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A NEW KIND OF

This report takes its starting point in a quantitative multi-dimensional
sustainability analysis of our assortment. It aims to move beyond the
current standards on transparency, and help us on our journey towards
making convenience sustainable and sustainability convenient.

AT REITAN CONVENIENCE we often
say that "you cannot sell coffee on

a dead planet”. While perhaps a bit
cliché, this saying reflects our firm
belief that our

continued business

success relies on

a healthy planet

with functioning

ecosystems. This

year, we have tried

to put together

a new type of

sustainability

report that aims to move beyond the
current standards and help us on our
journey towards making convenience
sustainable and sustainability
convenient.

BUT WHAT DO we mean by a new
type of sustainability report, and what
is the point of doing this now with the
Corporate Sustainability Reporting
Directive (CSRD) just around the
corner? While we have been proud of
the sustainability progress we have
made and reported on previously,

we have lacked the data to provide a
holistic account of our business and its
impact on people and our planet. We
used to report in a more conventional
way. The earlier reports focused quite
a lot on our visions and targets, and
actual progress was reported on mainly
in an anecdotal way by highlighting our
success stories. That type of reporting
makes it very difficult to compare

our sustainability performance to
other companies, but since we lacked
systematised sustainability data this
was the best we could do.

TO COUNTERACT THIS type of
problem, and make companies’
sustainability progress reporting
more comparable, the EU is now

implementing CSRD.

This law intends

to improve the

quality, reliability,

and accessibility

of corporate

sustainability

information.

Two years ago

the Norwegian
Transparency Act, Apenhetsloven,
came into action, which requires us to
report on and proactively handle risks
for human rights violations in our value
chains. Last year the EU Deforestation
Regulation (EUDR) was adopted
to prevent European consumption
from further aggravating tropical
deforestation.

WHAT WE SEE here is a huge trend of

transparency and traceability unfolding.

Although it will be challenging to meet
these requirements for everyone in the
retail business, we embrace this trend
as we are convinced that the future

of convenience will be sustainable.
However, companies like ours will
need to manage a potential trade-

off between spending resources on
fulfilling new compliance demands
and investing in the level of innovation
required to successfully navigate the
sustainability transformation.

OVER THE PAST years, we have
worked hard to build a structured
approach to collecting sustainability

data in multiple dimensions for all
products in our assortment, integrating
this with our financial data. While
there are a lot of work remaining, we
are finally in a position to reportin a
more holistic and data driven way on
our sustainability performance, across
the seven countries that make up
Reitan Convenience. This report is a
genuine attempt at being transparent
with who we are, what we do, and
the impact this has on people and the
planet as far as we know. The report
takes its starting point in a quantitative
analysis of our assortment. It centres
on the products we sell as a large
part of our footprint arises from the
production and consumption of these
products. Not only does this analysis
help us identify our strategic priorities
for the year to come, but the work we
have done collecting and structuring
this data also helps us prepare for the
reporting requirements ahead.

WHAT YOU ARE seeing on your screen
or holding in your hand represents

a very exciting step for us towards

the future of convenience. We are
determined to lead the change in our
industry, and hope to inspire others
with the approach we take in this year’s
sustainability report.

< >
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A BUSINESS FIT FOR
TOMORROW

This has been a good year for Reitan Convenience. People are out
and about again, the streets are full of life, and our business has
finally recovered from the covid years. Now we look forward of
seizing the business opportunities of sustainable convenience.

OVERALL THIS HAS been a

really good year for us, says
Mariette Kristenson, CEO of Reitan
Convenience. Although the macro-
economic situation has

been challenging - our

suppliers’ costs are rising

at the same time as our

customers have less money

to spend, leaving us a bit

squeezed in the middle - it

has not been the same kind

of crisis for us that we experienced
during the pandemic. People are out
and about again, the streets are full of
life. We see that in our stores.

OUR BUSINESS IS centred around
making it easy and convenient for
people to be on the go, adds Malin
Eklund, CSO of Retain Convenience.
When you need a coffee on your way
to a meeting, when you need to get
your kid a snack before soccer practice,
or when you are on your way home
and realise that you are out of milk, it is
our job to make sure you find it on your
way. Our customers’ demand for quick
and convenient solutions works as a
constant motor for innovation for us.

EXACTLY, AND | feel that we have
had more peace of mind this year,

to focus on that and having our
customers and our own development
at the centre of our attention, Mariette

continues. We have finally been able
to roll out and test things that we
developed during the pandemic, like
the new store concepts for 7-Eleven.
In some markets such as
Denmark and Sweden,
we have added new
store locations. In other
markets, such as Finland
and Norway, we have
optimised our portfolio of
stores. In the Baltics, we
have had very strong growth this year,
with all-time high results in Lithuania
and Estonia, and Caffeine being the
most competitive player in the café
market.

| AM PARTICULARLY proud of our
merchants who run the stores,
Mariette continues. They have always
been very responsive and quick to
change, and while they understand
that our sustainability transformation
will require major work, they are
very positive. | find their outlook on
the future inspiring. Throughout the
years they are the ones who have
ensured that we have been able to
adapt and transform to new needs
and expectations. | am convinced it
will be the same thing here, and that
the sustainability journey that we
have started will make us even more
competitive, and our stores even
busier, in the future.

MALIN EXPANDS: WE know that our
future lies in a profitable business
within the boundaries of our planet,
where our customers can enjoy an

on the go assortment with a good
conscience. But what we are talking
about here is systemic change. We are
part of a global food system. A system
that is currently responsible for a third
of the global climate emissions, the
main driver for deforestation and loss
of biological diversity and the main
global user of freshwater. Just as in
any grocery store today, most of the
products that we sell are not our own,
but come from large multinational
companies, with sourcing and
production all over the world and
global supply chains that are very
difficult to trace.

THE CUSTOMERS ARE used to these
products and brands. When they
enter a convenience store there is an
expectation on what should be on the
shelves and at what price. So leading
the change in our industry, towards

a future of sustainable convenience,
means that we have to work with

the suppliers to develop tasty and
delicious alternatives, that are climate-
smart and sustainably produced,
healthy and at the right price. At

the same time we have to work at
the consumer side to accelerate the
demand for these new products.

WORDS FROM CEO AND CSO

THAT IS SO true, says Mariette. We
have to work with both suppliers

and customers, and we have several
examples of us taking on this role over
the past year, from Sweden launching
a new very ambitious code of conduct
to all its product suppliers, to Estonia
changing one of its standard hot

dogs from beef to chicken with very
positive customer responses and an
important CO, impact. | think the major
investment that we have made in

both sustainability and analytics over
the past two years, is now starting

to pay off. We have never before had
such a good overview of both our
problems and our opportunities, and
we can finally start making data-driven
decisions.

