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About this Report

This is Nomad Foods' sixth
annual Sustainability Report. It
covers the calendar year from
January to December 2022.
This report covers all frading
subsidiaries of Nomad Foods
excluding the acquisition of its
new business in the Adriatics in
late 2021 (except where
specified). The most recent
previous report was published
in April 2022. 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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CEO Foreword

In 2022, like many businesses
around the world, we have
been tested by a new set of
operational challenges
resulting from the wide-ranging
impacts of the war in Ukraine.

This includes higher raw material costs and
threats to business critical supplies. Our teams
have worked incredibly hard to help us success-
fully navigate this volatile external environment.
At the same fime, we have taken great care to
provide consumers with delicious, sustainably
sourced and affordable products from across
our portfolio of trusted brands. Always guided
by our purpose of Serving the World with Better
Food, which enables us to make the right deci-
sions — for our business, people and the planet.

Our business s built around iconic fish and veg-
etable products that are not only convenient for
consumers but also come with the unique bene-
fits of frozen food, such as reduced food waste.
Our brands invented the frozen category and
have been at the heart of family life for genera-
tions. We want them to be favourites for genera-
tions fo come and that's why building a business
that is resilient for the long-term is our priority.

Put simply, we want to democratise sustaina-
ble eating and we do this by working proactively
and collaboratively to deliver strong, sustainable
financial performance to help us grow and by
making an impact across the three key pillars
of our “Appetite for a Better World” sustainabil-
ity strategy:
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e Befter Sourcing,
* Better Nutrition,
e Better Operations

Better Sourcing

 Since co-founding the MSC (Marine Steward-
ship Council) over 25 years ago, Nomad Foods
has led the way in protecting fish stocks for fu-
ture generations. 98.9% of our fish and seafood
is now cerfified as sustainably fished orrespon-
sibly farmed, putting us on frack to achieve our
goal of 100% by 2025.

* We are also on track to reach our farget to
source 100% of our vegetables, potatoes, fruit,
and fresh herbs through sustainable farming
practices by the end of 2025. In 2022, 90.8%
of our suppliers achieved a score of silver or
above on the Sustainable Agriculture Initiative
Platform (SAI Platform) Farm Sustainability As-
sessment (FSA).

Better Nutrition

e Our nutrition team has done an outstanding
job with 93.3% of our 2022 net sales coming
from products classified as healthier meal
choices (HMC) — well above the food industry
average. This builds on a strong legacy of nu-
tritional leadership that has resulted in a 100%
Health and Nutrition score on the Dow Jones
Sustainability Index for the 4th consecutive
year (2019, 2020, 2021, 2022).

Better Operations

*|n 2021, Nomad Foods announced plans to
significantly reduce Greenhouse Gas (GHG)
emissions in line with targets approved by the
Science Based Targets initiative (SBTi).

* In 2022, we reduced the absolute emissions of
our legacy business, prior to acquisitions, by
23.4% and our emissions intensity by 23.9% from
a 2019 baseline. This is slightly ahead of our SBTi
target trajectory for absolute emissions. 2022
was also the first full year that all our legacy
sites ran on 100% renewable electricity.

There are of course a small number of areas
where we have not progressed as quickly as
we had hoped. One example is plastic where
in 2022 96.5% of our packaging portfolio was re-
cyclable, anincrease of 6% over 2021. We have
extended our target to have 100% of our con-
sumer packaging recyclable from 2023 to 2030,
due to technical challenges.

We have set clear timebound targefts, aligned
with the UN’s Sustainable Development Goals
and focused on areas that have the largest im-
pact on our business, employees and the com-
munities that we serve, and where we believe
we can make a meaningful contribution to wid-
er efforts to tackle the climate crisis. We could
not do any of this without the support of our
8,000 employees, partnering, of course, with our
suppliers and other key stakeholders, some of
whom we have worked with for decades.

| am very proud of what our teams have
achieved and look forward to keeping you up-
dated on our progress.

Stéfan Descheemaeker,
CEO Nomad Foods
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Nomad Foods at a Glance

Nomad Foods is Europe’s
leading frozen foods company,
with a portfolio of iconic
brands including Birds Eye,
Findus, iglo, Aunt Bessie's,
Goodfella’s, La Cocinera, Ledo
and Frikom.

Our product range covers fish and seafood,
vegetables, plant-based foods, chicken and
ready meal products, and our business strate-
gy is underpinned by three pillars — to expand
the category, grow our core products and ac-
celerate innovation to align our business with
consumer preferences and trends, including the
increased demand for nutrient-packed, sustain-
ably sourced and produced food. We seek to
source, manufacture and sell our food to con-
sumers in a responsible way and therefore our

€29bn

net revenues (including new acquisitions)

+/500

company employees
(including new acquisitions)
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actions are guided by our purpose —Serving the
World with Better Food — and our sustainability
strategy is embedded into our business planning
processes and informed by perspectives from
internal and external stakeholders.

Nomad Foods is headquartered in the United
Kingdom. For more details on our ownership and
legal form, major product categories and scale,
see our 2022 annual report.

Our value chainincludes the purchase of raw
material, components, semi-finished goods and
ready-made products. Purchased materials are
fransported to our production sites and ware-
houses for manufacturing. They are then distrib-
uted to local markets and sold mainly through
large grocery retailers and foodservice provid-
ers to reach the end consumer.

In January 2021, Nomad Foods acquired Find-
us Switzerland, the leading frozen food brand in
Switzerland with products across categories in-
cluding fish, vegetables and ready meals. Unless
highlighted otherwise, this businessisincluded in
all the sustainability information and data pro-
vided in this report. In some cases, notably ‘Our
Operations’ we do confinue to provide disag-
gregated figures for Findus Switzerland as well,
to provide further contextual understanding.

In September 2021, Nomad Foods acquired
Fortenova's Frozen Foods Business Group, with
operations in Croatia, Serbia, Bosnia & Herze-
govina, Hungary, Slovenia, Kosovo, North Mac-
edonia and Montenegro. Its two anchor brands,
Ledo and Frikom, offer a broad range of frozen
food products including fish, fruits, vegetables,
ready meals, pastry and ice cream. We are sfill
in the process of onboarding and integrating
this business, including work to assess the status
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against our performance indicators. We pro-
vide data on the Greenhouse Gas emissions
of this business, and for Nomad Foods as a
whole (including all acquisitions) in this report.
Ofther sustainability information and data for
the Adriatics is not covered, though we have
included updates and commentary in the dif-
ferent sections as applicable. Our ambition
is fo include all acquisitions once we
have a full calendar year of data, or
as soon as the initial mapping and
integration allows.

Markets Where We Operate

‘ HQ: Bedfont
D @)
() .

® Nomad Foods' offices
® Nomad Foods' factories

® New markets


https://www.nomadfoods.com/investors/annual-reports/

OurPurpose

As a leading European food
company, we play an
important role in the lives of our
consumers. Our brands have
been at the heart of family life
for generations, and 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 are determined o use our po-

Nomad Foods

Serving the world with better food
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sition in the marketplace to make a difference
and our purpose, Serving the World with Bet-
ter Food, acts as both a compass and a call
to action. This means focusing on food that is
great tasting, good for people and the planet,
affordable and available everywhere.

Our purpose has been built on three princi-
ples: Better Food, Food for All and Appetite for
a Better World.

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 afforda-
ble, available in retailers across Europe and in
homes 24 hours a day, ready to cook at your
pleasure. Our focus is on ease of use and our
products can be prepared using a variety of
cooking methods.

Appetite for a Better World

We are striving fo transform the food system,
working towards a future where food is pro-
duced respecting the health of people and
planet. Our focusis on healthy and sustainability
diets. What is good for me should also be good
for the planet.
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Risk and Resilience

Robust risk management
processes are crucial to ensure
we build a resilient and
sustainable business.

We assess and monitor strategic, operational,
financial, climate, and nature-related risks. Infor-
mation on our risk factors is available in our 2022
annualreport. Nomad Foods employs the com-
mon three-step risk management approach, by
identifying actual or potential risks, assessing
these risks, and taking action to accept, miti-
gate or eliminate the risks.

We operate a Sustainability Risk Heat Map list-
ing current and emerging sustainability related
risks. The Map is managed by the Ethical Com-
pliance Manager who ensures it is reviewed with
technical experts on a minimum quarterly ba-
sis. Once assessed, risks are given an overall risk
exposure score and fed intfo the corporate risk
register. The register is managed by our Corpo-
rate Risk Committee which meets quarterly and
reports to the Executive Committee. Risks that
are currently being monitored or acted on in-
clude climate related risks, deforestation, water
scarcity, animal welfare, and eco-labelling. Sec-
fions of this report refer to some of the risks we
are working to address. Our annual report also
references certain sustainability and ESG related
risks that could affect Nomad Foods, our supply
chain or the food industry generally including
environmental, social and health related con-
cerns and the risk of not achieving our sustaina-
bility targets to the extent that we expect.
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Our partnerships

Many of the sustainability challenges we face
are systemic in nature and require wider collab-
oratfion to be address. Consequently, we partic-
ipate actively in external initiatives and mem-

bership associations to increase the impact we
have and to help us deliver our purpose and
sustainability strategy. While we conftribute to a
much broader range of industry initiatives, our
key partnerships are set out in the table below.

Table 1: Key Partnerships, Projects and Associations

Organisation

Marine Stewardship
Council

Aquaculture Stewardship
Council

Global Ghost Gear
Initiative

Sustainable Agriculture
Initiative Platform

Roundtable on
Sustainable Palm Oil

Round Table on
Responsible Soy

Sedex

AIM European Brands
Associatfion

Science-Based Targets
Initiative

10X20X30 Initiative

Forestry Stewardship
Council

Programme for the
Endorsement of Forest
Certification

Signatory to the EU Code
of Conduct on Respon-
sible Food Business and
Marketing Practices

Objectives

Promote and accelerate the global fransition to sustainably
sourced certified wild-capture fish and seafood

Transform the world's seafood markets and promote the best
environmental and social aquaculture performance

Work across sectors to solve the problem of lost and abandoned
fishing gear worldwide

Create a sustainable, healthy and resilient agricultural sector
whilst creating strong and secure supply chains

Transform markets to make sustainable palm oil the norm

Promote the production, tfrade, and usage of responsible soy

Manage and improve working conditions in global supply chains

Create an environment of fair and vigorous competition for
brands, fostering innovation and guaranteeing maximum value
fo consumers now and for generations to come

Lead the transition to a net-zero economy by setting emissions
reduction targets grounded in climate science

Halve food loss and waste in food supply chains by 2030

Promote responsible management of the world’s forests

Promote sustainable forest management through independent
third-party certification

Contribute to a food environment that makes healthier and
sustainable food choices easier

Impact Area

Sourcing: Fish and
Seafood

Sourcing: Fish and
Seafood

Sourcing: Fish and
Seafood

Sourcing: Crops

Sourcing: Crops

Sourcing: Crops

Social Impact of Supply
Chain

Responsible Marketing

Greenhouse Gas
Emissions

Waste

Packaging Lifecycle

Packaging Lifecycle

Better Sourcing
Responsible Marketing
GHG Emissions

Water


https://www.nomadfoods.com/investors/annual-reports/
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Sustainability Strategy

To support the long-term
growth of our business we

need to support wider industry
efforts to create a more resilient
food system and a healthier,
more sustainable future.

This puts sustainability firmly at the centre of our
business and our brands. We also know that con-
sumers, retailers and other stakeholders are in-
creasingly asking for brands that are more sus-
tainable and we are very proud that our brands
are for the masses because that gives us an op-
portunity fo make a huge difference. Put simply,
we want to democratise sustainable eating and
we do this by working proactively and collab-
oratively to deliver strong, sustainable financial
performance to help us grow, and by making
animpact across the three key pillars of our ‘Ap-
petite for a Better World' sustainability strategy:
* Better Sourcing

 Better Nuftrition

e Better Operations

We also have a fourth section, ‘solid founda-
tions’, which covers issues such as governance,
resilience and risk that are fundamental to how
we do business.

The strategy sets out our ambitions in each
areq, supported by timebound fargets. Itis linked
to, and designed to help us deliver progress to-
wards, the UN's Sustainable Development Goals.

In 2022, we launched a process to refresh
and update our strategy, to reflect the ongoing
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changes to our business and the world around
us. While the three pillars of our strategy remain
unchanged, as they set out the three areas
where we believe we can create the most im-
pact on the world, we have elevated some of
our existing commitments and created internal
targets on areas including packaging plant-
based food. We also renamed the strategy and

platform as ‘Appetite for a Better World’, to link $E“ER SOURCING

it directly into our purpose focus areas.

Qur oCeang
Our fielgs

()

' APPETITE .

FOR A
BETTER

WORLD
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Approach to Materiality

The strategy refresh was also
informed by the perspective of
internal and external
stakeholders, through our
ongoing processes of
engagement with them to
ensure we have identified, and
are acting on, the core issues
material for our business.

See the table below for details of the stakehold-

ers we engage with, the mechanisms we use
and the focus of our discussions. This ensures we

act on the social, environmental and govern-
ance issues that matter most to our stakeholders
and which willimpact on our long-term business
success.

Our materiality process builds from the foun-
dations provided by focused research we con-
ducted in 2019. This included qualitative and
quantitative research with consumers, employ-
ees, NGOs, retailers and suppliers. This work was
refreshed in 2021, by drawing on multiple sourc-
es and processes to ensure the impact list was
comprehensive and up-to-date, and through a
workshop with a cross-functional set of seniorin-
ternal stakeholders which started integrating a
‘double materiality’ approach. We assessed the
relative importance of the issues in terms of the
significance of ourimpact on the world, consid-

Table 2: Stakeholder Engagement Process

Stakeholder group Engagement mechanisms
Calls with investors and inves-

Investors .
tor relations firms

Calls, meetings and collabo-
rafion sessions with strategic

global customers and multi-

ple local customers

Customers

Strategic supplier meetings,
supplier training and an
annual supplier event

Suppliers

Farmers Anr)uol event/s per growing
region

‘Future of’ workshops with

Subject matter experts ; .
ees, expert input on strategic

positions and policy papers
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experts, webinars for employ-

Focus of discussion

* Understand focus areas
¢ Answer questions and explain strategy
Identify gaps

Understand focus areas

Answer questions and explain strategy

Discuss learnings and outcomes

Collaborate on life cycle assessments (with selected
customers)

Explore opportunities for joint projects and partnering

Discuss areas of interest and focus
Upskill and explore specific areas
Explain the strategy and align on areas of shared interest

Explain the strategy and align on areas of shared interest
Gain feedback on specific initiatives

* Challenge and future proof strategy
* Build knowledge, understand concerns
Upskilling and horizon scanning
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ering the scale, scope and likelihood of actual
and potentialimpacts, both positive and nega-
five. We also analysed the relative importance
of the issues in terms of the degree to which they
are likely to affect our business. This included a
consideration of factors such as access to ma-
terials, costs, access to talent, reputational risk
and loss of sales.

Further information on this process can be
found on page 9 of our 2021 Sustainability Report.

We willreview and update our materiality reg-
ularly, to ensure our understanding of material
impacts continues to be up-to-date and com-
prehensive, to give us insight info emerging is-
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sues and changing expectations, and to be in
line with upcoming regulation.

The table below shows our current material
impact assessment.

We provide further detail on these issues and
what is covered under each of them in the sec-
tion below.

The main areas where we have directimpact
are vegetables grown by our contracted farm-
ers; the transportation 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. Direct suppliers are subject

to our policies, standards and product specifi-
cations and we select suppliers who reflect our
high standards and agree to strict specifications.

Our impact is more limited in areas such as
the primary production of raw materials; the
processing of goods by third party suppliers;
and the transportation of goods to and from re-
tailers and other customers. We also have less
direct influence over consumer transportation,
preparation, and consumption of our products.
Where possible, we do still seek to create positive
change onrelevantissuesin these areas through
industry associations, retailer partnerships and
our networks.

