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Welcome and introduction

Patrick Coveney, Group CEO
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Agenda

Welcome and introduction
— Patrick Coveney, Group CEQO

Our sustainability journey
- Sarah John, Corporate Affairs Director

Our net zero roadmap
- Verity Lawson, Group Head of Sustainability

Sustainable value creation
- Sukh Tiwana, Chief Procurement Officer

Panel discussion and Q&A
Facilitated by Sarah Roff, Group Head of Investor Relations, with:
- Michael Svagdis, CEO North America
- Jeremy Fennell, CEO Continental Europe

- Mark Angela, Chief Business Development & Strategy Officer and CEO
of Indiaand EEME

Q&A
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Our strategy for delivering long-term sustainable growth
and returns

)

5“51“":13‘[”‘}-
Skilled and engaged colleagues
Leading brands and innovative * Attraction andretention
concepts * Inclusion and engagement
Great value, taste, quality and service & Training and development
Digital customer solutions » Safety and wellbeing
Long-term, mutually beneficial client
The best relationships
partof the
journey Long-term growth and returns Sustainability
» New business development * Serving our customers responsibly
* Like-for-like revenue growth  Protecting our environment
 Profit conversion  Supporting our colleagues and
» Cash flow generation communities

» Upholding high standards of governance
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Embedding sustainability

urprgt

not compliance

» Reimagining food for people and the planet

» Developing sustainable propositions

 Positioning SSP as a sustainable partner of
choice for clients and brands
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Our sustainability journey

Sarah John, Corporate Affairs Director

www.foodtravelexperts.com



Delivering sustainable value for our stakeholders

CLIENTS CUSTOMERS BRAND PARTNERS INVESTORS & LENDERS

Developing an Airport
Net Zero Carbon Roadmap

J A LA MO (SO
o " AIRPORTS COUNCIL
RECOGN I TION  INTERNATIONAL

HKIA strives to become
World’s Greenest Airport

67%
of our customers
want healthy F&B
options when
travelling’

How consumers are
making sustainability
a growth opportunity

M&S resets Plan A with
2040 net-zero target

Starbucks Adds an Extra Shot With the Net Zero

Initiative  JAMIE OLIVER GROUP
ANNOUNCES SUSTAINABILITY
COMMITMENTS

Burger King supports farmers in
reducing emissions under new
partnership

STAIMS MATTERS

BIackRack CEO Makes the Case for Sustainable
Investing

Sustainability is BlackRock’s new standard for investing.

MSCI &
TCFD

TASK FORCE on
CLIMATE-RELATED
FINANCIAL
DISCLOSURES

Anthesis

New research on the
when attracting and retaining talent

2732, THE BEST PART OF THE JOURNEY 72,

NET ZER®

ERSIBY 2040

DANONE

ZERO
G&)
ti. pepsico

Net-
Bidfood commits to science- h ZE‘FO

based net zero target
emissions

by 2040

proliferation treaty

Signatory countries urge world leaders to phase out coal, oil and gas
production in line with goal of limiting global heating to 1.5C

Pacific nations push for global backing of fossil fuel non-

Based on data from our 2022 Customer Survey covering 25 markets, 77 locations and 18,000 customers




Our sustainability journey

) DeFNNG DEVELOPING DELIVERING

» Material issues for our business and « (Governance, skills and capabilities « Tangible progress against targets
stakeholders

 Action plans and net zero roadmap  Validation of science-based targets

« Strategic priorities, targets and
metrics

* Reporting and transparency « (ollaborations and partnerships

(( Sustainability is an all-board
responsibility and a key item on

the Board's agenda. SC‘ENOE

We continue to challenge SSP's | BAS =D

approach, monitor sustainability TARG :TS

risks and impacts, and embed
sustainability factors and
stakeholder views into our
decision-making.

Mike Clasper, Chair of SSP plc

Governance
DRIVING AMBITIOUS CORPORATE CLIMATE ACTION




Our strategic focus areas

PRODUCT @ PLANET PEOPLE

Serving our customers Protecting our environment Supporting our colleagues
responsibly and communities

Offering healthier lifestyle choices and Pursuing net zero carbon emissions Treating all our colleagues with care

satisfying dietary needs Reducing reusing and recycling our and respect

Sourcing our ingredients and products nackaging Promoting and protecting safety and
responsibly and sustainably wellbeing

Reducing food waste

Supporting animal welfare Embraci.ng diversity and protecting
human rights

Supporting our communities

Upholding high standards of governance

s s P TTrgieﬁoggerts




Our progress against targets

Focus areas Target Progress by end 2022 Target
° Healthier lifestyle By 2025, 30% of own brand meals to be plant-based or vegetarian 30%
choices By.202.5, 100% of own brand coffee units in North America, Europe and UK&l offering non- O ) 100%
dairy milk alternatives