BUT ADMITTEDLY, THE consumer
side has been more challenging than
we expected, Mariette continues.
Transforming our business is about
balancing long-term and short-term
interests. We have to keep the right
pace to stretch ourselves as far as
possible but at the same time involve
our supplies and our customers in the
change journey. Moving ahead too
fast will leave us without products,

or without customers, or both. We
will lose business, and risk the jobs
of all our co-workers and franchisees.
Moving ahead too slowly means we
will risk not being able to sell coffee at
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all, from a planetary perspective, and
will make us lose competitiveness in a
rapidly changing business landscape
where we face sustainability related
value chain risks, new types of
regulation and changing
expectations from the

market. So while it is a bit
frustrating not being able

to run as fast as we want,

navigating this balance

is absolutely business

critical for us.

THIS BALANCE ACT is required from
us internally as well, Malin reflects.

To make convenience sustainable

and sustainability convenient - which
is what we aim to do - requires a

lot of change in our organisation as
well. From individual decisions and
behaviours, to team collaboration and
leadership. But what | find a great
comfort in here, is our values. Our
owner Odd Reitan has said that those
following in the footsteps of others
never arrive first. That kind of fearless
thinking is inspiring for me when | look
forward to 2024. When we think about
the sustainability transformation we
think about our business opportunities
for the future, not primarily about
regulations or reporting, but looking
beyond these also means freedom

to think new about our business and
what the future holds for us.

Malin Eklund and Mariette Kristenson

MARIETTE CONCLUDES: YES,
our culture and our values really
is the key here, and the fact that
we are so aligned with our owners
when it comes to the importance
of sustainability. It
strengthens us to be able
to join forces with the
other business areas in
Reitan Retail on important
issues such as the phase
out of palm oil and scope
3 climate action. One of the pillars
of our sustainability strategy - our
Strategy for the Anthropocene - is
"Transformation to shape the future
together”. It must be us, across all
seven Reitan Convenience countries
and all of Reitan Retail, together with
our suppliers, our dear franchisees and
our customers that take this journey
together. While it is a bit demoralising
that the world seems to be heading in
the wrong direction at this point, my
perspective is that the only way is up.
| look forward to us becoming even
more courageous in 2024, daring to
make even greater changes in product
development, customer offerings, and
sustainable solutions.
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ACROSS THE NORDICS
AND BALTICS

Convenience is increasingly focused on food and drink to go and providing the
services that people on the move need today, and will be even more in the future.

REITAN CONVENIENCE AS is a
wholly-owned subsidiary of Reitan
Retail AS. Reitan Retail

consists of four business

areas; Reitan Convenience,

REMA 1000 Norway, REMA

1000 Denmark, and Uno-X
Mobility. Reitan Retail AS

is owned by REITAN AS,

which is owned by the

Reitan family, consisting of Odd Reitan,

Ole Robert Reitan, and Magnus Reitan
with his family. With a mission to make
life a little easier and the world a little
bit better, Reitan Retail operates 3,639
stores across the Nordic and Baltic
countries. At the heart of the business
is a unique franchise model, and the
rock-solid conviction that the customer
is the ultimate boss. In total these
operations employ more than 45,000
people.

AS PART OF Reitan Retail, Reitan
Convenience (RC) is a values-driven

1,769

convenience operator, with subsidiaries
in Norway, Sweden, Denmark, Finland,
Latvia, Estonia and
Lithuania. All together we
are some 12,000 people
in our support offices and
stores. We are proud of our
long history, specialising
in kiosk and convenience
formats, nowadays also
including coffee shops.

IN NORWAY, LATVIA, and Lithuania,
we operate Narvesen. In Norway, we
also operate Northland, focusing on
baguettes and a variety of hot and
cold foods, and as of recently, also
INNOM. We are the franchise provider
of 7-Eleven in Norway, Sweden, and
Denmark. In Sweden, our portfolio
also includes Pressbyrén and PBX, the
latter being our living lab for innovation
in sustainable convenience. Finland
has R-kioski and Estonia is home to
R-kiosk, both aiming to be the go to

11,954

stores people
100 MILLION PRODUCTS SOLD
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shops for all customers on the move.
Our operations in the Baltics also
feature Caffeine coffee shops, where
we focus on quality coffee and the
ultimate café experience. We also
engage in press distribution in this
region.

EVERY DAY WE meet more than
800,000 customers in our 1,769 stores
across the Nordic and Baltic countries.
We serve them hot and cold beverages,
food to go and baked goods,
confectionery and ice cream, as well

as a range of convenience products
and services such as newspapers,
tobacco, and package deliveries. Our
top-selling categories are represented
in the chart below. While in the past,
convenience was more about selling
tobacco, newspapers, and bus tickets,
our operations today are increasingly
focused on selling food and beverages
as well as providing the services that
people on the move need today, and
we aim to grow the food to go segment
even further in the future.

WITH AN ANNUAL system wide sales
for 2023 at 16.5 billion NOK, and an
operating profit of 213 million NOK,
we are now finally past our pre-Covid
numbers for system wide sales. Our
business was hit hard during the
pandemic in 2020-2021, also affecting
the first quarter of 2022, as people
moved around less in society and
public transportation and commuting
declined dramatically. 2022 was further
characterised by the Russian invasion
of Ukraine, and the effects on global
food prices and energy. We don't
believe society will ever "go back” to
the type of predictability that we saw
before Covid, but it is heartwarming

to see bustling streets again, and our
convenience stores and coffee shops
full of people.
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INDUSTRIAL
REVOLUTION

While the sustainability transformation will be challenging, especially for us in
the food sector, there are huge business opportunities for companies who find
solutions that can contribute to a better future. The analysis and progress that we
present in this report is the result of an intensive two and a half years of building
strategy and mobilising our organisation for change across all seven countries.

WE STARTED TO accelerate our
joint sustainability journey in 2021.
Before that the

country organisations

mostly engaged in

individual sustainability

initiatives. The first

step in building

our joint Reitan

Convenience strategy

was a science-based

macro-trend analysis

where we tried to

evaluate to what extent

our current business contributed

to pushing our planet towards its
boundaries. That is to what extent
our operations contributed to climate
change, biodiversity loss, freshwater
scarcity and so on. We also tried to
assess our social impact, both through

No time for bullsh*t

Just grab a coffee

the production and the consumption of

the products that we sell, and through
the physical presence of
our stores and our daily
encounters with customers.

THE ANALYSIS FURTHER
looked at how our business
was impacted by a set
of Anthropocene trends,
for instance how climate
change would lead to
value chain volatility for
us, and the new types of
sustainability-related regulations that
would apply to retail companies in
the coming years. This analysis is an
example of what is now commonly
referred to as "double materiality”
thinking, i.e. understanding the role
of our business in a hyper-connected
global system.

THE MACRO-TREND analysis formed
the basis for our "Strategy for the
Anthropocene”, through which we

aim to "Redefine our industry to

make convenience sustainable and
sustainability convenient”. This strategy
is intended to position us for success
and profitability in a rapidly changing
business landscape, by helping us
navigate new types of value chain risks,
stay one step ahead of the regulatory
curve, and make us ready to meet

new expectations from the market.

The strategy has three impact areas,
which become concrete through a set
of twelve joint ambitions. At the centre
of our strategy is our assortment, since
itis through the products that we sell
that we primarily influence our planet
and people’s lives.

