegetable,
chicken and ready meal products. Our sup-
ply chain stretches from the fields, farms and
oceans where the raw materials for our products
are grown, to the tables of consumers across Eu-
rope. In 2018, we acquired two new brands: Aunt
Bessie's and Goodfella’s Pizza. We operate in 13
major European markets, with a factory footprint
consisting of 13 sites across 8 European markefts.
All thisis overseen by our team of employees, led
from our headquarters in Bedfont, UK.

As we now have a full calendar year of data,
all figures given in this report cover all frading
subsidiaries including these acquisitions, unless
otherwise specified.

Our global supply chain

Nomad Foodsis a €2.3bn business with a global
supply chain. We have direct operational con-
trol over many elements in our supply chain,
whilst for others our influence is less direct.

Our Brand Portfolio egories. Our direct suppliers are subject to our

@)’rdsEyy

policies, standards and product specifications,
as described throughout this report. Where we
have less direct control, for example when we
purchase ingredients or products from anoth-
er producer, we select suppliers who reflect our
high standards and agree to strict specifications.

Once purchased, materials are tfransported
to our manufacturing sites and warehouses be-
fore being distributed to local markets and sold
through retailers and foodservice providers,
eventually reaching the end consumer.

The main areas under our direct influence are
vegetables grown by our contracted farmers;
the fransportation of raw materials between
our sites; all processes that take place within our
operating sites; communication with consumers
through advertising; product labelling; and our
Consumer Care Line.

Our influence is limited in areas such as the
primary production of raw materials; the pro-
cessing of goods by third party suppliers; and
the fransportation of goods to and from retailers
and other customers. We also have less direct
influence over consumer transportation, prepa-
ration and consumption of our products.

To extend our impact beyond our immedi-
atfe supply chain, we work in collaboration with
other businesses, through industry associatfions
and with advocacy organisations such as the
Marine Stewardship Council (MSC), the Sustain-

able Agriculture Initiative (SAIl), AIM (the Euro-
pean Brand Association) and the UK Waste and
Resources Action Programme (WRAP). We also
participate in networks and pacts at a national
level. For example, we have signed the UK Plas-
fics Pact to address plastic waste; the Fossilfritt
Sverige pledge to achieve fossil-free domestic
transport by 2030 and the Peas Please initiative
to support everyone in Britain to eat an extra
portion of veg a day.

Markets Where We Operate

® Nomad Foods' offices
® Nomad Foods' factories

Our supply chain includes the purchase of raw b SIN ] employees
material, components, semi-finished goods and w;;,.a'w phantt
ready-made products across a number of cat- i
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Materiality

In 2019, we conducted a
materiality assessment to
explore with internal and
external stakeholders whether
any issues had increased or
decreased in priority since
previous years, and to identify
any emerging issues.

Ourresearch included a quantitative survey with
600 consumers across four European marketsin
which we operate, and interviews with internal
and external stakeholders including NGOs, re-
tailers and suppliers. We used the insights from
this research, the results of our previous stake-
holder engagement processes and our knowl-
edge of the impacts of our business to develop
the materiality chart displayed.

The chartis anillustrative representation of the
results of our materiality assessment. The most
material areas are in the darker boxes and are
covered in more detail in the report.

There are also areas, such as upholding food
safety and quality and ensuring zero tolerance
of corruption, bribery and anfi-competitive be-
haviour, that are fundamental elements of how
we do business. These are covered in the final
section of the report.

The materiality assessment showed that there
have been no substantive changes from 2018,
although stakeholders placed more emphasis
on practising sustainable agriculture.

6 | 2019 Sustainability Report

Better sourcing | Better nutrition | Better operations

A
L4

More important

Restricting use of GMOs

Importance for stakeholders

Growing produce locally

Good labour relations

Providing for alternative diets

Upholding human rights
Upholding animal wellfare
Reducing food waste

Reducing energy & emissions

Employee health & safety
Using packaging responsibly

Reducing water & waste

Promoting diversity & inclusion

Sourcing palm oil responsibly

Sourcing soy responsibly

Employee training & education

Marketing responsibly

Most material

Sourcing fish & seafood responsibly

Practising sustainable agriculture

Improving our nutritional profile

Removing artificial additive

Promoting plant-based diets

A

Impact of Nomad Foods

L4
More important
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Managing Risks

Global health and
sustainability challenges pose
major risks to our planet, our
stakeholders and our business.

The issues of climate change, biodiversity loss
and widespread social inequality threaten lives
and livelihoods across the world. These issues
present risks that include extreme weather con-
ditions, ocean heating and acidification, and
scarcity of crucial resources such as water and
agricultural raw materials, as well as social un-
rest.

There are a number of risks associated with un-
sustainable food production, which include the
depletion of fish populations through overfishing
and damage to soil health and biodiversity. Rising
obesity levels also pose a global health chal-
lenge, increasing the risk of non-communicable
diseases and pressure on health services.

Across the markets in which we operate, con-
sumer demand for healthy, responsibly produced
productsisrising rapidly. In addition, media scru-
finy, heightening governmental regulation and
mounting pressure from NGOs bring financial
and commercial risks for businesses who fail to
actin accordance with high environmental and
ethical standards. These include loss of consum-
er frust, loss of investment from shareholders, and
reputational damage, as well as the threat of
legal action.

The importance of these risks cannot be over-
stated, and we place these at the heart of our
business practices. We work to manage and mit-

7 | 2019 Sustainability Report

igate risks through a range of measures, which
include implementing clear policies and proce-
dures across all material sustainability areas, as
detailed throughout this report, and continually
assessing risk through our Risk Heat Map.
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OurPurpose

As a leading European food
company, we play an important
role in the lives of our consumers.
Every day millions of households
across Europe serve and eat
the food we make.

This simple fact carries a responsibility with it,
especially as we know the world is changing
around us. We all have a part to play in solving
some of the challenges the world is facing.

Our purpose, serving the world with better
food, defines our role as a company. It is our
compass but also a call to action.

Nomad Foods is a young company but our
brands have a long history of serving the world
with better food. They have built the frozen cat-
egory on great tasting, convenient and nutri-
tious food.

Our purpose has been built on three princi-
ples: Better Food, Food for All and Eating for the
Planet.

Nomad Foods

Serving the world with better food

9 | 2019 Sustainability Report

Better Food

At the heart of what we all do every day is mak-
ing the food we produce better; better for our
consumers and better for the planet. Our focus
is always on better taste and better nutrition,
underpinned by the quality of our ingredients
and recipes.

Food for All

We make products that are at the centre of
everyday family mealtimes. They are affordable,
available in supermarkets across Europe and in
homes 24 hours a day, ready to cook in a mo-
ment. Our focus is on ease of use and our prod-
ucts can be prepared using a variety of cooking
methods to suit every culture in Europe.

Eating for the Planet

We improve the life of our planet through the
way we source and make our food and we im-
prove the health of our consumers when they
eat our food. Our focus is on a sustainable diet
because the healthiest diets are the most envi-
ronmentally sustainable. What is good for me is
good for the planet.

Infroduction | Businessforgood | Beftersourcing | Better nutrition | Better operations | Solid foundations | Data
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Eafing for the Planet

Since we launched Our
Sustainable Path in 2018, the
fundamental link between the
food we eat and the global
climate crisis, as well as the need
to transform the way we
produce and consume food,
has become better understood.
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Sustainable eating is critical to the future of the
planet and our business. That is why we have
re-named our sustainability strategy Eating for
the Planet.

We know that it is the healthiest diets that
are the most environmentally sustainable and
we believe the solution is in a shift fowards a fu-
ture-proof, sustainable diet. Shifting to a diet that
is high in vegetables, plant protein and respon-
sibly sourced fish, and low in red meat is prov-
en to have a positive impact on both the health
of consumers and the planet, particularly when
combined with efforts to minimise the effects of
food production on the environment.

We have the portfolio fo empower consum-
ers to make the right choices and it is our
ambition to make eating for the planet
sustainable, healthy, tasty and acces-
sible for all.
The foundation of our strategy is
built on sourcing, nutrition and op-
erations. It sets out our ambitions
in each areaq, supported by spe-
cific, fime-bound commitments
to ensure continued progress.

Better Sourcing
We want to be the recognised
leader in fish and vegetable
sourcing. This means sourcing our
fish and seafood products with care
and respect for people and the envi-
ronment, and ensuring that all our vege-
fables and potatoes are grown according
fo third-party verified sustainable agriculture
principles.

Better Nutrition

We help families eat a more balanced diet. This
includes improving the nutritional profile of our
portfolio, using our influence to inspire positive
choices and implementing strict standards on
additives and preservatives.

Better Operations

We are committed to do better whilst minimis-
ing our negative impact. We confinually strive to
improve our energy, water and waste manage-
ment and reduce our greenhouse gas emissions
and actively address the impact our packaging
has on the environment.

We believe in working proactively and collab-
orafively to ensure we make the biggest con-
tribution possible fo the goals set out in the UN
Sustainable Development Goals (SDGs), and
we continually use them as a further catalyst
for change in our business.

To achieve these goals, every business should
use its influence where it can make the big-
gest difference. Therefore, we focus our efforts
around the four goals shown.

Thanks to our targeted efforts fo embed our
sustainability strategy across all our markets and
functions, we ranked in the 26th percentile in
the global Dow Jones Sustainability Index (DJSI)
2019, and achieved our first ever perfect score of
100 for Health and Nutrition. The DJSI is a glob-
ally recognised independent benchmark, con-
ducting thorough analysis across a wide range
of sustainability metrics. Overall, we scored 49:
a dramatic increase from our 2018 score of 34.

ZERD
HUNGER

(({
W

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

12

1 LIFE
BELOW WATER

1 LIFE
ON LAND

Infroduction | Businessforgood | Beftersourcing | Better nutrition | Better operations | Solid foundations | Data



Our Commitments

Af the heart of Nomad Foods’
sustainability strategy are our
six key commitments.

These ambitious, time-bound commitments are
embedded across the business, ensuring that
sustainability is central o everything we do.
2019 has been a crucial year for our sustaina-
bility work. We are now two years into our long-
term sustainability strategy, and have continued
to make progress in line with our plans as a busi-
ness. We have had significant success in some
areas, such as our dedicated work to increase
the proportion of our fish and seafood volume

# 1. We will use 100%
fish and seafood from
sustainable fishing and
responsible farming by
the end of 2025

(2018: >90%)

957

100

# 2. 100% of our vege-
tables and potatoes
will be produced using
sustainable farming
practices by the end
of 2025

We plan to establish a
new baseline according
to FSA standards in 2020 0%
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thatis sustainably certified. We have also recog-
nised the need to stretch our objectivesin some
areas, such as committing to set science-based
emissions targets in line with limiting global tem-
perature rise to 1.5°C.

Some commitments, such as increasing the
recyclability of our packaging, have proved
more challenging and complex than anficipat-
ed meaning we are slightly behind our annual
target. We have also seen an impact from our
fwo new acquisitions in 2018. As they extended
the scope, it altered the baseline and slowed
progress on our commitments on greenhouse
gas emissions and artificial additives. In partficu-
lar, these acquisitions necessitated a change in

# 3. We will grow the
healthier meal choices
in our portfolio every
year

(2018: n/a)
*
0%

#4.100% of our port-  100%
folio to be without flavour
enhancers, arfificial flavo-
urs and artificial colourants
by the end of 2022**

(2018: 93%)

9257

deadline for our clean labelling commitment.
As we inherited a set of recipes that were not
originally subject to our clean labelling policies,
we have extended our deadline for 100% of our
portfolio to be free from flavour enhancers, arti-
ficial lavours and artificial colorants fo 2022 (see
additives section for more details).

To ensure we deliver sustained progress on our
commitments, we will confinue to press forward
with action throughout our business. We will
step up our external collaborations, building on
our successful partnerships around food waste
and biodiversity, and ensure that learnings are
shared and harnessed across our entire business.

# 5. We will reduce our
greenhouse gas (GHG)
emissions year after year***

(2018: 592.5 kg CO,e)

614.5

kg COe

# 6. 100% of our
consumer packaging
will be recyclable by
the end of 2022

1007

(2018: 71%)

*Excluding Spain (owing to
data reliability)

**extended from 2020
***per ton of finished goods
from our own operations
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QurOceans

Overfishing poses enormous
risks to future fish stocks,
ecosystems and societies.

The number of overfished stocks globally has fri-
pledin half a century and overfishing has pushed
33% of the world’s assessed fisheries beyond bi-
ologically sustainable limits'. Further damage is
being done by careless fishing practices, includ-
ing avoidable bycatch of non-target species
and the loss of fishing equipment in the ocean.

The importance of protecting marine life is en-
capsulatedin SDG 14: Life Under Water. Overfish-
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ing and the related issues of illegal, unreported
and unregulated fishing, are the focus of SDG
target 14.4 which aims to restore fish stocks in
the shortest time feasible. As a major purchas-
er of fish and seafood, this is an area where we
can drive the most positive change. Since we
co-founded the MSC over 20 years ago, we
have led the way in protecting fish stocks for
future generations by championing responsi-
ble and sustainable fish and seafood sourcing
—and empowering consumers across Europe to
do the same.

Fish and seafood make up a large portion
of our portfolio, and as such, safeguarding the

health of fish populations is essential to mitigate
the risk of depleted fish stocks. We are deter-
mined fo lead the way in sourcing our fish sus-
tainably, and helping to promote consumer be-
haviour change in this space.

