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OUR BUSINESS TODRY

Reitan Convenience has a history that spans more than a century. Specialising in kiosk, convenience, and café formats,
the business is built on a simple yet powerful idea: making life easier for people on the go.

Making life easier

We at Reitan Convenience are, alongside
REMA 1000 Norway, REMA 1000 Denmark,
and UNO-X Mobility, a wholly owned
subsidiary of Reitan Retail AS, which is
owned by the Reitan family. Reitan Retail
operates 3,500 stores across the Nordic
and Baltic countries. Altogether, these
operations employ more than 46,000
people.

At the core of the business is a unique
franchise model, a steadfast belief that
the customer is the ultimate boss, and
an ambition for our stores to become the
beating heart of the local communities.

Our business in Reitan Convenience is built
on a simple yet powerful idea: making life
easier for people on the go. We run kiosk,
convenience, and café formats, and in

the Baltic market also press distribution.
Our brands include Narvesen, Pressbyran,
7-Eleven, Caffeine, R-kiosk, R-kioski,
Northland and PBX. In total, we are more
than 11,000 people working in our seven
support offices and close to 1,700 stores.

In the past, convenience meant selling
tobacco, newspapers, and bus tickets.
Although these categories are still
important, Reitan Convenience today
serves almost 800,000 daily customers hot
and cold beverages, hot-dogs, salads and

Our Assortment

Our Customers Our Organisation What’s next

sandwiches, baked goods, confectionery,
and ice cream, as well as a wide range of
services for people on the move.

from within, taking ownership of key
sustainability issues. Our organisation
is getting ready for change, we are now
in a position to speed up our
Arecord year sustainability journey.
The year 2024 marks
a turning point
for usin Reitan
Convenience.
We achieved

Committed owners

This journey is
fuelled by the

fact that our
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arecord generation is
16.9 billion experiencing
NOK in the largest
and fastest
trans-
formation
in human
history.
Rapidly
evolving
systemwide trends across
sales, which multiple
is an all-time sectors; the
high, and an Al revolution,

operating profit

of 167 million NOK.
We also reached an
important milestone in our
sustainability journey. After two

years of building our sustainability strategy
and laying the groundwork, this year we
have seen encouraging examples of the
organisation starting to drive change

the climate crisis,
biodiversity loss,
growing lifestyle diseases,
a war in Europe, and large
changes in how consumers behave, shape
the landscape in which we operate. This
already affects our business through
insecurity in our value chains and new
regulations, and it will pose even greater
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business challenges in the near future.
With owners committed to responsible
retail, the direction forward is clear: we
must all do our part to steer society toward
a sustainable and safe path, one that is
good for us all, and for our businesses, in
the long run. We have therefore made it our
mission to make convenience sustainable
and sustainability convenient.

drive change from within

The report in your hand

In this report, we describe how we are
embracing this journey of change. Over
our 130 years in the business, we have
successfully navigated numerous major
transitions, from window kiosks to stores;
from selling bus tickets and newspapers
to coffee and bakery; and from lotteries
and games to fresh food, snacks and
fruit. We invite you to join us on the next
chapter in our story: a journey inspired by
the possibilities of what convenience can
become.
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2024 has been a good year for Reitan Convenience. In a world grappling with systemic challenges,

A great year

This year has been great for us, full
of progress and opportunities. We
have taken bold steps to refine our
store portfolio, making thoughtful
decisions to close 140 smaller
locations while opening some 50
new, larger stores in prime
areas. Across all markets, we
have introduced new store
concepts and taken large steps to

streamline our daily operations.

We have also welcomed new
talent into our organisation. These
new colleagues, with their fresh

perspectives and expertise, along
with the skills and dedication of our
existing team, is what truly drives our
success.

And all of this has paid off. More
customers are now coming
into our stores. We are
,, definitely seeing a
i
®
o i

higher conversion rate, Mariette explains.
Combined with the fantastic efforts of our
merchants, this helped us achieve our
highest systemwide

sales ever. But itis

not just about the ”
numbers to me. It

is about showing

that our business

and increased sust-

ainability efforts can

go hand in hand.