No fancy nameg
NO special effects
Just great coffee

OUR FIRST IMPACT area is Climate
action that makes a real difference.
Climate change is accelerating in all
regions of the world

and has turned into an

existential threat. We

at Reitan Convenience

want to make a

difference and have

decided that our success

should not contribute

to perpetuating climate

change. We need to

act decisively and in a

way that makes a real difference in
cutting our emissions as the window
for the 1.5°C target is fast closing.
The changes we make until 2030 will
determine what our future will be like.
This will require big changes in what
we sell.

OUR SECOND IMPACT area is
Products for people and the planet. The
global food system, from production

to consumption, is pushing us towards
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for people and the planet. Through

innovation, deepening our supplier

engagement and new partnerships, we
are convinced that we
can contribute to building
a food system that
benefits people’s health,
and where sustainable
sourcing becomes
mainstream.

OUR THIRD IMPACT

area is transformation

to shape the future
together. An open and inclusive future
with equal opportunities for all is
essential for sustainable development,
and we must
live these values
fully within our
organisation. We
wholeheartedly
believe that the
transformation that
the world needs, has
people’s well-being

We will redefine our industry
to make convenience sustainable

LEADING THE CHANGE in our industry
involves bold, transformative steps
forward. While we don'’t yet know
how to reach our ambitious goals, for
example how to halve the emissions
from our products by 2030, we know
enough to start moving in the right
direction. Leapfrogging forward will
require innovation and the courage to
both try and sometimes fail. To guide
us on our journey we have developed
three principles to help us stay the
course; 1) We approach sustainability
as a business opportunity, 2) We
collaborate to create systemic change,
and 3) We're grounded in science on
our sustainability journey.

the planetary boundaries. At the at the core.
same time, new public health risks

are emerging due to our food habits.

At Reitan Convenience we want to

move from being part of the problem

to becoming part of the solution

and provide products that are good

WHAT IS THE ANTHROPOCENE?

THE ANTHROPOCENE MEANS the geological era of humankind.

Since the industrialisation, and with an exponential impact since
the 1950s, human actions have become the dominant influence
on climate and the environment, marking a departure from the
previous Holocene era. The Anthropocene is often described as
a "VUCA world": volatile, uncertain, complex, and ambiguous.
Itis a world where we are starting to face fundamentally new,
systemic challenges arising from trends such as accelerating
climate change, and devastating loss of biological diversity.

PLANETARY BOUNDARIES IS a scientific framework that
defines "the safe operating space for humanity” by identifying
and quantifying a set of Earth system processes that regulate
the stability and resilience of the planet. Respecting these
limits is crucial for sustaining a stable and healthy planet for
future generations. At present, scientists calculate that we have
crossed six of the nine boundaries.

THE ANTHROPOCENE CONCEPT and the planetary boundaries
framework form the scientific backbone for our sustainability
efforts.

e

and sustainability convenient PURPOSE
CLIMATE ACTION PRODUCTS VALUE-DRIVEN IMPACT
THAT MAKES A FOR PEOPLE TRANSFORMATION | AREAS
REAL DIFFERENCE AND PLANET TO SHAPE THE
FUTURE TOGETHER
L. . SHARED
12 shared ambitions across 3 impact areas AMBITIONS

Biosphere Climate Change

Integrity
02 Radiative
concentration  forcing

Novel Entities

Functional

Land System
Change

Blu;\

Stratospheric Ozone
Depletion

Atmospheric

Freshwater Aerosol Loading

Change

Ocean
Biogeochemical Acidification

Flows

Boundary transgressed

Safe operating Zone of increasing risk High risk
Zone
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SINCE WE LAUNCHED this strategy
in early 2022, we have spent a lot of
time building capacity and momentum
across our organisation,

developing clear targets

and roadmaps and

step by step starting to

integrate sustainability

perspectives into our

everyday jobs. This

journey will require

organisational change

from us, ultimately

enabling some 12,000 people, most
of whom have no background in
sustainability, to start doing things
differently.

AT THE SAME time as the strategy
was launched in early 2022, we
launched a digital knowledge bank
with subject matter information on

all topics of the strategy, from risk
commodities to climate emissions and
social issues such as diversity, equity
and inclusion. This hub is packed
with information and allows all our
co-workers to familiarise themselves
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and gain sufficient knowledge to start
engaging with our strategy. To further
inspire each other we have launched
our playbook series,
where we summarise
sustainable success
cases to make it easy
for the countries to copy
with pride from each
other. In addition, we run
a regular cross-country
sustainability forum, to
raise our joint level of
knowledge on sustainability-related
matters.

HAVING THE RIGHT leadership skills
is another essential component to be
able to walk the talk on sustainability.
In 2022 we organised a series of
two-day workshops, one in each of the
Baltic capitals, to kickstart the Baltic
sustainability journey. Participating in
these were the full leadership teams
of the Baltic counties together with
additional key people for implementing
the work. In 2023 we organised a
workshop series on the theme of

"Transformative leadership” with the
Nordic country managers, focusing

on systems thinking, decision making
under uncertainty, and the importance
of self-awareness for business leaders
in the Anthropocene. Investing in our
leadership is essential to move from
business as usual to leading the change
in our industry.

AS A CONSEQUENCE of this
systematic work to mobilise

our organisation for change, all
countries are now fully committed

to the sustainability journey ahead,
and they have set their own
implementation plans for the Strategy
for the Anthropocene, adapted to

the respective market. We have also
started to regularly report on our
sustainability performance to our
country level boards and our central
board. This allows us to monitor
progress, identify common challenges
and opportunities, and make more
strategic decisions.

@ Aug Trend analysis

"‘ Jan Launching the strategy

March Launching the

'
@ Oct Co-creating the strategy gm knowledge hub and the

sustainability forum

ﬁ April Pan-Baltic workshops
S|
starts

—

Establishing a joint focus across
RC on sustainability

—\

TIMELINE ON HOW WE HAVE MOBILISED OUR
ORGANISATION FOR THE SUSTAINABILITY JOURNEY

intelligence

@ Jan Start building business

ﬁ May Nordic country managers
S

workshop series

e,‘ Aug Supplier engagement
ﬂ through CoC

4 Nov First Reitan Convenience
72 wide climate action plan

/

Setting targets & roadmaps across RC
countries; Building capacity for change

Baseline data analysis
Building capacity for change
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IN ADDITION TO creating a strategy
that will help us become fit for the
future and mobilising our organisation
for change, we have during 2023 set
up a new type of business intelligence,
which takes into account the most
significant sustainability parameters

for us together with our financial data.
These parameters include climate data,
risk commodity contents — here defined
as red meat, palm oil, cocoa, coffee, soy
and animal protein — calorie and sugar
content, sourcing origins, packaging,
waste, food additives, and sales figures.
This new type of business intelligence
allows us to look at the assortment
system-wide and steer towards a more
healthy and sustainable assortment in
a data-driven way. While the primary
reason for us to set up our new BI
system is to be able to accelerate the
assortment shift, it also comes in handy
for the reporting requirements that are
now coming.