Our approach
The priority we place on sourcing fish sustainably
isreflected in our target for this area - for 100% of
our fish and seafood to come from sustainable
fishing orresponsible farming by the end of 2025.
More than 95% of our portfolio already comes
from certified sources, as a result of more than
two decades of focused hard work in this area.
Our Fish and Seafood Policy sets out our ap-
proach and stipulates that we only use sources
recognised by FAO or complying with either the
FAO Code of Conduct for Responsible Fisheries
or the FAO Technical Guidelines for AQuaculture.
We do not source illegal, unregulated or unre-
ported (IUU) wild capture fish from any market,
nor fish stocks that are depleted or recovering.
In order to drive further transformation with-
in the fish and seafood industry, we also work
closely with the Marine Stewardship Council
(MSC) and have done so since we co-founded
the organisation 20 years ago. The MSC is an
international non-profit organisation which pro-
tects oceans and safeguards seafood supplies.
Sourcing our fish and seafood from MSC-cer-
tified sources ensures that fisheries meet strict
requirements around stock management, dis-
cards, minimising impact to eco-habitats, by-
cafch and the use of fishing gear, therefore
do not perpetuate these issues that risk ocean
health.

1. http://www.fao.org/state-of-fisheries-aquaculture

1. We will use
100% fish and
seafood from
sustainable
fishing and
responsible
farming by the
end of 2025
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https://www.nomadfoods.com/our-sustainable-path/our-policies/

We also work actively with non-cerfified fisher-
ies fo support them to implement the MSC stand-
ard through Fishery Improvement Projects (FIPs).
This is essential to increase the future availability
of certified fish throughout our industry, and ulti-
mately protect our oceans and fish stocks.

We are also increasing the proportion of re-
sponsibly farmed fish in our portfolio, to help re-
duce the pressure on wild fish stocks. Aquacul-
ture—the production of fish and seafood in a
farmed managed environment—is a growing
food industry, and although there is a need to
ensure that the environmental impacts of ag-
uvaculture, including the use of wild fish stocks to
create feed, are managed carefully, we believe
that responsible aquaculture has anincreasing-
ly important role to play.

We require the farms we source from to work to
a trusted certification scheme and work closely
with the Aquaculture Stewardship Council (ASC)
to ensure this. The ASC standard defines environ-
mental and social criteria that need fo be met to
obtain ASC certification. Environmental require-
ments stipulate that fish farms are not in High
Conservation Value Areas, that all fish feed is
fully traceable to aresponsibly managed source
and that water parameters, such as phosphorus
and oxygen levels, are measured regularly to
remain within set limits. Social requirements in-
clude the protection of farm workers’ rights and
respect for local communities.

Responsible sourcing is one of our key sustain-
ability priorities. As the largest branded produc-
er of eco-labelled wild-caught fish and seafood,
we also believe we have an important role to
play in raising awareness about the issues af-
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fecting fish populations to change consumer at-
fitudes and behaviour. Our brands provide us
with a powerful way to achieve this by provid-
ing consumers with a simple, credible shortcut
fo knowing that the product they are enjoying
has been sourced in a sustainable or responsi-
ble way.

We also have a Fish Provenance Tool, launched
in 2010, which allows consumers to identify the
specific catch areas from which we source fish
and seafood products, making our supply chain
fraceable and transparent to consumers.

Our progress

Last year we made significant progress fowards
our target. In 2019, we reached 95% sustainably
sourced fish and seafood volume with MSC or
ASC cerfification. We achieved this by switching
uncertified fish volumes, such as wild pink salm-
on, and some volumes of cod, tuna and North
Pacific hake, to certified sources where possible.
Ultimately, the availability of certified fish for the
food industry as a whole needs to increase, and
as part of the journey towards this, we aftend-
ed the Global Seafood Expo and Global Fish-
ery Forum fo connect with fishing companies
and drive awareness of the benefits of fishing
according fo MSC standards.

We also expanded the number of products
that carry ecolabels to 812, up from 703 products
in 2018. These products now account for 89% of
our fish and seafood by volume. We have con-
finued to increase the number of our products
which are ASC labelled products, which now
stands at 36. This is the result of 19 new product
launches and the re-launch of several products

Infroduction | Business forgood | Better sourcing | Better nutrition |
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with the ASC ecolabel. We also became the first
company to sell frozen ASC certified seabream
and sea bass to consumers, under our Findus
brand in Italy. In five of our markets, 100% of fish
and seafood products were eco-labelled with
MSC and ASC by the end of 2019, including the
UK, Republic of Ireland, Germany and the Neth-
erlands.

As fish and seafood are core to our business,
we also want to drive awareness of the impor-
tance of our oceans. In 2019, we celebrated
World Oceans Day by educating all our employ-
ees about the importance of sustainable fishing
and the MSC, including ocean clean-up activ-
ities which were highly appreciated by Nomad
Foods staff members.

Future plans

In 2020, we will work to achieve 96% purchased
fish and seafood volume from MSC or ASC cer-
fified sources as we confinue on our journey to
100%. To further support the growth of sustain-
able fishing practices, we will work even more
closely with fisheries who are working towards
MSC certification, such as the West Bering Alas-
ka Pollock Fishery, to demonstrate demand for
sustainable fish.

We will also continue to promote our eco-la-
belled fish and seafood products, with a view to
increasing the part of our portfolio that carries
the MSC or ASC eco-label.

Better operations | Solid foundations | Data



Transtorming the Future of Fish

Nomad Foods' heritage

Fish is at the heart of our portfolio and we've
been leading the way towards a more sustaina-
ble fish industry for over 20 years. We see respon-
sibly sourced fish and seafood as anintegral part
of promoting healthy and sustainable diets for
future generations. Central to our approach is
our longstanding belief in tapping into global
expertise and bringing stakeholders together to
drive change.

Unlocking the future of fish

The fish and seafood industry faces a host of
challenges. Complex global issues such as
overfishing, plastic pollution, ocean acidifica-
tion and increasing ocean temperatures as a
result of global heating pose serious threats to
marine life. To help us tackle these challenges
and identify what is needed to secure long-term
fish stocks, in 2019 we brought together twelve
global experts from universities, seafood busi-
nesses, and leading NGOs including WWF. We
combined these external perspectives with in-
ternal stakeholder engagement fo examine
current perceptions and collect information on
strategic themes, capabilities, challenges and
opportunities.

The process identified a host of issues and
questions surrounding the future of the global
fish supply. What will be the impact on fish of
changing attitudes to meate Will we soon see
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lab-grown fish on supermarket shelvese Giv-
en the rapid increase in fish prices over recent
years, how will we ensure that fish remains ac-
cessible whilst also being sourced responsibly
and sustainably?

Delivering sustainability
and accessibility

Our vision is o champion responsibly and sus-
tainably sourced fish as a healthier and more
sustainable alternative to red meat. This is a ma-
jor opportunity to create positive change, but
it will require action from both food businesses
and consumers. To achieve this vision, we will
diversify our portfolio to incorporate a broader
range of fish species and work to drive behav-
iour change, encouraging consumers to expand
their repertoire of fish and seafood products. We
will also harness responsible aquaculture in or-
der to increase fish production whilst relieving
the pressure on wild seafood stocks.

We are building on the input from stakehold-
ers to shape our new strategy for making fish a
force for good. By advocating a faster transition
fo sustainable practices, championing sourcing
models that give back more than we use, and
contfinuing to work with the fish industry and ex-
pert stakeholders, we can protect our oceans
for future generations. And with the global pop-
ulation predicted to grow by 2 billion over the
next 30 years, the time to act is now?.

2. UN World Population Prospects 2019
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Fish is a force for
good. It's good
for health and
it's good for the
planet. That's
fundamental —
and everything
we do ladders

back to it.

Carly Arnold,

European Category
Director Fish
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Our Fields

Sustainable and resilient
agriculture is essential for
maintaining global ecosystems
—now and in the future.

Food businesses today face major challenges:
providing nutritious food while protecting natu-
ral resources, ecosystems, biodiversity, land and
soil quality, and the communities connected to
agriculture and farming.
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We need to move towards a system in which
agriculture is both more productive and more
sustainable. This forms a central part of SDG 2:
Zero Hunger. Target 2.4 is specifically focused on
increasing the proportion of agricultural area
under productive and sustainable agriculture
by 2030.

Nomad Foods is a major provider of tasty, nu-
fritious vegetables and potatoes across Europe.
Ensuring that these crops are grown sustainably
is a key focus of our sustainability strategy, and
of huge importance to us as an organisafion.

Failing fo achieve progress in this space means
that our farmers will be increasingly impacted
by the effects of climate change, such as water
shortages and extreme weather, which in turn
may resultinreduced supply of high-quality veg-
etables.

Our approach

We are committed to sourcing 100% of our vege-
tables and potatoes through sustainable farming
practices by the end of 2025. This target, and our
Policy for Sustainable Agriculture, applies to all

=t ¥

2. 100% of our
vegetables will
be produced
using sustainable
farming practic-
es by the end of
2025
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https://www.nomadfoods.com/our-sustainable-path/our-policies/

the vegetables and potatoes we use (in the form
of raw materials, ingredients or finished goods),
of which over half are sourced from farmers
with whom we have a direct relationship and a
long-term contract, and the remainder of which
are sourced from trusted third-party suppliers.
Ingredients covered by topic-specific sustaina-
bility standards, such as palm oil or soy, are not
covered in this scope. Our policy covers the eco-
nomic, environmental and social impacts of our
agricultural practices, and stipulates that all po-
tatoes and vegetables will be grown using veri-
fied sustainable farming methods benchmarked
against the Farm Sustainability Assessment (FSA).

The FSA was created by the Sustainable Ag-
riculture Initiative Platform (SAI Platform), which
we joined in 2018, and is an important tool which
we use to assess the profile of our suppliers and
farmers. The FSA tool covers 17 fundamental
components of sustainable agriculture, includ-
ing environmental impact, ethical practices
and economic stability. Assessments are inde-
pendently audited, and farms or farm manage-
ment groups are awarded either bronze, silver
or gold status, or “not yet bronze” for those that
require more support.

Our Fieldstaff of agricultural experts focus on
building long-term, trusted relationships with
farmers and work with them to implement sus-
tainable practices as part of a continuous im-
provement process in line with FSA recommen-
dations. Examples of initiatives Fieldstaff and
farmers have implemented include applying a
more restrictive list of approved pesticides, us-
ing specific pea varieties to optimise the out-
put from the crops, and promoting uncropped
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margins in their spinach fields to increase bio-
diversity.

Our target is for all of our suppliers to achieve
a minimum silver by 2025. This is essential fo help
mitigate the impact of climate change to our
business by making our farms more resilient to
weather disasters, rising temperatures, new dis-
eases and parasites. This reflects our determina-
fion to lead in this area and ensure we minimise
ourimpact, drive change within the farming in-
dustry, and protect our ability to grow nutritious
crops for future generations.

Our progress

In 2019, we continued to roll-out the FSA, a pro-
ject we inifiated in 2018. Following initial pre-as-
sessments with our contracted farmers, our Field-
staff worked with farmers who achieved silver
status or below to create the action plans and
drive progress fowards gold.

One of the opportunities we identified was
to further increase biodiversity across our con-
fracted farms. Biodiversity has been a focus
area of ours for many years, and in the UK, 240
of our farmers already have biodiversity plans
in place. In Germany, our farmers plant flower
beds around some spinach fields. To expand
and evolve this activity, we begun a collabo-
ration with the Department of Agricultural and
Forestry Sciences at Tuscia University focusing
on increasing biodiversity across farms in Italy.

We have also continued our work fo minimise
the environmentalimpact from our pea farming
operations. Our precision pea platform uses sat-
ellite mapping to better understand soil health
and variability across fields. In 2019, our UK tfeam

hectares of land cov-
ered by biodiversity
action plans

were able to use this data to make more precise
decisions about when to harvest which helped
fo maximise the high-quality yield and reduce
food waste within our operations.

Procured vegetables account for less than
half of our vegetable volume. Driving awareness
and ensuring deeper understanding of the im-
portance of sustainable agriculture, particularly
amongst third party supplies, is critical fo achiev-
ing our ambitions. Following on activities in 2018,
we hosted a number of sustainable agriculture
events across Europe for farmers, suppliers and
internal functions such as R&D, Procurement
and Marketing. We anticipate these activities
will drive implementation and collaboration to-
wards our sustainable agriculture ambitions.

We are currently in the process of mapping all
procured volumes back to farms or farm groups,
using supply chain mapping software, and as-
sessing them against the FSA framework. We ex-
pect to complete this process and verified out-
puts during 2020.

Future plans

Once we have completed the mapping of
our third-party vegetable and potato suppliers
against FSA, we will be able to define our base-
line andreport the share of contracted and pro-
cured vegetables that are produced with sus-
tainable farming practices. Following this, we
will implement action plans with our suppliers,
and contfinue our work with Fieldstaff and con-
tracted farms, to drive progress to 100% sustain-
ably sourced vegetables, in line with our 2025
commitment.
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Strengthening Biodiversity

Our ambitions on sustainable
agriculture

Nomad Foods joined the Sustainable Agriculture
Initiative Platform (SAI Platform) in 2018: a net-
work of food companies and retailers who share
our vision and principles of sustainable agricul-
ture. We are now implementing the SAl Platform’s
Farm Sustainability Assessment (FSA) tool fo as-
sess and improve farm management practices
across our supply chain.

These assessments are just one aspect of our
work to promote sustainable agriculture. We are
constantly challenging ourselves to reach even
higher standards, from developing our own new
pea varieties which are more resistant to disease
and environmental stress to conducting intensive
soil testing and harnessing remote sensing tech-
nology fo maximise our quality vegetable yield.

One example is our work to conserve and cul-
tivate biodiversity within our supply chain.

Partnering with UK farmers

to reverse biodiversity loss

Biodiversity is the basis of agriculture. Maintain-
ing a diverse range of animals, plants, fungi and
microorganisms is critical for creating healthy
ecosystems that are resilient to changing con-
difions. However, up to 25% of European animal
species are now estimated to be threatened
with extinction?.