Responsible and By 2025, 100% of contracted suppliers signed-up to our Ethical Trade Code of Conduct J 100%
sustainable sourcing By 2025, 100% of own brand tea, coffee and hot chocolate certified J 100%
By 2025, 100% of own brand fish/seafood certified J 100%
Each year, 100% of top 50 own brand products with certified palm oil or palm-oil free 100%
Farm animal welfare By 2025, 100% of European contracted suppliers signed-up to our Animal Welfare Policy 100%
_ By 2025, 100% of own brand eggs from cage-free sources } 100%
e;‘;::i'::];arbon E/Z ?e‘)ciﬁg"tigﬁtirzl ZTCOO?EF?;) Qc? fzﬂ és(;lzoen: rSg:ti))iz 1(,\/258;511 g)baseline) | 100%
Sustainable packaging By 2025, 100% of own brand packaging free of unnecessary single-use plastic 100%
By 2025, 100% of own brand packaging recyclable, reusable or compostable 100%

D o Number of bags of food saved from waste via Too Good To Go +540,000 N/A
By 2025, 100% of own brand units sending waste cooking oil for recycling 100%

By 2025, 50% of own brand coffee units diverting waste coffee grounds from landfill 50%

. Each year, improve the positivity score in our global colleague engagement survey B N/A
Diversity, equity and By 2025, 40% female representation on our Board of Directors 40%
inclusion By 2025, 33% female representation in senior leadership roles 33%
Human rights Each year, 100% of senior managers completed modern slavery training 100%

Community support By 2025, all divisions to have a charity partnership in place 27 N 36




Our net zero roadmap

Verity Lawson, Group Head of Sustainability

e,
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Net Zero in the food sector

CURRENT CHALLENGES FUTURE OPPORTUNITIES

.

EU approves first
methane-busting feed
additive for cattle

IPCC estimates that global food production is
responsible for up to 19.1 billion tonnes of GHG
emissions per year — ¢.37% of global total emissions

Fermentation
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Special Report on Climate Change and Land — IPCC



https://www.ipcc.ch/srccl/

What does Net Zero mean for us?

CO. SFs

i %
Refrigerant Purcﬁased
£d>€5 energy

G

Company
vehicles

4

Fuel on-site

SCOPE1 SCOPE 2

DIRECT OPERATIONS

CH,

N:O NF;: HFGCs PFGCs

P R

=Y

Purchased
goods for resale

A A

Operational  End-of-lifeof ~ Business

ol

Transport & Capital
distribution goods

waste sold products travel
= ok LB
Employee Purchased goods &
commuting services not for resale
SCOPE 3
INDIRECT VALUE CHAIN

REDUCE absolute GHG
emissions produced across

Scopes 1-3 by at least 90%

4

REMOVE residual 109% GHG
emissions from the

atmosphere

NET ZERO balance

The Net-Zero Standard - Science Based Targets Initiative (SBTi)



https://sciencebasedtargets.org/net-zero

Our global carbon footprint (2019 baseline)

Scope1& 2

Vv36%

reduction achieved by 2022

11 million (vs 2019 baseline)
tonnes CO2e
Intensity
0.4kg

Scope 3: CO2e per £ revenue
Purchased goods

78%

1. Otheris comprised of: Scope 3 - Fuel and energy-related activities (1.8%), Purchased goods and services not for re-sale (1.3%), End of life treatment of sold products (0.9%), Waste generated in operations (0.5%),
Employee commuting (0.5%), Upstream transportation and distribution (0.2%) and Downstream leased assets (0.2%)




Our global carbon footprint (2019 baseline)

300,000
31%
250,000
200,000
1.1 million o000 16% 16%
tonnes CO2e
100,000 10%
8%
50,000 i 6% 6%
Scope 3: _ I
Purchased goods Koob Koob S & © S & &
780/ (0 c,)éb \{_Q/b © ’\3} ?\(’ Q)’b Qé V\\O
,3} be(/ <<ﬁ\> Q)Q’
(o) ;
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1. Otheris comprised of: Scope 3 - Fuel and energy-related activities (1.8%), Purchased goods and services not for re-sale (1.3%), End of life treatment of sold products (0.9%), Waste generated in operations (0.5%),
Employee commuting (0.5%), Upstream transportation and distribution (0.2%) and Downstream leased assets (0.2%)




Our Net Zero roadmap, aligned to a 1.5C pathway

Tonnes CO.e Supporting and collaborating
1600,000 with franchise brands on their
net zero strategies