Key Impact Areas

BETTER SOURCING BETTER NUTRITION
Sourcing: fish and Health and nutrition
SEeiiBed) d Responsible marketing
Sourcing: agriculture and
otheringredients »

>

Social impact of supply
chain

Animal welfare

BETTER OPERATIONS

Climate change and
GHG emissions 4)»

Operational water

regulation |

Packaging lifecycle

ESG management and

Diversity, equity and reporting
inclusion Product safety and

Employee health, safety ey

and wellbeing

» identified as a top priority forimpact out. 4 identified as a top priority forimpact in.
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Table 3: Issues covered in this report

Better Sourcing  Issue area Overview Key topics Priority
Sourcing: fish and Measures to ensure sustainable fishing and respon- | Fish stocks, overfishing, bycatch, lost fishing equipment, Very high priority
seafood sible aquaculture along our value chain minimising environmental impact, pollution, ocean ecosys-

tems, traceability, certifications and standards, feed, water
management
Sourcing: crops Measures to ensure we source crops and other Biodiversity, species loss, deforestation, habitat destruction, Very high priority
ingredients, including palm oil and soy, in a sustain- | land and soil quality, fertiliser use, regenerative agriculture,
able way fraceability, certification and standards, water management
Social impact of Measures to ensure human rights are respected Human rights, child labour, modern slavery, supplier wellbe- Very high priority
supply chain and that people are treated fairly throughout our ing, promoting community wellbeing, traceability, certifica-
supply chain tion and standards

_ Sourcing: animal Measures fo monitor and manage the treatment Breeding, rearing, living condifions, antibiotfics usage, trans- High priority
protein and wellbeing of animals through the supply chain port, humane slaughter

Better Nutrition  Issue area Overview Key topics Priority
Health and nvutrition Measures to encourage the production and pro- Nutritional profile of food, additives/preservatives, artificial Highest priority

motion of nufritious products ingredients, sugar, fibre, salt, saturated fat, ultra-processing,
nutritional signposting
Product sqfety and Measures to ensure high standards of food safety Product liability and standards, allergies Highest priority
quality and quality across all products
Additives Measures to reduce the use of artificial ingredients Clean labelling, ingredient selection, artificial ingredients, High priority
across our portfolio recipe improvements
Responsible Measures to empower consumers to make in- Labelling, marketing towards children, shift towards sustaina- High priority
Marketing formed, healthy and sustainable choices ble nutritious products
Better
Operations Issue area Overview Key topics Priority

0%

LY

i<

Greenhouse gas
emissions

Measures fo reduce the greenhouse gas emissions
associated with our business and supply chain

Impacts of climate change, operational GHG emissions,
renewable energy, product carbon footprint

Diversity, equity and
inclusion

Measures to attract, develop and retain diverse
talent and build a diverse and inclusive business

Working culture, composition of workforce, inclusion, diver-
sity

Employee health,
safety and wellbeing
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Measures to protect employees' physical and men-
tal health and create a safe working environment

Health and safety, human capital development, advance-
ment, employee wellbeing, labour management
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Highest priority

Highest priority

Highest priority




Issue area

Solid

Foundations Issue area
New taxes and
regulation
Governance

Resilience and risk

Overview

Measures to ensure the responsible withdrawal,
consumption and discharge of water

Measures to minimise the environmental impacts of
packaging

Measures to reduce waste consumption and pro-
mote better management of waste materials

Overview

Measures to respond to a changing regulatory
environment, including approach to taxation

Measures to ensure clear, comprehensive and eth-
ical governance processes, including governance
of ESG issues, upholding fransparent reporting
standards

Measures to analyse, mitigate and respond to risks

Key topics

Water use, stress and pollution, flooding

Recycled material, recyclability, circularity, light-weighting,
secondary/tertiary packaging, design

Food waste, waste management

Key topics

Regulatory compliance, taxes and sanctions

Corruption & bribery, lobbying, tax, anti-competitive behav-
iour, executive pay and governance, ESG and sustainability
governance, infegration of sustainability into the business,
sustainability audits and standards

Risk analysis and reporting, risk mitigation and financial
evaluation of risks

Inffoduction | Beﬁefsourcmg
\ 3

Priority
Very high priority

High priority

High priority

Priority
Very high priority

High priority

High priority

Be’r‘reﬁ‘rrmon



Our Sustainabllity Reportfing

Nomad Foods is committed to
providing stakeholders with
up-to-date performance
information.

We publish this annual report to provide an up-
date on progress against our sustainability strat-
egy, targets and key performance indicators.

Targets and Progress

In 2022, we made good progress against our
commitments. As the adjacent table shows, we
are either ahead of or on frack on the majority
of our targets, with particularly strong progress
on both our fish and seafood, nutrition and our
agriculture targets. The progress on artificial ad-
ditives and packaging does reflect the exten-
sion we have made to the timelines for these,
but we are still pleased with the progress we are
making. We are slightly behind on our emissions
intensity target for our legacy business, though
we are pleased to report that we are slightly
ahead when it comes to the reduction in our
absolute emissions. It is however important to
note that the acquisition of our new businesses
has increased our footprint, as detfailed in the
GHG emissions section.

Nomad Foods is also included in the Dow
Jones Sustainability Europe Index (DJSI Europe)
as the second highest ranking company in Eu-
rope within the food product industry group.
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Table 4: Progress on commitments

Pillar

Better Sourcing

0

Better Nutrition

Better
Operations

5%

Target

100% fish and
seafood from
sustainable fishing
orresponsible
farming by the
end of 2025

100% of our veg-
etables from sus-
tainable farming
practices by the
end of 2025

Grow sales from
Healthier Meal
Choices year on
year

100% of our port-
folio to be without
taste enhancers,
artificial flavours
and artificial col-
ourants by 2023*

Reduce our
greenhouse gas
emissions infensity
ACross our opera-
tions by 45% from
a 2019 baseline**

100% of our con-
sumer packaging
will be recyclable
by the end of
2030***

2021 Status

Slightly ahead

Ahead

90.8% e mmD

On track

On track

98.9%

93.3%

L/ —

Slightly behind

-23.9%
T

96.5%

* This target was previously for 2022 but has been extended to 2023 to give us time
to work with new acquisitions
** This reflects the reduction in emissions intensity for the Nomad Foods legacy
business, as this is the business for which the target was set and which we have
reported on in previous years. It does not include data from our new acquisitions:
Findus Switzerland and our Adriatics business. This data is included in the GHG Emis-
sions section of the report.
*** This target was previously 2022 but has been extended to 2030 due to technical

challenges
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Sustainable Development Goals

Table 5: Our progress towards the UN Sustainable Development Goals
We align our strategic pillars and commitments with UN Sustainable
Development Goals and specific targets to catalyse further change.

Sustainability

Priorities SDG SDG sub-targets Targets Results Further Information
Better Sourcing
14 FE 24,25 1. We will use 100% fish and seafood from 98.9% of fish and seafood is sourced see page 17.
BELOW WATER 12.2 sustainable fishing and responsible farm- | from sustainable fishing and responsible
: ing by the end of 2025 farming
14.1,14.4 2.100% of our vegetables and potatoes will | 90% of our vegetables and potatoes
15.2, 15.5 be produced using sustainable farming are produced using sustainable farming
practices by the end of 2025 practices
Better Nutrition
2 TR0 2.1 3. We will grow the healthier meal choices 93.3% of our total net sales are from see page 27.
HUKGER in our portfolio every year healthier meal choices
“‘ 4.100% of our portfolio to be without flavour | 99% of our portfolio is without lavour
enhancers, artificial flavours and artificial | enhancers, artificial flavours and artificial
' colourants by the end of 2023* colourants
Better Operations
12 RESPONSELE 12.3, 12.4, 5. We will reduce our greenhouse gas We have reduced our greenhouse gas see page 35.
wﬂ’m‘ 12.5 emissions intensity across our operations emissions intensity across our operations
il : by 45% from a 2019 baseline** by 23.9% from a 2019 baseline
@ ‘ x ’ 6. 100% of our consumer packaging willbe | 96.5% of our consumer packaging is
recyclable by the end of 2025*** recyclable
Partnerships
17.7 n/a We participate actively in external initi- see page 7.

1? PARTNERSHIPS
FOR THE GOALS

atives and membership associations to
increase ourimpact.

*This target was previously for 2022 but has been extended to 2023 to give us fime to work with new acquisitions

** This reflects the reduction in emissions intensity for the Nomad Foods legacy business, as this is the business for which the target
was set and which we have reported on in previous years. It does not include data from our new acquisitions: Findus Switzerland
and our Adriatics business. This data is included in the GHG Emissions section of the report.

*** This target was previously 2022 but has been extended to 2030 due fo technical challenges
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Governance

Strong governance is essential
for achieving our sustainability
targets.

Failure to act fairly, honestly and lawfully would
also carry significant risks for our business in-
cluding but not exclusively related to long-term
reputational damage; loss of shareholder and
consumer trust; fines; legal action against No-
mad Foods; and negative impacts on our supply
chain and on our access to third party financing.

Details of our governance structure, board
composition, board independence, taxation
and taxation risks, executive pay, conflicts of in-
terest, compliance, and workforce governance
can be found in our 2022 annual report.

We have a three-stage approach to govern-
ance. Internal Subject Matter Experts are re-
sponsible for drafting policies. Policies are then
approved by our Policy Review Group, made
up of seniorrepresentatives, including Executive
Committee members, from Legal, HR, Internal
Audit and Corporate Affairs. The policies are
supported by additional guidance documents,

Assurance approach

Setting
requirements

Monitoring
compliance

* Policy

* Code of Practice

* Procedure

e Commitments
and Targets

* Specifications

* Questionnaires

¢ Information
gathering
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such as codes of practice and procedures. We
also have arange of proactive monitoring pro-
grammes in place to ensure they are followed.
Further details of policies, supporting documents
and processes for monitoring and assuring com-
pliance are provided in the relevant sections of
this report.

Sustainability Governance

Our Group Director of Corporate Affairs & Sus-
tainability isresponsible for the day-to-day over-
sight and management of our sustainability
strategy and reports directly to our CEO.

An update and overview on sustainability is
provided to our Executive Committee on a quar-
terly basis with additional meetings for specific
projects or decisions set up as necessary. Sus-
tainability is also embedded into key business
processes, such as our innovation model, new
product assessments (which apply strict nutri-
tional criteria) and other decision-making fo-
rums. We also have an external Nomad Foods
Sustainability Advisory Board which provides an
independent perspective on our strategy and
progress and meets at least annually.

Assuring
compliance

e Audits
 Certifications
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Policies and Approach

Our governance approach is underpinned by
two codes: our Code of Business Principles and
our Supplier Code of Conduct.

Our Code of Business Principles sets out our
commitment to act fairly, ethically and in line
with our purpose. The Code applies to all No-
mad Foods employees, part-time and perma-
nent, as well as the Executive Committee and
the Board of Directors.

Our Supplier Code of Conduct sets out the
standards we expect from all suppliers of No-
mad Foods, whether raw material suppliers,
service providers, co-packers, contractors or
agents.

These codes are supported by a set of public
and internal policies. All material ESG areas are
covered in one or more business policies, which
are described in the relevant sections in this re-
port. Specific policies to ensure ethical and law-
ful governance practices include:

The Role of Nomad Foods’

Sustainability Governance

¢ |dentify and manage Nomad Foods’ mate-
rial environmental and social sustainability
impact areas

* Maintain good corporate governance and

embed sustainability within Nomad Foods’
wider corporate strategy

* Approve sustainability targets and commit-
ments, and monitor their implementation
and progress

* Ensure effective mitigation of material sus-
tainability risks



https://www.nomadfoods.com/investors/annual-reports/
https://www.nomadfoods.com/wp-content/uploads/2021/02/nomad-foods-cobp-nov2020.pdf
https://www.nomadfoods.com/wp-content/uploads/2018/09/nomad-foods-supplier-code-of-conduct-september-2018.pdf

* Antfi-Bribery and Corruption Policy: this policy
applies to all Nomad Foods colleagues, includ-
ing any contractors working on our behalf. It
sets out our zero-tolerance approach to brib-
ery and corruption and our key principles for
upholding this. These include never giving or
accepting valuable items that might confer an
improper business advantage, avoiding situa-
fions that could create the impression of brib-
ery, and reporting any suspicions of bribery
and corruption through ourreporting process.
Competition and Anfti-Trust Policy: this policy
sefs out our commitment to fair competition
and fo protect consumers by following all ap-
plicable competition laws and regulations.
Whistleblowing Policy: this policy provides our
employees with guidance on how fo report
suspected wrongdoing. It also emphasises that
employees should feel safe to raise genuine
concerns without fear of reprisals, even if they
furn out fo be mistaken.

We also have a Gifts and Hospitality Policy and
a Conflicts of Interest Policy. Our Group Tax Strat-
eqy sets out our policy and approach to con-
ducting tax affairs and dealing with tax risk. We
disclose lobbying in line with relevant govern-
ment regulations on public websites.

We have arange of control procedures to en-
sure that these codes and policies are being fol-
lowed. Compliance on topics that are material
to our sustainability agendais reported annually
in our sustainability report.

We have a strict governance model for assess-
ing all new products in all markets according to
our high nutritional, environmental and ethical
standards. Products that do not comply are au-
tomatically flagged by the system and brought
to the central decision forum to be discussed.
Approval to launch might still be given provided
certain criteria are fulfilled.

We frain all Nomad Foods employees on cor-
ruption and bribery, and ensure that all employ-

BOARD

SUSTAINABILITY

SUSTAINABILITY GOVERNANCE eeccccccccccce ADVISORY BOARD

Executive committee

Better Better Better
Sourcing fOperationsf Nutrition

People, Ethical, Risk, Compliance

ees, especially those involved in Sales, Market-
ing, Procurement or other commercial functions,
are made familiar with applicable competition
laws.

With regard to corruption, we have enhanced
risk-management 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 review compliance through annual supplier
questionnaires as well as risk-based audits. We
also request that suppliers confirm compliance
with our Supplier Code of Conduct and follow
Up on any non-compliances.

We operate a reporting line — Safecall - for
employees and externals to share any concerns
about misconduct. This is run by an independ-
ent third party and gives the option to speak out
anonymously.

Internal External

NUSellalele]l13% .

Corp affairs
Environment
& Packaging

Food
systems
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Fish and Seafood

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

The United Nations Food and Agricultural Organ-
isafion (FAO) estimates that over a third of global
fisheries have been fished beyond sustainable
limits. Further damage is being done by careless
fishing practices, including avoidable bycatch
of non-target species and fishing equipment left
in the ocean (known as Ghost Gear), which is
a significant contributor to plastic pollution. Sea-
food supply chains are also af risk of a range of
human rights abuses, including modern slavery.
Overfishing risks are compounded by the negative
consequences of climate change, includingrising
sea temperatures and acidification. These pose a
risk to seafood supply chains, including our own.

Policies and Approach
Our policy on Fish and Seafood Sourcing stip-
ulates that we only source from suppliers that
comply with either the FAO Code of Conduct
for Responsible Fisheries or the FAO Technical
Guidelines for Aquaculture. We work actively
with our suppliers to exclude any illegal, unreg-
ulated orunreported (IUU) wild capture fish from
any of our markets, or fish stocks that are deplet-
ed orrecovering. We are committed fo sourcing
100% of our fish and seafood from sustainable
fishing orresponsible farming by the end of 2025.
We use independent third-party certification
schemes with full end-to-end oversight fo vali-
date the sustainable fish and seafood sourcing
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credentials of our supply chain. All parties in-
volved across our supply chain must be certi-
fied annually against the schemes’ standard.
In particular, we work closely with the Marine
Stewardship Council (MSC) and the Aquaculture
Stewardship Council (ASC). The MSC covers wild
capfture fisheries, while the ASC covers aqua-
culture practices for farmed fish and seafood.
Certification for both schemes is carried out by
the independent accreditation body, Assurance
Services International (ASI).

We have dedicated initiatives to increase
fransparency and minimise our impact on
ocean ecosystems and have been members
of the Global Ghost Gear Initiative since 2020.
Our Captain’s Fish Finder tool (launched in 2010)
also allows consumers in some markets to see
the specific geographic regions we source fish
and seafood from.

Progress
In 2022, 98.9% of our sourced fish and seafood
volume was MSC- or ASC- certified, an increase
of 0.9 percentage point from 2021. This was in
part due to improvements in our Belgian, Portu-
guese and Finnish markets, with 100% of the fish
and seafood products in our iglo Belgium, iglo
Portugal and Findus Finland portfolios now cer-
tified by the MSC or ASC. As aresult, farmed fish
and seafood products are now 100% ASC-certi-
fiedin ten of our markets, and wild capture prod-
ucts are 100% MSC-certified in eight markets.
We remain the largest branded producer of
MSC-certified and labelled fish and seafood
globally, with 96.5% of our wild capture fish and
seafood certified and labelled.
In 2022, as part of our fish diversification strategy,

Target Indicator 2020 2021 2022
% Purchased fish and seafood vol- 98 98.9
ume that is MSC- or ASC- certified ’

100% % Purchased wild capture fish and 98 99.0

by 2025 | seafood volume that is MSC-certified .
% Purchased farmed fish and sea- % 95.5
food volume that is ASC-certified ’
% Nomad Foods sale volume that is
MSC or ASC labelled 755 s
Number of MSC- or ASC- certified 834 883* 940

products across our global portfolio

*The total number of MSC- or ASC- certified products across our global portfolio in 2021,

including Findus Switzerland, was 929. This figure shows that 11 more products were MSC- or

ASC- certified in 2022.