Nomad Foods has long been working to safe-
guard biodiversity, particularly through our work
with UK pea farmers. By building close relation-
ship with our suppliers, we have used our influ-
ence over the past ten years to support farmers
to develop and implement environmental ac-
tion plans. These consist of tangible actions for
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farmers to enhance biodiversity on their farms,
such as delaying hedge cutting until late winter
to prolong feeding opportunities for farm birds,
and introducing floral species to grass margins to
provide a source of nectar forinsects. So far, we
have implemented environmental action plans
for 240 farmers, covering over 60,000 hectares
of land in East Yorkshire and North Lincolnshire.

Working with agricultural
scientists in Italy

To build on our learnings from our UK supplier
engagement and further promote biodiversity in
our supply chain, we resolved to develop a tool
for our Italian farmers to monitor the success of
their work: a widely recognised challenge within
the field of biodiversity research.

To ensure we achieve this, Findus Italy is collab-
orating with the Department of Agricultural and
Forestry Sciences at Tuscia University. Scientists
from the University conducted biodiversity sam-
pling and monitoring across seven Findus farms
in Agro-Pontino, Fucino and Capitanata. Using
tools such as soil sampling and species netting,
the scientists collected and classified the differ-
ent organisms present on the farms. Their findings
were used to create guidelines for Findus growers
to protect and increase local biodiversity.

These guidelines are only the first phase of the
project. The next will be to implement action
plans with individual farmers, based on expert
recommendations. Using the FSA fo drive target-
ed action, we will continue to champion more
sustainable agricultural practices that contribute
fo resilient food systems and a healthier planet.
3.IUCN
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Working together is crucial if we
are to protect the planet’s bio-
diversity. We are pleased fo be
working with Nomad Foods to
help more farmers understand \ \\
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Our Approach to Specific Ingredients

Forests are the lungs of our
planet and vital for biodiversity,
sO we must monitor ingredients
that pose a deforestation risk.

Soy is the second largest agricultural driver of
deforestation worldwide*. It poses significant en-
vironmentalrisks unless proper safeguards are in
place. Soy is present in many food products as
soybean oil, and soybean meal is widely used
in animal feed. The expansion of soybean plan-
tations has caused deforestation and displace-
ment of small farmers and indigenous commu-
nities.

The deforestation of native forests for palm ail
production also has major and irreversible con-
sequences, including loss of biodiversity and sig-
nificant carbon emissions.

In order to limit our impact and risks as a busi-
ness, protect forests and conserve biodiversity,
we must use carefully managed soy and sustain-
able palm oil or palm oil alternatives.

Our approach

Our approach to palm oil and soy is outlined in
our Policy on Identity Preserved Material Sourc-
ing and Policy for Responsibly Sourced Soy from
2020.

Our total soy footprint is largely derived from
feed for animal-based ingredients used in our
products. As set out in our policies, we believe
all soy should be responsibly sourced and culti-
vated in a way that protects against legal and

4. WWF
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illegal conversion of forests and valuable native
vegetation. Where possible across our supply
chain, soy sourcing from suppliers should be veri-
fied with external sustainability standards. Where
this is not possible, we will compensate through
a credit scheme from 2020 onwards.

In most of ourrecipes, we have replaced palm
oil with healthier alternative oils. Where we do
use palm oil, it's because we have not yet found
a substitute that provides the same physical
properties needed for our products. Our policy
states that we will only purchase palm oil that
has Roundtable for Sustainable Palm Oil (RSPO)
Segregated certification, meaning it can be
traced back to RSPO-certified mills and planta-
fions. We do not use the Book & Claim model,
whereby an organisation purchases RSPO cred-
its to support the production of certified sustain-
able palm oil but does not use physically cerfi-
fied palm ail.

Our progress

In 2019, we set out to understand our full soy us-
age, mapping our footprint including both di-
rect and indirect soy use. The vast majority of our
usage is indirect, with animal feed representing
approximately 98% of our soy footprint, the ma-
jority of which is related to poultry. As a result,
we surveyed all our poultry suppliers to estab-
lish their current sourcing standards for soy, and
whether this is accredited by any external cer-
tification body. We then used this information to
better understand how we can move towards
responsibly sourced soy in line with our dedicat-
ed soy policy which was approved in early 2020.

Purchased

volume of
palm oil

1. 88% RSPO segregated

2. 11% RSPO masss-
balanced

3. 1% uncertified
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Check our progress at
WWW.rspo.org/members/455

In 2019, we reduced our total usage of palm oil
by 1,480 tonnes, or 41%, across our portfolio. 9%
of the palm oil we buy was RSPO certified, up
from 98% in 2018. 88% was RSPO-certified Segre-
gated. 11% was Mass Balance, meaning that the
volume we buy reflects an equivalent volume of
palm oil produced by RSPO-certified mills and
plantations. Following our acquisition of Good-
fella’'sin 2018, Mass Balance RSPO-certified palm
oil wasreintroduced into our portfolio. In 2019 we
focused our efforts on switching Mass Balance
palm oil fo Segregated across our portfolio.

Future plans

In 2020, we will refine our plans for increasing
the proportion of responsibly sourced soy in our
portfolio and start compensation for non-certi-
fied volumes through credit schemes.

Our main goal for palm oil is to continue re-
moving or replacing any Mass Balance palm ail
with Segregated palm oil, in order to move to-
wards 100% RSPO-certified Segregated palm oil.
We expect to complete the move away from
Mass Balance during the first half of 2020. We
will also continue to reduce the volume of palm
oil where possible.
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Our Animal Welfare Standards

We work with global suppliers
and key stakeholders to ensure
the animals from which we
source our meat are raised
responsibly.

Animal welfare is an area of concern for us and
many of our stakeholders, and consumers are
increasingly concerned about where their food
comes from, from a provenance, welfare and
sustainability point of view. Major risks to animal
welfare include poor living condifions and inten-
sive breeding, and prophylactic use of antibiot-
ics on healthy groups may also have subsequent
risk fo human health.

Our approach
Our portfolio consists mainly of fish, seafood,
vegetables and vegetarian foods. Besides fish,
our other main source of animal proteins is poul-
try. We support safe and responsible sourcing,
which includes traceability and animal welfare,
as well as environmental and ethical concerns.
We are committed to going beyond regulato-
ry standards when sourcing poultry and eggs.
In 2018, we updated our Policy on Animal
Product Sourcing, following consultation with ex-
ternal stakeholders, key suppliers and consum-
ers. In addifion to EU laws, the Policy covers re-
quirements for humane slaughtering (including
that animals must be stunned prior to slaughter)
as well as responsible use of antibiotics to pre-
vent suffering. The prophylactic use of anfibiotics
is not allowed, and Critically Important Antimi-
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crobials cannot be used at all. In addition, we
set further specific requirements for beef, chick-
en, dairy, eggs and honey products.

Our Policy places particular focus on chick-
en welfare as it is the second largest source of
protein in our portfolio, including requirements
for higher welfare conditions that are now be-
ing implemented. As aresult, we have eliminat-
ed cage-reared chicken from our supply chain
and are working to provide more enriched en-
vironments for animals, limit fransportation tfime
and continue fo reduce the need for antibiofics.
We have signed the European Chicken Commit-
ment and will work with our suppliers fo confinue
fo improve the welfare of the chickens we use
and meet the requirements of the commitment
by 2026 across our entire portfolio.

Eggs are not a common ingredient in our
products, but where we do use eggs or prod-
ucts derived from eggs, these are sourced from
barn-reared animals as a minimum.

Our progress
Over the past year, we have continued to drive
progress towards our target for 100% of our eggs
to originate from cage-free sources by the end of
2020. We expect to complete this transition during
the first half of 2020, ahead of ourinitial schedule.
In 2019, 73% of our animal protein was fish and
seafood, and 16% was pouliry. Since poultry is
our main source of animal protein after fish and
seafood, another focus for 2019 was to com-
plete the elimination of cage-reared chickens
for poultry meat from our supply chain. We suc-
cessfully moved the final outstanding suppliers
to cage-free sources, meaning that 100% of our

2 Purchase
volume of
animal
protein

1. 73% fish and seafood
2. 16% poultry
3. 10% red meat

poultry meat is now cage-free. To further im-
prove welfare standards for our broiler chickens,
we have signed the European Chicken Commit-
ment (ECC). This consists of a set of criteria for
broiler chickens going significantly beyond legal
minimums, developed by 25 animal welfare and
animal rights organisations from across Europe.

Achieving this target will require significant in-
ternal and external stakeholder engagement: a
process that we have already begun. We have
engaged with all our suppliers fo ensure we un-
derstand their current animal welfare standards
which will help us determine where to focus our
efforts going forward. We have also met with se-
lected chicken suppliers to share the ECC require-
ments and identify challenges. Internally, key
functions have participated in knowledge-build-
ing sessions related to chicken welfare as well as
aftended external conferences.

In parallel, we continued to assess suppliers
against our existing Policy on Animal Product
Sourcing as part of their on-going business with us.

Future plans

Having established our baseline for broiler chick-
en welfare through our supplier questionnaires,
a major focus area will be identifying how to
drive progress towards the ECC requirements
through stakeholder engagement within and
outside our supply chain. We will also confinue
to increase knowledge and understanding of
this issue throughout the business.

We will also continue working towards our
target of sourcing all our eggs from cage-free
sources, working with our suppliers to close any
remaining gaps.
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OurSupply Chain Ethics

The complex nature of global
supply chains in the food industry
creates a risk of human rights
abuses.

At Nomad Foods, we expect our suppliers to ap-
ply the same standards of ethics and behaviours
that we follow ourselves. This includes treating
all workers fairly, supporting equal opportunities
and taking all possible steps to prevent modern
slavery, human trafficking or child labour. Forced
labour and poor working conditions both pose
a risk within our global supply chain, particular-
ly when we are buying from indirect suppliers
in counftries with limited protections for workers.

Our approach

In 2019, we hired an Ethical Compliance Man-
agerwho isresponsible for making sure that our
suppliers meet our expectations on allissues sur-
rounding human rights, which we set out clear-
ly in our Supplier Code of Conduct (SCoC). The
SCoC outlines ourrequirements to treat all work-
ers with respect and dignity, not employ child
workers, and provide a safe and healthy work-
place for all workers. The SCoC also covers our
requirements in relation to fair business practic-
es, trade regulation, environmentalimpacts and
supply chain responsibility and tfraceability.

We use Sedex (the Supplier Ethical Data Ex-
change) to assess our direct supplier compli-
ance to our ethical requirements. Sedex is a
membership organisation for transparency in
supply chains which requires suppliers to pro-
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vide data on labour rights, health & safety, en-
vironment and business ethics, through a self-as-
sessment questionnaire and audit. The platform
helps us build our understanding of our suppliers’
operations and their level of compliance. This is
used to identify risks which will feed into the next
phase of activity, namely to work with suppliers
fo create improvement plans. New suppliers are
required to comply with certain requirements, in-
cluding being registered and assessed through
Sedex, before they can be approved to supply.

Our progress

The Ethical Roadmap which outlines the prior-
ities and key activities for the next three years
was signed off by our Sustainability Steering
Committee in 2019. The main priorities for 2019
were continuing to increase the number of sup-
pliers registered on Sedex, enhancing our ap-
proach and engaging with employees on sup-
ply chain ethics.

At the end of 2019, 76% of our suppliers were
registered on Sedex. Thisrepresents an increase
of 16 percentage points from 2018, which slightly
surpasses our target of 75% for the year.

In 2019, we enhanced our approach in three
key ways. Firstly, we incorporated strict new sus-
tainability and ethical criteria as part of our
supplier onboarding process, stipulating that
all new suppliers must meet at least the mini-
mum requirements set out in the Supplier Code
of Conduct before they can be approved. Sec-
ondly, we developed a Sustainability Procedure
which fully details the responsibilities, approach,
policies and processes within sustainability. Final-
ly, we finalised and agreed a Non-Compliance

Tier 1 suppliers
registered with

A
%9L

Procedure, outlining the steps taken when we
identify a sustainability-related non-compliance
with the Supplier Code of Conduct or policy.

To embed our strict requirements across the
business, we delivered a fraining session to our
Commercial, Legal, Procurement and Quality
teams. This included strengthening understand-
ing of modern slavery, sharing examples of eth-
icalissues that can occur within a supply chain
and highlighting the priorities and main activities
within our Ethical Roadmap.

Future plans

By the first half of 2020, our target is for 5% of
our suppliers to be registered on Sedex and to
have completed the new Sedex Self-Assessment
Questionnaire. This will enable us to move onto
Phase 2 of the Ethical Roadmap: risk assessing
our supply base and agreeing improvement
plans where necessary. We will use the new
Sedex Risk Assessment Tool to support this pro-
cess and give each site arisk rating. We will then
create improvement plans with the sites rated
high risk, with fimelines for completion depend-
ing on the risks identified.

We will also conduct an ethical audit pro-
gramme to run alongside and support the risk
assessment process. Suppliers that are new, rat-
ed high risk or within our top 50 in terms of spend
will need to have a third-party ethical audit
which has been completed within the last two
years and uploaded onto Sedex. We will then
agree time-bound improvement plans, identi-
fying and following up with non-compliances
until these are resolved.
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Our Nutritious Food

Supporting sustainable, healthy
diets is a critical challenge of
our fime.

Combatting obesity and promoting balanced
diets are issues of enormous importance across
Europe, high on the agenda of governments,
NGOs, the media and, increasingly, consumers.
As focus on the nuftritional profile of products in-
tensifies, food businesses with an unhealthy port-
foliorisk losing investment, retail shelf space and
ultimately sales, as well as negatively impacting
the health of consumers.