Because this was also

a year when we saw all seven country
organisations take significantly bigger
steps than before to implement our shared
sustainability strategy.

Changing the assortment

We have seen a fresher and healthier
food selection within all brands this past
year. Our partnerships with forward-
thinking suppliers like Picadeli, as well as
collaborations, such as that with Hanne-
Lene Dahlgren, have been essential in this

"holy cows™

the company is more committed than ever to make convenience sustainable and sustainability
convenient. CEO Mariette Kristenson shares her reflections on what has changed this year.

development, Mariette says. And more

is to come. We are working intensively

to challenge one of our own holy cows,
namely the hot
dog. Itis such an
iconic convenience
product, but red
meat-based hot-
dogs account for

a substantial part
of our climate
emissions. To meet
our climate targets
and our owners' expectations, we need to
quickly shift the parts of our assortment
with the biggest impact. One example is
to increase the share of plant-based and
chicken hot-dogs - and | am pleased to
say that many alternative hot-dogs will be
introduced on all markets next year.

our own

Collaboration is the key

Another important step forward this
year has been that we established clear
sustainability requirements for our

suppliers through a new, shared code of
conduct. Being clear and united about our
direction and expectations is important,
says Mariette.

But equally important is close cooperation
and true partnerships. We have seen really
good results of that this year. One example
is Lantméannen in Sweden, who made their
baked goods selection palm-oil-free in just
a couple of months, to meet one of our key
sustainability targets. To me, the dedication
and opportunity-focus of our suppliers,
combined with the growing sustainability
leadership within our own organisation and
across Reitan Retail, is one thing that really
fills me with optimism.

Meeting uncertainty with
determination

Still, Mariette recognises the challenges.
The world feels heavier right now. People
are more cautious with their spending, and
societal pressures are mounting, she notes.
Sustainability is less top of mind right now
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to implement our shared sustainability strategy

for many consumers. Our ambitions remain
unchanged, and we are more committed
than ever to drive real change within our
industry. We are a value-

driven company with owners ’ ’
who are unwavering in their

commitment to responsible

retail.

The new EU-level sustain-
ability regulations also provide
a push in the right direction.
And we are painfully aware

of the rising sustainability related risks in
our value chain, from climate change and
biodiversity loss to emerging diseases.
So we will continue this journey with
determination.

But we must figure out how to bring

the customers along on this journey.
Breaking down the barriers and helping
our customers make healthier and more
sustainable choices is a key challenge
that we need to solve as we move into
2025. We know it is not as easy as just
emphasising the sustainability or health

ever before

benefits in our communication. A lot
actually points towards other factors being
more influential at the moment of decision.

To come up with real
solutions on how to make
sustainability convenient
and accessible to all, we
started the Convenience
Growth Camp a few months
back. This innovation project
brings together some of

our brightest minds from all
countries, says Mariette. They will spend
20 per cent of their time trying to come up
with radical innovations that we will take to
our stores. But | would also like to extend a
hand here, says Mariette with a laugh, we
would like to collaborate even closer with
both old and new suppliers and partners
who have insights to offer that can be used
to increase demand quickly. This could also
be seen as a way of democratising more
sustainable and healthy options, making
these available not just for a select few, but
for everyone.

Our merchants are truly brilliant
Looking forward to 2025, | am excited
about launching our own Private Label
giving us the flexibility to introduce
products we know will be more fit for the
future. As for some of the cool work we
do behind the scenes, we are integrating
product-level sustainability and health
data with sales data at the store level

in 2025, ensuring every merchant can
profitably navigate towards a healthier,
more sustainable assortment. | think this
will be a game changer for us, continues
Mariette, Reitan Convenience is entirely
built on the hard work and success of all of
our amazing merchants. | know that when
they put their minds to something, there
is nothing that we cannot achieve. The
next frontier of our sustainability journey
is our stores, and in spite of worrying
macrotrends, that fills me with real hope for
the future, Mariette concludes.