SO HOW DID we go about building
our new Bl system? It is not very
straightforward to get a comprehensive
understanding of a convenience
assortment from a multidimensional
sustainability perspective. Firstly, we
are retailers which means we are closer
to the customer than the sourcing of
ingredients. In turn, this means that
we need to do some serious work to
gain clarity upstream in our supply
chain regarding e.g. sourcing origins
of risk commodities such as red meat,
coffee, palm oil and cocoa and to
gather all this data in a format that
suits all the seven Reitan Convenience
countries. Let alone the fact that we
have never before holistically looked at
our assortment, but rather country by
country in individual Bl systems and
never from a structured sustainability
perspective.

BUT DURING 2023, we have putin
the work and collected substantial
amounts of data on a product level in
our assortment in collaborations with
our suppliers. Admittedly there is still
a lot to do, especially when it comes to
tracing the origins of the ingredients
in our products, but we now have
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sustainability data systematically
organised on over 7,000 of our edible

and drinkable products, corresponding

to about 70 percent
of our sales in these
categories.

HAVING THE DATA is

one thing, but using it

efficiently is another.

We have therefore

integrated this data

with our transactions

data. This means that, instead of
just tracking sales from supplier X
in category Y, we can monitor any
of our sustainability parameters

in the same way. For example, we
can ask questions like, "how large
portion of the confectionery sales

in the Nordic countries came from
products with palm oil?” or "What
is the origin of dairy in supplier X's
bakery products?” While there are still
substantial data gaps, this enables
us, for example, to identify specific
products for campaigns and engage

in more meaningful and concrete

collaborations with our suppliers. The

integration between financial data
and sustainability data
lays the foundation
for transforming our
assortment to an
assortment fit for the
Anthropocene.

SO WHERE ARE

we now? There are

some data gaps that
are problematic such as the origins
data, and there are also some quality
issues, such as with climate emission
factors that are generally group-level
estimates, rather than product specific.
Still, we believe that we have sufficient
information to start acting, while also
continuously improving our Bl system
for the Anthropocene by adding
more products and information every
month. For us this represents a very
exciting first step towards the future of
convenience.

We have during 2023 set up a new type of business intelligence, which takes into account the most significant

sustainability parameters for us together with our financial data. We currently have 70 percent of our sales of

edible and drinkable products represented in our system.
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ASSORTMENT ANALYSIS

In this section we aim to provide a comprehensive view of what we offer our
customers from a sustainability and health perspective, based on the seven
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GENERAL OVERVIEW OF CURRENT SUSTAINABILITY ANALYSIS

RISK COMMODITIES HEALTH
— CLIMATE -

country assortments.

WHILE TOBACCO PRODUCTS,
which both implies sustainability and
health risks, account for 16 percent
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.

WE WILL DESCRIBE our

assortment by looking at

eight specific parameters, each central
for us to address in order to succeed in
our sustainability transformation.

THESE DIMENSIONS ALIGN with our
strategy, encompassing the health

of the consumer, as well as social

and environmental sustainability
aspects of the production. This allows
us to evaluate the products we sell
holistically. For instance, it will help
us avoid promoting a product with a
low emission factor but involving risk

commodities that are known
to be associated with poor
working conditions. While we
are determined
to shift our range
to one that is
more healthy
and sustainable
moving forward,
itis important to
stress that we are
still a convenience
operator. In our
stores you should be able to find
delicious food to go, a yummy
snack, ice cold drinks and much
more. As most customers just
spend a couple of minutes in
our stores, we want to make it
easy to pick something that is
both good for the planet and
good for you, since we have
already done the work behind
the scenes. In short, we want
to provide convenience with a
good conscience.

INPUT DATA TO ANALYSIS

e We base the analysis on >7,000
products from >600 suppliers in
our seven country assortments,
which accounts for 70 percent of
our sales in "edible” categories.

e The analysis is mainly based
on ingredient lists, nutritional
information, and quarterly sales
data on a product level.

e We also have data on countries
of origins for risk commodities or
1,730 products.

e CO,emission factors are available
at the product level, although they
are rough estimates and therefore
more valid at an aggregated level
than per product, for example all
products in the soft drinks category,
rather than an individual soft drink.
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THE VISUALISATION ABOVE provides
a general overview of our current
sustainability analysis of our sales.
The size of each ball, on a scale of

1-5, represent the relative magnitude
of the issue for each risk aspect in
relation to products of the category.
For instance, the Hot Drinks category
primarily faces risks associated with

sourcing of coffee, as it is sourced
from high-risk countries as indicated
by, e.g., 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. In
general, the visualisation shows that
most of our categories need attention

on both risk commodities and health
parameters. Furthermore, by examining
the visualisation column-wise, we

can observe what categories each
parameter is particularly relevant to.
This gives us an overview of which
health and sustainability concerns that
are more or less relevant to different
parts of our assortment.

JUST A FEW PRODUCTS HAVE A BIG IMPACT

20 7%

of our
products cause

GENERALLY WE CAN see that only a
few of our products stand for a large
share of our sales exhibiting a certain
risk factor. For example, a quarter of

our sales from products containing

palm oil come from no more than ten
distinct products. This information

is important for us as it allows us to
collaborate with our suppliers on a
more concrete level. By utilising these

80 7%

of our product-
related emissions

and similar insights, we can steer
towards the future of convenience,
creating change that truly matters
while ensuring our profitability along
the way.
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RISK COMMODITIES PALM OIL,
COCOA AND COFFEE

Palm oil, cocoa and coffee are mainstays of the global food system
and are frequently used in convenience products. However, they
are all risk commodities due to their production conditions.

THE PRODUCTION OF palm oil
involve the risk of deforestation, with
associated biodiversity risks, and poor
working conditions. Just as

the rest of Reitan Retail, we

have therefore committed to

phase out palm oil from our

product range.

TODAY, 20 PERCENT of our

sales in edible categories

come from products with

palm oil. When examining

the sales share of products

containing palm oil across our
categories, we observe that the primary
issue lies in the bakery category where
over 50 percent of our sales come from
products containing palm oil, followed
by confectionery and ice cream. We
also notice the presence of palm oil in
some food to go products, though this

is rare. Our objective is to eliminate
palm oil from all these categories,
and are in close dialogue with our

suppliers to find substitutes.

To learn more, read on
page 28 about how RC
Sweden launched their new
Code of Conduct, which,
among other requirements,
demands palm oil-free
products from its suppliers.

Aerial photograph of a

palm oil plantation. The
monocultures of oil palms
may look green from above,
but have a devastating
impact on a huge number of
plant and animal species.

OUR VIEW ON PALM OIL, COCOA AND COFFEE

THE RAPID EXPANSION of palm oil
plantations in South-East Asia over
the past decades has had serious
environmental consequences in terms
of deforestation of rainforests, loss of
biodiversity, and drainage of peatlands,
which in turn exacerbates the climate
crisis. Palm oil production has also
been linked to negative impacts on
local communities, conflicts over land
rights and poor working conditions on
plantations. In addition, palm oil has
been in the spotlight due to potentially
carcinogenic substances formed during
heating. The European Food Safety
Authority (EFSA) considers that current
exposure is safe for most people but
"may pose health risks to younger
people with high intakes of products
containing palm oil”.