Creating a food system that ensures ade-
quate nutrition for all within natural limits is cen-
tral to SDG 2: Zero Hunger, and in particular
target 2.1, which aims to ensure access by all
people to safe, nutritious and sufficient food all
year round. Given that millions of consumers
choose our products to feed their families each
day, inspiring healthier diets, crafting healthi-
er foods and enabling consumers to make in-
formed decisions about what they eatis central
to our nutrition and sustainability agendas and
our purpose.

Our approach

We are committed fo growing the healthier meal
choicesin our portfolio every year. Our Nutrition
Manifesto sets out our eight key commitments to
empower positive choices, while our Nutrition
Policy specifically sets out our approach to la-
belling and product optimisation. Our Manifes-
to and Policy apply to all Nomad Foods brands,
and our Nutrition Policy has been reviewed by
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3. We will grow
the healthier
meal choices
in our portfolio
every year

Our Nutrition Manifesto:
‘Empowering Positive Choices'’

1. Inspiring healthier diets — promoting a more
plant-based diet for our growing population,
and always making nutritious foods delicious

2. Creating responsible choices — applying
external nutrition & sustainability initiatives
and policies to develop a nutritious portfolio
and impactful category ambitions

3. Crafting healthier products — working fo-
wards nutritional optimisation of our products
while maintaining the consumer experience

4. Nudging healthier choices — applying be-
haviour change theory and models to drive
healthier choices and increased consump-
tion of healthy foods

5- Making the healthier sustainable choice

our Nutrition Advisory Board: a group of lead-
ing independent nutrition experts from around
Europe.

Nomad Foods is directly responsible for the
nutritional profile of our food, from recipe crea-
fion and ingredient selection to communicating
product information to our consumers. We apply
stringent and objective nutritional assessment
to all our recipes, based on an internationally
recognised and independently verified method,

the convenient choice — democratising foods
that are good for planet and good for our
consumers, making them accessible for all

6. Embracing the joy of social eating — em-
powering positive choices by promoting family
eating and the pleasure from eating together

7. Enabling informed choices — providing rel-
evant nutrition information, including %RI &
portion advice, and adopting local labelling
schemes which are evidenced to positively
impact health

8. Educating our people - keeping up to date
on nuftrition science, emerging nutrition re-
search & external best practice, to ensure
our colleagues, customers and consumers
are well informed

and regularly assess our products for opportuni-
fies to nutritionally optimise.

Our Nutrient Profiling Tool (NPT) uses an exter-
nally verified scoring system to assess the over-
all nutritional profile of products and determine
whether they constitute a healthier meal choice.
It assesses positive ingredients and nutrients, in-
cluding fruit, vegetables, fibre and protein, as
well as nutrients of public health concern such
as sugar, salt and saturated fat. This provides an
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overall score for each product, and those prod-
ucts scoring <4 are classified as healthier meal
choices. All of our research and development
experts, including all of our chefs, are trainedin
applying the NPT.

When developing new products, we operate
astrict gate-keeping process whereby any prod-
uct not classified as a healthier meal choice is
automatically challenged and can be rejected
and redeveloped before we allow it fo launch.

Credible, easy to understand and relevant la-
belling is a powerful enabler for our consumers
to make informed choices and choose healthier
products. We use on-pack nutritional labelling
across every market we operate in and adopt
labelling schemes which are evidenced to pos-
itively impact health in relevant local markets.
This currently includes traffic light labelling in the
UK, the Keyhole symbolin Sweden and Norway,
the Heart Mark symbolin Finland and Nutri-score
labelling in France, Belgium and now Germany.

Our progress

In 2019, 0% of our total net sales came from
healthier meal choices®. Excluding our new ac-
quisitions, we have increased the total netf sales
from healthier meal choices within our retail
business by €20 million compared to 2018. This
achievement is the result of sustained efforts,
both in renovating existing products and ensur-
ing that new recipes lead the way. Our recent-
ly acquired Goodfella's Pizza business currently
comprises a lower proportion of healthier meal
choice products, so we are concentrating our
efforts on optimising the portfolio to ensure that
we meet our nutrition commitments.
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We believe in
the power of
better food
and nutrition
fo enable our
planet and its
people to
thrive.

Lauren Woodley,
Senior Nutrition
Manager

0%

Net sales from
healthier meal
choices®.

5, 6. Excluding Spain (owing
to data reliability)

We delivered on our commitment to better
ourselves year-on-year through arange of strat-
egies. We created the research and develop-
ment mantra ‘Go for Green’ to promote con-
finual striving for a green score, equivalent to
a healthier meal choice, on our NPT, whether
through innovations, renovations or product roll-
outs. This mantra was embedded through ongo-
ing internal engagement with our R&D feam. We
also worked with developers to ensure that they
understand the score boundaries of the NPT and
are constantly on the lookout for opportunities to
optimise products from a nutritional perspective.

This process highlighted the need for in-
creased salt reduction efforts, which led to the
creation of our Salt Reduction Working Group.
This group is dedicated to driving and cham-
pioning salt awareness and reduction, and fo
collaborating to provide the tools and support
needed to enable R&D to successfully deliver
the Nomad Foods Salt Strategy. We are focus-
sing on salt reduction in our biggest selling prod-
ucts by volume, as this strategy will enable us to
maximise our positive impact on public health.

We are extremely proud that in 2019, we
achieved a perfect score of 100 on the Dow
Jones Sustainability Index (DJSI) for Health and
Nuftrition: a first for Nomad Foods. This score is a
testament to the healthiness of our portfolio, our
ongoing commitment fo nutrition optimisation,
and the rigour of our policies and commitments.

Future plans

In 2020, we will strengthen our governance pro-
cesses, intensify our focus on specific nutrients
and continue renovating existing recipes to
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drive continued delivery of our nutrition com-
mitments. We will implement strong new gov-
ernance procedures to make it easier to flag
and reject recipes of concern, and continue
to promote consumers increasing their fish and
vegetable consumption. We will also continue to
disproportionally invest in advertising and media
for our healthier meal choice products and cat-
egories, to nudge healthier choices by driving
consumer awareness.

With the aim of contributing to public health
across Europe, we will launch a Nomad Foods
Salt Reduction Toolkit, and will focus on increas-
ing the fibre in our products.

Improving the healthiness of our overall port-
folio requires focussing attention on areas of the
business that are currently less high performing.
From 2020 onwards, we will place renewed fo-
cus on our Foodservice portfolio, nutritional-
ly optimising our biggest selling products and
ideally making less healthy products healthier
meal choices through product renovation. We
are also working hard to onboard our new ac-
quisitions through innovation, renovation and
portfolio management. In our Goodfella’s Piz-
za business, we are committed to implement-
ing a nutritional optimisation programme across
the portfolio throughout 2020 and beyond. This
includes our ambitious pledge to launch only
healthier meal choice vegan pizzas, to expand
the range from our current two healthier meal
choice vegan pizzas. We will also implement salt
reduction in our gluten-free pizzas.

Finally, we will continue working to ensure that
100% of R&D employees are trained on apply-
ing the NPT.
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Empowering Positive Choices

Behaviour change is necessary
if we are to improve the life of
our planet and the health of
consumers.

At the heart of our purpose, serving the world
with better food, is using our influence to em-
power consumers to adopt a more sustainable,
nutritious diet. Research suggests that adopting
a flexitarian dieft, partly replacing red meat and
dairy with plant-based foods, can significantly
reduce food-related emissions®. Businesses have
the ability and responsibility to increase aware-
ness of the issues affecting food production and
consumption, and deliver practical solutions for
consumers.

Consumer behaviour change is also a critical
part of reducing global food waste in line with
SDG 12.3. In the European Union, households
generate more than half of total food waste’.
This wasted food exacerbates malnutrition and
food insecurity whilst using vast quantities of wa-
ter, land and energy to produce food thatis nev-
er consumed.

Our products reach a wide consumer base
across Europe, and we are determined to har-
ness the power of our brands in helping more
people to enjoy a balanced diet.

Our approach

Supporting a shift fowards a more flexitarian diet
is one of the central goals within our corporate
purpose, and in particular our principle of ‘Eat-
ing for the Planet’. We know we have a strong
role to play in catering for demand for plant-
based options, as we can build on our knowl-
edge, expertise and consumer frust to create
plant-based versions of family favourites with a
lower carbon footprint than red meat. We are

8. World Economic Forum
9. European Commission
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working actively to infroduce more plant-based
options to our portfolio, focussing on pea protein
which has among the lowest carbon footprints
of the common plant proteins.

As well as promoting flexitarian diets, we use
the influence of our brands to help protect the
health of our oceans. Through on-pack and in-
store activations, online resources and promo-
fion of the Nomad Foods Fish Provenance Tool,
we work to increase public knowledge about
sustainable fishing and champion greater trans-
parency around the origin of fish products.

As a frozen food business, we are in a strong
position to empower consumers fo reduce food
waste. Freezing food enables food to stay fresh
forlonger and facilitates portion control, thereby
minimising food wastage at a consumer level.
Through our brands, we raise awareness about
the scale and impacts of food waste and in-
spire consumers to change their behaviour.
One example is the ‘Findus Food Waste Promise’
launched by Findus Norway, whereby consum-
ers can pledge fo reduce their own food waste
through better planning of meals and increased
use of the freezer.

We use our extensive digital reach to edu-
cate and inspire consumers in making health-
ier choices. Nomad Foods brands deliver cam-
paigns fo promote uptake of vegetables and we
share creative recipe ideas through our brand
websites to encourage consumers to incorpo-
rate more nutritious food in their diet.

Our progress
In 2019, we began the pan-European roll-out of
our new Green Cuisine range of meat-free prod-
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ucts, following a successful pilot in Sweden in
2018. We launched the Birds Eye Green Cuisine
Powered by Plantsrange in the UKin March 2019,
with the aim of providing consumers with nutri-
tious plant-based products that are not made
from soy. The range includes burgers, sausages
and meatballs, and is designed to offer popular
meat-free choices for consumers and empow-
er both meat-eaters and vegetarians fo make
culinary choices that support planetary health.

We also launched our ‘Follow the Fish’ cam-
paignin the UK, Belgium and the Netherlands to
inspire the public to learn more about the origins
of their fish. Through a multi-channel approach,
including on-pack competitions, advertising on
television and social media and an Ocean Ex-
plorer Passport for children, we built awareness
of sustainable fishing practices, encouraging
consumers to choose MSC and ASC-certified
fish products. We offered a host of competition
prizes, including freezer bags made from upcy-
cled fish nets. Where we have results from the
campaign, we can see that the number of peo-
ple engaging with the campaign increased by
85% compared to previous competitions and
the unique page views on our Fish Provenance
Toolincreased by 445%.

In addition, we continue to use our significant
influence to promote healthier consumption. In
the UK, Birds Eye participated in an advertising
campaign to increase vegetable uptake among
UK children. The campaign, “Eat Them to De-
feat Them”, was delivered in partnership with the
Food Foundation’s Veg Power alliance, national
television channels, and a range of UK super-
markets. 38 million people saw the campaign,
with 46% of children who saw it reporting that
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it had made them try new vegetables. At the
same time, we worked with children’s newspa-
per First News to engage 80,000 children about
the power of vegetables for their family’s health.
This is a testament to the power of positive ad-
vertising to drive healthy behaviour.

Findus Norway continued our national PR cam-
paign to raise awareness of food waste, in part-
nership with food waste reduction charity Mat-
vett. The 10-week digital campaign was shown
over 7 million times. This led to over 4,000 con-
sumers signing the Findus Food Waste Promise to
better manage their own food waste, including
the Norwegian Minister of Climate and Environ-
ment. This is a great achievement within our work
to drive stakeholder collaboration on food waste.

people saw Eat Them
to Defeat Them

Future plans

In 2020, we will continue to lead a range of
new campaigns to nudge consumers towards
healthier and more sustainable diets. Follow-
ing a successful launch at the end of 2019, we
will expand our cross-market ‘Eat in Full Colour’
campaign to encourage people to add more
vegetables to their diets, increasing uptake of
vitamins and other essential nutrients.

We will build on the success of our existing cam-
paigns, maximising theirreach through widerroll-
out. Our ‘Follow the Fish’ campaign will launch
in Italy and Austria, as we continue to work to
increase awareness of the importance of fish for
maintaining a healthy diet. In the UK, we will con-
tinue our partnership with Veg Power fo launch a
second consecutive advertising campaign.
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Empowering Consumers

through Nuftrifional Labelling

Enabling informed choices

Providing transparent nutritional information
that is easy to understand is a key element of
our Nutrition Policy and Manifesto. To deliver our
commitment o enable our consumers to make
informed choices, we adopt widely recognised
local labelling schemes with demonstrated pos-
itive impact on health, including traffic light la-
belling in the UK and the Keyhole symbolin Swe-
den and Norway.

Promoting the Nutri-score
labelling system
Nuftri-score is a voluntary front-of-pack labelling
system that gives food and beverages an overall
nutritional rating on a scale from A-E (from more
healthy to less healthy), with corresponding col-
ours ranging from dark green to dark orange.
By being among the earliest adopters of new
labelling systems, we can harness our size and
drive wider uptake of these systems within our
markets. This is true of Nuftri-score, which we first
adoptedin our French Findus business in 2018. We
then built on this success, infroducing Nutri-score
in our Belgian iglo business, and engaging the
German government to champion Nuftri-score
as Germany'’s voluntary front-of-pack labelling
system.

Driving public opinion fo

influence regulation

Using our influence across the food sector to
empower consumers is central fo our strategy.
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Throughout 2019, we engaged with the German
government, political organisations and the me-
dia to champion Nutri-score as the nationally
accepted nutritional labelling system in Germa-
ny, partly based on the evidence for its positive
impact on consumer food purchase.