We are the largest adopter of the MSC Ecolabel,
with 99.0% of our wild capture fish and seafood

coming from certified fisheries. The MSC's Fisheries
Standard ensures that fish stocks, environmental
impacts, and management are all maintained at

sustainable levels. MSC certified fisheries also

continue fo invest in further improvements year

after year
Oliver Spring, Group Sustainability Manager

we increased the proportion of our sales volume
that is farmed fish and seafood from 1.77% to
2.06%.In 2022, we were also part of the Sustain-
able Fisheries Partnership’s (SFP) Global Squid
Supply Chain Roundtable which focuses on en-
gaging supply chains to launch and implement
improvement inifiatives, including the certifica-
fion of squid fisheries, to support their long-term
sustainability.
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Future Plans

Our goal is to continue to increase the propor- folios are on track to become 100% MSC- and
tion of our fish and seafood from MSC- or ASC-  ASC- certified in 2023.

certified sources and our UK and Ireland port- We will also contfinue to progress in line with

our fish diversification strategy (see fish diversifi-
cation case study) in 2023.

Responsible sourcing standards

MSC Standard

The MSC Fisheries Standard is the leading inter-
national standard for sustainable fishing and
is used to assess if fisheries are well-managed
and environmentally sustainable. The Standard
has been independently benchmarked for its
credibility. It is the most rigorous form of cer-
fification currently available and reflects the
most up-to-date understanding of internation-
ally accepted fisheries science and manage-
ment. It is regularly and openly reviewed by
scientists and other stakeholders to account for
new knowledge and developments. The lat-
est version of the Standard (version 3.0) was
launched in May 2023, following the most com-
prehensive review to date.

The MSC label is only applied to wild fish or
seafood from fisheries that have been certi-
fied to the MSC Standard. To become certified,
fisheries must comply with requirements across
three principles:

Principle 1: Sustainable target fish stocks

e Fishing operations must be conducted in a
manner that ensures healthy fish stocks now
and in the future, and does not lead to over-fish-
ing or unsustainable depletion of populations.

e Where populations have been depleted,
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fishing operations must be conducted in a
manner that demonstrably leads to their re-
covery, ensuring operations can continue in-
definitely.

Principle 2: Environmental impact of fishing

* Fishing operations should support the struc-
ture, productivity, function and diversity of
the ecosystem on which the fishery depends.

¢ This includes measures such as minimising by-
catch, ensuring endangered, threatened and
profected species are not negatively affected,
ensuring all involved habitats remain healthy
and minimising potential loss of fishing gear.

Principle 3: Effective management

* Fisheries must have effective management
systems that respect local, national and in-
ternational laws and standards, and incor-
porate frameworks that ensure responsible
and sustainable operations.

* This includes establishing harvest manage-
ment strategies, avoiding any lllegal, Unregu-
lated & Unreported (IUU) fishing, conducting
regular risk assessments, and having robust
compliance systems in place.

ASC Standard
The ASC Standard includes criteria to minimise
environmental and social impacts in the fol-
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lowing areas of aquaculture:

* Legal compliance (ensuring farmers obey
the law and have the legalright to be there)

* Preservation of the natural environment and
biodiversity

* Preservation of water resources and water
quality

* Preservation of diversity of species and wild
populations (e.g., preventing escapes which
could pose a threat to wild fish)

* Responsible use and sourcing of animal feed
and other resources

* Good animal health and husbandry (e.g.,
preventing unnecessary antibiotic and
chemical use)

» Socialresponsibility (e.g., preventing child la-
bour and ensuring health and safety of work-
ers, freedom of assembly, and positive com-
munity relations)

The MSC and ASC Chain of Custody Standard
ensures that MSC/ASC labelled products have
been sourced from a certified fishery/farm,
through a certified supply chain. For products
to carry the MSC/ASC label, every company
in the supply chain must have a valid Chain of
Custody certificate.




Deep Dive: Fish diversification strategy

We are committed fo sourcing 100% of our fish
and seafood from sustainable fishing or respon-
sible farming sources by the end of 2025. More
than a third of global fish stocks are currently
being fished at unsustainable levels and wild
caught fishing volumes are set to decline, and
so, to ensure we have enough sustainable fish to
meet future demand we are accelerating our
fish diversification strategy which is focused on
three key areas:

» Continuing to source wild caught fish to the
Marine Stewardship Council (MSC) standard.
We are the world’s largest branded purchas-
er of Marine Stewardship Certified white fish
and therefore we recognise the role we have
to play in protecting these vital ecosystem:s.
We co-founded the Marine Stewardship Coun-
cil and have worked with MSC for 25 years to
source certified wild fish.

Increasing the range of species in our portfo-
lio, including additional sources of responsi-
bly sourced farmed fish, working in partner-
ship with the Aquaculture Stewardship Council
(ASC). For example, in October 2022 we an-
nounced new contracts for ASC-certified pan-
gasius from three of the largest ASC certified
suppliers globally.

Exploring innovation partnerships aimed at
developing and scaling emerging food tech-
nologies in areas including cell-cultured sea-
food (through our partnership with BlueNa-
lu) and alternative proteins such as bivalves
(clams, mussels, etc) through a partnership
with scientists from the University of Cam-
bridge.
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We are really pleased with Nomad Foods' in-
creased commitment to support sustainable
aquaculture practices by incorporating more
ASC-certified farmed fish info their product
range. This is an important sign that environmen-
fally sustainable and socially responsible pro-
duction are key requirements for the aquacul-
ture industry. We look forward to working more
closely in the future.

Chris Ninnes, Chief Executive Officer, ASC
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Crops

Food businesses today must
provide nutritious food while
protecting natural resources,
ecosystems, biodiversity, soil
quality, and the communities
and workers connected to the
agricultural system.

There is also a need to mitigate and manage
the negative impacts climate change and bi-
odiversity loss are already having on the food
system, which can have significant impacts on
farmer livelihoods.

Special care needs to be given to crops such
as palm oil and soy which pose particular envi-
ronmentalrisks, including deforestation of native
forests, biodiversity loss and habitat destruction.

Policies and Approach

We have a target to source 100% of our vegeta-
bles, potatoes, fruit and fresh herbs through sus-
tainable farming practices by the end of 2025.
Our Agriculture Policy, and supporting docu-
ments, cover the economic, environmental and
socialimpacts of our agricultural practices. They
also set out our commitment to the responsible
use of pesticides and fertilisers and ensure that
we do not use genetically modified ingredients
in our products.

Over half of our vegetables, potatoes, and
fresh herbs are sourced from farmers with whom
we have a direct relationship and a long-term
contract. This fotals approximately 700 farm-
ers. The remainder are sourced from frusted
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third-party suppliers. Ingredients covered by
topic-specific sustainability schemes, such as
palm oil or soy, are not covered in this scope,
but we have separate certification targets for
these commodities (see box).

The Sustainable Agriculture Initiative
We joined the Sustainable Agriculture Initiative
Platform (SAI Platform) in 2018. We use the SAl
Platform’s Farm Sustainability Assessment (FSA)
tfo measure our suppliers’ and farmers’ progress
tfowards our target. The FSA framework covers
tfen fundamental components of sustainable
agriculture, including soil management, water
management, air quality and greenhouse gas
emissions, biodiversity and labour conditions.
Farms or farm management groups are award-
ed bronze, silver or gold depending on which
threshold of requirements are met. To meet these
requirements, suppliers must be externally veri-
fied either through a benchmarked assurance
scheme or an independent FSA verification au-
dit. Within our 100% ‘sustainable farming prac-
fices’ target, we require minimum silver FSA ver-
ification.

Our FSA project team s responsible for driving
progress towards our target. This is a cross-func-
fional team including representatives from Sus-
tainability, Research and Development, Data
Management, Supplier Assurance, Procure-
ment, Agriculture and Marketing. The team
meets once a month fo tfrack progress and iden-
tify action priorities. Our Field team of agriculfur-
al experts work closely with our direct growers
to deliver confinuous improvement.

Target Indicator 2020** 2021
100% % Vegetables produced using sus- 77 88
by 2025 | tainable farming practices*
% Purchased volume of palm oil for
100% in-house production RSPO-Certified 99 100
segregated
% Purchased volume of soy that is
100% ‘responsible’ as per policy 12 ‘ 17

*Defined as contracted suppliers that achieved FSA silver level, and bulk & co-pack that
achieved FSA silver level after self-assessment
**2020 data reflects only volumes purchased for in-house production
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https://www.nomadfoods.com/eating-for-the-planet/our-policies/

Nomad Foods’ Agricultural Purpose
and Ambition (NAPA) Framework

Our NAPA Framework, launched in 2021, sets out
how we work with our contracted growers o
create a more sustainable and resilient agricul-
tural supply chain, in line with our Agriculture
Policy. Through the framework activities, we pro-
vide growers with guidance on what we want
to work with them to achieve, which is updat-
ed annually fo account for any internal and ex-
ternal developments. We also run on-farm pilot
projects relating to key areas such as biodiver-
sity, soilmanagement and water management,
which enable us to trial new technology and
agricultural methods and provide baseline data
to inform target development. Data from these
trials also inform best practice guides, driving
confinual improvement. For more information
on the NAPA framework, see p.21 of our 2021
Sustainability Report.

Beyond policies and practices, we have spe-
cific initiatives to support biodiversity and car-
bon reduction, and we run pilot projects on re-
generative agriculture. We are part of the SAIl
Platform’s FSA Community and sit on the Crops
Working Group (CWG). In 2022, as part of the
CWG, we joined the workstream on Climate
Smart Agriculture. The aim of this workstream
is fo develop an aligned approach for measur-
able GHG emissions mitigation and resilience
building across agriculture.

Progress

We are making strong progress towards sourc-
ing 100% of our vegetables, potatoes, fruit, and
fresh herbs through sustainable farming practic-
es by the end of 2025.1n 2022, 90.8% of suppliers
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are FSA silver or above, an increase of 2.8% vs
2021. We also independently assured our perfor-
mance figures for 2020, 2021 and 2022.

In 2022, we included Findus Switzerland sup-
pliers in our programme and reported perfor-
mance. Work is still underway to build visibility
of the schemes and standards used by suppliers
within this part of the business. Consequently,
progress has been slower than hoped and there-
fore we reported all of these suppliers as not
meeting FSA silver until full visibility is achieved.

As part of our NAPA Framework, we ran sever-
al farm pilot projectsin 2022. In Italy, we installed
weather stations with soil moisture sensors at two
farms to provide accurate data on precipita-
fion and soil moisture, providing greater insight
on the optimal time forirrigation. Within Germa-
ny, we trialed new precision farming technol-
ogy, using a robot to apply herbicide directly
tfo weeds alone and completely remove weeds
from a field using 95% less agrochemicals than
previously. Given the success of these pilots, we
are exploring how we can scale to reduce wa-
fer consumption, and the use of herbicides and
pesticides across our wider supply chain.

Finding solutions to the “triple challenge” of
feeding a growing global population, while
tackling the climate crisis and reversing biodiver-
sity loss remains a key priority for us and we con-
finued our work to find ways to address this chal-
lenge. This included continued work on Project
Echo, a set of initiatives which we launched in
2021 to raise the bar on sustainable agriculture.

Supporting biodiversity is central to address-
ing the ‘triple challenge’ and we continue to
make good progress. For example, we launched
a new campaign in the UK o highlight the link
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between biodiversity and the food chain. The
‘Peas for Bees' campaign communicated the
work Birds Eye is doing on biodiversity. The cam-
paign, which was one of the largest ever fo date
for Birds Eye, ran across multiple channels, in-
cluding TV and included an on-pack promo-
fion across the Birds Eye Garden Peas and Petits
Pois ranges, which gave shoppers the chance
to win seed boxes, and support biodiversity in
their own green spaces. In addition, 5,000 seed
boxes were donated to local Hull schools near
to where our peas are grown and 3,000 seed
boxes were donated to local schools via an in-
ternal employee competition.

We have also been exploring how regener-
ative agriculture principles can be applied to
Nomad Foods' direct growers and aim to com-
plete this work by August 2023.

Future plans

Our priority for 2023 will be continuing to work
towards achieving our 100% FSA silver or above
commitment for our vegetable suppliers sup-
porting our suppliers through the process.

Given the recent acquisition of Findus Swit-
zerland, we will complete a full mapping of the
FSA status of their suppliers, enabling us to set
and implement plans to achieve our FSA target
by 2025.

Finally, as part of our Scienced Based Targets
Initiative (SBTI) commitment of becoming net
zero, we will continue to engage our top 75% of
suppliers by absolute emissions to set their own
Science Based Targets. This will also include the
creation of a carbon reduction strategy across
our direct grower base and developing our For-
est, Land and Agriculture (FLAG) targets.

We are committed to finding solutions that feed
the planet, tackle the climate crisis, and reverse
biodiversity loss. From ftrialling new precision farm-
ing fechnology that reduces agrochemical use,
fo educating consumers on what they can do

to protect biodiversity, we continued to look for
ways to address this challenge in 2022.

Julie Burton, Head of Agricultural Strategy — Sustainability & Welfare
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High Risk Ingredients

We have specific policies governing our use of ingredients at high risk
of causing deforestation. Our Soy Policy sets out our commitment to
work towards using responsibly sourced soy across our supply chain.
It covers all brands and soy used to produce our products, whether
directly as an ingredient or indirectly through feed. We commit to
verifying that the soy in our supply chain is neither from legally nor
illegally deforested land and is sourced from relevant certification
schemes wherever possible. Where this is not yet possible, we com-
pensate through the Roundtable on Responsible Soy credit scheme.
In 2022, we purchased RTRS credits to compensate for the volumes of
soy that were not yet 100% sustainably certified.

In 2022, 24% of our purchased soy was responsibly sourced as per our
policy, anincrease of 7% from 2021. We also carried out a new wave
of our soy mapping exercise and received double the response rate
from suppliers as compared to 2021.

Our Palm Qil Policy states that we will only purchase palm oil from
Roundtable for Sustainable Palm Oil (RSPO) Segregated certified
sources, meaning it can be traced back to RSPO-certified mills. In
2022, we sourced 99.4% RSPO-Certified segregated palm oil for in-
house production, a decrease from 100% in 2021. This reduction was
due to the war in Ukraine resulting in shortages of sunflower oil. Con-
sequently, we increased the sourcing of palm oil o compensate and
where suppliers were unable to source RSPO SG certified palm oil, we
accepted RSPO Mass Balance.
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Animal Protein

Sourcing animal protein
responsibly is important for
animal and human wellbeing.

Consumers expect transparency and high
standards. Legislation, retailer standards, and
codes of practice are also placing increased
focus on animal welfare. Major risks associated
with failing to source animal protein responsi-
bly include poor animal welfare standards such
as inhumane living conditions, and prophylac-
tic use of antibiotics on healthy animals, which
may also pose a risk to human health.

Policies and Approach

Fish and seafood is the largest animal protein
source in our portfolio and is covered by specific
policies and procedures (see Sourcing: Fish and
Seafood). Our Policy on Animal Product Sourc-
ing sets out our approach to sourcing other ani-
mal products, including meat (beef, lamb, pork,
chicken), dairy products, and eggs. The policy
covers all Nomad Foods products and brands,
and our suppliers are required to comply with it.
It ensures that all animals used for meat produc-
tion are humanely slaughtered. It also states that
Nomad Foods does not permit the use of anti-
biotics deemed critically important to human
health (ClAs as determined by The World Health
Organisation), prophylactic or growth-promot-
ing antibiotics, or hormones in any animal pro-
tein products. Regarding eggs or products de-
rived from eggs (which represent less than 1%
of our portfolio) the policy stipulates they must
be sourced from barn-reared animals as a min-
imum.
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Wherever we operate, all suppliers to Nomad
Foods meet national legal requirements on an-
imal welfare. We support the Animal Welfare
Committee’s (AWC) ‘Five Freedoms of Animal
Welfare'.

1. Freedom from hunger and thirst

2. Freedom from discomfort

3. Freedom from pain, injury or disecse
4. Freedom to express normal behaviour
5. Freedom from fear and distress

We are also signatories of the Better Chicken
Commitment (BCC) and are committed to work-
ing to improve welfare standards by 2026. This
set of standards to ensure the welfare of broiler
chickens, was developed by animal welfare and
animal rights organisations from across Europe,
and significantly exceeds regulatory minimums
for animal welfare.

