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Why is the value chain wanting
improved environmental
credentials?

Rabobank



The FMCG companies that supply food é
around the world have fundamentally
changed in structure in the last 40 Years.

Rabobank

"PROBLEMS CANNOT
BE SOLVED AT THE
SAME LEVEL OF

AWARENESS THAT
CREATED THEM"

A fBent Lot




What do the world’s top 10 food (FMCG) companies want?
($US1.185 TRILLION OF MARKET CAP)
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They need to tell a ‘good’ story about something more than half of the
world’s population have little affinity with but have increasing
concern about.

AGRICULTURE

A Rabobank



For farmers, the
bar is getting
higher and the bar
s influenced by
the FMCG
corporation.
Why?

Rabobank



What do the world’s top 10 food companies have in common?
($US1.185 TRILLION OF MARKET CAP)
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Over the past 40 years they have divested from agricultural production, raw
processing and upstream research. They have invested in:

BRANDS AND MARKET RESEARCH

% Rabobank



BRANDS have ‘intrinsic value’ related to
theirimage, a key part of that value now is
their impact on the environment.

Nestie
Every brand’s reputation can be either

enhanced by it’s environmental
T performance, or diminished. “

,% Rabobank



Is your milk eventually supplying one of these companies?

DANONE
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NESTLE IS TACKLING CLIMATE CHANGE

ZER@

NET EMISSIONS

UNILEVER

SUSTAINABLE
LIVING PLAN

SMALL ACTIONS. BIG DIFFERENCE.
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Have their merchants supplying the BRANDS followed?

ABoULADM Contact Us Customer Login Procurement Investors @ QK

Contato Imprensa Prato do Amanhs

Products & Services

" ~ADM ...

Sustentabilidade Portais Marfrig

Insights & Innovation Sustainability Culture & Careers

(@) Marfrig

Marfrig Marcas PlantPlus Foods Receitas Compre Agora
Below are highlights of some of oUr activities that sUpport our commitment to these SDGS, as well a5 some of our other company goals,

New Commitments

In 2021, we announced our new commitment to be 100% deforestation-free by 2030 along with an updated policy to help us achieve that target. Throughout the year, we
focused on traceability and are now excited to announce we have moved our target date to 2025. Last year, we also snnounced a new part of our Strive 35 goals—a 25%
reduction of our Scope 3 GHG footprint by 2035.

100% 25%

reduction in Scope 3 GHG
emissions by 2035

deforestation-free by 2025
(aim to eliminate deforestation
from all of our supply chains

Compromissos

AMarfrig compromete-se em ser um efetivo agente de transformagdio da cadeia produtiva, incentivando modelos de produgéio que preservem biomas e biodiversidade, com agdes
efetivas para garantir suprimentos de dreas livres de desmatamento, assim como o desenvolvimento de novas formas de produggio.

Indicadores de Desempenho  Destaques em Sustentabilidade Learn more about ADM's commitments and transparent reporting at www adm com/sustaingbility.

cargill About Cargil Products & Services News Gareers

Strive 35 Environmental Goals

Innovation that Sustains
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Innovating together for a better future

Our food system is resllient, but it's never faced challenges quite like this. Our population is growing, our water sources are

Sustainability

The mission of JBS is to feed the world while striking a
balance with the planet and, with its commitment to

building the future, the Company pursues responsible
environmental practices snd continuous improvement

dwindling, and our climate Is changing.

We're doing everything we can to meet the challenge accross the global food system, from reducing emissions across our

global supply chains to building sustainable practices into farming processes around the world.

Addressing climate change and helping farmers isn't mutually exclusive. In fact, farmers and agriculture are how the world can

and efficiency in its operations.

solve today's challenges. We're committed to working with our partners around the world to improve their environmental
impact and to supporting and empowering farmers, whose livelinoods are increasingly affected by the impacts of climate

change.

Our Commitments

i

N

¢ Supply Chain
&

Reduce emissions from our extended supply chain by
30% per ton of product sold by 2030.

How we
operate

Sustainability at JBS is a transversal
lcommitment of the Company’s business units
and areas.

* Sustainability Goverancs
* Materfality
> sDG

Net Zero 2040

Climate change is one of the greatest
challenges of our time and JBS will achieve Net
Zoro greenhouse gas emissions.

Bs)

(NET ZER@)

Global
Targets

JBS has undertaken to help tackle the globel
challenge of feeding a growing population in
responsible manner.

RGETS AND COMMITMENTS

é Rabobank



What sustainability themes are é
the FMCG brands focused on in Fabobank
food/fibre?

———> 2028

—> 2024 Certify > 2030
Quantify and begin to Validate increments in
certify performance

—» 2023 @
Familiarise and prepare t

——» 2035

Integrated LCA reporting.

Carbon/Emissions Animal Welfare Water Biodiversity Soil Health
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Separating C Sequestration and GHG Emissions

SBTI FLAG Guidance. (P 28)

In FLAG target development, emissions and removals must be reported separately. The overarching FLAG
target may net emissions and removals because in an inventory accounting approach, changes may be
accounted for as emissions or removals depending on the starting point. Removals may only be included in
FLAG targets when the appropriate requirements are met, following the GHG Protocol Land Sector and
Removals Guidance. Removals may not be used to meet any other enerqy/industry targets under the SBTI.
For example, removals from soil carbon may be included in a FLAG target but would have no impact on a
energy/industry target. Please note that no company can purchase offsets to meet its near-term FLAG or
energy/industry target. Only removals on land owned or operated by a company or within a company’s
supply chain can be included in FLAG pathways and count toward achieving a FLAG target.

https://sciencebasedtargets.org/reports/sbti-progress-report-2021/progress-data-dashboard#tdatadashboard Rabobank



TASK FORCE on
CLIMATE-RELATED
FINANCIAL
DISCLOSURES

INDUSTRY-LED, U.N.-CONVENED

NET-ZERO BANKING ALLIANGE

43 28.5

Founding Us$ trillion in
banks assets

MARK CARNEY'S .
PRIVATE FINANCE HUB:

What's changing in banking?

Sustainability Linked
Loans

Green Loans

Green Bonds

11