We faced challenges along the way, but re-
mained firm in our belief that transparent nutri-
fional information is critical for enabling better
decision-making by consumers. Thanks to our
public affairs activities, our stakeholder engage-
ment and the enormous media attenfion we
generated around this issue, we were success-
ful. In October 2019 the German government
announced that it will take formal steps to make
Nuftri-score Germany's voluntary front-of-pack
labelling system.

We have now begun to apply Nutri-score on
pack across our German iglo products, and al-
ready provide the Nutri-score for our products
on the iglo website. Many other German brands
are following our lead in introducing Nutri-score
for their products.

We will continue to champion nutritional la-
belling across our markets, driving progress to-
wards better and clearer on-pack information
and challenging other food businesses to do
the same. We are proud to have played anim-
portantrole in helping German consumers, and
those across Europe, to make informed, health-
ier choices.
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Our Approach to Additives

Our consumers expect us to
produce delicious meals
without using artificial
additives.

There are widespread concerns amongst poli-
cymakers, governments, civil society groups and
the media about the use of certain additives
and less familiaringredients such as phosphates,
e-numbers, MSG, artificial colours and flavour-
ings. These concerns are particularly prevalent
in the majority of markets where our brands op-
erate.

Consumers expect food brands to lead the
way in creating products from simple, familiar
ingredients. Our ambition is to produce great
tasting food from ingredients that consumers
could find in their own store cupboard.

Our approach

Our target is for 100% of our portfolio to be free
from flavour enhancers, artificial lavours and ar-
tificial colorants by the end of 2022.

We have been active in this area for over 15
years, and we keep spurring progress. We are
directly responsible for the composition of our
foods, and ourresponsibility stretches across our
supply chain, from our choice of ingredients and
recipes to the marketing and labelling of our
products.

Our Clean Labelling Policy has been in place
since 2003. As specified in this Policy, we cate-
gorise allingredients info four categories, based
on consumer research, to assess whether they
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4. 100% of our
portfolio to be
without flavour
enhancers,
artificial lavours
and artificial
colourants by
the end of 2022

meet consumer demand for familiar, natural in-
gredients. These range from ‘Optimum’ ingredi-
entssuch as eggs, pasta and milk, to ingredients
that we do not accept in any products, such
as MSG and hydrogenated fats. We use these
standards to determine our ingredient selection
when developing new products orreformulating
existing ones.

In 2018 we established a central Clean Label
Steering Committee to monitor our progress and
drive ongoing improvement. We have also in-
stated a strong governance process to ensure
that 100% of our new products are free from fla-
vour enhancers, artificial lavours and artificial
colorants.

Freezing is nature’'s way of preserving food as
well as locking in nutrients and flavour without
the need for preservatives. Therefore, we do not
add preservatives when creating new products,
except where these are necessary for food safe-
ty or where the traditional method of creating
a product involves adding preservatives (for ex-
ample, ham).

Our progress

At the end of 2019, 95% of our portfolio (includ-
ing our new acquisitions, Goodfella’s Pizza and
Aunt Bessie'’s) was free from flavour enhancers,
artificial lavours and artificial colorants. Through
dedicated work fowards our challenging target,
we attained anincrease from 2018 — despite ac-
quiring new businesses that had not historically
been subject to ourrigorous clean label govern-
ance procedures. The proportion of our legacy
brands that are free from flavour enhancers, arti-
ficial flavours and artificial colorants is even high-

er, at 96%. We are really proud of this achieve-
ment, which shows our determination to deliver
products in line with consumer expectations.

Future plans

Due to the acquisition of two new businesses in
2018, we inherited recipes that do not yet meet
our Clean Labelling Policy. Despite the pro-
gress we have made, we have therefore found
it necessary to extend the deadline for our ad-
ditives commitments. We are actively working
to improve our portfolio, especially that of our
new acquisitions, renovate existing recipes and
maintaining a strict governance process for new
ones. Through this work, we aim for 100% of our
portfolio to be free from flavour enhancers, arti-
ficial flavours and artificial colorants by the end
of 2022.

Products without
flavour enhancers,
artificial flavours

and articial
colorants
~0 ~0
w (3)]
N N
~0 <0
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QOur Emissions

Climate change is one of the
defining issues of our time —in
need of urgent and immediate
action from all sectors of
society.

Global heating is already having significant im-
pacts, and these are likely to dramatically in-
crease over the coming decades. Examples
include changing weather patterns, extreme
weather such as drought and flooding and the
warming of our oceans — and these will have
implications on how we operate as a business.

Emissions from food systems are one of the
major contributors to climate change, estimat-
ed to contribute to between 20-40% of global
greenhouse gases each year. Our global food
supply is also at risk from the effects of climate
change through decreased land availability, lo-
cal water scarcity, soil health deterioration and
ocean acidification.

Tackling climate change means changing
the way businesses operate today. We know
the solution requires action to protect the en-
vironment, end deforestation, safeguard biodi-
versity and ensure resources are used in an ef-
ficient way with a long-term focus. To achieve
the transformational change needed, collab-
oration between business, governments and
NGOs across the full supply chain will be key.

As a food business we have animportant role
to play in addressing these issues, and we are
determined to play our part.
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5. We will
reduce our
greenhouse gas
emission (GHG)
year after year*

*per ton of finished goods

Our approach

We are committed to reduce our greenhouse
gas emissions every year in line with recent cli-
mate science, as set out in our Safety, Health
and Environment Policy.

We measure and calculate our carbon foot-
print annually, by mapping all sources of emis-
sions and converting them into equivalent tfons
of carbon dioxide. Our footprint covers our own
operations (i.e. all factories operated by No-
mad Foods excluding co-packers), all owned
and third-party warehousing and our inbound
logistics. This is then used to set annual reduc-
tion targets and identify key initiatives to deliver
against those. Since a significant portion of our
emissions are related to waste and energy us-
age, this is where our focus is.

We calculate and report our total Scope 1,
Scope 2 and Scope 3 emissions (see table for
more detail) in line with the GHG Protocol and
have it externally audited. Key metrics for our
business is carbon intensity, or CO2e per ton of
finished goods, and absolute equivalents of car-
bon emissions.

We are applying a standardised operating
model to drive improved performance within
our supply chain alongside developing a perfor-
mance management culture. We have imple-
mented a network wide contfinuous improvement
programme to drive resource efficiency of raw
materials, packaging materials, water usage and
operatinglines to create more value with less im-
pact on the environment.

We believe collaboration is key to drive soci-
efalchange which is why we engage in initiatives
such as UK WRAP C2025 and the UK Plastics Pact.
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GREENHOUSE GAS EMISSIONS
Scope 1

Natural and biogas
Diesel/Petrol
Lubricating QOils
Liquid CO2 & Dry Ice
Propane

Air Conditioning

Direct emissions
from owned
and controlled
sources

Scope 2

Indirect emissions
from the genera-

tion of purchased
energy

* Purchased electricity
¢ District heating*
* Purchased steam

Scope 3

Reused materials and waste
Diesel/petrol from leased vehi-
cles

Liquid nitrogen

Propane

Fertiliser

Fresh and effluent water
Electricity in external warehouses
Inbound logistics

Indirect emissions
that occurin our
value chain

*Added fo scope as of 2019

GHG Protocol I’ :
A

Verified Corporate GUTcert
Carbon Footprint AFNOR Group

The reported total CO2eq
emissions were confirmed with
reasonable assurance by GUT-
cert, an accredited verification
body and member of the
AFNOR Group. The scope of
GUTcert’s verification includes
scope 1, scope 2 and scope 3
of the Greenhouse Gas Profo-
col “A Corporate Accounting
and Reporting Standard” and
GUTcert's procedure is based
on ISO 14064-3, taking info
account ISO 14064-1 and ISO
TR 14069.
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Our progress

Recognising that more needs to be done, we
signed a commitment letter to the Science
Based Targets initiative (SBTi) in 2019, stating our
intenfion fo set new carbon reduction targets
in line with limiting global temperature rise to
1.5°C. We were among the first 750 organisations
globally to do this and will submit our first pro-
posal late 2020. This will set out our plan for how
we will achieve carbonreductions over the next
5-15 years with along-term ambition fo achieve
net-zero carbon emissions by no later than 2050.

In 2019, our carbon emissions intensity in-
creased fo 614.5 kgCO2e per ton of finished
goods, due fo the addition of two newly ac-
quired brands, Aunt Bessie's and Goodfellas. The
increase is mainly due to higher carbon intensity
derived from animal product related waste. As
the business grew, absolute emissionsincreased
to almost 340 kilotons CO2e.

Excluding the two new businesses, emissions
intensity per ton of finished goods decreased
by 9% due to our sustained efforts to drive effi-
ciencies within those operations. To ensure con-
finuous decrease in line with our commitment,
we will extend our dedicated effort across all
operations to reduce our emissions intensity for
2020 and beyond.

The largest proportion of our emissions occur
as a result of waste and materials for re-use, of
which the majority are sent for animal feed. As
the business grew, the total waste volume in-
creased to 51,521 tons. Excluding the two new
businesses, waste and materials for re-use re-
duced by 8% compared to 2018. We expect to
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kgCO,e per ton of
finished goods

5925 742 6145
-52.2
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Total
Scope 2
energy
consumption

1. 60% grid-supplied
electricity

2.20.8% renewable
sources

3. 19.1% purchased
steam

4. 0.1% district heating

continue to drive overall reductions as part of
our improvement programme.

We know that partnerships and collabora-
fions are essential fo reducing food waste, which
makes up two thirds of all waste generated.
In 2019, we held a pilot workshop called “"Op-
portunity walk™ at our factory in Hull (UK) with
waste reduction specialists from UK WRAP and
FareShare, a UK based national network of char-
itable food redistributors. The aim of the session
was to identify areas in which we can reduce
or divert waste for repurposing. The workshop
generated tangible ideas that are now being
reviewed and shared with other factories.

Although we are taking steps to minimise food
waste across our business, we do still have sur-
plus edible food. We have long lasting relation-
ships with local food banks across Europe, to en-
sure surplus food is redistributed to those who
need it most. In 2019, we donated the equivalent
of almost 490,000 meals across nine markets.

We are also working to optimise our logistics
where possible. Following a successful pilot in
2018, we expanded our inifiative to tfransport fin-
ished products from our existing production sites
using rail freight instead of diesel road transport
to further reduce transport-related emissions,
saving 259 kg CO2e per container.

Another major source of emissions is linked to
electricity usage, and in order to reduce them,

1 Aunt Bessie's and Goodfella's Pizza were excluded from our
2018 corporate carbon footprint as acquisitions were made
midway through 2018

2 Across our Scope 1, 2 and 3 corporate carbon footprint

3 Includes natural gas, propane and biogas

we are transitioning our factories to 100% elec-
tricity generated from renewable resources. Dur-
ing 2019, one additional factory moved to elec-
fricity from renewable sources and we expect
another six to move during 2020. As a result, our
proportion of electricity fromrenewables hasin-
creased to over 25% and we anficipate it to be
around 50% by the end of 2020.

Reducing water usage is part of our contin-
uous improvement programme. Last year, we
reduced our total fresh water consumption to
4,741,312 m3 across the business, with ten of our
sites reducing their water usage.

emissions

drivers?

1. 47.1% Waste &
Materials for Re-use

2. 18.8% Gaseous Fuels®

3. 10.8% Logistics &
Warehousing

4. 10.2% Purchased
Electricity

5. 6.5% Fresh & Waste
Water

6. 3.2% Purchased
Steam

7.3.3% Other
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Future plans

While we continue our efforts to decrease an-

nual reductions in line with our current com-

mitment, we will submit our first SBTi proposal

late 2020 with a long-term ambition to achieve

net-zero carbon emissions by no later than 2050.
Following the acquisition of Aunt Bessie’s and

Goodfellas, our 2019 emissions data will serve as
our new baseline going forwards. We have set
an annual reduction target of 2% for 2020 across
our full operations and, as part of our perfor-
mance management programme, we will im-
plement quarterly in year tracking which will
allow us to review progress and take corrective

""-—'&d.-.
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actions, if needed.

Food waste remains a focus area as does re-
duction of the impact from energy. We are look-
ing atreplicating the “"Opportunity walk” across
more sites and will continue our effort to reduce
energy usage whilst moving another six sites to
“green” electricity.

We are delighted that Nomad
Foods was amongst the first 750
companies to commit to set
Science Based Targets in line
with 1.5 degrees. We will need
fo make efficiencies across our
value chain and embrace new
technology to make sure we
achieve this.

Oliver Spring,
Group Sustainability Manager
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Collaborafing to Reduce Waste

The problem of food waste
Approximately 1.3 billion tonnes of food pro-
duced for human consumption is lost or wasted
every year'®. This is an enormous waste of the
natural resources used to produce, process and
transport food, contributing to global heating
and exacerbating food insecurity and biodiver-
sity loss.

Halving global food waste as specified in
SDG 12.3 requires stakeholders from across the
food industry and beyond to work together. We
are championing progress towards this target:
streamlining our supply chain, redistributing sur-
plus food, driving cross-sector collaboration and
promoting consumer behaviour change to en-
sure that less food goes to waste.

Minimising food waste in production
We are working to minimise food waste across
all our markets and operating sites, using cer-
tain markets to lead the way and pilot new
solutions. In Sweden, Norway and the UK, we
have pledged fo halve food waste by 2030. To
achieve this ambitious target, we are harness-
ing new tfechnology including an optical sorting
machine that uses precise photographic sensors
to sort edible food from waste, maximising our
yield and reducing waste. We are improving our
factory operations to streamline production and
prevent spoilage, as well as partnering with re-
tailers to sell vegetable offcuts at an affordable
price rather than use them as animal feed.