We carry out an annual questionnaire with our
suppliers to understand their welfare standards.
In 2022, we doubled the number of questions
within the questionnaire to gain greater insight
into the wider areas affecting animal welfare
and sustainability, such as ingredient composi-
tion, country of origin of feed, and where appli-
cable, the total time and number of stops from
supply to delivery at Nomad Foods.

Progress

Due to significant supply chain disruptions over
the last few years, many businesses, including
ours, have had to focus on securing supply,
sometimes leading fo slower progress in other
areas. Despite this, we have managed to move
towards higher welfare standards in certain ar-

Indicator 2020 2021 2022
Purchased volume of poultry from non-cage

reared chickens (%) 100 100 e
Percentage of egg volume from non-cage

reared chickens (%) 72 100 et
Total purchased volume of animals by breed 146,167.5 146,654 137,538
type (tons)

% Purchased volume that is fish and seafood 73.7 74.2 73.3
% Purchased volume that is poultry 16.8 17 17.5
% Purchased volume that is red meat 9.6 8.8 9.2

eas such as enrichment.

Results of our 2022 questionnaire* show that
100% of the chicken we source is compliant
with EU welfare laws and regulations. All birds
are stunned before slaughter, we are 100%
cage-free, and no suppliers use prophylactics
or growth promoting antibioftics.

We continue to work with our suppliers to im-
prove opportunities for chickens to express nat-
ural behaviours, as well as extending access to
natural daylight. As of 2022, over 60% of our sup-
pliers provide all or some of their poultry stocks
with access to enrichment, over half provide
natural daylight to all their poultry stocks, and
another 36% provide natural daylight fo some of
their stocks. These results represent an increase
from 2021.1n 2022, we also saw furtherimprove-
ments in stocking density and travel time to
slaughter, with a quarter of suppliers stocking
birds at 30kg/m2 or less, meeting BCC criteria,

*Data reflects the percentage of suppliers supplying Nomad
Foods, not the percentage of purchased volume of animals.
In 2022, we had a 100% response rate, up from 80% in 2021.
Where full transparency was not available from suppliers, we
have assumed non-compliance, even if they have previously
shown compliance.

Despite a chal-
lenging year due
fo supply chain
disruptions, we re-
main committed
fo improving the
welfare standards
for the animal pro-
fein products we
source. By work-
ing closely with
our suppliers, we
continue fo deliv-
er year-on-year
improvements.

Imogen English, Group
Sustainability Manager -
Agriculture
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and nearly 70% having a fravel fime for their birds
of 8 hours or less.

We also continue tfo increase the fransparen-
cy of our supply chain. In 2022, more than 95% of
our cheddar cheese was sourced from suppliers
with grass-fed cattle and certified by Bord Bia,
the Irish Food Board. This is the first year we have
been able to report this data.

Future Plans

Despite the challenges facing the wider indus-
try, some of which may impact progress on ani-
mal welfare, we will continue to prioritise making
improvements in this area. Our cross-functional
Chicken Strategy Working Group is building on
the positive work that has already taken place to
improve welfare standards. As part of this work,
we will be refreshing our strategy and roadmap
to progress.

We will continue to work with suppliers to un-
derstand and improve welfare standards, par-
ficularly in key criteria such as enrichment and
stocking density and gain further insights to en-
able us to identify where improvements could
be made.

Finally, we will work with those suppliers who
fallunder our SBTi commitment, making sure they
are on track to develop targets by 2025 and sup-
porting them wherever necessary.
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Sociallmpact of Supply Chain

Protecting the rights of people
across our value chain - from
those who grow our food, to
our employees, to our
consumers and wider society -
is central to who we are.

Given the complex nature of global agricultural
supply chains there are a multitude of human
rightsrisks including human trafficking, child and
forced labour, poor working and living condi-
tions, long working hours and low pay. The risk
is greatest in countries with limited legal protec-
tions for workers or sectors heavily reliant on un-
skilled migrant workers.

Taking proactive action to identify, address
and remediate any human rights risk and taking
steps to ensure workers have decent working
conditions is of critical importance to us.

Policies and Approach

QOur Supplier Code of Conduct sets out our ex-

pectations for suppliers. These include:

* Upholding human rights, not employing child
workers and taking all possible steps to prevent
any instances of modern slavery

* Providing a safe and healthy workplace for all
workers, including having a health and safety
policy freely available fo all employees

* Upholding the stronger of either the International
Labour Organization standard or applicable lo-
calsocial and collective actionrights of workers

* Managing community impact resulting from
company and factory operations
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The Supplier Code of Conduct also covers our
requirements in relation to fair business practic-
es, frade regulation, environmental impacts,
supply chain responsibility and traceability. It
applies to all our supply chain partners.

Our Ethical Compliance Manager is respon-
sible for ensuring our suppliers meet our expec-
tations on allissues relating to human rights. We
use Sedex to monitor direct supplier compliance.
Sedexis amembership organisation which helps
deliver transparency in supply chains. We re-
quire 100% of suppliers to register on Sedex and
fully complete the Sedex self-assessment ques-
fionnaire, which covers labourrights, health and
safety, environment, and business ethics.

We also conduct third-party ethical audits to
ensure the requirements in our Supplier Code
and local laws are met. Strategic and high-risk
suppliers are required to complete a third-party
ethical audit every two years which is upload-
ed onto Sedex. Our preferred format is a Sedex
Members Ethical Trade Audit, but we also ac-
cepftspecified alternatives. Suppliers that do not
conform are expected to resolve this within giv-
en timelines and this will be verified by the au-
ditor, either through a follow up audit or a desk-
tfop review. New suppliers are not approved until
they comply with these requirements.

We use the information from Sedex to risk-as-
sess our suppliers on an annual basis and cre-
ate improvement plans for those identified as
high-risk.

Progress

In 2022, we maintained our target of 95% of Tier
1 suppliers being registered on Sedex, which in-
cludes the integration of one of our recent ac-

Indicator
% Tier 1 suppliers registered with Sedex

% of new suppliers (including indirect suppliers)
screened using social criteria

quisitions. 100% of our new suppliers (excluding
those in our most recently acquired Adriatics
markets) were screened using the Sedex risk
assessment tool. We also successfully com-
pleted our 2022 audit programme for strate-
gic and high-risk sites (both new and existing).
We completed 125 audits, exceeding the audit
programme’s annual target. This progress took
place against the backdrop of continued COV-
ID-19 related restrictions, the Ukraine crisis and
other external factors. These had a big impact
on both our suppliers and our audif programme
in several ways — for example increased costs
within the supply chain.

Future Plans

In 2023, we will confinue to maintain our target
of 95% of Tier 1 suppliers being registered on
Sedex, in addition to onboarding the Adriatics
supply base onto Sedex. We also plan to audit
79 suppliers identified as high-risk through our
risk assessment process. To ensure we achieve
these objectives we will track progress and re-
port against them in monthly cross-functional
forums with the relevant stakeholders.

2020

100‘

2021 2022
95| 95| 95
100 ‘ 100

We are pleased
with the progress
of our Ethical
Compliance pro-
gramme, which
includes all new
suppliers screened
using the Sedex
risk assessment
fool and the eth-
ical audit plan

for strategic and
high-risk suppliers.
These processes
are vital in miti-
gating risks and
upholding ethical
standards in our
supply chain.

Sam Brown, Ethical
Compliance Manager

Infroduction | Better sourcing | Better nutrition | Better operations | Data


https://www.nomadfoods.com/wp-content/uploads/2018/09/nomad-foods-supplier-code-of-conduct-september-2018.pdf

§
]

RIS e R 3 T s : 5 . ; . % )

2{~‘| 2022§U51=0inobilify Report BT e ¥ FASEL Intfroduction | Bettersourcing | Better nutrition | Better operations | Data

""".." hy ] ki .I v i VA e O - : '\\‘
LA '-. h i b ] k. , I. . "-‘,I X . ~ \J‘ : ,

e\ JRES . o e 2 THE e i 5 [’



Health and Nutrition

Promoting healthy diets and
lifestyles, combatting obesity
and making nuftritious food
affordable and accessible to
all, are areas of enormous
importance, high on the
agenda of governments,
NGOs, the media and,
increasingly, consumers.

Policies and Approach

Our Nuftrition Manifesto sets out our eight key
commitments to empower positive choices.
These include providing clear and simple con-
sumer nutrition information, making healthi-
er and sustainable choices more convenient,
and nutritionally optimising our products. Our
Nutrition Policy outlines our approach to label-
ling and product optimisation and has been
reviewed by our independent expert Nutrition
Advisory Board, comprising of leading inde-
pendent nutrition experts from around Europe.
Both our manifesto and our policy apply to all
Nomad Foods brands and ferritories.

Our Nutrient Profiling Tool

Score <4 4-10 n+

Healthier meal

choices
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Our Nutrient Profiling Tool

To deliver on our policy, we assess all our prod-
ucts against our Nutrient Profiling Tool (NPT).
This uses an externally-verified scoring system
to assess the nutritional profile of products to
determine whether they constitute a Healthier
Meal Choice (HMC). It assesses positive ingredi-
ents and nutrients, including fruit, vegetables,
fibre and protein, and nutrients of public health
concern such as sugar, salt and saturated fat.
For more details on our NPT, see page 25 of our
2020 report. All our research and development
experts, including our chefs, are trained in ap-
plying the NPT. We operate a strict gate-keep-
ing process for new products. Any product not
classified as a HMC is automatically challenged
and may be rejected orredeveloped before we
launch.

Our Nutrition Strategy

Our new Future of Nutrition strategy was
launchedin January 2022. The Nutrition Strategy
reflects the evolving nature of the Nomad Foods
product portfolio, which now includes occasion-
alfoods, such as pizza and ice cream, alongside
our core everyday foods products such as veg-
etables, fish, plant-based foods and chicken.
It broadens our commitment to both grow net
sales from healthier meal choice products year-
on-year, and fo grow sales from nutritionally im-
proved products year-on-year. It also includes a
new segmentation of the portfolio, into Everyday
Foods, Occasional Foods and Special Purpose
Foods, based on externally recommended fre-
quencies of consumption of the food categories
we offer. Everyday Foods are subject to our high-
est nufrition standards. For Occasional Foods,

Target Indicator 2020 2021 2022
ngii%?» % Total net sales from branded

::/)rove— products assessed and classified as 20.0 21.5 93.3
ment Healthier Meal Choices (HMC)

Year on

yearim- | % total net sales from branded nutri- 8.4
prove- | tionally optimised products .
ment

ng;icr)]?_ % total net sales from nutritionally

yrove— optimised non-HMC products as a % 9.5 6.6
P of total non-HMC sales

ment

Maximi- | % new product innovations that are 95 97

sation assessed and classified as HMC

which can be more indulgent, our priority is nu-
tritional improvement with the goal of making
these healthier meal choices wherever possible.
Special Purpose Foods target consumers with
specific nutritional needs such as dysphagia,
and thus need to be specially crafted to meet
these. For more detail on our strategy, see the
deep dive on page 27 of our 2021 report.

In the past year this strategy has been fully
embedded across our business and is directing
our approach to our new acquisitions in Switzer-
land and the Adriatics. The new segmentation
has been applied to the whole business, and
we are able to report against the different seg-
ments.

As part of the implementation process for the
Nuftrition Strategy, we launched a new ratings
system for nutrition which links directly into the
system we use to manage projects. Any non-
HMC rollout israted ‘red’ in the system, whichin
turn prompts arejection of the project and leads
to a process where the business case is weighed
up against our nutrition commitments/KPls. This
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https://www.nomadfoods.com/wp-content/uploads/2021/05/2020-nomadfoodsreport-final-v2.pdf
https://www.nomadfoods.com/wp-content/uploads/2022/05/2021-nomadfoodsreport-v14.pdf

has led to 100% of our rollouts being HMC for 12
consecutive quarters.

Our new Nutrition Strategy includes a Respon-
sible Sugar Strategy which was also launched in
January 2022, to drive further sugar reduction
and the avoidance of ‘hidden sugars’.

Over the past year, we have also been work-
ing on the integration and onboarding of our
new acquisitions, seeking to understand the nu-
tritional profile of these new portfolios, their use
of claims and labelling, and adherence to our
Codes of Practice for Nutrition Data Require-
ments and our Marketing to Children policy.

Educating our people is a key component of
our ability to deliver on our strategy. We have a
Nutrition Training Programme which is designed
to ensure that all colleagues understand the
health landscape where they are, know why nu-
fritionisimportant at Nomad Foods and what our
ambitions are for the future, and that they are
aware of, and compliant with, our nutrition policy.
The programme also helps us onboard new ac-
quisitions and run induction sessions for new em-
ployees. For detailed insight info our programme,
please see the Educating Our People deep dive.

Action on Fibre

Inlate 2021 we became inaugural signatories of
the Action on Fibre UK initiative. As part of this
we pledged to bring new products to the market
that are a source of, or high in fibre across our
three brand portfolios, to reformulate products
toincrease the fibre content, to provide positive
fibre messaging and educational materials and
to support Fibre February. See the progress sec-
fion below for information on the impact of this
activity in the past financial year.
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Green Cuisine

In the past year we also developed a new nu-
frition and sustainability strategy for Green Cui-
sine. The strategy stipulates that all green cuisine
products must be HMC. This makes Green Cui-
sine the first brand to have a mandatory HMC
requirement. This represents a step-change in
how we weigh up sustainability vs nutrition for
Green Cuisine and is central to us achieving our
ambition to help the population shift to more
healthy and sustainable diets.

Nutritional Labelling

We use on-pack nutritional labelling in every
market we operate in to enable informed choic-
es for our consumers. This currently includes traf-
fic light labelling in the UK and Ireland, Nutri-
Score labelling in France, Belgium Germany,
Austria, Portugal and Spain, the Keyhole sym-
bolin Sweden and Norway, and the Heart Mark
symbol in Finland.

Progress

In 2022, we increased the proportfion of our net
sales from HMC products to 93.3%, which trans-
lated to an increase of over €126 million, and
represents a 1.8% increase on 2021. This delivers
on our commitment to grow sales from healthier
meal choices year-on-year.

As we rolled out our new approach to portfo-
lio segmentation, we calculated a new baseline
for our Everyday Foods. This showed that 97.7%
of Everyday Foods are HMC, meaning we are
already delivering against our commitment to
maximise HMC in this segment.

We also achieved strong performance in the
Occasional Foods Segment, with over 43% of net
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sales and volumes coming from nutritionally im-
proved products, meaning we are also deliver-
ing against our target for this segment, which is
maximising nutritional improvement.

Despite these improvements, we saw a slight
fall from 9.5% in 2021 to 6.6% in 2022 on progress
towards our measure of improving year-on-year
the percentage of total net sales from nuftrition-
ally opfimised non-HMC products as a percent-
age of total non-HMC sales. This was the result of
the challenging economic circumstances and
volatility of the past year, which meant our ren-
ovation pipeline couldn’t be delivered as orig-
inally planned.

Product launches, renovations and rollouts to
new markets are crucial opportunities to drive
nutritionalimprovement. 2022 was our best year
ever for HMC innovations. 100% of our existing
products rolled out to new markets and 97% of
new product innovations were HMC, and 92%
of renovated products were HMC, an increase
of 7% from 2021.

In relation to the nutritional improvement of
our products, one standout example is Goodfel-
las Pizza. In 2022, over 85% of our Goodfellas piz-
zarange were HMC, and 68.7% of net sales were
HMC, an increase of 49.4% from 2021. We were
able to achieve this significant progress through
looking at the totality of the product and improv-
ing all elements of the pizzas, from the base to
the sauce fo the foppings. We also used senso-
ry testing —we wanted these healthier products
to taste indulgent and for consumers to enjoy
them. In total, so far we've innovated or reno-
vated 18 pizza recipes to be HMC (non-HFSS).

We have also made significant progress on
fibre. Overall, based on full year 2022 sales vol-
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umes, ourrenovated products added 113,375,366
portions (3g) of fibre onfo the nation’s plates -
and our é key innovations launched across 2022
delivered 1,759,495 additional 3g portions of fi-
bre onfo the nation’s plates.

Our 2022 performance adds to a strong leg-
acy of nutritional improvement and we were
proud to receive a 100% Health and Nutrition
score on the Dow Jones Sustainability Index for
the 4th consecutive year (2019, 2020, 2021, 2022)
—demonstrating our nutrition leadership.

We also seek to influence a wider shift fo-
wards healthier, more sustainable dietfs, and
have worked throughout the year to share best
practice and valuable insights with policy mak-
ers and key opinion formers and take key learn-
ings from this engagement.

Future Plans

Now that we have baselines for the healthiness
of our Nutrition Segments sales, we will confinue
to focus our efforts to achieve year on year im-
provements, as set out in our strategy.