400,000
Own brand lower
00000 carbon menu
- offerings and
innovations
1,000,000
Energy efficiency Supplier
800000 and renewables collaborations
Sustainable Local and
600,000 deSIgn and build Seaso.nal
Packaging and / sourcing
400,000 food waste
( Behavioural
change
200,000
| C
_
) Baseline Projected 0 o 0 ( Residual
(2019) buciness Carbon reduction transition roadmap emlsslone
volume Carbon
growth offsets

16



Our Net Zero Strategy: Food & Beverage




Our Net Zero Strategy: Food & Beverage

N N N
A A y

LOCAL AND SEASONAL SOURCING LEVERAGE WORK OF SUPPLIERS AND BRAND PARTNERS
s:'A?z)RN LR CIL-I(l)E(I:E::s S MILES FROM LONDON GATWICK Burge_r Klng S UPpOl’tS farmers In
41 MILES 36 MILES reducing emissions under new
partnership

Starbucks to work directly

with farmers to help reduce i i T

Net-

emissions

ero

Bidfood commits to science-| KALEELCIE
based net zero target by 2040

WWW.Mmsc.org

SUSTAINABLE '\
2EAFOOD ZERO
MSC wg
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Our Net Zero Strategy: Food & Beverage

Recipes

SMART RECIPE DESIGN

Greenhouse Gas Emissions per 4 oz. Serving

BEEF

LAMB

CHEESE

SHRIMP

PORK

POULTRY

YOGURT (8 02)

EGGS

PLANT-BASED MEAT
CERTIFIED SUSTAINABLE FISH
PLANT-BASED CHEESE
MOLLUSKS (CLAMS, MUSSELS)

PLANT-BASED CHIKIN'
RICE

BEANS & LENTILS
VEGETABLES

......," |||

2500

Whole grains

The Planetary
Health Plate

Starchy
vegetables

= Animal
o protein
Fruits and vegetables |

Non-starchy vegetables

protein

Unsaturated
plant oils

Added sugars




Our Net Zero Strategy: Food & Beverage

BALANCED MENUS AND SIGNPOSTING TO ENCOURAGE CUSTOMERS TO MAKE
HEALTHIER AND MORE SUSTAINABLE CHOICES

Nordics ‘Better Choice’ range LaGuardia Airport, Queens, NYC Appealing menu descriptors

until 1G0:30am
.................................................................................................................. P
: BACON, EGG & CHEESE PIZZA 173 FRENCH TOAST 15.99 VegEta rla n
: Bacon, aggs, Baursin and Parmesan Coconut milk brioche french toast,
P[uducts t hut arc bn LT'E r caramelized banana and maple syrup
. FRITTATA PANINI 1354 la S a n e
rﬂ'- I'hl::u ﬂnd ﬂu'- plﬂnEt Italian sausage Irittata and Parmesan EEEE ANY ET‘I‘LE 14,99
coan ciakalla served with home fries Twe cggs, bacon, hame fries and toast
i E :
]
CAESAR SALAD » 14.0% PROSCIUTTO » 17.99
ADD CHICKEN +7 Frosciullo, Parmaesan, O O
Romaine & kale tossed with house-made Boursin and arugula —
Caesar dressing, Parmesan and croutons u l u Wl
MARGHERITA © * 14.99
:l‘"’:KEH snup 11.99 Frash mozzarella, Parmesan, °
FParmesan served with garlic bread
PEPPERONI 15.99
TOMATO SALAD - + 14 39 Feppercni, fresh mozzarella
Beelsteak tamate, burrata, basil and tomate sauce a Sa n e
and balsamic reduction
3 _ : TRI-COLOR SALAD - * s P o
1 lceberg, radicchic, arugula, feta, — St fa47
beﬁter E rod oniong, cucumBpers, grape ,-"x':'l-l'E H{'\,‘: .
T tarmatoes, scallions, Kalamate B 1L
c 0|ce 4 ; plives, hearls af palm, chives I':'- }"&H :.-'I . . . .
+ and cregano vinaigrette \.._"i_-"'_f‘_,v Served with fries or sice =3 &d
T[‘q our PORTOBELLO PANINI 1295

Grilled portobelio mushrooms & red enions,
meat fru W/ Boursin, arugula and basil pesto on ciabatta
optlons with a side of pepperoncin

SAUSAGE & EROCCOLI RABE 1 uv PROSCIUTTO PANINI 12 95
Thinly sliced prosciutto, fresh mozzarella,
59 — ﬂRECtHlETTE . Boursin, basil pesto and arugula on ciabatta
. Crecchiette with Italian sausage

and brocesli rabe with a side of pepperoncin

Vegetarian @ <600 Calories

RIGATONI ALLA VODKA 19 99 TURKEY PANINI

. . Shaved turkey, pancetta, aged white
Rigatoni tossed in vodka sauce, ¥. P 4

grated Farmeszan and topped choeddar and lamalta on ciabalta
. - wilkh a2 sid [ prepperon
wilh basil breadacrumbs ! stde of pepperoncin