Working together to

generate solutions

Nomad Foods has a strong history of pushing
for progress on food waste beyond our supply
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chain. One example of our pioneering work is
Findus Norway's partnership with food waste
charity Matvett on a national campaign to
showcase the volume of edible food wasted
in Norway. To date, 4,000 people have signed
our ‘Findus Food Waste Promise’ fo reduce food
waste through better planning and greater use
of the freezer, including the Norwegian Minister
of Climate and the Environment.

Using our influence to

lead the discussion

Having laid the foundations for change through
broad awareness raising, we are now driving un-
derstanding of potential solutions and promot-
ing consumer behaviour change.

Across three lunches prepared using surplus
food, Findus Norway and Matvett convened in-
dustry representatives, charities, campaigning
organisatfions, schoolchildren and politicians
to explore solutions to food waste. As a direct
response, the Minister for Agriculture and Food
announced that she will host a new meeting
with food industry players and governmental
agencies to further explore food waste reduc-
tion strategies at a national level.

We believe that ourinfluence within the food
industry, our wide consumer reach and our
unigque capacity to promote freezing as a solu-
fion to food wastage make us perfectly posi-
tioned to lead the way towards a less wasteful
food industry. We are determined to continue
harnessing our strong position to reduce global
food waste for good.

10. UN FAO
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s-border cooperation is crucial if we
fo succeed in halving foed waste in Norwoy
by 2030. Matvett is pleased fo collaborate™
with Findus fo raise awareness about food:
waste, with consumers, in the food lndusfry
with the authorities and in the media.
Anne Marie Schrgder,

Matvett Communications Manager



Our Packaging

Packaging protects the safety
and quality of our products,
but we need to minimise its
impact on the planet.

Our packaging protects the product against
contamination, it is designed to optimise logis-
fics, it helps with portion sizes, carries information
for customers, and, by maintaining the quality
of products for the duration of their shelf life, it
also helps to reduce food waste.

However, packaging, in partficular plastic
packaging, has been in the spotlight because
of its environmentalimpacts. Poor management
of recycling or waste disposal of plastic packag-
ing can result in plastic leaking from the waste
management cycle into oceans, threatening
the lives of sea birds and marine animals, and
disrupting ecosystems.

We are determined to minimise negative im-
pacts of our packaging on the environment —
and this forms an important element of our sus-
tainability strategy.

Our approach

We primarily design our packaging around food
safety needs and environmental impact con-
cerns, ensuring that the packaging protects the
product but does not waste natfural resources.
Our sustainable design principles encapsulate
our approach to packaging innovation: minimis-
ing packaging material use; driving circularity;
minimising plastic waste and harnessing the fu-
ture of sustainable packaging.
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6. 100% of our
consumer
packaging will
be recyclable
by the end of
2022

Our Policy on Packaging covers all our pack-
aging elements, from the box or bag protect-
ing our food to the packaging that transports
our products. When virgin paper is used, it must
be from sources that are certified in responsible
forest management. We use recycled materials
where possible (and where legally approved).
All new packaging development is assessed for
sustainability and not approved unless it meets
our recyclability criteria or, rarely, by exception
to ensure food safety.

The policy also stipulates how we can help
our consumers to tackle packaging waste. This
includes using labelling systems to raise consum-
er awareness of recycling and recovery systems
across Europe (e.g. the On-Pack Recycling Label
Scheme in the UK).

In some places, we do need to use flexible
materials such as plastic. In these cases, innova-
fion in material composition is required to mini-
mise their environmentalimpact. We are active-
ly working with suppliers as part of our Technical
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Innovation Pipeline to develop new materials
with full recyclability that will be suitable for our
frozen food portfolio. In the UK, Birds Eye is also
a founding signatory of the UK Plastics Pact. The
Plastics Pact is a collaboration between busi-
nesses, NGOs and the UK government to elim-
inate unnecessary plastics and deliver against
ambitious targets for increasing recycling and
reducing single-use packaging.

Our progress
As of the end of 2019, almost 73% of our pack-
aging portfolio was recyclable. This is a slight
increase from last year, yet lower than initially
expected. This reflects the complexity of intro-
ducing new recyclable flexible materials into our
supply chain processes. In order to drive pro-
gress faster in this area, we need to focus re-
sources and promote collaboration with other
stakeholders across the full value chain.

In 2019, we updated our Policy for Packag-
ing, as well as our Responsible Packaging Design
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Code of Practice, which led to a series of pilot
initiatives across our portfolio. One of these initi-
atives was a focus on reducing the size of pack-
aging, which conserves raw materials and op-
fimises fransport logistics. We also investigated
changes in materials, with an intensified focus
on recyclability. As a result, we have switched
all bowl packaging in the UK to non-black plas-
tic to ensure they are detectable for recycling
processes. Where packaging is not in direct con-
tact with food, such as outer paper based pack-
aging, we are switching to recycled materials
where possible.

Reducing the amount of packaging used for
our products is an important part of minimising
ourimpact on the environment. In 2019, we reno-
vated the packaging for ouriconic Schemmerfi-
let fishbake range, which result in the removal of
90 tonnes of plastic on an annual basis.

Reducing packaging weight can result in
reduced carbon emissions when transportfing
products. In 2019, we focused on our pizza port-
folio, reducing the weight of plastic wrapping
by 17%.

We are also developing and trialling new ma-
terials and alternative technologies. This year,
we have also switched all paper-plastic laminat-
ed bags, which is a non-recyclable material, to
arecyclable mono-plastic alternative.

Future plans

We aim to complete the transition to recyclable
plastics across our leading product ranges. This
will allow us to apply the learnings more broadly
across both materials and packaging machin-
ery. Our key objectives are switching to single
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Recyclability

is just our first
step. Our goal
is to move to a
circular econ-
omy for pack-
aging Across
all parts of the
Nomad Foods
business, op-
fimising our
packaging for-
marts wherever

we can.

Tim Matthews,
Head of R&D
Implementation

material plastics and ensuring our paperboard
packaging is 5% paper-based as a minimum
to ensure recyclability.

Helping consumers dispose of packaging cor-
rectly is fundamental to ensure more packaging
can be collected andrecycled, which is why we
are continuing our work in developing front-of-
pack guidelines for all markets.

We will further engage in partnerships and fo-
rums at alocallevel, to share learnings, influence
policy making and push for structural changes
to enable better sorting and collection of plastic
packaging. As we continue to strive for a circu-
lareconomy for packaging, we invited suppliers
and experts to a Future of Packaging forum, pre-
paring us for a more sustainable future.

*SIIIITHEENMJL*
 CHICKEN WINGS
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Employee Health, Safety and Wellbeing

We know that great people
make the difference, so we
protect and promote the
health and wellbeing of our
employees.

Our people are integral to everything we do at
Nomad Foods —it's embodied in one of our core
values, ‘Great People make the Difference’. We
currently have over 4766 colleaguesin 15 coun-
tries and if they're not a healthy, engaged and
productive workforce, there is arisk to our ability
to function as a business.

Our approach

One of our primary responsibilities to our em-
ployees is fo ensure they are safe in their place
of work. This is true for all our employees, but
especially so for those in roles in our factories
where workers may be exposed fo risks from ma-
chinery, on-site fransport vehicles and coolant
chemicals.

This year we launched our Safety, Health & En-
vironment Policy, which covers all Nomad Foods
manufacturing facilities, offices, operational lo-
cations and allemployees. It also encompasses
contractors, visitors, local communities, potential
mergers and acquisitions, and any other third
parties that may be affected by our business
operations. Our Policy outlines our aspirations to
use the best available technology, fraining and
leadership to ensure safety is our priority, and we
benchmarkinternally and externally to continu-
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887%

employees partici-
pating in ‘our voice’
culture survey

ously challenge ourselves to improve, learning
from other industries.

We believe all accidents and incidents are
preventable, and we frack the number and rate
of incidents per million hours worked each year
in our factories. Our company leadership tfeams
are accountable for the health & safety prac-
fices within our business, and we encourage our
employees and contractors to take responsibil-
ity for the safety of those around them too. Our
Group Health and Safety Manager is responsible
for ensuring health and safety processes are in
place throughout all of our systems and for con-
finuing to raise awareness of clear processes for

&

Better sourcimg

reporting and escalating incidents and injuries.

The wellbeing of our employees is of huge im-
portance fo us. We offer employees a health and
wellness programme under the framework of ‘our
well way'. This programme is designed to support
all our colleagues’ physical, mental and financial
wellbeing. The programme consists of a global
toolkit which is delivered across our markets by
local champions. In addition, we provide a wide
range of employee benefits, which vary according
to the needs of specific markets and exceed stat-
utory minimumes, such as an employee assistance
programme, life assurance and private healthcare
to eligible employees in specific markets.

'
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We measure the safisfaction and sustainable
engagement through our annual culture sur-
vey, ‘our voice’, which is open to all employees.
It covers multiple fopics across eight areas in-
cluding Communication, Leadership, Learning
& Development, My Job and Health, Safety &
Wellbeing. Scores from 9 key questions are com-
bined to an aggregated “sustainable engage-
ment score” measuring our employees’ overall
connectivity with Nomad Foods.

Recognition is an important aspect of our
culture at Nomad Foods, including our well es-
tablished Nomad Foods People Awards. This
scheme includes our ‘People Award for Sustaina-
bility" which formally recognises colleagues that
embed sustainability into their role and cham-
pion our sustainability agenda in their teams
and departments. A person or teamis awarded
for an achievement related to our sustainabili-
ty agenda each quarter, and every spring we
celebrate the winners, as well as Sustainability
Champion of the Year, at a gala event. We also
have a group-wide learning and development
programme for leaders and managers, as well
as extensive online and face-to-face learning
and development opportunities.

Our progress

In 2019, our Lost Time Injury Frequency Rate (LTI-
FR) was 18.33 per million hours worked. We also
saw 105 total recordable cases (TRCs), a 48% in-
crease compared to 2018. This was in part due
to the acquisition of new sites. Of these incidents,
the majority were due to slips and trips, cuts,
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moving or falling objects and workplace frans-
port. Reversing this trend and accelerating com-
pany safety performance is a key priority for us.
We have created a roadmap for 2020 that in-
cludes further training for line managers, estab-
lishing risk reduction standards and implement-
ing behavioural-based safety programmes.
These will ensure that our new Health and Safe-
ty policy is implemented so that all of our em-
ployees can enjoy safe working environments.

To support the wellbeing of our employees,
we have continued to develop our wellbeing
programme ‘our wellway'. In 2019, we raised vis-
ibility of the programme through our employee
engagement portal, Nomad&Me, and through
a network of employee ambassadors across
the business. ‘our well way' activities included
sponsored exercise events across sites, healthy
eating campaigns, financial education pro-
grammes, raising awareness of mental health
and support services, and an employee assis-
tance programme.

Results from our employee survey, ‘our voice’,
demonstrated improvements across our major
wellness indicators and high employee partic-
ipation. Our sustainable engagement score of
85is 6 points above the FMCG norm and 1 point
higher than 2018, and we will continue to en-
hance our employees’ experience further in
2020. We attribute thisincrease from 2018 to cen-
frally led initiatives with local activities, and an
intensified focus on leadership, learning & devel-
opment, and communication with employees.

18.33

Lost Time Injury

Frequency Rate per
million hours worked

(all employees)

Sustainable
Engagement
score
o 0o
H (3]
o3 B
~0 0
% 75

Future plans

Our focus for 2020 is to set foundations for re-
ducing risk and accidents, and establish pro-
active safety activities across our supply chain.
We aim to build a culture in which health and
safety reporting is a natural part of every em-
ployees’ working day, especially for near misses,
and standardise incident investigations so that
we can better understand where risks occur and
why incidents happen.

We will also continue to develop our col-
leagues personal and professional develop-
ment through ‘our well way’ with key activities
across 2020. The Nomad&Me intranet portal will
hold new training resources, including function
specific resources for those looking fo broaden
their skills.
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Diversity and Inclusion

We believe a diverse and
inclusive business makes us,
and society, stronger.

Inclusionis at the heart of the sustainable devel-
opment agenda and is central to many of the
Sustainable Development Goals. Ensuring that
employment practices reach out to a diverse
range of people and creatfing a culture where
colleagues feel involved, respected, and con-
nected, regardless of their sex, gender, sexual
orientation, age, race, ability, religion or ethnic-
ity is of fundamental importance to all business,
very much including our own.

A diverse workforce and inclusive employ-
ment practices is a central part of our strate-
gy, and one where we are determined to keep
moving forwards. It helps us retain and attract
the best people, and better understand and en-
gage the people who buy our products. Failure
to actin this space carriesrisks to employee mo-
fivation and our ability to attract the best can-
didates.

Our approach
Our ambitionis fo create an environment where
colleagues feel involved, respected and con-
nected — where the richness of ideas, back-
grounds and perspectives are leveraged to cre-
ate business value.

Our approach is detailed in our Nomad Di-
versity and Inclusion (D&l) Policy. Thisis comple-
mented by our D&l Framework, which outlines
our approach to embedding D&l within Nomad
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33

“Management sup-
ports diversity in the
workplace” score

7

Foods and focuses on three areas that are key
to a successful business model: talent, leader-
ship and competitiveness. It includes guidelines
around our recruitment processes, such as in-
cluding female candidates in all professional,
managerial and directorroles and that all exter-
nalrecruitment processes should reflect a 50/50
gender split.

We have a Diversity and Inclusion Steering
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Group, sponsored by members of our Executive
Committee and made up of colleagues from
various functions across the business. This com-
mifttee supports and promotes the D&l agenda
in the business, working with local champions at
our locations across Europe.