We will also contfinue our work to infegrate the
new acquisitions in our business and look for-
ward to being able to provide information and
insight into the work we have planned to ensure
compliance with our policy and strategy, and to
optimise them nutritionally.

In 2023, we will also continue to engage policy
makers on fopics including front of pack nutri-
fion labelling, nutrition data transparency, frozen
food benefits and HFSS compliance.
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Our 100% Health and Nutri-

fion score on the Dow Jones
Sustainability Index for the 4th
consecutive year demonstrates
our robust nutrition governance
and strong commitment to
empowering positive choices
by consumers. Our focus on
nufritional improvement and
creating healthier meal choic-
es across both our Everyday
and Occasional Foods portfo-
lios is especially demonstrated
by our Goodfellas pizza range
—over 85% of recipes are now
classified as a healthier meal
choice, as a result of nutritional
improvements across all ele-
ments, from base fo sauce fo
foppings

Lauren Woodley, Senior Nutrition Manager



Deep Dive: Educating our People

Educating Our People

Educating Our People is one of eight commit-
ments in our Nufrition Manifesto. One of the
central strands of this commitment is our nutri-
tion fraining programme. The programme is de-
signed to ensure that all colleagues understand
the health landscape where they are, know why
nutrition isimportant at Nomad Foods and what
our ambitions are for the future, and that they
are aware of, and compliant with, our nutrition

policy.

Our nuftrition training programme plays a par-
ticularly important role for our Research, De-
velopment and Quality (RDQ) and Marketing
teams. For these teams, the Nutrition Team un-
dertakes horizon scanning for issues that are like-
ly to grow inimportance and then provides train-
ing on these topics and on additional topics the
team is interested in. As well as building knowl-
edge, the content covered in the programme
helps to stimulate ideas on future products or
product claims and the training sessions often
serve as an effective test ground for nutrition
messaging. Seeing what messages land with
colleagues internally helps us to hone messag-
es for consumers.

In 2022, our nutrition training programme creat-
ed more than 820 nutrition learning moments.
These were delivered through several different
training sessions, including our new nutrition on-
boarding approach, bespoke nutrition training,
Go for Green sessions and our learning series. As
part of the training programme, we also provide
educational materials on our employee infranet,
Nomad & Me.
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Nuftrition onboarding

When new colleagues join Nomad Foods, our
training programme brings them up to speed on
our approach to nutrition. To welcome our new
Adriatfic colleagues, we developed a new mod-
el for nutritional onboarding: Paddle, Swim, Dive.
Paddle, the first level of engagement, gave the
entire Adriatic team an introduction to nuftrition,
including our Nutrition Profiling Tool. Swim was
aimed at getting the RDQ and Marketing teams
up to speed on more specific topics, such as re-
sponsible per portion guidelines and our nutri-
fion labelling manual, and Dive included deep
dives into function-specific topics. For example,
we held a session on our salt strategy for RDQ
and delivered a Claims and Communications
masterclass for the Marketing team. A total of
110 colleagues from RDQ and Marketing joined
our nutrition onboarding sessions. We are using
this experience to create an Ideal Onboarding
Manual.

Bespoke nutrition fraining

The programme also includes running bespoke
sessions for specific markets, brands or regions.
For example, we ran a session for our Green
Cuisine team, on plant-based eatfing and diets.
We also ran bespoke training for our Careline
Team and for our French RDQ and Marketing
colleagues who wanted to know more about
front of pack labelling.

Go for Green

Our quarterly Go for Green sessions are an op-
portunity for our RDQ colleagues to deep dive
info a business-focused topic of their choice.
These sessions are also an opportunity for the
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nutrition feam to communicate with the wider
team, for example giving updates from across
the business or sharing requirements for new
product launches.

Learning series

Each year, the nutrition tfeam develops a learn-
ing series designed to educate colleagues on
a specific topic and the surrounding science. In
2022, we chose the gut microbiome. We shared
on-demand educational modules through the
Nomad & Me platform, which covered myth
busting content around issues including calo-
ries, diets and probiotics, and we ran training
sessions fo go through the content in more de-
tail. Originally developed for RDQ, the series has
since expanded to different functions across the
business. Our topic for 2023 will be sugar.

Alongside the annual topic, we also deliver on-
going educational content and training on core
strategic objectives. This year, to coincide with
our UK Action on Fibre pledges, we chose to fo-
cus some of our training on fibre. To mark Fibre
February, we ran interactive ‘Know Your Fibre’
quizzes for more than 200 colleagues and pub-
lished educational materials on Nomad & Me,
including a podcast and on-demand cook-
along. We also ran a bespoke fibre learning
session for RDQ.

Looking to the future

Looking forward, we are hoping to create an
internal intranet for Nutrition which will hold ed-
ucational resources and recordings of training
sessions so that they are available on-demand
to all colleagues.



Additives

Consumers increasingly expect
food brands to create products
without arfificial additives.

Using certain additives and less familiaringredients
(such as phosphates, E-numbers, MSG, arfificial
colours and flavourings) risks reputational dam-
age with policymakers, governments, civil socie-
ty groups, the media, and, ultimately, consumers.

Policies and Approach

Our Clean Labelling Policy, which has been

in place since 2003, outlines our approach to

ingredient selection. Based on consumer re-
search, we categorise all ingredients into four
categories to assess whether they meet con-
sumer demand for familiar, natural ingredients:

e A — Optimum: Natural, unprocessed or mini-
mally processed ingredients. Examples: Eggs,
Milk

* B — Accepted: Natural ingredients, perceived
to be generated in a simple and/or traditional
process. Examples: Egg powder, Skimmed milk
powder.

* C -Used by Exception: Ingredients with alevel
of adverse perception, but which are natural
in origin and/or traditionally used. Examples:
Natural flavours, Yeast extract, Whey protein.

¢ D - Unacceptable: Artificial additives. Exam-
ples: MSG, Hydrogenated fats.

We use these standards to determine our ingre-
dient selection when developing new products
or reformulating existing ones. We aim to max-
imise our use of ‘Optimum’ ingredients, and do
not allow ‘Unacceptable’ ingredients to be used
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in any of our products. Our target is for 100% of
our portfolio to be free from flavour enhancers,
arfificial flavours and artificial colourants by the
end of 2023. This target was previously for 2022
but has been extended to 2023 to give us time
to work with new acquisitions on recipe improve-
ments to remove artificial ingredients.

Our Clean Label Steering Committee monitors
our progress and drives ongoing improvement.
We have a strong governance process to ensure
that 100% of our new products are free from fla-
vour enhancers, arfificial flavours and arfificial
colourants.

Freezing food delays spoilage, reducing the
need for other preservatives. Therefore, we do
not add preservatives to our frozen food prod-
ucts, except where these are necessary for food
safety or where the traditional method of creat-
ing a product involves adding preservatives (for
example, ingredients such as ham).

Progress

At the end of 2022, 99% of our portfolio was with-
out flavour enhancers, artificial lavours and ar-
fificial colourants. This is a percentage point
increase from 2021. We achieved this through
recipe improvements to reduce artificial ingre-
dients across our Goodfellas UK & Ireland, Find-
us Spain and Findus Nordics ranges. Our acqui-
sition of Findus Switzerland intfroduced several
new products containing artificialingredients to
our portfolio and we have worked hard to im-
prove these recipes as well.

Future Plans
We are on frack for 100% of our portfolio to be
free from flavour enhancers, artificial flavours

Target Indicator 2020 2021 2022
100% by | % Branded products without flavour

endof | enhancers, artificial lavours and 97 98 99
2023 artificial colourants

We have continued the success of last year,
with 99% of our portfolio now free from flavour
enhancers, artificial lavours and artificial col-
ourants. This is a result of recipe improvements
across both legacy brands and recently ac-

quired Findus Switzerland.
Barbara Schausberger, Head of RDQ, Western Europe

and artificial colourants by the end of 2023. In
2023, we will focus on removing artificial ingre-
dients from the remaining 1% of our portfolio,
whilst also understanding the status of products
within our newly acquired businesses.

We will also continue our focus on clean label-
ling. Clean labelling is a requirement in all new
and existing product development. We have
also identified existing products that require a
clean label upgrade and will be taking action
on these in 2023.

Infroduction | Bettersourcing | Better nutrition | Better operations | Data



Responsible Marketing

Transparent marketing and
labelling help consumers make
informed food choices.

Marketing and labelling can also help to shift
consumers fowards a more sustainable, nu-
tritious dief, increasing consumption of plant
based foods and promoting regenerative ag-
riculture.

Policies and Approach
Transparent nutritional labelling is central to our
Future of Nutrition Strategy.

Our Nutrition Policy sets out ourinternal stand-
ards on the use of nutritional on-pack claims,
which go above and beyond statutory mini-
mums. We use nutritional labelling on pack in
all our markets, which includes information on
all key nutrients. We use front-of-pack nutrition-
al labelling where possible, and we voluntarily
label fibre.

We also continue to use our influence as a
leading European food company to call for
mandatory and harmonised front of pack nu-
tfritional labelling (FOPNL) across Europe, and for
a UK approach to FOPNL that aligns with Europe.
We believe that thisis vital to ensure the industry
enables informed food choices by consumers
across the region.

At the end of 2022, we reviewed and updat-
ed our Marketing Policy. This included important
updates to our approach to Marketing to chil-
dren, which is particularly important given the
fact that our portfolio now includes ice cream,
following recent acquisitions. Key changes in-
cluded:
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Defining infants, children and teenagers clearly

- Evolving the policy and approach to account

for the edible ices (ice cream, waterices, ice

cream cakes) business we acquired

Evolving the policy and approach to account

for co-branded products

Being more explicit as to how we define Mar-

keting to Children

- Being explicit in how we responsibly use web-
sites and interactive media

- Expanding the remit of the policy, to include

our use of all fantasy, animated characters,

celebrities orinfluencers that appeal primarily

to children.

New UK regulation which restricts the place-
ment of HFSS products came into force in 2022.
While this did not have direct implications on
marketing, we have ensured that there is HFSS
compliance across the regulated product cat-
egoriesin our UK brands, Birds Eye, Aunt Bessie's
and Goodfella’s.

Progress

The update fo our Responsible Marketing Poli-
cy, outlined above, has been a key focus in the
past year. As part of the update, we have also
provided training fo colleagues across Nomad
Foods in the new policy.

We have been working to fully map the prod-
ucts, packaging, placement and marketing of
ourice cream portfolio, as part of the onboard-
ing and integration of our new acquisitions. This
fed into the update to the policy, and also en-
abled us to audit the portfolio against the up-
dated policy and create workstreams to drive
action where needed.
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Our marketing team, research, development
and quality team and our sustainability and le-
gal teams have also collaborated to create a
new training video around ‘Bold Claims’ for the
Nomad Foods Marketing community as part of
our continuous learning approach.




Product Safety and Quality

Food safety is essential for the
success of our business and the
health of our customers.

Concerns about the safety or quality of our
products risk damaging our reputation, increas-
ing our operational costs and decreasing de-
mand for our products.

Policies and Approach
Our Quality and Consumer Safety Policy outlines
our commitment to ensure product safety, and
the steps required to identify, confrol and moni-
tor points of potential safety risk. This policy cov-
ers every stage of the supply chain. It applies to
all operating sites and product categories, in-
cluding anything manufactured by third parties.
When selecting new suppliers, we set high
standards for food safety and quality. We re-
quire all new suppliers to be accredited to the
BRC Global Food Standard at A grade or a GFSI
equivalent standard, and we review their certifi-
cation status every year. We also demand that
all raw material ingredients are provided with
signed supplier specifications. These specifica-
tions ensure the absence of chemical, microbio-
logical and physical contamination of materials.
With certain key ingredients, we set stricter
standards on traceability. Products such as our
MSC- and ASC-certified fish, and our RSPO-cer-
tified palm oil are supplied through a chain of
custody scheme (see Sourcing: Fish and Sea-
food and Sourcing: Crops sections for more
details). This guarantees that they have been
sourced in accordance with enhanced sustain-
ability standards.
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We take numerous steps to ensure compliance
with our policy and specifications. We run an ex-
tensive Food Fraud and Adulteration Prevention
programme. Thisincludes horizon scanning, intel-
ligence sharing with other food businesses and
laboratory testing of our raw materials.

We conduct formal risk assessments on all
our food and packaging suppliers, using an
assurance scheme which complies with the
Global Food Safety Initiative (GFSI). If we iden-
tify instances where suppliers fail to meet our
standards, we reassess them after an agreed
period to ensure non-compliances are being
addressed. We then use this information to de-
termine whether we continue using the supplier.

We also conduct regular product audits within
our supply chain. Our audits cover a wide range
of factors that include but are not limited to:
food safety systems; hygiene standards; trace-
ability; operational procedures; maintenance;
security; fraining; and food fraud prevention.
Traceability is an important part of our audit pro-
cess, and we carry out hundreds of traceability
challenges every year. Our audits also test emer-
gency response procedures to ensure product
safety. Audit results are used to drive corrective
action on the quality of the products suppliers
deliver to us.

We tfrain employees regularly on product safe-
ty. Our auditors and quality staff receive frain-
ing in specialist subjects that include but are not
limited to: hygiene design; food safety systems;
allergen management; and microbiology. We
view professional development an ongoing pro-
cess and assess individuals' training needs us-
ing our HR capability matrix tool. Once food is
placed on the market, we also operate a Con-

Indicator 2020 2021 2022
% Supplying sites within Nomad Foods supply

chain operating to an international food safety 98.5 98 95
system

Number of incidents concerning food safety 10 14

and quality

sumer Care Line foreceive andrespond to feed-
back from consumers.

For more details on our food safety proce-
dures, see our 2022 annual report.

Progress

Due to the war in Ukraine and the impacts of
poor harvests, our focus in 2022 was on main-
taining supply for production. To restrict our ex-
posure to sunflower oil coming from Russian con-
trolled areas, we rapidly switched from sunflower
oil fo rapeseed and other oil sources in several
products.

To ensure continuity of supply to Europe from
the UK following the UK's exit from the EU, we
changed how we make chicken productsin our
Lowestoft facility, moving from raw products to
a cooked variant for export.

In 2022, we saw a small reduction in the per-
centage of supplying sites within our supply
chain that operate to an international food
safety system. This was due to the inclusion of
Findus Switzerland and the completion of a gap
analysis of our supply chain. We also saw a small
increase in the total number of incidents con-
cerning food safety and quality. We have anin-
cident management steering group that meets
regularly fo review all incidents, including food
safety and quality issues, to ensure any required
actions are completed.
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Greenhouse Gas Emissions

According to the United
Nation’'s Food and Agriculture
Organisation, the food system
contributes a third of global
greenhouse gas emissions.

Itis also vulnerable to the impacts of climate change
through increased frequency of unpredictable or
extreme weather events, decreased land availabil-
ity, water scarcity, social health deterioration, rising
sea temperatures and ocean acidification.
Failure to mitigate the worst impacts of cli-
mate change not only threatens lives and live-
lihoods across the world but could materially
impact our business. Consequently, we have a
criticalrole in playing our part to reduce green-
house gas emissions across our value chain.
For more detail on the risks posed to our business
by climate change, see our 2022 annual report.

Policies and Approach

Our Safety, Health and Environment Policy sets
out our commitment to measure, manage and
mitigate our environmental impact.

Since 2018, we have had a target to reduce
our greenhouse gas (GHG) emissions per ton
of finished foods each year and in 2021, we set
ambitious emissions reduction targets approved
by the Science Based Targefts initiative (SBTi). By
2025, we are committed to reducing our Scope
1, 2 and 3 GHG emissions per ton of product by
45% from our 2019 baseline, equal to a 25% ab-
solute reduction. In addition, we have commit-
ted to ensuring that the top 75% of our suppliers
by emissions, covering purchased goods and
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GREENHOUSE GAS EMISSIONS

Gaseous fuels: Natural gas, bio-
gas, propane and LPG**

Diesel / petrol

Wooden pellets*

Lubricating oils

Liquid CO2 and dry ice

Air conditioning (refrigerants)

Direct emissions
from owned
and controlled
sources

Indirect emissions
from the genera-
tion of purchased
energy

Purchased electricity
District heating
Purchased steam**

Materials for reuse and waste
Diesel / petrol / electricity from
leased vehicles

Liquid nitrogen

Propane

LPG**

Fertiliser

Fresh and waste water
Electricity in external warehouses
of finished goods

Electricity to run freezers**
Inbound logistics of finished
goods

Outbound logistics of finished
goods **

Indirect emissions
that occurin our
value chain

*added to scope as of 2020
**added to scope for the Adriatics only as of 2022

services, develop their own science-based tar-
get by 2025. We are also members of the UN'’s
Race to Zero campaign, the largest ever alli-
ance committed to achieving net zero carbon
emissions by 2050 at the Iatest.

