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In a nutshell.

Family company

A Creating bakery success since 1900
A Founded inZierikzee Netherlands
AAwarded with ORoyal o6 predicate.

Global player

A Around 3,131 employees

A Local presence in 25 countries

A Products tailored to local tastes and needs in over 100 countries.



Recap 2022.

+300K euro

donated to socialactivities.

# csr activities realized in 2022

Employeesl49 (51%)
Consumer£5 (29%)

& Community58 (20%)

People

67% of our CSRactivities

werefocusedon social impact.

50% of our product launches matched
our Better -for -Consumer portfolio

criteria*

*Sugarreduction,clean(er)abel,vegan,digestivehealth and/or nutritionalimprovement



Recap 2022.

45% of the electricitywe usedglobally

camefrom renewable sources.

(in 2015t was 0%)

7,038 m?

ofourf aci |roof sudased

iscoveredwith solar panels.

Planet

(R

<1% of production

volume islostasfood waste

(againstan industryaverageof 3%)

33% (143pf our CSRactivities were

focusedon reducing environmental impact.



Governance

Recap 2022. AL

oer30 hours Migration

f managemen in .
of managementmeetings to a new,more effective

on sustainability. CSRReporting Tool (Sphera).

Women represent Our CSReommunityincludes

50% over 70 CO"eagueS from
of the GlobalManagementTeam. 28 Countrles



Financial

Recap 2022. @%

Revenue EBITDA

r639M r29.36M



From Purpose to
Impact. We Care.

The spirit of Zeelandia .

We are a people company. | t s 1 n Iogether’ We
abouttheweltlbei ng of every I ife we to ur

employees, our customers, the communities where we
operate or the environment, we ¢ ) O U |

we share.

Since 1900, wedve contributed t « Ourwor‘d 1t S

bring people together. And we are dedicated to do so for

generations to come. ﬂ r.
ourish.




Our values .

Inventive.

We always search for new
ways to solve challenges.
We combine clever
thinking and a handson
approach to create bakery
success.

©

Involved.

We are oneZeelandia As
a team we are motivated
to anticipate the needs
and challenges of our
clients. Together we take
their business further.

Ambitious.

We take ownership. We
commit ourselves to
continuous growth and
achieving results.

Courageous.

We dare to think
differently and stimulate
and inspire our customers
to do the same. We dare
to make bold decisions

Responsible.

We take responsibility for
our staff, our clients, and
our communities. We
dondt take
do what we say. We use
our resources wisely and
efficiently.

shortcuts. We

10
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Because we
care for the

generations
to come.

A We strive toembed CSR in
everything we do.

A Every day, we want to addalue for
our stakeholders and create a
positive long -term impact on
society and the environment




Zeelandia CSR position .

A When askingourselves: 61's the world a better place
becauseZeelandiai s i1 n 1t 2?0, we want t o be able to answi
an unreserved 0YesoO.

A Toachievethat , we candt continue doing business as u
We need to do our fair share when it comes to effecting real,
positive change.

A The United Nations has defined the worl dés sustainabilit
goals for 2030, and we want to do our part towards achieving
those goals.

13
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Why CSR?

1. We care forpeople .

@ 2. We feel the responsibility to contribute with actions

f to the wellbeing of every life we touch . This
//’J iIncludes doing our fair share for thelanet .

3. We hope to become a company that benefits from
solving the wor hotohesthapr ob |l e ms
creates these problems.



https://www.zeelandia.com/sustainability/commitments/home




L e t do $t together !

A Together , we can create a culture of social responsibility that aligns
with our values of quality, safety, and operational excellence.

A Join us on this journey. Let's leverage ocwllective skills,
knowledge, and expertise  to drive positive change.

A As part of yourteam , you have aunique perspective  and the
ability to make a real difference.

A Together , we can empower ourselves and our colleagues, amplify
our impact, andshape a future that we can be proud of.
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CSRProgramme

1 :3‘”[!!]’1’

Ml

CSR.

Corporate
Social
Responsibility

linkedto U N ®&BGs

3 600D HEALTH | GENDER
ANDWELL-BEING - E[IUM"'I'
_4,\/\ |

INDUSTRY, INHOVATION
IH]IIFHSTELETIIE

IHSTITI.ITIDHS

Sﬁ@
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Our CSRpriorities .

Our CSR priorities cover a wide range of environmental and
social dimensions, which we have clustergdtwo key pillars:

We promote consumer welbeing through
Better for innovation, enabling our customers to produce

a wide variety of healthier bakery products.
People. g -

We care for our employees through a safe and
supportive working environment where they

can thrive both professionally and as an
6 @ individual.
Cy @ We arealso committedto supporting and

serving the communities where we live
Consumer Employees Community and work.

