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Strategic Framework - Leading Together

Our purpose Eat well. Save time. Live better.

Our promises

Our business model — o

Save for our customers: : Invest in our customer A better
« Buy better : i proposition: place to
» Operate smarter Fresher & heaithier
» Waste less Local Best own brands
LR Local, personol a
convenient
Offer an omnichannel experience: > Dependable value
« Supermarkets and smaller stores Sustainable
« eCommerce
» Meal solutions

Our values Courage Integrity Teamwork Care Humor
We drive change, We do the right Together, we take We care for our customers, We are humble, down-to-
are open-minded, thing and earn ownership, collaborate, our colleagues, and earth, and we don't take
bold, and innovative. customers’ trust. and win. our communities. ourselves too seriously.
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BETTER EATING IS AT

THE HEART OF BETTER
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Organic food retall sales — key figures & trends

* Organic market in EU grew to € 37,4 billion in 2018 (=+121% over 10y) (total retail sales =€
3,5 trillion)
=>» most sales in general food retailers, followed by specialized organic retailers

» Organic food sales concentrated in Western EU (DE: € 11,97 billion, FR: € 9,69 billion)

Europe:The countries with the highest per capita Retail sales by.c!':annel in selected European countries 2018, based on retail
sales value (million euros)

consumption of organic food 2018 Source: FBL-AMI survey 2020
Source: BBL-AMI survay 2020
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- Consumers all over EU (especialy younger ones) are increasingly interested in health and
sustainability and choose to buy local, organic, ethically produced

* How can organic market grow further and faster? .... More su LppI y and wider range ofgroducts
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