To assess progress against our targets, we
measure our corporate carbon footprint annu-
ally by calculating our total Scope 1, 2 and 3
emissions and converting them into equivalent
tonnes of carbon dioxide. Our footprint covers
our own operations (i.e. all factories operated by
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Nomad Foods, excluding co-packers), allowned
and third-party warehousing, and inbound and
outbound logistics of finished goods. Data is cal-
culated and reported in line with the GHG Pro-
tocol, and externally audited. Our 2022 footprint
includes the recent acquisitions of Findus Switzer-
land and our new business in the Adriafics.

We collaborate with others to maximise the
positive impact we can have. In 2020, we joined
the global fight against food waste initiative,
10x20x30, which unites the world’s largest food



retailers and providers to reduce food waste.
Each member commits to working with at least
20 suppliers to halve food loss and waste by
2030, in line with UN SDG target 12.3. Some of
our markets have also signed pacts or pledges
on a national level to help reduce food waste.

Progress

We have presented a breakdown of the data to
enable comparability with data reported in pre-
vious years. The 2022 Nomad Foods legacy data
relates to all business operations excluding Find-
us Switzerland and the Adriatics and can there-
fore be directly compared to data from 2019, 2020
and 2021. The 2022 Nomad Foods total refers to alll
business operations including Findus Switzerland
and the Adriatics. We have also provided data
for each of these businesses separately.

Nomad Foods legacy
In 2022, we reduced our absolute emissions by
23.4% and our emissions intensity by 23.9% from
a 2019 baseline. This is slightly ahead of our SBTi
target trajectory for absolute emissions. We also
reduced absolute emissions by 10.8% and emis-
sions intensity by 2.5% since 2021. This reduc-
fion in absolute emissions was achieved mainly
through having all Nomad Foods legacy facto-
ries running on 100% renewable electricity for
an entire calendar year and reducing emissions
related from waste and materials for reuse.
Our total carbon footprint for the legacy busi-
ness in 2022 was 258.8 kilotons CO2e.

Findus Switzerland
We included the emissions data for Findus Swit-

zerland in our 2021 report (in 2021, Findus Swit-
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Target Indicator 2019 2020 2021 2022
(Nomad
Foods leg- (Nomad (Nomad Nomad . - -
S oy} | Foodsleg- | Foodsleg- | Foods | PGS || Adroies | Nomag
Y 297 = Baseline acy) acy) legacy
from Year
a 2019
::i)r?;%’y Scope 1 GHG emissions (kilotons CO2e) 67.3 92.48 91.97 85.21 0.63 28.44 114.28
2025 Scope 2 GHG emissions (kilotons CO2e) 47.5 16.73 7.04 0.04 0.06 20.31 20.41
Scope 3 GHG emissions (kilotons CO2e) 223.0 192.11 191.01 173.55 1.93 142.95 318.43
) 258.80
Total (% vs baseline) 337.8 301.30 290.02 03.4%
Reduce
by 45%
from GHG emissions intensity (kgCO2e per ton of
a 2019 . Vg P -23.4% 484.7 479.6 467.8 553.3 1,566.8 668.8
b finished goods)
ase-
line by
2025
% Vs baseline -23.9%
Absolute volume of waste generated (fons)* 51,521 54,683 52,557 46,738 317 8,889 55,944
Volume of freshwater consumption (m3) 4,741,312 5,185,407 5,956,822 4,920,606 34,547 641,659 5,596,812
Volume of effluent water discharged (m3) 4,058,960 4,321,274 4,431,797 3,900,972 27,642 569,564 4,498,178

*Any materials that are repurposed for animal feed and surplus food (sent to food charities) are neither considered waste, nor included in waste reporting.

23.9%

zerland’s absolute greenhouse gas emissions
across Scopes 1, 2 and 3 were 3.32 kilotons
CO2e). Against this baseline, in 2022 we have
seen a 21% reduction in total absolute emissions
and a 23.2% reduction in emissions intensity.

Nomad Foods fotal

In our newest Adriatics markets we are respon-
sible for all outbound logistics and also provide
more than 100,000 freezers to our customers
which are directly owned by us. This is different
to how we operate in other markets and has
had a significant impact on the profile of our
carbon footprint, almost doubling our absolute

emissions. Our absolute carbon footprintin 2022,
which includes Findus Switzerland and the Adri-
atics, was 453.1 kilotons CO2e. These significant
changes in company structure and operations
will frigger a target recalculation under the SBTi
reporting and recalculation criteria.

The primary sources of carbon related emis-
sions within our operations were freezers (26.9%),
waste & materials for re-use from our factories
(26.3%), energy (23.5%) and logistics and ware-
housing for our finished goods (15.8%). Now that
we have calculated our baseline for the Adriat-
ics business we will be working on an emissions
reduction strategy, which will include a focus

reduction in

emissions intensity

since 2019

33%

reduction in edible
food waste since

20153
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on logistics, warehousing and the emissions as-
sociated with our freezers. The biggest drivers of
emissions in our legacy business are as follows:

Waste

Waste and materials for re-use make up the
second largest proportion of our emissions, af-
ter the emissions associated with our owned
freezers. There has been a decrease in absolute
volumes of waste across Nomad Foods legacy
compared to 2019, and only a slight increase
with the addition of Findus Switzerland and our
Adriatics business. We have also delivered a 33%
reduction in edible food waste since our 2015
baseline. When we include Findus Switzerland
and the Adriatics, we have still delivered a 19.5%
reduction since our 2015 baseline.

Energy
In 2022, our dedicated energy efficiency work-
stream continued to identify and explore oppor-
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funities to deliver current operations in a more
efficient manner and to switch fo low carbon or
renewable energy alternatives. We conducted
five externally supported site studies to identify
opportunities to make our factories more effi-
cient and furtherinternally facilitated reviews to
establish a pipeline of projects to be executed
in 2023 and beyond.

2022 was the first year all our legacy sites ran
on 100% renewable electricity for the whole
year. As part of our objective to increase our
use of renewable energy, we also carried out
a group-wide study to identify the operational
sites where solar could have the biggestimpact
and will be exploring this further in 2023. At the
end of 2022, we also switched from a gas fuelled
fume scrubber at our Bremerhaven factory to
an electrically powered UV system. This will re-
move all carbon emissions associated with the
previous system.

Water

In 2022, our freshwater consumption and effluent
discharge across Nomad Foods legacy sites de-
creased in absolute terms compared to 2021. With
the addition of Findus Switzerland and our Adri-
atics business, we have seen a slight decrease in
absolute terms in our freshwater consumption and
effluent discharge compared to 2021.

Supplier emissions

Collaboration with suppliers is critical to deliver
emissions reduction across our operations. As
part of our roadmap to net zero, we have set a
target, for the top 75% of our suppliers by abso-
lute emissions volume to develop their own sci-
ence-based targets by 2025. Recognising that it
is more challenging for some of our suppliers than
others to reduce their emissions, we have provid-
ed toolkits and other support such as joint busi-
ness plans to help them on their journey. By the
end of 2022, almost a third of our target suppli-
ers had committed to setf science-based targets
and around half of these had already set them.

Future Plans

Our priority is delivering emissions reduction in
line with our Race to Zero commitment and our
science-based targets. Having now assessed
our GHG emissions footprint for the Adriatics
markets, including waste and water, we can
now establish reduction pathways for the busi-
ness. We will contfinue to explore the potential for
wider deployment of solar panels, solar heating
systems and wind power, and our Operational
Excellence Programme will continue to explore
where efficiencies can be made across all our
operations.

The acquisition of
our Adriatics busi-
ness has had a
significant impact
on our carbon
footprint, so our
focus now is on es-
fablishing reduc-
fion pathways for
the business. We
will look forward to
reporting on the
progress we have
made in next
year's report.

Gareth Morgan, Group
Head of Engineering
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Packaging Lifecycle

Packaging protects the safety
and quality of products.
However, when poorly
managed it can have
negative environmental
iImpacts on ecosystems.

As consumer and media scrutiny of packaging
issues increases, poor packaging lifecycle man-
agement could also pose a reputational risk for
Nomad Foods.

Policies and Approach
Our Policy on Packaging sets out our commit-
ment to reduce packaging volumes, use recy-
clable packaging materials and promote re-
use and circularity. We aim fo use sustainably
managed virgin paper and FSC or PEFC-certi-
fied suppliers to package Nomad Foods prod-
ucts. We also use recycled materials wherever
possible. However, legislation in all our markets
that limits the use of recycled content from main-
stream mechanical recycling for food packag-
ing makes this challenging. The policy covers all
packaging elements within our product supply
chain. This includes:

* Primary packaging: Packaging taken home by
the consumer, usually in direct contact with an
individual product

* Secondary packaging: Packaging used fo
group products into stock-keeping units

e Tertiary packaging: Bulk or transit packaging
used to transport larger volumes of products
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As set out in our policy, all new packaging de-
velopment is assessed against sustainability cri-
teria. To be approved, all packaging must main-
tain food safety and product quality and, where
technically possible, meet our recyclability cri-
teria. Within our Packaging Code of Practice,
we have key design guidelines for maximising
packaging recyclability that is shared across all
Nomad R&D Packaging teams. To help consum-
ers reduce packaging waste, we use on-pack
waste and recycling labelling systemsin 14 mar-
kets. In the UK, Birds Eye is also a founding sig-
natory of the UK Plastics Pact: a collaboration
between businesses, NGOs and the UK govern-
ment to eliminate unnecessary plastics and in-
crease recycling.

Sustainable design principles

Minimise
packaging use

Drive circularity

£

Introduc -




Due to technical challenges, we have extended

our original target which was 100% recyclable

consumer packaging by 2022, fo 2030 and in-

tfroduced additional packaging commitments

to help focus our efforts and activity:

1. By 2030, 100% recyclable consumer packag-
ing

2. Increase our use of recycled contentin flexible
plastic packaging

3. Reduce overall packaging weight year on
year

We are working to establish baseline data for
our recycled content and packaging weight
commitments and will report on these next year.

Progress

In 2022, 96.5% of our packaging portfolio was
recyclable. This was an increase of 6 percent-
age points from 2021: the result of innovation
within our packaging materials and significant
progress in the Nordics, where we continued our
roll out of recyclable pillow bags, switching 240
tonnes of non-recyclable packaging into recy-
clable. While not currently included in the over-
all recyclability calculation, we also replaced
non-recyclable lids from all 120ml Ledo cones
with recyclable paper alternatives.

We have also reduced our dependence on
virgin packaging materials by increasing the
use of recycled content. At our Lowestoft fac-
tory, we increased the post-consumer recycled
content to 30% in our shrink wrap used for sec-
ondary packaging. In the Nordics, we support-
ed aninnovative new private labellaunch using
mechanically recycled content in food contact
applications. We also started to use Green Poly-
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ethylene in the Nordics, driven by our Technical
Innovation Pipeline. This has increased our use of
renewable plastic by approximately 6.2 tonnes.

We have continued our focus onreducing the
overall volume and weight of our packaging. By
removing the reseal feature from our resealable
vegetable packs sold across the UK, Ireland, Por-
tugal and Italy, and reducing the bag size, we
have reduced the plastic packaging on these
products by 70%. Implementing this change re-
quired a cross functional business approach
and an alignment of all business units behind
the need to prioritise sustainability over consum-
er convenience. We also reduced the thickness
of bags sold in the Nordics, removing a further
20 tonnes of plastic annually (based on 2022
sales volume).

Future plans

In 2023, we will be integrating Switzerland and
the Adriatics acquisitions into our reporting and
clarifying the relevant baselines for new commit-
ments and targets.

We will continue to focus on replacing non-re-
cyclable packaging with recyclable alternatives
and reducing packaging where possible, with
a particular focus on potato film reduction, fish
carton optimisation and the continued reduc-
tion in thickness of bags in the Nordics. We will
also conduct further festing of recycled content
in our packaging so that we can increase the
proportion of these materials used across our
portfolio.

Target Indicator 2020 2021 2022
100% by . . .
end of ‘Z;go;l;ob(?leng material fhat is 83.4 90.4 96.5
2030* 4

% Packaging material that is
N/A renewable 47.2 61.2 62.1

*Timeline for target extended to 2030 from 2022 due fo technical challenges reaching 100%
by 2022

We continue to make significant progress to-
wards our recyclability target, with 96.5% of our
packaging now recyclable. We will apply the
same cross-functional business approach to in-
creasing recycled content and reducing pack-
aging weight to drive improvements on these
new targets.”

Adam Falck, Packaging Development Manager — Implementation
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Deep Dive: Life cycle assessment of frozen food

As part of our ongoing efforts fo understand the
impact of frozen food compared to non-frozen
alternatives and to direct our emissions reduc-
tion efforts, in 2021 we commissioned a unique
end-to-end life cycle assessment (LCA) study
which compared the carbon footprint of 22 of
our most popular frozen foods products with
their non-frozen alternatives. The study was
peer-reviewed by Prof. Dr. Matthias Finkbeiner,
Prof. Dr. Greg Thoma and Kai Robertson —some
of the world’s most prominent experts in LCA
methodology, agrifood LCAs and food waste.
We provided an overview of the methodology
and topline results in last year's report (see our
2021 Impact Report). Since our last report we
have published both an executive summary re-
port and full fechnical report, both of which are
available on our website.

Many existing carbon labels and LCA studies are
limited in scope, adopting a “cradle-to-gate”
approach which excludes the distribution, re-
tail, and consumer stages, including the emis-
sions associated with retailer and consumer food
waste. Our study goes beyond this to include all
stages of the product life cycle, as well as pri-
mary data for all processing steps. Over the last
year, we have been able to draw further conclu-
sions from the study and identify how we can use
it to support our own emissions reduction efforts
and inform the wider ongoing debate around
eco-labelling.

What the LCA study tells us

As we reported last year, the study found that
for the 22 frozen products assessed, most had
an equal or lower carbon footprint than simi-
lar products using other preservation methods,
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such as fresh or chilled. This is primarily because
frozen has much lower levels of food loss & and
waste — the energy required for the initial freez-
ing and storage of the frozen products was off-
set by the reduction in carbon dioxide equiva-
lent GHG emissions associated with the reduced
food loss & and waste in the wider lifecycle of
the products studied. In only three cases was
the frozen product footprint found to be higher.
We now know the factors that determine wheth-
er the carbon footprint of a frozen product is
higher or lower than a non-frozen alternative
(assuming the same carbon impact during pro-
duction). These include the electricity mix used
by retailers and consumers, the amount of time
consumers keep frozen products in their freezer
and the amount of food loss and waste af the
retail and consumer stages.

The results of the study indicate the vital role fro-
zen food can play in tackling the carbon emis-
sions from food loss & and waste. They also il-
lustrate the importance of including the whole
life cycle in LCAs of frozen food products, and
highlight the need for product and preservation
method-specific food loss and waste data.

Supporting our journey to net zero

We are using the wealth of primary data gath-
ered on our own products fo identify where we
can continue to reduce emissions and lower the
carbon footprint of our supply chain and sharing
results with key stakeholders including retailers to
encourage. The results of the study also indicate
the need to shift perceptions around frozen food
and raise awareness of the role it can play in
tackling food loss & waste and related emissions.

Ihis Is one of the most elaborate frozen food
LCA studies ever done, covering not only a wide
range of frozen food products and their alterna-
fives, but also approaching them all in a con-
sistent methodological manner. Combined with
the large amount of primary production data
included and the attention to detail at each
stage, this study is one of a kind. Based on this
study, we are now in the unique position to draw
conclusions about the carbon footprint of frozen
food products compared to their non-frozen
alternatives and generalise these conclusions

across the frozen food category.
Ellen Meijer, Senior LCA Consultant, PRé Sustainability

LCA of 22 frozen food
products and their
alternatives

Third Party Technical Report

pPRé
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https://www.nomadfoods.com/wp-content/uploads/2022/05/2021-nomadfoodsreport-v14.pdf
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https://www.nomadfoods.com/news/nomad-foods-publishes-third-party-technical-report-of-its-peer-reviewed-life-cycle-assessment-lca-study/

Employee Health and Safety

Keeping our employees safe is
always our highest priority.

Failure to promote high standards of health and
safety poses a risk to our ability to function as a
business.

Policies and Approach

In 2022, empowering our people to take per-
sonal responsibility o make the right decisions
every day to keep themselves and each other
safe underpinned our approach to safety.

To support this, we reviewed our safety policy
and governance process to ensure we could
support an organisation that truly puts safety
first. Our policy review focused on improving
our behaviours in the workplace and ensuring
we all take reasonable responsibility for our own
safety. Our safety policy covers allNomad 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.