Health & Weltbeing




Our CSRpriorities .

Our CSR priorities cover a wide range of environmental and
social dimensions, which we have clustered in the two key
pillars of our CSR efforts:

We focus on Clean Energy (especiallythrough
renewable electricity and transport efficiency),
to help combat climatechange

From food and non-food wasteto sustainable
packaging solutions our ambition is to work
towards Zero Waste

We strive to tackle environmental and social
concernsthrough responsibleprocurement



Why do we focus on the chosen
topics and not on others?

Our goal is to havea positiveimpact, which means we need
to focus our efforts. To do this, we have drawn up a CSR
strategy. This strategy takes into consideration global
developments and CSR frameworkas well as stakeholder
expectations and internal assessments of our potential
impact.

The result is a Materiality matris(ide 19. It showsboth our

st akehol der sZeelapdia'spotentiakimpacs as ann d
individual company (in combination with the impact of

external developments on our company).

This matrix has allowed us to identify the focus topics in our
CSR strategyl'he matrix and the resulting focus topics are
reviewed every year and updated every two years.

Create Focus &
Set Priorities

2019 Results

R=n
=y ‘@‘

We carried out a survey
among our Stakeholders




Materiality matrix.

Together with stakeholders we regularly identify and assess the various areas in

which we can make a difference, using a Omater i

potenti al | mpact and visuali ze our stakehol der s.
Compliance

B vt 1 HumanRights

2 Ethics& compliance

@ improvement 3 Product (food)quality & Safety

Compliance

Improvement

4 Diversity& Inclusion

5 WaterConsumption

6 SustainabléPackaging

7 CO2eq emissions

8 Waste

9 Responsibld’rocurement
10Biodiversity

Impact

11 Productransparency Labelling
12 Consumer Health &lutrition

13 Employee Health &lutrition

14 Food Waste
15LocalCommunity Support

> Relevance to stakeholders

> Group environmental, economic and social impact
23



CSR Governance.

CSR Governance Committee

CS d A Chaired by CFO
R Lea’ er A Ovelrall reZponsibiIity for our CSR strategy and performance GD\
& Team. i

A Coordinates the Groupwide CSR Group Functional Leaders Team ®\
programme. . A Each own a theme within the CSRtogramme
A i i A Prepare annual CSR plans for their theme
Supports functional leaders and A Are responsible for roflout Group-wide policies and plans Q
reports to Governance Committee
_ _ Connect,
A Supports operating companies Support
with preparation of CSR plans and & Alian Local Management Teams
execution of local initiatives g
T Bottom -up influence

CSR Ambassadors: 26 Ambassadors in our Operating companies

Trained to nurture local change, to fully integrate CSR into our evergay
work and decisioamaking Q

v

‘24



CSRGovernance Committee .

Who?

Some
Functional Leaders

B85,

CFO + CEO
(as GMT representatives)

28,

When?

Every 6 Weeks

(Generally, 1 week after
the Functional Leaders
alignment meeting)

What?

3 Possible Objectives

to inform on the action
to be taken

for feedback on the
action to be taken

for decision on the
action to be taken

25



Group Functional Leaders Team.

Who? When? What?
Functional leaders Every 6 Weeks Sharing their:
from different
departments 1. progress

2. challenges

3. topics
@ To after be brought to Governance
Committee

26



CSR Ambassadors.

Who? When?
26 Ambassadors In Every Month
our Operating with 1 Ambassador
Companies per country.

(volunteer or appointed)

Key Community

What?

Inspirational & sharing

1. best practices
2. bottlenecks
3. definition of local CSR

programme

27



CSR Functional Leaders team.

CSRProgramme Lead
Ibai Jimenez

Product Category Lead
Anna Treyster

QESHR Group HR
Marlene Bijlsma Cathalijne Schotte
Thijs van den Berg

Corporate Operations
Sy Geert Van Vucht

ﬁ.
) CO2- Clean Energy

Corporate Procurement
Gudrun Lemli
Jolita Ooms

Sustainable Packaging
Niels Steenblok

Sustainable Packaging

Responsible Procurement

Corporate Finance
Erwin van Riet
Urmila Goburdhun




Program Management

CSR Teamrole .

H

CSR

Ambassadors.

’

S

S> A M

Sales Innovation
Community.

A Define the strategy

A Create focus

A Connecting stakeholders
A Foster CSR initiatives

A Help & Assist

CSR Functional
Leaders.