Our Organisation

What’s next

Appendix
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our theory

In a world where we push our planet towards its boundaries, sustainability becomes increasingly critical to business.
How companies navigate the sustainability shift will determine who stays competitive and who will disappear.
CSO Malin Eklund explains Reitan Convenience’s theory of change.

Three strategic impact areas and foremost, we are committed to providing
’ ’ In the global food sector, climate change, fresh, tasty, and more sustainably produced food,
biodiversity loss, resource depletion, and drinks, and snacks. That also means shifting our

& = public health issues threaten the long-term fast food-to-go options towards more plant-
Sﬂarkmg |a|'gel'-sca|e ll'allsml'matlﬂn viability. These are not abstract problems, based and chicken-based alternatives, and
Malin explains. They influence what we reducing our reliance on red meat, which has a
source, the communities we serve, and the significantly higher environmental footprint.
resilience of our value chain.

Another important step is removing all palm oil
Three years ago, we introduced our Strategy from our edible products. Even though palm
for the Anthropocene (page 9). It focuses on oil is still widely used, we believe it poses

New ways of

N Climate action that makes a real difference, risks both to the planet and potentially to
thinking Products for people and planet, and Value- our health. We are also putting a strong
_ especially systems driven transformation. Our mission, says emphasis on conscious sourcing of risk
thinking, futures thinking, Malin, is to lead the change in our industry commodities like coffee, cacao, and soy,
and exponential thinking . ) . N
in making convenience sustainable and from both a people and a planet
sustainability convenient. At the center of perspective.

the Strategy for the Anthropocene is the
assortment. Because what we sell in the store  When it comes to animal products,

makes all the difference, she explains. It is we will only source meat and dairy from
through the products we sell, and their value  countries that have low antibiotic use in
New ways of chains from production to consumption, that  animal husbandry and that uphold better
leading we impact the world. These value chains also  standards ensuring animal welfare. In
femsng endegEon expose us to growing global challenges. addition, we have taken the decision to
making under uncertainty, remove potentially harmful food additives
new forms of collaboration, We are transforming our assortment from our products, even if they are still
and learning by doing Moving forwards, we are focusing on arange  legal to use, because we believe in
of initiatives to improve both the health staying ahead of the curve and doing

profile and sustainability of our offering. First ~ what is right for our customers.
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We are also encouraging smaller portion
sizes for products that are high in energy
and sugar, as a way to support healthier
consumption habits. Finally, we are working
on gradually reducing our dependency on
tobacco products.

Becoming change agents

Although we are convinced that this is the
way towards the future of convenience,
this path is not without its challenge, Malin
acknowledges. For example, food-to-go is
the most CO,-intensive product category
that we have. Growing this category while
halving our emissions by 2030 is a real
dilemma. If we are to make real progress, it
means that we have to change the entire
value chain. Our suppliers must develop
new types of products, and our customers
— who often have quite set expectations
about what to find on the shelf and at what
price — must embrace changes to the
assortment. This challenges our traditional
retailer's role, Malin notes. We need to
become change agents, sparking larger-
scale transformation. This demands a lot
from us as well. We need to evolve into a
new type of organisation.

Theory of change

Key numbers

Our theory of change is ambitious because
it must be, says Malin. We operate in an era
of unprecedented volatility, where standing
still is not an option. Last year, the cacao
price increased by 163 per cent and coffee
went up about 100 per cent due to climate
change. We need to stay ahead of the curve
and transforming our assortment is the

key. This requires new ways of thinking,
improving how we deal with an exponential
world where factors that might be marginal
right now soon dominate. We also need
new ways of working, with robust data and
processes to balance long-term relevance
and short-term profitability. Last but not
least, | believe that we need new ways of
leading, making the best possible decisions
amid high uncertainty, and promoting an
organisation that learns its way forward.

We hold on to three core principles: seeing
sustainability as a business opportunity,
collaborating to drive systemic change,

and staying grounded in science. We set
ambitious, visionary goals that show us
where we need to go. To be successful, we
need to be innovative and dare to try, making
mistakes, perhaps, but that is better than
standing idle while the future races ahead.