We continue to drive for "Vision Zero”, our am-
bition to cause zero harm to people and the en-
vironment, and in 2022 developed a multi-year
roadmap and strategy for this that covers all No-
mad Foods operations.

We also launched our new Nomad Foods
Safety, Health and the Environment (SHE) stand-
ards. Based on five life-saving principles, these
standards aim to reduce risk in the areas where
high severity accidents may occur. We set min-
imum standards and robust controls for fwo of

42 | 2022 Sustainability Report

the five life-saving principles, and will do the
same for the remaining three in 2023.

We also infroduced a new role to strengthen
our group safety strategy. The new Group Head
of SHE will act as a key advisor to the supply
chain leadership team and reports to our Chief
Supply Officer. This role is responsible for ensur-
ing health and safety processes are in place
throughout all our systems and for continuing
to raise awareness of processes for reporting
and escalating incidents and injuries. Our com-
pany leadership teams will remain accounta-
ble for the health and safety practices within
our business.

Progress
In 2022, we delivered significant improvements
in our safety metrics. We reduced our accident
total recordable case frequency rate by 3.43
and almost halved the total number of lost time
accidents.

Several programmes contributed to this suc-
cess. Through our Safety First Everyone Everyday
programme (previously Activate Safety Now) we
committed to train all our leadership on how to
successfully drive safety through leadership be-
haviours and positive conversations. We com-
pleted over 3,000 hours of training, frained over
600 employees and identified dedicated safe-
ty champions at each factory to lead on pro-
gramme deployment. We also invested signifi-
cantly in our Machinery Safety programme. We
used external experts to help identify risks asso-
ciated with our equipment and will continue to
remove these risks throughout 2023.

We also began rolling out the new Nomad
Foods SHE standards across the organisation,

Indicator*

2020

2021**

2022

Lost fime injury frequency rate (number of lost-
time injuries per million hours worked)

7.56

7.39

4.49

Number of total recordable work-related
injuries

71

39

Rate of total recordable work-related injuries
(number of recordable work-related injuries per
million hours worked)

9.52

8.33

4.9

*All data refers to factory employees only
**Data for 2021 includes Findus Switzerland

starting with workplace transport and lock out,
tag out (a safety procedure to ensure danger-
ous equipment is properly shut down during
maintenance or repair work).

We recognise that our Adriatic markets are
less advanced on their safety journey and cur-
rently have higher accident rates than our leg-
acy sites. Our focus in 2022 was on laying the
foundations for success and developing road-
maps for regional SHE improvements.

Future Plans

We have set challenging targets for safety, ul-
timately working towards ‘Vision Zero'. This in-
cludes targets for hazard identification, behav-
ioural based safety observations and near miss
identification.

We will continue to enhance our safety man-
agement system by rolling out the final three
life-saving principles of the Nomad Foods SHE
standards and building SHE expertise within our
manufacturing sites.

We will also continue our Safety First Every-
one Everyday programme in 2023, expanding
the programme across the Adriatic region and
maintaining our progress in legacy sites, and

Safety First
Everyone

Everyday and our
other programmes

have helped us

deliver significant

improvements in

our safety metrics.

Rachel Rae, Head of
Safety, Health and

Environment
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continue to remove risks associated with our
equipment through our Machinery Safety pro-
gramme.

We are committed to expanding our over-
all safety programme to all functions in Nomad
Foods and will be implementing our expansion
roadmap through 2023. The roadmap will identi-
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fy specific actions we want to take in each of our
functions, including procurement, offices, agri-
culture and logistics, to furtherimbed our culture
of zero accidents. We will also be focusing on on-
boarding the Adriatic region to our central SHE
standards and driving specific improvements on
hazard identification and risk reduction.
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Employee Wellbeing and Development

Supporting our employees to
nurture their health and
wellbeing and providing
opportunities for everyone to
develop and grow is essential
to their success, and the
success of our business.

Policies and Approach

Our Learning and Development (L&D) Policy sets
out our commitment to investing in the contin-
ued development of our people. It outlines our
ambition to build alearning culture that inspires
and empowers all employees to drive their own
development. This policy applies to all Nomad
Foods employees.

Our UK-based L&D team co-ordinates No-
mad Foods' L&D annual plan and investment.
This plan is delivered through an international
network of functional capability leads, HR Busi-
ness Partners, internal subject matter experts,
and external partners.

We have group-wide L&D programmes, and
online and face-to-face L&D opportunities avail-
able for allemployees. For key L&D programmes,
employee and Line Manager feedback is col-
lected both pre- and post-programme to eval-
uate impact.

We measure employee satisfaction, develop-
ment and sustainable engagement through our
annual ‘Our Voice' survey, which is open to all
employees. It covers eight areas including com-
munication, L&D, and safety & wellbeing. Scores
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from key questions are combined to an aggre-
gated “Sustainable Engagement Score”. This is
used to inform continuous improvement of L&D
planning, delivery, resources, interventions and
technology solutions including Nomad Food'’s
Learning Management System.

Progress

In 2022, we achieved a sustainable engage-
ment score of 81, a decrease of four points from
the previous year. Approximately three quar-
ters of Nomad Foods employees participated
in the survey, down from 81% in 2021. We have
reviewed our overall and functional scores in
detail to understand any areas for follow up or
improvement

We continued to deliver our leadership
and management programmes. Available to
colleagues across Nomad Foods, these pro-
grammes are designed fo build the essential
leadership and managerial skills needed to sup-
port employees and deliver strategic objectives.
We completed three cohorts of our manage-
ment programme, and four of our leadership
programme. We also ran our High Performing
Teams programme, which enables managers to
build an effective team.

We also launched our new leadership cur-
riculum programme for our most senior leaders
—what we call our Enterprise Leadership Team
(ELT). Through a mix of online content, webinars
and fraining sessions, this programme builds the
skills and behaviours senior leaders need to drive
the business, create and implement strategy,
and support employees.

To support colleagues with their career pro-
gression we also piloted our new careers pro-

Indicator 2020* 2021 2022
Sustainable Engagement score 920 85 81
% Employees participating in ‘our voice' culture 90 8l o
survey

* Due to Covid-19 restrictions we were unable to run the surveys with our factory (non-office)
employees

** Figure is an approximation due to difficulties calculating the response rate without our
Adriatic business

Employee Development Plans

We identify and assess our employees’ individual L&D needs through

the following processes:

* Annual Performance and Development Cycle: during annual perfor-

mance reviews, the employee and their Line Manager discuss the
employee’s performance and identify development opportunities.
They then jointly set individual performance and development goals,
ensuring these are in line with Nomad Foods’ strategic needs.
Career Development Planning: between PDPs, the employee and
their Line Manager discuss career development goals and develop-
ment support the employee needs to fulfil their potential. This canin-
clude using benchmark profiles to help employees assess themselves
against capabilities required in future roles.
Capability Assessments: these self-assessments are completed by
employees. Line Managers then validate employees’ professional,
technical and core capabilities against benchmark standards to
identify and agree priority areas for development. Capability Assess-
ments are currently available for some roles and will be rolled out to
cover a broader set of roles where appropriate.

The outputs from these processes enable individual development plans
to be created. Development plans define and describe development
goals set out timelines for achievement, and highlight relevant learn-
ing activities. Where available, development plans also address gaps
identified by Capability Assessments against benchmark job profiles.
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gramme. This programme helps employees to
build a robust career development plan that
identifies the skills and knowledge they might
need to advance their career at Nomad Foods.
We also relaunched our mentoring programme,
which for the first fime included a highly suc-
cessfulreverse mentoring element. Connecting
senior leaders with junior colleagues helped to
bridge the generation gap and build under-
standing of the issues important fo junior mem-
bers of the team. We also provided a new suite
of tools, fechniques and help guides to facilitate
the mentoring process and ensure it is a valua-
ble experience for all involved.

To ensure L&D opportunities and resources are
relevant to people’s needs, we significantly ex-
panded our e-learning content in 2022, includ-
ing new resources adapted to different learn-
ing styles and available in several languages.
This content is accessible via the Nomad Foods’
Learning Management System, which we up-
dated this year to make it is easier to navigate.

As part of our focus on health and wellness,
we also provided colleagues with access to
tools, resources and advice on how to manage
their mental health including the Unmind app,
and we implemented several awareness rais-
ing initiatives. For example, our theme for World
Mental Health Day 2022 was ‘make mental
health and wellbeing for all a global priority’.
We provided advice and support to employees
through our communications platform, Nomad
and Me, and several colleagues shared their
own experiences, talking openly about mental
health to bring the issue fo life and reduce the
stigma surrounding it.

A network of ‘wellbeing champions’ within the
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business are responsible for raising awareness of
our wellbeing initiatives, available support and
best practice more broadly. They meet regular-
ly with the relevant HR directors to discuss feed-
back andissuesrelating to health and wellbeing.

Future plans

In 2023, we will refresh and relaunch our manage-
ment and leadership programmes and we also
have plans for the official roll out of our careers
programme in 2023/4, following its pilot this year.
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Diversity, Equity and Inclusion

Championing diversity, equity
and inclusion is vital o
overcome systemic unfairness,
challenge discrimination, and
create a society where
everyone is valued.

Attracting, developing, and retaining diverse
talent is also crucial for business success.

Policies and Approach

Our Inclusion and Diversity (1&D) Policy explains
our commitment to creating an inclusive work-
place. It also highlights our expectation that all
Nomad Foods employees role model inclusive
behaviour, drive their continuous professional
development in the broad topic of 1&D, apply
theirinsight and learning info everyday practice
and hold themselves and others accountable to
be consciously inclusive. By each of us adopting
an inclusive mindset we believe we will create
the conditions for diversity, inits broadest sense,
to flourish.

Our I1&D focus for 2021-2023 is designed to ex-
pand and accelerate inclusion and diversity af
Nomad Foods and strengthen governance. It is
founded on extensive evidence that focusing
on inclusion will lead to greater and more sus-
tained diversity and business performance. We
are taking positive action in the four areas prov-
en to make the biggest impact:

e Inclusive Leadership: a rolling programme of
inclusive leadership development starting with

a focus on senior leaders and the HR Team.
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e Inclusive Culture: an annual calendar of 1&D
events co-ordinated by our employee net-
works, designed to engage all colleagues,
raise Diversity, EqQuity and Inclusion awareness
and inspire positive action. Underpinning this
programme is our Conscious Inclusion curricu-
lum, a curated selection of bite-size videos and
materials in all Nomad languages, designed
to build baseline knowledge of key 1&D topics
such as allyship and bias.

e Inclusive Hiring: ongoing inclusive hiring frain-
ing for Line Managers and HR to build capabili-
ty and embed I1&D in all recruitment processes.

* Focus on Facts: an 1&D data capture process
that provides greater transparency for all em-
ployees and enables the company to track
and report progress.

The Nomad Foods Executive Committee gov-
erns, tracks, and reports 1&D progress, Our Enter-
prise Leadership Team then supports local mar-
kets to translate strategy into action.

In addition to our internal efforts, our engage-
ment in external I1&D networks and partnerships
is crucial. These include Boom!, a network for
women in supply chain roles, and Diversity and
Inclusion in Grocery, a community of FMCG
brands that connect, learn and inspire change
together.

Progress

In 2022, 31.9% of our employees and 27.8% of
our Enterprise Leadership Team and Executive
Committee were female. This is a slight decline
from 2021, where 36% of our employees and 28%
of our ELT and Executive Committee were fe-
male. The data shows that we see a significant

Indicator 2020 2021 2022
Gender distribution amongst employees

(Female) % 35.9 36.0 31.9
Gender distribution amongst employees (Male) % 64.1 64.0 68.2
Gender distribution amongst employees by

work level 4-7 (Female) %* 282 20 253
Gender distribution amongst employees by

work level 4-7 (Male) %* /1.8 /2.0 sl
Age distribution across employees (<30) % 12.1 15.4
Age distribution across employees (30-50) % 50.5 49.1
Age distribution across employees (>50) % 36.5 35.5
Number of employees who have attended 164 132
inclusive hiring training

* Examples of roles at each work level (WL): WLT & WL2 = e.g., administration, factory worker,
professional junior manager; WL3 = e.g., Manager, Head of; WL4-7 = e.g. Executive Commit-
tee and Enterprise Leadership Team.

increase in female representation across our jun-
jor grades, from 34% in 2021 to 52.7% in 2022. This
is encouraging as it shows we are starting tfo ad-
dress the balance at entry level.

We recognise there is more we can do to sup-
port women to realise their full potential and ul-
tfimately ensure fair representation of women in
seniormanagement and leadership roles. This is
why we confinue to invest in programmes such
as Shine —an international programme to devel-
op high-potential female employees.

In 2022, we also continued the roll out of our
inclusive leadership curriculum. Once com-
pleted by the ELT and HR, we expanded it to
our leaders in supply chain through an online
curriculum and bespoke 1&D workshops. These
workshops covered three modules; conscious in-
clusion (completed by 107), inclusive leadership
(completed by 264 colleagues) and inclusive hir-
ing (completed by 185 colleagues).
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Our employee networks also grew from five to
six as we infroduced a new Health and Wellness
network. Our networks bring people from differ-
ent countries, functions and locations together,
based on their shared identities and experienc-
es. They also include allies who are willing to take
positive action on behalf of underrepresented
groups—to break down barriers and promote
inclusion.

Future plans

Our priority for 2023 is to continue the momen-
tum achievedin 2021 and 2022, and further em-
bed the core foundations of inclusivity within our
organisatfion. We will contfinue to create aware-
ness through our employee resource groups and
update our policies to ensure they promote an
inclusive culture and organisation practices.
We also plan to expand the roll out our inclu-
sive leadership curriculum to all leaders in the
business.
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Data Tables

Data for 2022 in thisreportisinclusive of all trad-  Data for 2021 and 2020 in these tables and pub-  acquiredin 2021. Data for 2019 (excluding palm
ing subsidiaries of Nomad Foods except our Adri-  lished in previous sustainability reports excludes  oil) excludes Aunt Bessie's and Goodfella’s Piz-

atfic markets, unless otherwise stated. Findus Switzerland and the Adriatics, whichwere  za, which were acquired part-way through 2018.
SCALE OF THE ORGANISATION  unit 2020 2021 2022%* GOVERNANCE Unit 2019 2020 2021
Total employees in workforce* People 4,822 4,538 7,535 - . Num-
— i Confirmed incidents of corruption ber 0 0 0
Employees working in factories* People 2,500 3.075 4,110
Total empl by region Confirmed incidents in which employ- NUm-
otal employees by regio ees were dismissed or disciplined for ber 0 0 0
Austria People 79 79 81 corruption
Belgium People 38 39 &5 Confirmed incidents when contracts
. . with business partners were terminat- Num-
Bosnia & Herzegovina People - - 319 ed or not renewed due to violations ber 0 0 v
Croatia People - - 977 related to corruption
Denmark People 7 6 4 Eublic legal cases regarding corrup- Num-
- tion brought against Nomad or its 0 0 0
Finland People 27 23 19 employees ber
France People 343 321 305 Legal actions pending or completed
Germany People 1,374 1,192 1,338 during the reporting period regard- NUM-
ing anti-competitive behaviour and ber 0 0 0
Hungary People - - 8 violations or anti-trust and monopoly
Ireland People 412 402 407 legislation
Italy People 479 448 481 Number of whistleblower reports Num- B 5 0
received ber
Kosovo People - - 29
Macedonia People - - 59
Montenegro People - - 96
Netherlands People 28 25 28
Norway People 222 209 193
Portugal People 26 25 28
Serbia People - - 1,169
Slovenia People - - 43
Spain People 278 261 266
Sweden People 175 155 214
Switzerland People - - 80
United Kingdom People 1,333 1,347 1,355
United States People 1 1 1

*Includes all full time and part time employees
**Includes our Adriatics business
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BETTER SOURCING

Fish and Seafood Unit 2020 2021 2022
MSC- or ASC- certified products across | Num-
our global portfolio ber 834 883 oL
Nomad Foods sales volume that is MSC
or ASC labelied % 75 755 A
Purchased fish and seafood volume
that is MSC- or ASC- certified % 76 78 i
Purchased wild capture fish and sea-
food volume that is MSC-certified % 7 78 o
Purchased farmed fish and seafood
volume that is ASC-certified % 82 7 ek
Market where fish provenance tool has | Num- 8 10 10
been implemented ber
Crops 2020%*
Vegetables produced using sustaina-
ble farming practices* % 77 88.09 e
Purchased volume of palm oil forin-
house production which is verified by | % 99.3 100 99.9
standard
RSPO-Certified segregated % 99.1 100 99.4
RSPO-Mass balance % 0.1 0 0.6
Purchased volume of palm oil that is
uncertified % 08 0 bHptE
Purchased volume of soy footprint % 12 17 24
which is “responsible” as per policy*** °
*Defined as contracted suppliers that achieved FSA silver level, and bulk & co-pack that
achieved FSA silver level after self-assessment
**2020 data reflects only volumes purchased for in-house production+
*** as outlined earlier in the report we purchase soy credits to cover remaining volumes
Animal Protein
Purchased volume of poultry from
non-cage reared chickens % 100 100 100
Percentage of egg volume from non-
cage reared chickens % . 100 100
Total purchased volume of animals Tons 146,167.5 146,654 137,538
Purchased volume that is fish and
seafood % 73.7 74.2 783
Purchased volume that is poultry % 16.8 17 17.5
Purchased volume that is red meat % 9.6 8.8 9.2
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Social impact of supply chain