AFTER CAREFUL CONSIDERATION
of the pros and cons of certification,
we have decided to phase out palm

oil altogether.

While new research

shows that after

stricter certification

requirements, the

deforestation rate in

the certified areas

now has started to decrease. However,
the palm oil problem is complex and
we do not believe that it can be solved
through certification alone. The overall
pressure on the industry needs to

be reduced so that palm oil can be
grown on a smaller scale where the
surrounding land is rehabilitated and
the profits from the cultivation benefit
the local population. Contributing to

PALM OIL
Confect?s:z;g Share of
Icecream palm oil
Food to go ’ products
across
edible
categories

increased demand for certified palm oil
is not currently driving this direction,
especially as virtually all certified palm
oil comes from large-
scale cultivation. The
convenience sector
is not dependent
on palm oil per se,
although many of our
products contain it
today. In light of the environmental
and social conditions of production,
combined with the potential health
risks, we therefore want to push for the
development of more sustainable and
healthier convenience products without
palm oil.

MOST OF THE WORLD'S cocoa
is produced in the Ivory Coast and

o
= We have
cocoa in 25
percent of
our edible
assortment

Ghana. The cocoa supply chain is
deeply entangled with serious ethical
problems, including widespread child
labour and exploitation of farmers in
producing countries. Cocoa production
also has a negative environmental
impact. Cultivation often takes place
in protected areas,

where valuable forest

is often cleared to

make way for new

cocoa plantations.

This contributes to

biodiversity loss and

greenhouse gas emissions. While we
want to move towards third-party
audited sustainability certifications for
our cocoa products, it is important to
point out that we do not believe that
certification is the whole solution to the

REITAN CONVENIENCE SUSTAINABILITY REPORT 2023

THE COCOA SUPPLY chains are

also highly concerning from both an
environmnetal and a social perspectve.
Today, cocoa products constitute
around 25 percent of our edible
assortment sales. This makes cocoa a
very important ingredient for us. We
continuously track our cocoa sales but
are still in the process of obtaining
solid data on certifications, including
their social and ecological criteria, and
whether or not they are third-party
audited, to be able to make data-driven
decisions on this matter. All Reitan
Convenience countries are
aligned on the importance of a
higher degree of certified cocoa,
only RC Sweden has so far
established a firm timeline and
target, which says that all cocoa
products should be certified by
2027.

IN 2023 WE sold almost 43
million cups of coffee. Just as
with cocoa, we track our coffee
sales but still lack systematised
certification data. Although the
majority of the coffee we sell is
organically certified, suppliers
use different certifications which
adhere to different criteria. We
are currently working out how
to map the certification criteria
so that we know what portion of
our coffee sales live up to what
standards. While certification

is the main approach for coffee

cocoa issue either. However, there are
no alternatives to cocoa currently, and
chocolate products are important for
convenience. Therefore we believe that
certification is the best solution for the
time being.

COFFEE PRODUCTION
is less geographically
concentrated than palm
oil and cocoa, with
cultivation in Latin and
South America, Africa
and parts of Asia,

but it also faces several sustainability

challenges. Working conditions are

generally poor, with low remuneration

that does not correspond to their

work effort or the final value of coffee

on the global market. Extensive use

Reitan Convenience wide, in Sweden
and Norway we also offer coffee
from Lykke Kaffegardar who are not
certified, but grow organic coffee and
provide full transparency along its
supply chain.

COFFEE

43 M

cups 599

&

of chemical pesticides is common,
which is harmful to both farmers’
health and surrounding ecosystems.
Expanding coffee plantations have
often contributed to deforestation,
which risks exacerbating the climate
crisis. This is paradoxical as coffee is
also one of the most sensitive crops to
climate change. Research suggests that
global production could be halved as
a result of a warmer and drier climate
in the coming decades. Contributing
to a sustainable future of the coffee
industry is a business critical issue

for us. Our current strategy is to work
closely with our suppliers to select
the best and most sustainably grown
coffee possible. See more on page 29.
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RED MEAT AND PLANT-BASED

Red meat, especially beef, is a major contributor to greenhouse gas
emissions globally and linked to land cover change and deforestation.

RED MEAT CAUSE a lot of CO,
emissions, and excessive consumption
of red meat — beef, lamb, and pork —is
also linked to various

health risks, including

heart disease and

certain cancers. In

contrast, plant-rich

diets are increasingly

recognized for their

often lower climate

footprint and potential

health benefits. In

response to these concerns, we have
committed to reducing red meat in our
products and increasing our range of
plant-based food to go alternatives.
Changing the proportions of our food
sales does not mean eliminating red
meat from our assortment. We believe

that meat production is an important

component of the Nordic and Baltic

farming landscape, and our hot dogs
are a customer favourite.
However, research shows
we must substantially
reduce the amounts
of meat that we are
producing and consuming
globally to ensure a more
healthy and sustainable
future.

LOOKING AT OUR full range of edibles,
excluding drinks, we find that around
30 percent of our sales are from
products containing red meat. Focusing
solely on the food to go category,
which includes our hot dogs, the figure
has doubled to around 60 percent.

SUGAR AND CALORIES

As a convenience operator, certain categories of our assortment, such as soft
drinks, bakery, and confectionery, contain high levels of sugar and calories.

WE BELIEVE THAT people should

be able to enjoy an ice-cold soda on

a hot day, a delicious cinnamon bun
with their coffee, and some candy
every once in a while. However, our
food habits today along with the fact
that portion sizes have gradually
increased over time, lead to excessive
consumption of sugar and too high
calorie-intake for many of us. This is
problematic in a context where more
than one billion people are obese
globally, about half the adult population
in Northern Europe is overweight, and
where we have rapidly increasing rates
of child obesity. To address this issue,
without changing what convenience

is about, we try to focus on portion
control. That is making sure that the
products we sell should not contain

SUGAR

25 percent of our
sodas exceed our
sugar limit of 35g

25% per portion

more sugar or calories than necessary.
One of the parameters that we look at
is how much of our sales come from
bakery products with calorie contents
larger than 300 kcal per

item. In contrast to an

intensity measure (kcal

/ 100g), this measure

also captures the issue

with oversized bakery

products. Today, 50

percent of our bakery

products are below our

limit and 50 percent are above, and we
are actively steering towards bakery
products below this calorie limit.
Looking at the figures together with
the financial data, we can see that it is
not necessarily so that a large calorie
content correlates with high sales — this
makes us believe that there is great
potential here for profitably driving a
shift towards an assortment that is
better from a health perspective.

REGARDING SUGAR CONTENT in
drinks, we are still discussing which
approach will be most effective and we
don’t have a fixed target yet. However,
if we would set a hypothetical sugar

Our aspiration

to shift the
proportions RED MEAT

within food c :
aligns with — 60%
growing <~

consumer of our food to go
preferences segment
for fresh and

healthy food.