Our Assortment

PURPOSE

IMPACT AREAS

SHARED AMBITIONS

Our Customers

Our Organisation

What’s next

collaborating to drive systemic change

Climate action that makes a real difference

At Reitan Convenience, we aim o be a company
whose success does not perpetuate climate
change. We believe that in order to secure our
business for the future, we must act decisively on
climate change in a way that will make a real,
tangible difference.

1. Net zero scope 1 and 2 by 2030. Reduce
scope 3 by at least 43% by 2030 (2022 base)

2. Engage suppliers to set their own climate
targets

3. Reduce plastic and adopt sustainable
packaging solutions

4. Reduce food waste

5. Lower CO, footprint from stores (build & ops)

We will redefine our industry
to make convenience sustainable
and sustainability convenient

People - Health - Environment - Value Chain

Products for people and planet

At Reitan Convenience, we aim fo serve the
community with a product range that supports a
balanced lifestyle and a healthy planet. Ultimately,
we aim to rewire our value chains to contribute
towards a regenerative food system that is good for
both people and planet.

12 shared ambitions across 3 impact areas

6. Align our assortment with the Planetary
Health Diet

7. Selectively source risk commodities and
phase out palm oil before 2029

8. Support animal welfare and the safe use of
antibiotics

9. Build innovative partnerships that support
sustainable food systems

Appendix

VALUE-DRIVEN
TRANSFORMATION

TO SHAPE THE
FUTURE TOGETHER

Value-driven transformation to shape the future
together

We believe in a open and inclusive future with equal
opportunities for all. At Reitan Convenience, we aim
to draw upon our deeply embedded company
values centering on the human potential to
strengthen the communities that we serve and
collaboratively build the society that we want to be a
part of.

10.  Empower our team to become future leaders
of convenience

11. Reinforce our role as a responsible actor in
society

12. Make sustainability a convenient choice for
our customers
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Theory of change _ Our Assortment REITAN CONVENIENCE SUSTAINABILITY REPORT 2024 n

Numbers that matter

Measuring change is critical to evaluate our progress. In this section we provide quantitative estimates of

our sustainability performance regarding our assortment, our emissions, and our own organisation.
As far as possible we compare this to last year’s performance to indicate how we are doing.

Our assortment, from different angles
In our stores you should be able to find
delicious food-to-go, a yummy snack, ice
cold drinks and much more. But we want to
offer convenience with a good conscience
and we are therefore determined to shift
our range to one that is more healthy and
sustainable.

Here we describe our food and drink
assortment by looking at eight specific
parameters, which align with our strategy.
These parameters are palm oil, cacao,
coffee, red meat, sugar, calories, potentially
harmful food additives, and sourcing
origins. While tobacco products, which
both imply sustainability and health risks,
account for 19 per cent of our sales volume,
we have chosen to focus this analysis

on our food and drinks since it is in this
direction that we are heading to further
evolve our business.

The data originates from a business
intelligence system that we have built.

It links multi-dimensional sustainability
data at the product level for more than
12,000 products from over 660 suppliers,
to our transactions data. The visualisation
provides a general overview of our current
sustainability analysis of our sales.

This approach enables us to monitor any
of our sustainability parameters in a quite
detailed way. For example, we can ask
questions like, 'what proportion of the
confectionery sales in the Nordic countries
in Q4 came from products with palm oil?".
For more detailed information on how

we use this data, see the section on our
sustainability indicator on page 20.

The size of each ball, on a five-point scale,
represents the relative magnitude of the
issue present in this category. For instance,
the hot beverages category primarily
faces risks associated with sourcing of
coffee, sourced from high-risk countries
as indicated by the Global Rights Index
(ITUC) and the Corruption Perceptions
Index (CPI). Sourcing risks for coffee also
include deforestation, biodiversity loss and
aggravation of climate change. Many of
our categories need attention on both risk
commodities and health parameters. Our
data can also give us an overview of which
health and sustainability concerns that
are more or less relevant to different parts
of our assortment. Current status for key
parameters are presented on the following
pages. We have substantially improved

on data coverage, and now have data for
90 per cent of our food and drink sales.
This is good news but also means that
comparisons between years are difficult.