CSR Governance
Committee.



Our CSRAmMbassadors .

We areproud of our CSR Ambassadors , who through their enthusiasm and

constructive attitude play a pivotal role in embedding CSR in our everyday work.

30
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Our Ambition .

2

Zeelandia

t o

v,
—

Consumer

peopl eds -beirgal t h and wel |

We hope to become one of the @
companies that thrive on SUSTAINABLE

: . DEVELOPMENT
solving the wor,l dds probl ems G“ALS

rather than creating them.

Rest on 2 key pillars

GOOD HEALTH
AND WELL-BEING

e

We want to contribute

Our ambition

the United
Development Goals (SDGSs)

1

Planet

RESPONSIBLE
CONSUMPTION
ANDPRODUCTION

O

We want to have a positive impact,
doing our fair share and playing a meaningful role in

is in line with

Nati onsd

the sustainable lives of the generations to come

= I

Clean

Employees Community Energy

=

Zero

%
Slo

(=

Responsible

waste Procurement

Sust ai

32
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How are we going toimpact
the selected topics?

Use the shared

Embed CSR in

our daily work, @ experience and
budget & e wisdom of 3100+
program employees

Create networks
to share and
inspire






Ambitions : Betterfor People.

GOOD HEALTH RY BOVATION
AND WELL-BEING 1t Jrevii

Mv % CO “c:.,; Improve our To ensure that by 2025, 50% Support consumers in
-‘" products' nutritional of KZG launches meet the their choice for a healthier
profile criteria of ourBetter for lifestyle.

Consumers -_— :
consumergortfolio.

GOOD HEALTH QuAUITY DECENT WORK AND
AND WELL-BEING EDUCATION ECONOMIC GROWTH

e NI G

Continuously )] Todevelop engaging job
improve our Tﬂ"' opportunities and stimulate
Employees employees' health the growth of talented
and weltbeing employees
1 gEVERTY
sl
16 E@T‘fh‘fﬁu 17 fi ® © @ ® \\e support our local opld We will continue our III We are committed to
1: communities in the contributions to local fighting hunger the best
best way we can partners in the fight % way we know

Communities against poverty



GOODHEALTH DNOUSTRY, WNOVATION 12 RESPONSIBLE
AND WELLBEING ANDINFRASTRUCTURE CONSUMPTION
ANDPRODUCTION

“y & CO

Consumers

i .‘,’; Improve our
e

\

products' nutritional
profile

5

= .
):\-} 5 m @
5 Llesssweet

. e
6Bette 2 Nopdaft &

portfolio

Less sugar,
clean(er) label

~ - More than50% of new products launched

in |line with o6Better or

-»

Vegan, plant -based

consumer sod
| | | || || | |

50% of new products launched in line
0Better for consumers?d

To ensure that by 2025, 50%
of KZG launches meet the
criteria of ourBetter for
consumergortfolio.

e
ZERO

PROBLEM

GLUTEN FREE

Digestive health
(e.g., gluten -free)

Support consumers in
their choice for a healthier
lifestyle.

Nutritional profile
improvement

65% of new products launched in line
6Better for consumer s?®

36



GOOD HEALTH QUALITY
AND WELL-BEING EDUCATION

“/> N
Employees

DECENT WORK AND
ECONOMIC GROWTH

o

Provide asafe working environment & a
healthy work -life balance

e

To develop engaging job
opportunities and stimulate

Continuously
improve our
employees' health the growth of talented

and weltbeing employees
\‘o‘AoA‘o\Ao,

Through our

o0

P o o o e o o o

traineeship program

37



EEETEEE 2

Aim

ed to reduce hunger /‘/
v

among those most affected )
by the war and rebuild the Zeelandia

ry business in Ukraine. B BB I==J= 4 0pCos are actively
involvedcollecting the 2nd hand bakery

bake

o>
)

A
|
|
|
1

Making soup & baking bread  to
help Ukraine people andstarting

the funding to deliver the goods to
Ukraine

:glilﬂ‘f 2 \’LJF‘
FLLT
16 PEACE, JUSTICE 17 PARTNERSHIPS

ANDSTRONG FORTHE GOALS T X X ) We Support Our |Oca|

INSTITUTIONS

Yy, @ m communities in the

best way we can
Communities

equipment throughclients

____*

Equipment arrived in Ukraine

v
r.‘B and ready to be installed in

the pilot bakeries.

We will continue our
contributions to local
partners in the fight
against poverty

I" We are committed to

fighting hunger the best
way we know

38



Better for

People.
Best Practice
23212022

e 1




Consumer.