However, to reach our ambitious
climate targets, which you can read
about on page 22, we would need to
change the assortment much quicker
and more drastically than what is
reflected by the food preferences
among our customers. This is a
challenge, since it means that keeping
up with our climate roadmap means
that we risk losing customers in the
short term.

limit to 35 grams per portion, which
is quite high given that adults should
consume a maximum of 50-75 grams
of added sugar a day, but still less
than what is found in
regular 500ml sodas,
we find that 25 percent
of our current sales of
sodas exceed this limit.
Looking at solutions, we
believe that sodas with
artificial sweeteners will
not take us all the way,
as research also indicates potential
negative health risks associated with
these. We are therefore also exploring
other ways to offer more healthy cold
drinks, such as flavoured water and
natural fruit juices.

CALORIES

50% of our bakery
products contain
below 300 kcal

FOOD ADDITIVES

Many industrially produced food
products contain food additives,
and that goes for our convenience
products as well. While most food
additives are harmless and many
are even necessary to ensure food
safety, there are food additives still
in use in the food industry today
that could be harmful to health.

WE HAVE CHOSEN to work according to
the precautionary principle when it comes
to food additives. That means that we have
mapped all additives in our assortment,
and categorised them as either phase-out
additives with suspected

negative health

outcomes, additives to

monitor awaiting further

research, and additives of

no concern.

A first rough analysis

shows that phase-out

additives are not a big problem for us today,
but about ten percent of our sales come
from products with food additives that need
further monitoring. These are additives that
are commoly used today in the food industry
today, but where some research suggests
that there may be negative health effects.

We are keeping up with this evolving area of
research as we are currently in the process
of defining a common approach and timeline
for handling food additives in all our country
organisations.

FOOD ADDITIVES

10

percent

Ten percent of sales
come from products
with food additives of
potential health concern
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VALUE CHAIN TRANSPARENCY

We believe that the supply chains of the future are fully traceable
and transparent. But there is a long way to go before we get there.

AS A CONVENIENCE retailer our
operations are quite distant from the
initial stages of production, meaning
that we do not control the sourcing of
ingredients in our suppliers’ products.
When it comes to our own products,
like the sandwiches we make in store,
we have more control, but these only
account for a small percentage of our
sales today. However, we believe in
transparency and want to work with
our suppliers to achieve fully traceable
supply chains. This is important for us,
as our impact on the world begins with
sourcing, and we know that the value
chains of the global food industry are
fraught with environmental and human
concerns. In 2023 we have tracked
down the sourcing origins of our
high-risk commodities and we can see
that we are sourcing from all over the
world, at least 107 countries. This is not
surprising because many commodities
that are common in convenience
products, such as coffee and cocoa,
cannot grow in Europe.

ANIMAL PROTEINS ARE among the
high-risk commodities where we have

started to systematically trace the
origins, primarily due to the risk of high
antibiotics use in the production in
some countries. Currently, 75 percent
of the sales from our analysed meat,
chicken and fish

products are sourced

from one of the seven

Reitan Convenience

countries, all of which

have relatively low

use of antibiotics, and

Norway being one of

the absolute best in

the world in this aspect. An aditional 19
% of our sales of products containing
meat come from other parts of Europe.

HOWEVER, THIS ANALYSIS showed
us that we also have some individual
products with meat content that
come from further away, including
South America, Asia and Africa. This
is new information for us, which
only was possible to obtain since we
focused our analysis on the sourcing
country of the ingredients. The more
common practice within the food
industry, even for retailers of ready

OUR VALUE CHAIN IS COMPLEX

We are working to increase transparency in all steps of our value chain.

Farmers Manufacturers/ Suppliers
Producers

made products composed of many
different ingredients, is to focus on the
production country, which obscures
potential sustainability problems
further upstream. For example, the
origin of a chocolate
bar is often cited as
Belgium, although
the origin of the main
ingredient, cocoa, is
most likely somewhere
in West Africa. Our
ingredient level-focused
approach allows us to
work with our suppliers to towards
sustainable sourcing. As we move
to rapidly phase out non-European
meat from our range, we have already
influenced some suppliers to source
their chicken within Europe. Having
EUs new deforestation regulation
entering into force in 2024 helps
put focus on the issue of sourcing
origins for risk commodities. However,
this would be a priority issue for us
regardless as we believe that the
value chains of the future are fully
transparent. While it is no guarantee
for sustainability, it is a prerequisite.
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Reitan Convenience Franchisees Customers
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WASTE MANAGEMENT

Waste management is an important issue for us within the convenience
business because almost everything we sell is pre-packaged.

WASTE MANAGEMENT IS an
important issue for us within the
convenience business because almost
everything we sell is pre-packaged.
Although packaging in general
accounts for a smaller

part of a convenience

product’s carbon footprint,

with the exception of cold

drinks, lots of single use

packaging also leads to
unnecessary resource use

and environmental pollution.
Asking customers what they

think we should focus on in

terms of sustainability, the

answer is almost always packaging.
In our commitment to reducing waste,
we try to minimise plastic usage
and prioritise the issue of recyclable
packaging, along with our efforts to
reduce food waste.

SINCE THE DISPOSAL of packaging
and single use items often occurs
beyond our stores, like in the subway
or in city parks, we focus on reducing
environmental impact before products
reach our customers. The most

SALES FROM MEAT PRODUCTS
PER REGION

Europe 94 %
75 % Nordics & Baltics
19 % other Europe

‘ South America 4 %

® ~rsia2%

® Africa<l %

important way to do this is through
dialogue with our suppliers where we
currently gather comprehensive data
on product packaging. Our efforts also
include reducing plastic in single-use
items. Currently about 90
percent of the lids to our coffee
cups and 94 percent of the
bags used in our stores are
made from paper. All single
use cutlery is wooden. When
it comes to the coffee cups
the issue is more complex,
as also paper coffee cups
generally have a think plastic
liner in order to hold liquid.
That means that only 9 percent of the
cups that we use can be classified 100
percent paper.

WHEN IT COMES to food waste, we
follow the same principle, namely

to address the issue upstream by
optimised ordering and stock keeping.
However, the balance between having
a too empty shelf that may look less
appealing and one that is too full and
leads to waste is a fine line. While

we try to challenge ourselves on this
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WASTE

)
294 %
94 percent of bags used
in stores are paper

3.7M

3.7 million products
rescued from becoming
food waste

matter, we also work to reduce food
waste by ensuring unsold items are
offered through end-of-day price cuts
as well as food rescue apps like Karma
and Too Good To Go. During 2023, we
sold approximately 3.7 million products
through such channels, including in-
store short-date discounts. This is more
than 10,000 products a day, or almost
six products per store and day.
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FOR 2023 WE report emissions of

in total 207,949* ton COze. This is a
12 percent increase compared to our
reporting in 2022, explained primarily
of an expanded scope of

our data collection. Our

reported emissions are

divided by 4 percent in

scope 1, which primarily

comes from refrigerants,

5 percent in scope 2,

which comes from our use

of electricity and varies

a lot across the seven

countries due to different

energy mixes across the

Nordics and Baltics, and

91 percent in

scope 3, which is linked to emissions
from purchased goods and services,
includes emissions from the products
on our shelves, but also from the
interiors of our stores, business travel,
waste generation and more.