One area of specific focus is gender balance.
We want our Enterprise Leadership Team (made
up of our top leaders across the business) to pro-
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gress towards an equal balance of men and
women, whilst never compromising on ensuring
that we have the best talent in these roles.

We recognise that D&l needs to be infegrated
in all areas of the business, so we use multiple
touchpoints to create a more inclusive environ-
ment. Examples of thisinclude our learning and
development offerings, highlighting success sto-
ries and sharing best practice, recruitment and
retention focused on reaching top talent across
diverse groups, and developing staff through
mentoring across all geographies in our busi-
ness. Our Women in Nomad Neftwork runs sev-
eral events throughout the year on various top-
icsincluding role models, mentoring, emotional
resilience and establishing your own personal
brand. Our Early Career Network forumis an ac-
cessible and friendly network for colleagues to
connect with their peers and more senior col-
leagues on key topics affecting those early in
their careers.

We monitor our progress using several meth-
ods, such as measuring gender split af each
work level within the business and employee
perceptions through our annual culture survey,
‘our voice'. The survey contains two questions
relating to D&I, from which we can generate a
score that demonstrates favourable answers to
these statements.

Our progress

In 2019, the proportion of female employees in-
creased by 1 percentage point at a fotal com-
pany level. At a senior leadership level, 26% of
our Enterprise Leadership Team and Executive
Committee was female, which is lower than last
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Our culture
survey measure
for diversity is
up eight per-
centage points
from 2018 -
which we are
delighted with.

Rachel Young,
Nomad Foods
D&l lead and
ambassador

Gender
split across all
employees

1. 64% male
2. 36% female
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year. We are committed to doing more on this,
and we are working with our recruitment part-
ners to develop more gender-balanced can-
didate lists for senior positions and across the
business. Internally, we have rolled out a series
of initiatives across the business to put our D&
strategy into action, such as unconscious bias
training and expanding our Women in Nomad
network across UK sites and beyond. We estab-
lished our Value Ambassador network, which is
made up of local colleagues working with busi-
ness leaders and tfeams to deliver engaging ac-
fivities using the ‘our way’ values and tools to
support business objectives. This community also
have arole to play in supporting D&l through en-
suring thatitis reflected in their wellbeing activi-
fies. We also contfinued to celebrate Internation-
al Women's Day, as well as International Men's
Day with a focus on mental wellbeing in 2019.
Results from our annual culture survey, ‘our
voice’, increased across both questions relat-
ing to diversity and inclusion in the workplace.
We are proud that we are improving the work-
ing environment for all Nomad employees and
will continue to drive progress throughout 2020.

Future plans

2019 was animportant year for Nomad Foods in
establishing its company purpose. In 2020, we
will ensure that employees feel engaged with
our purpose in everything they do, and our an-
nual Culture Summit will focus on bringing the
company purpose to life in our focus on sustain-
ability, D&l and ‘our well way' activities.
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Governance

Strong governance is essential
in driving progress towards our
sustainability targets.

To translate strategy into action, we need clear
structures and procedures as well as strong gov-
ernance in place across the business.

Our Executive Committee is ulfimately respon-
sible for Nomad Foods' sustainability strategy as
well as its execution. The Executive Committee is
informed by the Sustainability Steering Commit-
tee, made up of several executive members as
well as representatives from different functions,
markets and areas of expertise. The Steering
Committee meets three times a year to moni-
tor current progress, discuss gaps and agree fur-
ther activity. Through this process, the Commit-
tee develops our sustainability strategy, targets
and resource allocation, and works to continu-
ally influence our sustainability agenda.

Day-to-day, our group sustainability strategy
is led and implemented by the Group Sustain-
ability Director. The Director reports directly to
the Chief Commercial Officer, who sits both on
the Executive Committee and the Sustainability
Steering Committee.

To ensure compliance with our sustainability
strategy and communicate expectations across
the business, we have a set of public and inter-
nal policies which lay out our approach. Allma-
terial areas are covered in one or more business
policies. Internal Subject Matter Experts (SMEs)
are responsible for drafting policies, which are
then approved by our Policy Review Group
made up of senior representatives from Legal
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and HR before being signed-off by our Execu-
five Committee. Policies are supported by infer-
nal documents, such as a code of practice or
procedure. We ensure compliance to policies
through annual supplier questionnaires as well
as risk-based audits. Compliance to topics that
are material to our sustainability agenda are re-
ported annually in our Sustainability Report.
Nomad Foods operates a Risk Heat Map which
lists current and emerging sustainability risks. This
covers areas such as environmental and ethical
matters, as well as animal welfare. The Ethical
Compliance Manager is responsible for main-
faining the Risk Heat Map. The risks are scored
according to their potential impact and prob-
ability of happening. These two scores are then
multiplied together to give an overall risk expo-
sure score, which indicates if ariskis red, amber
or green. Red and Amber risks are assigned an
owner, responsible for ensuring the required ac-
fions are completed within the agreed fimes-
cales. The Risk Heat Map is updated monthly
and aligned with the Quality Standards Forum as
a minimum 3 fimes a year, before being signed
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off by the Sustainability Steering Committee.

As part of living our values, we operate a Eu-
ropean network of Sustainability Ambassadors.
These Ambassadors are Nomad Foods employ-
ees who champion sustainability throughout the
business by initiating, coordinating and execut-
ing activities in their markets. The activities cen-
tre around three main focus areas: tackling food
waste and plastic pollution, promoting healthy
eafing and championing ocean sustainability.
Initiatives are shared across the business with
an emphasis on inspiring others and building
on each others’ learnings.

We believe our new products should lead
the way in achieving our sustainability fargefts.
Therefore, we have put in place a strict govern-
ance model for assessing all new products in
all markets according to our high nutritional,
environmental and ethical standards. Products
that do not comply are automatically flagged
by the system and brought to the central deci-
sion forum to be discussed. Approval to launch
might still be given provided certain criteria are
fulfilled.

= gR -1

We embed
sustainability
throughout our
business — from
our core purpose
as a company
and our govern-
ance procedures
fo our network of

employees.

Annelie Selander, Group
Sustainability Director
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Food Safety, Quality and Traceability

The safety and quality of our
food is our top priority.

As a global food company, food safety lays the
foundation for everything we do. Our customers
deserve nothing less than the highest standards
of food safety, and our business depends on up-
holding these.

We have implemented processes across our
entire supply chain to ensure the safety and
quality of our food. All products supplied by
Nomad Foods are compliant with regulatory
requirements in the EU and the country of sale
as well as being safe for use with consumers and
consistentin quality. Our Quality and Consumer
Safety Policy outlines the steps required to iden-

T

fify, control and monitor points of potential safe-
ty risk. It covers every stage of the supply chain
and applies to all operating sites and product
categories, including anything manufactured
by third parties.

When selecting new suppliers, we set high
standards for food safety and quality. We con-
duct formal risk assessments on all our food
and packaging suppliers, using an assurance
scheme which complies with the Global Food
Safety Initiative (GFSI). Following an agreed trial
period, we reassess suppliers to make sure they
are tackling any non-conformances we iden-
fified, and use this information to determine
whether we continue to use the supplier. We
expect all new suppliers to be accredited to
the BRC Global Food Standard at A grade or a

66,000

contacts to con-
sumer care line

GFSl-equivalent standard, and we review their
certification status every year.

As well as setting a high bar for new suppli-
ers, we regularly scrutinise our supply chain to
protect against possible risks. These include
chemical, microbiological and physical con-
tamination of materials, and could result in le-
gal action, recall of products and damage to
consumer frust. We demand that all raw materi-
alingredients are provided with signed supplier
specifications. We have an extensive Food Fraud
and Adulteration Prevention programme that
includes horizon scanning, inftelligence sharing
with other food business and laboratory testing
of our raw materials. We also audit extensively
within our supply chain, and carry out hundreds
of tfraceability challenges every year. These re-
sults are used to work with suppliers on improv-
ing the quality of the products they deliver to us.

Making sure our ingredients are fully tracea-
ble is a critical part of food safety, as well as
a legal requirement. It also enables us to re-
spond to questions from customers about the
provenance of food, ensure high-quality ingre-
dients and promote sustainability in our supply
chain. With certain key ingredients, we set an
even stricter standard on traceability. Products
such as our MSC- and ASC- certified fish, and
our RSPO-certified sustainable palm oil are sup-
plied through a chain of custody scheme, which
guarantees that they have been sourced in a
fully sustainable way.

Once food is placed on the market, we op-
erate a Consumer Care Line fo ensure we reg-
ularly receive and respond to feedback from
our consumers.



Corruption and Anti-Competitive Behaviour

Corruption, bribery and anti-
competitive behaviour are
unethical, illegal and go
against our ethics and values.

At Nomad Foods, we are committed to con-
ducting ourselves fairly, honestly and lawfully in
all our business dealings and relationships, and
to preventing corruption and anti-competitive
behaviour amongst our employees and sup-
pliers at all operating sites. Corruption, bribery
and anti-competitive behaviour run contrary
to our belief that a level playing field provides
more protection as well as choice to consum-
ers. Non-compliance with laws and regulations
would also carry significant risks for our business
including long-term reputational damage; loss
of shareholder and consumer trust; fines; legal
action against Nomad Foods by private parties
as well as public bodies and regulators; and
negative impacts on our supply chain and on
our access to third party financing.

We comply with all international and local
legislation on corruption and bribery, and have
strict policies in place to make sure we act fairly,
ethically and in line with the law. These include
our Anti-Bribery and Corruption Policy, Code of
Business Principles, Gifts and Hospitality Policy,
Conflicts of Interest Policy and Supplier Code of
Conduct. Our Anti-Bribery and Corruption Policy
applies to all Nomad Foods colleagues across
all countries, including any contractors working
on our premises or on behalf of Nomad Foods. It
setfs out our zero-tolerance approach to bribery
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and corruption and our key principles for enforc-
ing this, which include never giving or accepft-
ing valuable items that might confer an improp-
er business advantage, avoiding situations that
could create the impression of bribery and re-
porfing any suspicions of bribery and corruption
through ourreporting process. Anti-competitive
behaviour is covered in our Competition and
Anti-Trust Policy and our Code of Business Princi-
ples, which sets out our commitment to protect
consumers by following all applicable compe-
fition laws and regulations.

We have arange of control procedures to en-
sure that these policies are being followed. We
aim fo train all Nomad Foods employees regu-
larly on corruption and bribery, to ensure that all
employees, especially those involved in Sales,
Marketing, Procurement or other commercial
functions, are made familiar with applicable
competition laws. With regard to corruption, we
have enhanced controls in place around cer-
tain higher-risk functions. These include operat-
ing fransparent and clearly documented hiring
processes and prohibiting any payments to pol-
ificians or political parties. In our supply chain,
we demand that all suppliers confirm compli-
ance with our Supplier Code of Conduct and
actively follow-up on any identified gaps. We
also operate a helpline — SafeCall - for employ-
ees to share any concerns about misconduct.
This is run by an independent third party and
gives employees the option to speak out anon-
ymously.

As a result of our dedicated
approach to compliance, in
2019, we are not aware of any
breaches of any of our poli-
cies dealing with corruption or
anti-competitive behaviour.
Stephan Weber, Compliance Officer
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Responsible Marketing and Labelling

Transparent marketing and
labelling help consumers make
informed food choices.

Consumers deserve and expect to be provided
with clear information about the products they
enjoy. Transparent marketing communications
allow our customers to understand the nutrition-
al content and ingredient profile of our products,
empowering them to select the right product for
themselves and their families. Certain labelling
requirements, such as ingredient information,
are also alegal obligation. Failure to clearly la-
bel our products risks negatively impacting the

health of our consumers, as well as exposing our
business to criticism from NGOs and the media.

Our Nutrition Policy sets out our internal stand-
ards on the use of nutritional on-pack claims,
which go above and beyond the law. We be-
lieve in helping consumers make informed food
choices and use clearlabelling on pack, includ-
ing of all key nutrients. We use front-of-pack nu-
tritional labelling where possible, to help ad-
vise consumers how much our food contributes
to their daily reference intakes, and voluntari-
ly label fibre to assist consumers in making sure
they consume a balance of nutrients across the
day. Where appropriate, we also adopt nation-
ally recognised schemes to flag healthier meal
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choices, making it easier for consumers to iden-
tify such products.

As well as providing clear information at the
point of sale, we apply high ethical standards to
all our marketing, PR and communications. We
operate a strict policy for marketing to children
to help parents and guardians make informed
choices and discourage excessive food con-
sumption. This policy specifies our intention to
promote positive values and social behaviour
through our product promotion. Before release,
all advertisements and promotions that may
appeal to children are reviewed by the project
leader against our marketing policy.

Given our wide
reach and influ-
ence, we know
it is essential to
apply high
ethical stand-
ards to all our
marketing and
communica-
fions.

Steve Axe, Chief
Marketing Officer
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Data Tables

Data in this report includes all frading subsidi-
aries of Nomad Foods, including Aunt Bessie's
and Goodfella’s Pizza. As both acquisitions were
made part-way through 2018, Aunt Bessie's and
Goodfella's Pizza were excluded from all data
(except palm oil) published in our 2018 sustain-
ability report and listed here.