- alternative
stay SWOCLNESS

Nativa.
\ Less sweet
Minimal additives
No palm fat

7 4 . a - \
e Ry

Less sugar, clean(er) label Vegan, Plant based

-

ZERO ful

PROBLEM
SLUTEN FREE

Better for P No added sugar mixes
' launched in Greece

Zeelandia Group Clean-label &

Consumer launches V -GO! enriched bread

Last yeammore than 50% of new Aligned with thenutritional target In 2022 our corporate R&D department Digestive health is one of the key pillars in our
products launched were in line with our  for sugar reduction  for more developedvegan alternatives for a bread strategy. Bread is a highly localized
6Better f or podfoim s u mebaldnced nutrition, in Greece, we range of existing productsincluding product, so we tailor

criteria l aunched the new c a&ke pastiy)andcrbissantiese our mixes to local con

Zerod6 and t he new covegant paodutts ovill edanmchad ix expectations.

MinutaZ er o 6, homtided wi t Various marketsn 2023 .

sugar . However, many of them incorporate the same
The department also worked on recipes Zeelandiatechnologiesto promote
and processeshat will enable us to digestive health , for examplethrough high
| a unesshsugard v e r siistng s fiberfcontent, fermentation processegjuten-
products withoutcompromising on free options, and the use of wholegraifiour.
taste andappearance. 40



Employee.

Fen ™
Group

/eelandia.
Nurturing talent
Lifting loads more through Female Empowerment
comfortably traineeships Network launched
In Poland, we introduced the use In 2022 we set up araineeship Its mission igo create a safe and friendly
of O6exoskel etonsd. Th wgamme pghatgives talsnted youndg u r e €nvicoament in whichwomen at Zeelandia
be worn by warehouse workers ancklieve graduates the opportunity to lay the can learn, network, be inspired and support
pressure on their spine, without groundwork for a highflying career in a others.
restricting freedom of movement. leadership or senior specialist roand to
contribute to the long-term success of our In 2022 the FEN group organized its first webinar
The exoskeletons arkght to wear and help company. on ODiversity and I nclusionbo,
employees (male andemale) tohandle speakers andlL30 attendees from 19
products in bags more easily  and different countries
comfortably

41



Community.

Bake4Ukraine

ZeelandiaUkraine initiatedBake4Ukraine
providing fresh bread and soup for

free to people in need in Kyiv . We do

this in partnership with a local bakery, making

Donations and
Training Transforming
Lives in Sao Paulo

We donated 2 tons of baking mixes, enough to For many yearsZeelandiahassupported

bake 150,000 loaves of bread and 180,000 children with disabilities in Brazil . Part of

cupcakes for the homeless people of S&o Paulothe proceeds of ourP&do Amigo bread mix is set
aside to sponsor AACD (the Brazilian Association

our facilities and raw materials available for as The project also includes a social school, for Healthcare to Children with Disabilities).

long as is needed and possible

MassariaSocial, which weupported with

the knowledge and expertise to train In 2022, over 30,000 EUR was donated,
students . 11 formerly homeless young people allowing yet more children to benefit from

are now being trained to be skilled bakers and practical help, for example in the form of medical
two of them have already been outplaced. care and physiotherapy.

42



Ambitions: Better for Planet

Clean Energy

Zero Waste

GOOD HEALTH 8 DECENT WORK AND 10 REDUCED
AND WELL-BEING ECONOMIC GROWTH INEQUALITIES

i S

v
15 oo

Sustainable
Procurement

To meet the targets
set in the 2015 Paris
Agreement

To keep unsorted waste
below 10% of total waste,
to enable recycling

Continue
developingsupplier
environmental & social
assessments

O

A

To use only sustainably
sourced (green) poweby
the end of 2023

To reduce our internal
food waste to 1% or less
of the volume sold

100% of the palm oll
purchased byZeelandia

Group in the EU will be only

RSPO certified by 2023

4l

To reduce by 55% our
CO2 emissions by 2030
and EUwide climate
neutrality by 2050

To support our
customers in
reducing/reusing food
waste in their operations

100% of our suppliers of
ingredients, packaging,
equipment, and traded
goods to sign our Supplier
Code of Conduct by 2023

43



1 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

CO

To meet the targets O To use only sustainably N\ I # To reduce by 55% our
set in the 2015 Paris sourced (green) poweby - == (CO2 emissions by 2030
Clean Energy Agreement == theend of2023 Y4 I N and EUwide climate

neutrality by 2050

: Key policy for transitioning from
implemented fossil to renewable fuels
A

| *

8 new projects

| i Generateapproximately
|

20% of our own
electricity

v
Pilot program
Poland

Currently generating
2% of our annual

electric consumption. a4



EPLACE Group moves to 100% FSC certified paper
EDUCE Remove aluminum from packaging