MULBERRY STREE

Z 3 ﬂ LaFrieda beef pattygged white chaddar,
arugula and p s on & briache bun

po?T pepperoncin

CANNOLI




Our Net Zero Strategy: Food & Beverage

GROWING OUR PORTFOLIO GROWING OUR PORTFOLIO
OF OWN BRANDS OF PARTNER BRANDS

soul + grajn

COFFEE . BREAKFAST . SANDWICHES

%

healthy eating




Sustainable value creation

Sukh Tiwana, Chief Procurement Officer

e,
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Optimising energy efficiency

People: enabling energy- Planet: minimising carbon Profit: drives significant cost
saving behaviours emissions in pursuit of net-zero efficiencies for our business
By end 2022: From 2023:
31% reduction in total energy use (vs 2019 baseline), Automated Meter Reader (AMR) system global roll-out
contributing to a 306% reduction in Scope 1and 2 emissions
. L —_ O '® > 2 hourly meter readings, with detailed data
=» Improving data quality, with fewer estimations /‘\ . : :
o analytics and diagnostic reports
=» Switching to more energy efficient equipment, including LED lighting o )] o .
- =» 10% average reduction in energy shown in

\
=> Implementing smart building management systems with automated opening / UK trials where AMRs have been introduced
closing procedures, better regulating temperatures (e.g. chillers, heaters) etc. E

=» Driving energy-saving behaviour change among our colleagues > 2-year payback expected to be achieved

: Results of UK AMR trial at M&S Euston Station

- ‘_-; —
— = Identification: h[gh energy use when the unit was closed Ovemight

=>» Investigation: night curtains on chillers were not being properly deployed

=>» Action: re-trained staff on closing procedures and proper use of night curtains on chillers

=> Impact: 18% reduction in energy use




Designing smart recipes

Product: creating great tasting, Planet: using lower impact @ Profit: driving cost
healthier dishes for our customers ingredients and reducing waste efficiencies for our business

Wonky Seasonal Repurposed B
S . ALMOND
Utilise imperfect fruit, veg and other Utilise seasonal Repurposing good quality [EESELUES
iIngredients that otherwise would be wasted ingredients that ingredients and <\
e P A reduce food miles trimmings that would

and enhance taste otherwise be wasted

=> Reduced the amount of prawns and added smoked salmon, egg and
spinach resulting in:

© &

Better tasting and Reduced own-brand More cost
| more nutritionally F&B emissions in the effective for our
BEFORE balanced Nordics by c.1% business




Utilising lower impact cleaning products

Product: safe products with the Planet: reduces CO2e and @ Profit: more cost effective
lowest hazard classifications other environmental impacts for our business

=>» Successful UK trial in 2022 of new plant-based cleaning products

=» Now in process of rolling-out implementation, starting with our Europe region

R E p. 80/0 c.9 %
CERTIFIED reduction in CO.e cost savings for

100% PLANT BASED CLEANING PRODUCTS ‘ emissions vs our business
| traditional products

GOLD =N -1 - el < ,
T fle e = 0ER ot

cradletocradle

7D

SSP The Food 1. Basedonanindependent OECD 301B assessment. 301B is a globally recognized aerobic biodegradation test that monitors the degree of activity of
Travel Experts microorganisms (CO2 evolution) exposed to a material during 28 days, thus resulting in a carbon material reading and the biodegradability of the product. 25




Working in partnership with Too Good To Go
Product: access to great @ Planet: reduces food waste @ Profit: generates income from food
quality food at lower prices and CO2e emissions that would otherwise be wasted

=>» Theworld's largest food saving app

=» (Connects customers to our units that have unsold food surplus at the
end of the day

=>» Foodis placed into‘Magic Bags' that customers buy through the app at a
reduced price

By end 2022:

11 +540k 1362

NENEE bags of food saved CO.e emissions
live from waste avoided'

7D

The F
SSP Traielog(geﬁs 1. Assuming an average ‘Magic Bag' equates to a weight of 1kg which, on average, generates a CO2 footprint of 2.5kg 26




Panel discussion

Facilitated by Sarah Roff, Group Head of Investor Relations, with:
» Michael Svagdis, CEO North America

» Jeremy Fennell, CEO Continental Europe

» Mark Angela, Chief Business Development & Strategy Officer
and CEO of India & EEME

e,

www.foodtravelexperts.com SSP The Food
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