SCALE OF THE

ORGANISATION Unit 2018 2019
Total employees in workforce* | People 4380 4,766
IrEingEonees working in facto- People 2500 >3.300
Total employees by region
Austria People - 74
Belgium People - 35
Denmark People - 7
Finland People - 29
France People - 344
Germany People - 1401
Ireland People - 420
Italy People - 478
Netherlands People - 30
Norway People - 238
Portugal People - 27
Spain People - 276
Sweden People - 184
United Kingdom People - 1222
United States People - 1

* Includes full time and part time employees
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BUSINESS FOR GOOD

Unit

2018

2019

Markets where Nomad Foods
is engaged in reducing food
waste eg through donations
to food banks or charities

BETTER SOURCING

Number

Our Oceans

MSC or ASC certified products
across our global portfolio

Number

703

812

Nomad Foods sales volume
that is MSC or ASC labelled

%

80

89

Purchased fish and seafood
volume that is MSC or ASC
certified

%

>90

925

MSC

%

926

ASC

%

75

Markets where Fish Prove-
nance Tool has been imple-
mented

Number

Our Fields

Vegetables produced using
sustainable farming practices

%

*As we fransition fo FSA, we are unable to report data until
external audits have been completed on assessments. We
plan to report a new baseline in 2020 once we have mapped
all suppliers and completed audited assessments for bulk and

co-pack volumes

Our Approach to Specific Ingredients

Purchased volume of palm oil

which is verified by standard: % 98.5 799
RSPO-Certified segregated | % 87.5 88.1
RSPO-Massbalance % 11.0 1.2

Purchased volume of palm oil % 15 0.7

that is uncertified

Our Animal Welfare Unit 2018 2019

Purchased volume of animals

by breed type Tons -1 131,592
Fish and seafood % 76 73.4
Poultry % 16 16.4
Red meat % 8 10.2

Purchased volume of poultry

from non-cage reared ani- % >95 100.0

mals

Our Supply Chain Ethics Unit 2018 2019

Tier 1 suppliers registered with

Sedex % 60 i

New suppliers (including

indirect suppliers) that were % - 100

screened using social criteria

BETTER NUTRITION

Our Nutritious Profile

Percentage of fotal net sales

from products assessed and

classified as healthier meal % - 89.8

choices (Excluding Spain

owing to data reliability)

Our Approach to Additives

Products without flavour en-

hancers, arfificial lavours and | % 92.5 94.8

artificial colorants

BETTER OPERATIONS

Our Emissions

Scope 1 GHG emissions I((zllggoens 57.8 67.3

Scope 2 GHG emissions glgrzoens 56.1 47.5

Scope 3 GHG emissions Kiotons | 170.5|  223.0

GHG emissions kgCO2e per ton of 5925 614.5

intensity

finished goods
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Waste Unit 2018 2019

Xc(;l;r;uteygfewosfe materials by Tons 48,689 51,521
Edible food waste % 41.2 38.8
Inedible food waste % 29.9 28.6
Packaging waste % 24.4 22.8
Rest of non-hazardous waste | % 4.3 9.5
Hazardous waste % 0.2 0.3

Weight of hazardous waste Tons - 132.7

oo ot o oo, tons | s
Closed loop % - 42.0
Open loop % - 46.8
Irgcélgf;?;lon for energy % B 8.5
Incineration without energy % B 0.0
recovery
Landfill % - 2.7
Sewers % - 0.0

. Meal

g’:ig*?g‘;gffgé;ﬁi food equiva:- | 337,420 489579

Energy

Total fuel consumption from

non-renewable sources, bro- | kWh| 267,621,332 314,386,613

ken down by fuel type
Natural gas % 98.7 95.7
Diesel % 1.3 1.8
Petrol 0.0
Propane (owned or con- 24
trolled by Nomad) .

Total energy consumption

from renewable sources, bro- | kWh 51,742,829

ken down by source*
Wind % - 77.9
Hydro % - 16.7
Solar % - 1.7
Biomass % - 2.9
Unspecified % - 0.9

Tc‘gr?s'uer'neéifgﬁl"gyogfeﬁgey"sg”me KWh| 227,675,048 | 249,102,252

48 | 2019 Sustainability Report

(Energy) Unit 2018 2019
Grid-supplied electricity
generated from a variety of | % 69 60.0
fuel mixes
Renewable energy self-gen-
erated or purchased % 8 e
Purchased steam % 23 19.1
District heating % - 0.1
* Excludes biogas
Water
Volum_e of fresh water con- m3 4,811,729 4,741,312
sumption, by source
Well % 71 63.5
Municipality % 29 36.5
Volume of effluent water
discharged m3 4,045,593 | 4,058,960
Our Packaging
Packaging material that is
recyclable % /1 7
Packaging material that is B
renewable % &
Employee Health, Safety & Wellbeing*
Lost time injury | Number of injuries per B 18.3

frequency rate

million hours worked

*Our 2018 Sustainability Report published lost time injury frequen-
cy rate as 5.59 per million hours worked. This was published in error
and should have been attributed fo the high consequence injury

frequency rate.

Total employees participating
in engagement survey

%

79

88

Scores in engagement survey

Sustainable engagement
score

Number 84

85

Wellbeing, health & safety
score

Number 82*

80

* Wellbeing, health & safety score in 2018 was based on a ques-
tion set of 4 questions. In 2019, our Wellbeing, Health & Safety
score has been updated to a question set of 5 questions, of which

3 were usedin 2018.

Diversity & Inclusion

Gender distribution amongst employees

Female

%

35.1

36.0

Male

%

64.9

64.0

(Diversity & Inclusion)

Unit

2018

2019

Gender distribution amongst employees by work level* - Female

1 % 34.0 34.9
2 % 43.7 45.3
3 % 27.4 25.0
4-7* % 28.6 25.7
Gender distribution amongst employees by work level* - Male
1 % 66.0 65.2
2 % 56.3 54.7
3 % 72.6 75.0
4-7* % 71.4 74.3

* Examples of roles at each work level (WL): WLT & WL2 = eg.
administration, factory worker, professional junior manager;
WL3 = eg. Manager, Head of; WL4-7 = Executive Committee

and Extended Leadership Team.

SOLID FOUNDATIONS

Food Safety, Quality & Traceability

Supplying sites within Nomad
Foods supply chain operating
to an international food safety
system

%

97

Incidents concerning food
safety and quality

Number

Corruption & Anti-Competitive Behaviour

Confirmed incidents of cor-
ruption

Number

Confirmed incidents in which
employees were dismissed or
disciplines for corruption

Number

Confirmed incidents when
contracts with business
partners were terminated or
not renewed due to violations
related fo corruption

Number

Public legal cases regarding
corruption brought against
Nomad or its employees

Number

Legal actions pending

or completed during the
reporting period regarding
anti-competitive behaviour
and violations of anti-trust and
monopoly legislation

Number
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GRIINdex

GRire-
GRI quirements GRI GRlreq.
andard referenced Description age nr. andard reference escription age nr.
Standard D ipti Pag Standard f d D ipti Pag
102-54 Al Claims of reporting in accordance with the GRI 2
GENERAL DISCLOSURES standards
GRI 102: GENERAL DISCLOSURES 2016 10255 @ GRIconfent index 49,50
- Nomad Foods
102-1 All Name of the organization Europe Limited Reldted UN
Sustainable
102-2 a Activities, brands, products, and services 5 Development
- i Goal/Target
1023 Al Location of headquarters ° SECTOR-SPECIFIC DISCLOSURES Page nr. (SDG)
102-4 All Location of operations 5 GRI 205: ANTI-CORRUPTION 2016
102-5 All Ownership and legal form Annual Report (p. 45) 103-1 a
102-¢ All Markefs served 5 103-2 |(|j| Ik\)/ 3”' i, Management approach 42,44, 48 16.5
102-7 All Scale of the organization 5, Annual Report (p. 5, 36) 103-3 a
102-9 All Supply chain 5 205-3 Al Confirmed incidents of corruption 48 16.5
Significant changes fo Relocation of offices in Spain, and actions faken
102-10 supply chain France and Republic of GRI 206: ANTI-COMPETITIVE BEHAVIOUR 2016
Y Ireland
103-1 a
102-11 All Precautionary Principle or approach 7,42 103-2 |(|]| It\)/ Sfill i, Management approach 42, 44, 48 16.5
102-12 All External initiatives 5 103-3 a
102-13 Al Membership of associations S 206-1 Al Legal actions for anti-competitive behavior, 48 16.5
102-14 All Statement from senior decision-maker 4 anti-frust, and monopoly practices )
102-18 a Governance structure 42 GRI 301: MATERIALS 2016
10219 Al Delegating authority 42 }83:‘2 oe
Executive-level responsibility for economic, jii, iv, vii Management approach 35,36, 42 12
102-20 All ; . N 42
environmental, and social fopics 103-3 a
Composition of the highest governance body GRI 302: ENERGY 2016
10222 a.v and its committees 40
302-1 a, b, e Energy consumption within the organization 32,48 7,9.12,13,17
Review of economic, environmental, and .
102-31 All social topics 42 GRI 303: WATER 2018
102-40 Al List of stakeholder groups 6 303-5 a Water Consumption 32,48 6,9,12,13,17
102-47 Al List of material topics 6 GRI 305: EMISSIONS 2016
Health & Safety data was incor- }82:]2 g’ g ciii 6.7.9.12
102-48 Restatements of information  rectly reported in 2018, for further Wi Management approach 31 "3 17
details see Data Tables p. 48 103-3 a ’
102-50 All Reporting period 2
305-1 af,g Direct (Scope 1) GHG emissions 47 67,912
102-51 All Date of most recent report 2 13,17
102-52 All Reporting cycle 2 305-2 afg Energy indirect (Scope 2) GHG emissions 47 6. 7’]%; ]]27
102-53 Al Contact point for questions regarding the 51
report
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https://www.nomadfoods.com/wp-content/uploads/2020/05/nomadar19.pdf
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GRI GRlreq.

GRI GRlreq.

Standard referenced Description Page nr. SDG Standard referenced Description Page nr. SDG
305-3 a,d g Otherindirect (Scope 3) GHG emissions 47 6 7’% ]]27 OTHER MATERIAL TOPICS
: Our Oceans
305-4 a, b, c GHG emissions infensity 32 6.7.9.12, 103-1 a
1. 103-2 b, c.iii 2,6,9,12
- a, b, c.i,ii, , 6,912,
GRI 306: WASTE AND EFFLUENTS 2016 il iv, vii  Management approach 13,14, 42 13,14, 17
306-1 ai Water discharge by quality and destfination 48 6,12,14,17 103-3 a
3062 b Waste by type and disposal method 32,48 6,12,14,17 Our Fields
GRI 403: OCCUPATIONAL HEALTH AND SAFETY 2016 }83:]2 8 b, c.i ii 2689 12
103-1 a il v, vii Management approach 16,17, 42 13,15, 17
1032 ﬁ’l \k/)iyi cl Management approach 37,38 8.8 103-3 a
’ Our Approach to Specific Ingredients
103-3 a
GRI 405: DIVERSITY AND EQUAL OPPORTUNITY 2016 }8%:]2 2 b, c.i i 26.8.9 12
103-1 a il v, vii Management approach 19, 42 1315, 17
103-2 a, c.i, i, vii Management approach 39, 40, 42 5,10 103-3 a
103-3 a Our Animal Welfare Standards
405-1 a.i, b.i Diversity of governance bodies and employees 48 5,10 103-1 a
GRI 414: SUPPLIER SOCIAL ASSESSMENT 2016 1032 abelil yanagement approach 20, 42 2,17
103-1 a, b.i o
103-2 a, c.i,iii, iv 1033«
v vi.vii  Management approach 21,42 8 Our Nutritious Food
103-3 a 103-1 a
B New suppliers that were screened using 103-2 a, b, c.i,ii,
414-1 All social criteria 47 8 it v, vii Management approach 23,24, 42 2,17
GRI 416: CUSTOMER HEALTH AND SAFETY 2016 1033 @
Empowering Positive Choices
103-1 a
103-2 @ LIV \Management approach 42, 43, 48 2.1 103-1 a -
V, Vi, Vii 103-2 a, b, c.iii, Management approach 26,97, 42 2,12,13,
103-3 a i, iv, Vii g PP el 14,15,17
G4 SECTOR DISCLOSURES 2013: FOOD PROCESSING 1033 @
Percentage of purchased volume which is Our Approach to Additives
P2 n/a verified as being in accordance with credible, 19 47 2,12,13, 103-1 a
internationally recognized responsible produc- ! 14,15,17 103-2 a, b, c.i,ii,
tion standards, broken down by standard iii, iv, vii Management approach 29. 42 217
P9 n/a Percentage and total of animals raised and/or 20 217 103-3 a
processed, by species and breed type ! Responsible Marketing and Labelling
103-1 a
1032 |(|:1| It\)/ Si‘i" ”' Management approach 42, 45 2.1
103-3 a
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To find out more about Nomad
Foods, visit nomadfoods.com

This Sustainability Report is provided for infor-
mation purposes only and does not constitute
an invitation to invest. Any investment decision
should only be made on the totality of informa-
tion, including full details of risk factors, in our
Annual Report. Nomad Foods accepts no re-
sponsibility or liability for any loss or damage,
whether or not arising from any error or omis-
sion in compiling the information in this report
or as a result of any reliance on or use of any
such information. The targets stated in this re-
port are targets only. Any estimates, expecta-
tions and other forward-looking statements are
based on Nomad Foods' views and assumptions
at the time of publication and the actual results,
performance or events could differ materially.

Nomad Foods Europe Limited

It is our ambition to report accurate and truth-
ful data and where feasible, we use actual data
but in some cases we have to make assump-
fions and estimations. As data availability and
quality improve, we might review and change
the way we collect, calculate or report data in
which case we will do our outmost to clarify this,
should it be significant.

If there are any questions about the report,
please contact Annelie Selander, Group Sus-
tainability Director at annelie.selander@nomad-
foods.com. We plan to publish our next report
covering our 2020 activity in 2021.

Registered in England & Wales | Company No 5879466
Registered Office: No. 1 New Square | Bedfont Lakes Business

Park | Feltham | Middlesex | TW14 8HA | UK
© 2020 Nomad Foods. All Rights Reserved
Version: 2019_v2

)

Nomad Foods
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