WE HAVE DECIDED across all
business areas of Reitan Retail to

align our operations at least with the
reduction rate agreed upon in the Paris

INNOVATION GAP

We strive to be net zero in scope 1 and 2 by 2030, and by then also reduce
our emissions in scope 3 by at least 43 percent compared to 2022.

agreement, which is necessary to still
have a shot at the +1.5°C target. What
that means for us in concrete terms is
that we strive to be net zero in scope
1 and 2 by 2030, and
by then also reduce our
emissions in scope 3 by at
least 43 percent compared
to 2022**,

SCOPES 1 AND 2 account

for a relatively small part

of our emissions, and

our main strategies for

reducing these include

switching to better
refrigerants in our many thousands of
fridges and freezers, saving as much
energy as we can in our stores, and
gradually shifting to electric instead
of fossil company cars. Through these
measures, we estimate that we are
more or less on track to halve our
scope 1 and 2 emissions by 2030. In
RC Sweden, where this has been a
priority over the past years, we see
encouraging signs of the strategy
working and seems to be giving the
expected results. To become net-zero

CLIMATE EMISSIONS
scopel scope 2
4% 5%

scope 3
(o)
scope 3.1is the 9 1 /0
main part, 3/4,
of scope 3

* This differs slightly from what is reported in
Reitan Retail's Annual and sustainability report
due to a detection of errors in input data from
Reitan Convenience. The difference equals 0.5
percent of Reitan Retail’s total carbon emissions.
** |PCC has calculated a global emission
reduction requirement of 43 % to 2030
compared to 2019. However, in Reitan Retail we
use the base year of 2022, as before that we did
not have any company wide CO, measurements
that included scope 3

in scope 1 and 2 we would have to find
a reliable compensation mechanism to
account for the remaning emissions.

OUR MAIN ATTENTION is directed at
scope 3 and especially scope 3.1 as
the sales of our products account for
76 percent of these climate emissions.
Looking at the emissions

intensity, that is emissions

per sales, we have the

highest emissions in our

food to go. This is a big

challenge for us since we

want to grow this category

in the years to come. While
convenience in the past

was more about selling bus

tickets, newspapers and tobacco, the
convenience of tomorrow will be more
about selling fresh food, snacks and
drinks to people on the go. This makes
a lot of sense for us from a health
perspective, but it will make it harder to
reach our ambitious climate targets.

IN 2023 WE started an ambitious
climate action plan for all countries
where we systematically map our
assortment according to emission
factors and margins, to find the most
promising type shifts to move towards
our climate targets. While we still have
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substantial issues with data quality, as
emissions factors are often not precise
enough, we expect the systematic
climate work that we have not started
to generate substantial
results in the coming years.

IT IS, HOWEVER, important
to appreciate the magnitude
of the climate challenge
that we are facing, which is
illustrated below. Although
the analysis should be
interpreted with caution,
our estimates show that even if we
1) work according to our ambitious
plans on issues like upgrading fridges
and saving energy, 2) are successful in
our assortment shifts, which hinges on
us being able to accelerate the demand
for e.g. plant-based food to go options,
3) manage to engage our suppliers
towards climate smart production
methods, 4) switch to electric
transports, and 5) drastically reduce
our waste, will likely not be enough to
reach our climate targets within our
current business.

PARTLY, THIS HAS to do with the fact
that we sell composite products. While
a grocery retailer can reduce their
emissions by, for example, selling less
beef and more broccoli, our options are
somewhat narrower. We can switch
from a pork sausage to a pea sausage.
But the sausage itself contains other
things besides the protein, and the
bread is a significant part of the dish.
This means that even when we make
efforts in the right direction, they have
a relatively smaller impact on the
overall CO, footprint.

OUR ESTIMATES POINT to a
substantial innovation gap of some

30 percent. Thus, we must focus on
innovation to identify the climate
smart convenience opportunities of
the future. Without that we will not be
able to reach our climate targets. That
serves as an important reminder for

us that the convenience of tomorrow if
not the convenience of today minus the
bad stuff, it is something different.

4%
Changing 9 __
refrigerants, S _EAJ )
upgrade freezers, S -5% -2%
fridges and A/C within existing Engage suppliers ! -1%
' assortment to set ambitious UEREHIE Improved waste
save energy ) electric transport P
climate targets management
REPORTED
EMISSIONS -31%
2022 Innovation gap

186,000
ton CO,e

Emission reduction analysis including innovation gap. Our target Including both a 43% reduction in
scope 3 and net-zero targets in scope 1 and 2
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WHAT WE

HAVE BEEN

UP TO LATELY

Guided by the approach and data presented above, we have been working hard
over the past year to address the sustainability challenges of the convenience
industry in a meaningful way. To catalyse transformative change, we try to
accelerate the necessary assortment shift, as well as leverage the power of our
strong supplier relations for sustainable sourcing.

While most consumers — some 60-80
percent depending on the study —
state that they want to make more
healthy and sustainable consumption
choices there is a large gap between
people’s intentions and their actions.
In the actual decision moment, other
factors are more important such as

40,000 =

30,000 =

20,000 -

No. of sausages sold

10,000 =

price or familiarity. Researchers call
this the intention-action gap. In tough
times, such as the recent economic

sustainable convenience products of
the future, is an important part of our
work to roll out our Strategy for the
downturn, the intention-action gap Anthropocene. Below we account for
generally widens, as price becomes some of the things we have done in
the dominating factor for buying 2023.

decisions. Finding ways to close this

gap and accelerate the demand for the

THE ESTONIAN HOT-DOG SWITCH

The graph shows sausage sales
between May, 2022 and September,
2023. A popular beef-herb sausage,
red, showed a high climate footprint in
our analysis and was identified as key
in reducing our climate emissions. In

a quick two-month collaboration, we
replaced the beef-herb sausage with a
chicken-herb sausage, blue.

The chicken sausage outperformed
the beef sausage, increasing sales
at the same time as emissions were
estimated to have been reduced by
around 25 percent.

September November February May September

24

RC ESTONIA MADE a bold decision
to switch one of their popular hot
dogs, a beef-herb one, to a sausage
with a considerably better emissions
profile, a chicken-herb

hot dog instead. The

beef-herb sausage has

been a popular and high-

selling product for years,

explains Tiia llves, CEO

of RC Estonia. But we

reasoned that if we are to

have a substantial effect

on our sustainability

targets, there is no point

innovating in the tail end

of the assortment. We

have to improve on the

products that we sell a

lot. In a quick two-month collaboration,
we replaced the beef-herb sausage
with a delicious chicken-herb sausage,
Riho Aunroos, product manager in RC
Estonia, continues. The new sausage
outperformed our expectations, says
Tiia. It sold 50 percent more than its
beef counterpart, comparing Q3+Q4

RC DENMARK HAS also been

making bold moves this year, building
innovative partnerships that have
resulted in new fantastic products.