Unit

2020

2021

2022

Tier 1 suppliers registered with Sedex

%

95

95

95

Percentage or tier 1 suppliers risk-assessed
against Code of Conduct and Ethical
criteria

%

100

100

New suppliers (including indirect sup-
pliers) that were screened using social
criteria

%

100

100

100

Number of audits of ethical standards
completed for priority suppliers

Num-
ber

131

125

BETTER NUTRITION

Health and nutrition

Percentage of total net sales from
branded products assessed and classi-
fied as Healthier Meal Choices

%

20.0

21.5

93.3

New product innovations that are
assessed and classified as a Healthier
Meal Choice

%

95

95

97

Percentage of total net sales from
nutritionally optimised non-HMC prod-
ucts as a % of total non-HMC net sales

%

8.0

9.5

6.6

Percentage of total net sales from
branded nutritionally optimised
products

%

8.4

Percentage of total volumes from
branded nutritionally optimised
products

%

7.5

Adriatic business innovations that are
assessed and classified as a Healthier
Meal Choice

%

Additives

Branded products without flavour en-
hancers, artificial lavours and artificial

%

97

98

99

Product safety and quality

Supplying sites within Nomad Foods
supply chain operating to an interna-
tional safety system

%

98.5

98

95

Incidents concerning food safety and
quality

Num-
ber
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2022
2019 Nomad

BETTER OPERATIONS (SBT base- Foods Findus Nomad
GHG emissions Unit line year) 2020 2021 legacy Switzerland  Adriatics Food:s total
Scope 1 GHG emissions 2'8'2%”5 673 92.48 91.97 85.21 0.63 28.44 114.28
Scope 2 GHG emissions* ‘g'gg‘s 47.5 16.73 7.04 0.04 0.06 20.31 20.41
Scope 3 GHG emissions dolons 223.0 192.11 191.01 173.55 1.93 142.95 318.43
GHG emissions intensity Eﬁg&%egpoegé‘;” of 614.5 4847 479.6 4678 553.3 1,566.8 668.8
*100% market-based
2022
Nomad
Foods Findus Nomad
Waste & Materials for re-use Unit 2020 2021 legacy Switzerland  Adriatics Foods total
Volume of waste materials by waste type* Tons 54,683 52,557 46,738 317 8,889 55,944
Edible food waste % 35.9 37.17 37.5 71.3 69.3 42.7
Inedible food waste % 29.5 27.26 27.7 0.0 1.6 23.4
Packaging waste % 25.3 26.06 25.7 11.6 19.8 24.7
Rest of non-hazardous waste % 9.0 9.16 8.6 16.0 7.7 8.5
Hazardous waste % 0.3 0.35 0.6 1.1 1.5 0.7
Weight of hazardous waste Tons 151.9 186.3 263 3.5 133.7 400.1
Weldht of non-hazardous waste by dispasd Tons 54,531 52,371 46,463 314 8,752 55,529
Closed loop % 39.8 43.02 50.8 87.6 84.7 56.4
Open loop % 50.2 48.56 42.0 0.0 8.8 36.5
Incineration for energy recovery % 7.9 6.96 6.0 12.4 0.003 5.1
Incineration without energy recovery % 0.0 0.01 0.001 0.0 0.0 0.001
Landfill % 2.1 1.45 1.2 0.0 6.5 2.0
Sewers % 0.0 0.0 0.0 0.0 0.0 0.0
Meal equivalents of food given to food banks g’}gﬁ:sequw‘ 1,700,000 668,347 | 869,588.82|  28,572.00 n/a| 898,160.82
Markets where Nomad Foods is engaged in
reducing waste, e.g. through donations to food | Number 13 1 12 1 n/a 13
banks or charities

* Edible food waste is food disposed of that was edible for human consumption prior to disposal.
Inedible food waste covers materials arising from food or drink preparation that is not edible under
normal circumstances (e.g. red cabbage stems, pea pods, leaves, potato peeling). Any materials
that are repurposed for animal feed and surplus food (sent to food charities) are neither consid-
ered waste, nor included in waste reporting.
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2022

Nomad Foods Findus Nomad Foods

Food Loss and Waste 2020 2021 legacy Switzerland Adriatics total
Unit Ton| % Ton| % Ton| % Ton % Ton| % Ton| %
Edible Food Loss tons & % | 16,765.1 | 2.8| 15283.5| 2.6 12,363.5 2.3 0.0/ 0.0/ 1,2055| 1.8| 13,569.0| 2.2
Inedible Food Loss tons & % 75350 1.2 77673 1.3 69160/ 1.3 0.0/ 0.0 0.0/ 0.0/ 69160 1.1
Edible & inedible Food Loss tons & % | 24,300.1 | 4.0| 23,050.8| 3.9 19.279.5 3.6 0.0/ 0.0 1,205.5| 1.8| 20,484.9| 3.4
Edible Food Waste Unit 20,478.4| 3.4 19,534.8 3.3| 17,508.5| 3.3 2260 52| 6,163.9| 9.0 23,8984 3.9
Inedible Food Waste Unit 16,128.3 | 2.7 | 14,329.4| 2.4| 12,9470 2.4 0.0, 0.0 139.2| 0.2| 13,086.2 2.2
Edible & Inedible Food Waste Unit 36,606.7 | 6.0| 33,864.2| 5.7 | 30,455.6| 5.7 226.0| 52| 6,303.0, 9.2 36,984.6| 6.1
Edible Food Loss & Waste tons & % | 37,243.5| 6.1 | 34,818.3| 59| 298720 5.6 2260 52| 7.369.4|10.8| 374673 6.2
Inedible Food Loss & Waste tons & % | 23,663.3| 3.9| 22,096.7| 3.8 19.863.0 3.7 0.0/ 0.0 139.2| 0.2| 20,002.2| 3.3
Edible & Inedible Food Loss & Waste | fons & % | 60,906.8 | 10.1| 56,915.0| 9.7 | 49,735.0| 9.3 2260 52| 7508.5| 11.0| 57,469.5| 9.4

52 | 2022 Sustainability Report Infroduction | Bettersourcing | Better nutrition | Better operations | Data



2022

Nomad
Foods Findus Nomad

Energy Unit 2020 2021 legacy Switzerland  Adriatics Foods total

IgL"rLerf'bcrggé%rg‘;ﬂfn”g;og erl‘?;‘;ee”ew‘“b'e KWh 440,352,559 | 444,962,250 | 405,702,875.4| 3,053,360.4 | 20,948,052.2 | 429,704,288.]
Natural gas % 97.5 97.6 95.8 99.9 90.9 95.6
Diesel % 0.6 0.7 2.5 0.0 59 2.6
Petrol % 0.0 0.0 0.0 0.01 0.1 0.01
Propane (owned or controlled by Nomad) % 1.9 1.7 1.7 0.0 2.5 1.7
LPG % 0.0 0.0 0.0 0.0 0.6 0.03

:gLC:'CZZ’eé?gkce‘;nggwﬁ*é‘;”sggr@e’?”eW"b'e KWh 113,774,166 | 154,777,593 | 166,813,086 0.0 0.0| 166,813,086
Wind % 43.4 20.1 35.5 0.0 0.0 5.5
Hydro % 32.3 48.1 43.6 0.0 0.0 43.6
Solar % 0.9 2.8 2.8 0.0 0.0 2.8
Biomass % 23.3 25.7 14.5 0.0 0.0 14.5
Unspecified / other % 0.2 3.3 3.6 0.0 0.0 3.6

Total scope 2 energy consumpfion by energy |y 188,349,641 | 188,343,508 | 167,062,925.6| 4,204,897.0 | 41,334,495.7 | 212,602,318.3
%’ndef;’gﬂfg electricily generafed froma | g 39.5 17.7 0.0 100 85.6 18.6
Eigfgv;ble energy self-generated or pur- % 40.3 822 999 0.0 0.0 78.5
Purchased steam % 0.0 0.0 0.0 0.0 14.4 2.8
District heating % 0.1 0.1 0.1 0.0 0.0 0.1

* Excludes biogas and wooden pellets for heating

**The scope of this row was incorrectly reported in 2020

Water

Volume of fresh water consumption, by source m3 5,185,407 5,956,822 4,920,606 34,547 641,659 5,596,812
Well % 65.1 69.4 67 100 76 68
Municipality % 34.9 30.6 33 0 24 32

Volume of effluent water discharged m3 4,321,274 4,431,797 3,900,973 27,642 569,564 4,498,178
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Packaging Lifecycle Unit 2020 2021 2022 Diversity, equity and inclusion Unit 2020 2021 2022

Packaging material that is recyclable | % 83.4 90.36 96.5 Gender distribution amongst employees
Packaging material that isrenewable | % 47.2 61.2 62.1 Female % 35.9 36.0 31.9
Employee Health & Safety* Unit 2021** Male % 641 64.0 68.2

Number of lost-fime Gender distribution amongst employees by work level* - Female

Lost time injury frequency

injuries per million 7.56 7.39 4.49 1 % 34.4 34.0 52.7
rafe hours worked
2 % 45.7 46.0 46.3
Number of fatalities as a
result of work-related injury Number 0 0 Y 3 % sl4 36.0 e
4-7* % 28.2 28.0 7258

Number of fatalities

Rate of fatalities as a result

of work-related injuries \E)V%rrgi(ljlion hours 0 0 0 Gender distribution amongst employees by work level* - Male
] % 65.6 66.0 47.3
Number of high conse-
guence work-related Number 0 0 0 2 % 54.3 54.0 53.7
injuries 3 % 68.6 64.0 64.3
Number of 4-7* % 71.8 72.0 74.7
Rate of high consequence | high-consequence o
work-related injuries injuries per million 0 0 v Age distribution across employees
hours worked Under 30 years old % - 12.1 15.4
Number of total recordable 30-50 years old % - 50.5 49.1
work-related injuries Number 3 /1 % !
Over 50 years old % - 36.5 85,9
Number of re- Numb ; | ho h N
Rate of total recordable cordable injuries umber of employees who have um- - 164 132
work-related injuries per million hours 9.52 8.33 4.9 attended inclusive hiring training ber
worked * Examples of roles at each work level (WL): WLT & WL2 = e.g., administration, factory worker,
*All data refers to factory employees only. Data from 2019 and 2020 was incorrectly reported. professional junior manager; WL3 = e.g., Manager, Head of; WL4-7 = e.g. Executive Committee
**Data for 2021 includes Findus Switzerland but excludes Fortenova Frozen and Enterprise Leadership
Employee Wellbeing and Development 2020* GHG Prot | ' * The reported total CO2eq emissions were confirmed with reason-
I rotoco ble assurance by GUTcert, an accredited verification body and
Total employees participating in en- a Y ’ Y
gogemeKr)wT syurve$ iclpating 1 % 90 81 75%* = A member of the AFNOR Group. The scope of GUTcert’s verification
- ”9';:'9“:0'90!3"—' GUTcert  includes scope 1, scope 2 and scope 3 of the Greenhouse Gas
Scores in engagement survey Lahofctonnt AmBRGewe  protocol “A Corporate Accounting and Reporting Standard”
) Num- and GUTcert’s procedure is based on ISO 14064-3, taking into
Sustainable engagement score ber 90 85 81 account ISO 14064-1 and ISO TR 14069.
. Num-
Wellbeing, health & safety score ber 87 78 78

*Due to Covid-19 we were unable to run surveys with our factory (non-office) employees in 2020
**Figure is an approximation due to difficulties calculating the response rate without our Adriat-
ics business
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GRIIndex

GRI Standard

Description

Location

2-1 [Organisational
details]

Legal name of the organisation

Annual report

Nature of ownership and legal form

Annual report

Location of headquarters

Nomad Foods
at a Glance

Countries of operation

Nomad Foods
at a Glance

2-2 [Entities included in
the organisation’s sustain-
ability reporting]

Entities included in sustainability reporting

Nomad Foods
at a Glance

Approach fo consolidating information across
multiple entities

Nomad Foods
at a Glance

2.3 [Reporting period,
frequency and contact
point]

Reportfing period

About this Report

Contact point

Back page

GRI Standard Description Location
2-26 [Mechanisms for . . . -
seeking advice and rais- ngencCh;gLsms for seeking advice and raising Governance
ing concerns]
Stakeholder
2-29 [Approach to stake- —_—
holder engagement] Approach to stakeholder engagement engagement
process
MATERIAL TOPICS
GRI 3: Material Topics 2021
. . . Approach to
Process to determine material topics Approach fo,
3-1 [Process to determine ° Materiality

material topics]

Stakeholders and experts informing process to

Approach to

2.4 [Restatements of
information]

Restatements of information

See footnotesin

data tables

2.5 [External assurance]

External assurance

Governance

Nomad Foods

3-2 [List of material topics]

determine material topics Materiality
. . . Approach to
List of material topics Materiality

Change to material topics

Approach to

sector at a Glance
2.6 [Activities and work- . Nomad Foods
ers] Value chain at a Glance
Business relationships w
ience
2.7 [Employees] Total number of employees Data Tables
Governance structure Governance

2.9 [Governance struc-
ture and composition]

Gender composition of the highest govern-
ance body

Diversity, Equity
and Inclusio

2-12 [Role of the highest
governance body in

Role of the highest governance body and

overseeing the manage- | senior executives Governance
ment of impacts]

213 [Delegation of re- Delegation of responsibility for managin

sponsibility for managing 8 P Y ging Governance

impacts]

impacts

Materiality
SECTOR SPECIFIC DISCLOSURES
GRI 205: Anti-corruption 2016
3-3 Management approach Governance
205-3 Confirmed incidents of corruption and actions Data Tables

taken —_—
GRI 205: Anti-competitive behaviour 2016
3-3 Management approach Governance
B Legal actions for anti-competitive behaviour,

206-1 anti-trust, and monopoly practices DataTables
GRI 207: Tax 2019

Governance

207-1

Approach to tax

Annual report

2-22 [Statement on
sustainable development

Statement on sustainable development
strategy

CEO foreword

GRI 301: Materials 2016

3-3

Management approach

Packaging Life-
cycle

GRI 302: Energy 2016

strategy] Strategy
2-23 [Policy commit- Policy commitments for responsible business %
ments] conduct Lorporate.
governance
2-24 [Embedding policy Embedding policy commitments for responsi- Governance

commitments]

ble business conduct

3-3

Management approach

Greenhouse Gas
Emissions
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GRI Standard

Description

Location

GRI Standard

Description

Location

GRI 303: Water and Effluents 2018

GRI 405: Diversity and equal opportunity 2016

3-3

Management approach

Greenhouse Gas

Emissions
Data Tables

Diversity, Equity

GRI 305: Emissions 2016

3-3

Management approach

Greenhouse Gas

Emissions
Data Tables

3-3 Management approach and Inclusion
Data Tables
Diversity of governance bodies and employ- Diversity. Equity
405-1 and Inclusion

ees

Data Tables

GRI 414: Supplier social assessment 2016

305-1

Direct (Scope 1) GHG emissions

Greenhouse Gas

Emissions
Data Tables

Social Impact of

305-2

Energy indirect (Scope 2) GHG emissions

Greenhouse Gas

Emissions
Data Tables

305-3

Otherindirect (Scope 3) GHG emissions

Greenhouse Gas

Emissions
Data Tables

305-4

GHG emissions intensity

Greenhouse Gas

Emissions
Data Tables

3-3 Management approach Supply Chain
Data Tables
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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. It
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is our ambition to report accurate and truthful
data and where feasible, we use actual data
but in some cases we have to make assump-
tions 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 utmost to clarify this,
should it be significant. If there are any questions
about the report, please contact: David Pettet,
Group Head of Sustainability at
david.pettet@nomadfoods.com. Forany media
enquiries please contact Sam Fulton, Group Di-
rector Corporate Affairs & Sustainability at
sam.fulton@nomadfoods.com. We plan to pub-
lish our next report covering our 2023 activity in
2024.
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