Current sustainability analysis - general overview
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Q origins data

As a convenience retailer our operations
are often far from the initial stages of
production, with limited control over the
sourcing of ingredients in our suppliers'
products. We want to work with our

%5 Ppaim oil

After careful consideration, we have
decided that before 2029 we will have
phased out palm oil from our edible
assortment. While stricter certifications
have reduced deforestation, we do not

including chicken and fish, comes from the
Nordic and Baltic countries, 11 per cent from
the rest of Europe, and 4 per cent from the

rest of the world (compared to 6 per cent
last year).

category where 51 per cent of our sales
come from products containing palm oil,
followed by confectionery (31 per cent) and

A . ice cream (18 per cent).
Sustainability data coverage is up from 70 per

cent last year, and now reaches almost 90 per
cent of our sales. The way we calculate some
of our KPIs have also been slightly updated

to improve quality. While this is good news
and the result of a lot of work, this also means
that changes between 2023 and 2024 should
be interpreted with some caution. Looking at
the overall picture, changes are still relatively
modest.

1)

2 (Golfee

This year we sold about 42 million cups of
coffee, making coffee a key commodity for
us. We are especially proud to be the first
convenience actor in the Baltic markets
only serving organically certified coffee.

To ensure our coffee business contributes
to more sustainable production, we pay
attention to a range of sourcing conditions.
This includes working conditions, fair pay
for a living income, and environmental

suppliers to achieve fully traceable

supply chains. In 2023 we began
tracing the origins of our high-risk
commodities and we found that

we were sourcing from all over the

world, at least 113 countries. One

example is the sourcing of meat. We still
have substantial gaps, but we estimate that
about 85 per cent of our sales of meat, also

conditions, such as the risk of deforestation
and excessive use of pesticides. The vast
majority of the coffee we sell is organically
certified. Different certifications, however,
rely on different criteria, and we are
working out how to map the certification
criteria so that we know what portion of
our coffee sales live up to exactly what
standards as we believe that certification
does not replace our responsibility to
control our products.

is a priority to remove from our

page 21 for more on this.

ZJ tacao
QC)

About a quarter of our edible sales (23 per
cent) comes from cacao-based products,
a figure largely unchanged from last year.
The cacao supply chain faces major ethical
and environmental challenges, including
child labour, farmer exploitation, and
deforestation in protected areas. Since
cacao remains important in convenience,
we have engaged with key suppliers and
set stricter sourcing requirements. Before
2028, all cacao must come from third-

Meat imports from outside of Europe

supply chains during the course of
2025. Over time we will only source
meat products from countries with low
antibiotics use and high animal welfare. See

believe that certification alone will be
enough. The industry must scale down to
allow sustainable cultivation that benefits

local communities.

Today, 20 per cent of our sales in edible
categories come from products with palm
oil. Most palm oil is found in the bakery

party audited certifications or sustainability
programmes that aim to safeguard human
rights, have a strict ban on child labour,
strive to ensure a living income for all
farmers, strive for safe and minimal use of
pesticides, and ensure zero deforestation
and full traceability. It is worth pointing out
that we do not believe certification will be
the full solution for cacao either, but we
still see this as a first important step in the
right direction.

While we cannot see any overall change
here compared to last year, these averages
hide some important differences between
countries where e.g. Sweden, Latvia,
Estonia and Lithuania have started to
reduce their palm oil dependency in

the bakery category with some 5-10
percentage points.

3 Waste

The balance between having a shelf that is too
empty, and may look less appealing, and having
one that is too full and leads to food waste, is
tricky. We try to challenge ourselves to strike
this balance, and proactively work to minimise
food waste. We use last-minute discounts and
work with food rescue apps in all countries. In
2024 we saved 4.3 million products this way,
up from 3.7 million products in 2023. This is a
16 per cent improvement. However, getting a
complete measure of total food waste is quite
complex in a franchise business like ours.