We teamed up with Jalm&B who
make organic upcycled bread utilising
leftovers from other local industries
such as fruit pulp from juice making,
malt from beer making, and whey from

Malene Norre and Jesper @stergaard, RC Denmark
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2023 with the same period in

2022. Beyond the economic

success, a conservative estimate

shows a 25 percent reduction in
the carbon emissions
from the sales of
this sausage, even
accounting for the
increasing sales. In
essence, a triple win.
Better for the planet,
loved by customers,
and boosting our
success.

WHILE THIS IS a very
important step forward
for us, the new sausage
still contains red meat in
the form of lard, so while this helps us
move towards our climate targets it
does nothing for our red meat KPI, says
Riho. Ideally, we would like to have a
best-selling sausage that is free from
red meat, but taste-wise we landed
on this being the best option as the
chicken meat was too dry otherwise,

a local cheese maker, to produce bread
and bakery products for 7-Eleven,
explains Malene Norre, HR and
Sustainability Manager in

RC Denmark. Particularly

the breakfast rolls have

been a big success. These
partnerships are exciting,

Malene continues, since

new constellations

in the food system

will be one of the

keys to finding

solutions to the

sustainability

problems that

we face. In the past, most of
the partnerships have been
with smaller up and coming
producers, but we have recently
started a collaboration with
Carlsberg to develop a new
sustainable signature beer, the
Cornershop IPA, using waste
from another supplier, “Frankly
Juice”. This collaboration is a
milestone for us, says Jesper

Tiia llves and Riho Aunroos, RC Estonia

with the risk of having customers not
buying it. Sometimes innovation is
more radical and in other cases more
of a step by step process, Tiia reflects.
For us, challenging the conventional
idea about convenience by proving that
a chicken sausage can sell better than
a beef one, is important. And trying a
delicious chicken sausage is perhaps
a first step towards trying a yummy
pea sausage for some of our more
conventional customers.

@stergaard, CEO of RC Denmark. It

demonstrates the interest and potential

also among larger companies to partner
up and drive sustainable
innovation. We are
convinced that we need
to make this shift, but
we need our suppliers
onboard and share
the investment costs.
Especially in the current
economic situation,
since the customers
are not prepared to pay
more for sustainable
products right now

and introducing new products are

always costly until we can get the

volumes up. Our success hinges on

finding the delicate balance between

commercial viability while transitioning

into something new. The story is still

unfolding, but each chapter reflects

our dedication to a future where

sustainability isn't just a distant goal

- but an integral part of convenience,

Jesper concludes.
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RC Norway really has the foundation for data-driven
assortment decisions in place.

RC NORWAY HAS been working
both behind the scenes and at centre
stage this year to accelerate their

AnnaMaria Carnemark and Synneve Reiszeter Tveit, RC Norway

shift towards a more healthy and
sustainable form of convenience.
Behind the scenes, we integrated our
sustainability targets into our main
business plan early in 2023, explains
AnnaMaria Carnemark, CEO of RC
Norway. In parallel, we made a big
effort to improve data coverage in
"Assortment insights”. This means that
by now we have integrated financial
and sustainability data, organised in our
Bl system, for about 95% of our sales,
continues Synneve Reisaeter Tveit,

Sustainability Manager in RC Norway.
Together with our three main Category
Managers, we have used this data to
inform our work on a new type
of category plans.
These plans specify
how climate
targets should be
approached, how
risk commodities
should be handled
and how the
health profile of
the assortment
should be emphasised, all
while navigating profitability
of each category, as illustrated
below. While this is still work
in progress, | am very proud of
it, says Synneve. It really lays
the foundation for data-driven
sustainable business decisions.

At centre stage, in the middle of down-
town Oslo, RC Norway developed a
brand new store concept for Narvesen
in 2023 that will open early 2024. The
look and feel communicate
our ambitions for the
future of convenience,
says AnnaMaria, and
we have taken big steps
towards an assortment in
line with our new category
plans. We look forward
to tracking the progress
of our new Narvesen,
using all the data that we now have. It
is really important that we are not just
shifting the assortment, but that we
are shifting it the right way. It should
be a win-win-win. Better for the planet,
loved by our customers and boosting
our business.

Sustainability impact
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Right: Screen image from our Bl system, plotting our gross profit margin against negative impact on

sustainability for a selection of products. This helps us find our worst and best performing products in a

combined sustainability-profitability perspective.
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Using flavour as key to unlock customers’ curiosity.

RC LATVIA'S COMMITMENT to
sustainability has also been visible this
year. In Narvesen we launched a vegan
sausage - the first of its

kind, produced locally, on

the Latvian market, says

Dace Dovidena, CEO of RC

Latvia. A winning concept

for us has been to offer

the new vegan choices

at the same price as the

conventional choice. It is

important to make the

barrier for trying these

new products as low as possible for
the customers, even if it initially may
mean lower margins for us, continues
Dace. We have also been working hard
this year to take control over the risk
commodities in our assortment, adds
Vita Breidaka, Sustainability manager
in RC Latvia. We are proud that the
entire Caffeine assortment and all of
Narvesen’s hot meals are now palm oil-
free. In our newly opened Caffeine café

IN R-KIOSKI IN Finland, the journey

to a more healthy and sustainable
assortment has also begun. We
launched a range of great salads and
wraps from Picadeli just before the
summer, and at the same time we also
introduced our own new R-salads and
R-bowls, says Teemu Rissanen, CEO of
R-kioski Oy. Thanks to these product
launches, the sales of our entire salad
and wrap product group increased by
35 percent in 2023, he continues. We
have received positive feedback from
customers, which gives us the courage

Heiju Simola and Teemu Rissanen, R-Kioski Oy

in Riga airport, we have boosted
the health- and sustainability
profile of the assortment with
more vegetarian
and vegan meals,
including options
that are also gluten
and lactose-free, we
have less plastic-
based packaging, and
some products even
without packaging,
and an interior made
with a focus on
natural materials. Leveraging
our new café as a future lab, we
plan to test and introduce the
products and ideas in our other
cafés and stores soon enough,
explains Dace. This approach
helps us understand and meet
customer needs effectively, while
we take big steps towards the
future of convenience.

to accelerate the introduction of more
healthy food products for 2024.

COMMON FOR ALL
of the assortment
development across
the seven countries,
has been the focus

on flavour rather than
making sustainability
related claims. In Finland
people often don’t
trust green claims, are
sceptical of products

Dace Dovidena and Vita Breidaka, RC Latvia

labelled for example vegan, explains
Heiju Simola, Sustainability and
Communications Manager in R-kioski
in Finland. As health and
sustainability has not
been associated with
convenience historically,
we have to start building
trust through tangible,
meaningful actions in the
right directions rather
than big words. A useful
learning experience on
the same theme came
from Estonia where they discovered
that renaming the initially unpopular
"Mega-Vegan Salad” to "Sweet Potato
and Lentil Salad” without changing the
product resulted in successful sales.
In Latvia, the new green private label
assortment line is simply called “Fresh
& Tasty, to avoid allusions to its vegan
and vegetarian properties.
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