IIIIIIIIIIIIIIIIIIIIIII*

ECYCLE 100% packaging information composition

g,
To keep unsorted waste % To reduce our internal To support our
Zero Waste below 10% of total waste, \ food waste to 1% or less customers in
to enable recycling of the volume sold reducing/reusing food

waste in their operations

45



Supplier
Code of
Conduct

% RSPO

GOOD HEALTH DECENT WORK AND REDUCED
3 ,‘t‘w[}k‘:il!i"l;‘\‘vf 8 ECONOMIC GROWTH 10 INEQUALITIES
/\/ -
J\qfv “| =)
v
15 ;1‘5‘}1‘“111

Sustainable
Procurement

Palm oll
Soy
Cocoa

Continue
developingsupplier
environmental & social
assessments

50-100% RSPO

50-100% RA

100% KZG

suppliers signed

100% in EU

100% of the palm oll
purchased byZeelandia

Group in the EU will be only

RSPO certified by 2023

100% in KZG
group

4l

100% of our suppliers of
ingredients, packaging,
equipment, and traded
goods to sign our Supplier
Code of Conduct by 2023

46
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Clean Energy.

Solar panels on
every roof

We continue to install solar
panels on all suitable roofs,
although progress was
hampered due to COVID.

At the end of 2022, we had
installed 7,038 m2 of solar
roofs, which can generate

555 MWh of electricity.

Producing
margarine

with100%

100% Green
Margarine
Production in
Lithuania

Transitioning to
Green Electricity

As individual operating Thanks to solar panels covering the
compani es® el ect r iertire fagorycoofiard a @ew green
expire, we switch to green power contract. We produce
electricity. approximately 5,000 tons of
margarine per year, and wittii00 %
By the end of 202245% of green electricity we nowsave
purchased power was 120,000 kgof CO ,per year
generated fromrenewable
sources. We plan on extending this practice
to our other factories around the
world.

Sustainable Energy
Partnership in the
Netherlands

In the Netherlandswe partnered with
Zeeuwind , a professional cooperation for
sustainable energy.

This cooperation of individuals,
companies, and municipalities invests in
windXarms and solar projects whichelp
bring the energy transition closer

48



Zero Waste.

B T

Taking steps to tackle
the food waste

We have already reduced the amount of food
waste in our own operations td% of the
volume sold . We will try to lower this figure
further still. After all, every kilogram saved
contributes to a lower overall environmental
footprint.

At the same time, as much as 25% of food is
wasted elsewhere in the supply chaiwe have
started a joint pilot project with customers

/
’ y.

22% savings on
water consumption

In our production facilities in the Netherlands,
we achievedsubstantial savings in water
consumption . These savings resulted from
targeted investments in water efficiency.

We refurbished our almond washing machirend
replaced cooling installations with more efficient
technology (circulation instead dfow cooling).
The efforts resulted in water savings of

to look at ways in which we can contribute to food 22%.

waste reduction and prevention in bakeries.

Sustainable
packaging

We have recently launched one of our new
sustainable packaging: recycleeady bags.

We have been taking steps towards a more
sustainable planet byeducing our use of plastic

and replacing it with 100% paper  -based
packaging . This switch made by oucustomers, has
helped save up to 1200 Kg of plastic in 2022.

The bag helpgeduce theink by 55%. | t @ s
by non -bleached FSC paper from sustainably
managed forests. Contain20% less chemicals
used during production process.

mad e
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Sustainable Procurement .

Deforestation

We obtainedRainforest Alliance

certification  for specific products, which
confirms that a product was made using
ingredients from farmers whose practices are
evaluated by third -party auditors in terms
of their social, economic, and

environmental impact.

Driving Responsible
Supply Chains

We obtained full membership of Sedex, a
platform that provides detailed supplier
information, helping us to verify that we work with
parties who comply with our CSR standards.

We expect our criticaBuppliers to have a
Sedex membership and open their account to
Zeelandiathis will allow us to make informed
decisions that contribute to a more responsible
supply chain.

Elevating CSR
Standards with our
suppliers

We are in the process of assessing all ca. 200
Group suppliers using a wide -ranging set of
CSR criteria.

Existing suppliers who currently do not meet our
requirements will be asked (and supported) to set up
a remediation plan. Potential new suppliers who do
not fulfill our requirements and cannot present an
adequate remediation plan, will be disqualified.
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