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to our 2023 Sustainability Report

About SSP About this report 2023 Group highlights 2023 sustainability highlights
We are the food travel experts. Presentin Thisreport outlines our sustainability
37 countries globally, we design, createand  strategy, performance and vision for
operate food and drink outletsinlocations ~ asustainable food travel sector.

where people are onthe move. (o)
The overarching theme of our 2023 report (o)

Whether our customers are flyingabroadon  is'momentum’.We have made considerable
holiday or commutingtowork by train,weare  progressinrecentyears inembedding of meals offered by our own brands are
committed to making their food and drink sustainability into our everyday decision- plant-based or vegetarian
experience the best part of the journey. making and ways of working at SSP. Our aim

now is to maintain that positive momentum
Itis this purpose thatdrives our strategy as we drive change both within SSP and c 42 000
o y

and culture as an organisation, and drives across the food travel sector.
our aspiration tobe the world's best travel colleagues
foodandbeverage company. Thereporting periodrelates to our 2023 g

financial year from10ctober 2022 to
We have awide portfolio of brands, including 30 September 2023. All references in this

ourownand those we franchise, whichcater  report to target dates, base years and o

toclientand customer needs. Our brands performance relate to our financial year end, c 85 /o

range fromwell-knowngrab‘n'go sandwich  unless otherwise stated. >

shops and cafés, to casual diningrestaurants of own brand packaging is recyclable,

and bespoke high-end concepts, sowe can reusable or compostable

respond to our customers'specific needs as
c.550 50%

they travelaround the world.
brands of Board roles are held by women

ESG ratings 2 9 0 0
MSCI ) c‘ [
ESG RATINGS units in c.600 locations
[cec] & [ BB [BBB] [ AA [AAA] f

Rated @1

KESHR | SUSTAINALY TICS

e Our ESG ratings are detailed onpage 65
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We are committed to transparent sustainability reporting
and so we consider and report on sustainability disclosures
with reference to or in line with the following global
reporting frameworks:

Global Reporting Initiative (GRI): Universal

44  Protectingsafety and wellbeing L GRI
47  Respectinghumanrights Rl
49  Supporting our communities

Sustainable Accounting Standards Board (SASB):
Restaurants Standard

Task Force on Climate-related Financial
Disclosures (TCFD)

Key ESGratings agencies evaluating SSP’s sustainability
performance and disclosures:

e Morningstar Sustainalytics

e MSCIESGResearch

Our reporting frameworks and ESG ratings
aredetailed onpages 64-65
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A message from our Group CEO

o

Sustainability is a key strategic priority for SSP and
| see it as key to fulfilling our purpose to be the best
part of the journey... What we're doing in this space
is mutually reinforcing all of our strategic priorities.
It's the interaction of all those things that's driving
our business success and continued growth.

Now inmy second year at SSP, | continue We operate at the intersection of the global

totakeimmense pride inthe clearsenseof ~ food, traveland aviation sectors, which face

momentumacross our global businessin arange of social and environmental impacts.
progressing our Sustainability Strategy. We are acutely aware of those impacts,

asareour partners -fromairportandrail
Sustainability is akey strategicpriorityfor  clients, tobrand and joint venture partners
SSPand|seeit as crucial for fulfilling our and suppliers.
purpose to be the best part of the journey.
l'am clear that sustainability isnotatrade-off  Like us, many of our partners have been
forbusiness performance. What we'redoing  making bigcommitments around sustainability.
in this space is mutually reinforcingall of our  We are inaunique positionto be able to bring
strategic priorities. It's theinteractionofall ~ themtogetherto catalyse actionand work
those things that's driving our business inpartnership to deliver a shared vision for
success and continued growth. asustainable food travel sector.
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Ayear of momentum

We published our first stand-alone
Sustainability Report last year, setting out
our strategy and commitments and how we
plannedto get there. This year, we've seen
realmomentumin delivering on those plans
and commitments, as you'll see throughout
thisreport.

Highlights include exceeding our 2025
target for 30% of own brand meal offerings
tobe plant-based or vegetarian. And we
exceeded our target for at least 33%
women in senior leadershiproles, so have
raised the bar to 40% by 2025.We've also
significantly invested in strengthening our
capabilities around diversity, equity and
inclusion, safety and wellbeing, and
humanrights.

Importantly, thisisn't just a Group-driven
exercise.| have seenfirst-hand inmy travels
across more than 20 countries, visiting

hundreds of SSP outlets inthe last 18 months,

how our people are livingand breathing our
sustainability values each and every day.

I'd like to take this opportunity to personally
thank them.

Through this work, we're addressing our
impacts, mitigating risks, embracing new
opportunities and, ultimately, building a
stronger business. And, already, we're
seeing evidence of the value sustainability
brings in helping to win new business and
developingbrands that resonate with

our customers.

Introduction

Amessage from
our Group CEO

Our road to net zero

Receiving validation this year of our net-zero
targets fromthe Science Based Targets
initiative (SBTi) was a significant milestone.
We are making strong progress, witha 42%
reductionin Scope 1and 2 emissions from
our 2019 base year. Across all three scopes,
absolute emissions have remainedrelatively
flat, but we have achieved a 6% reductionin
emissions intensity, compared to 2019.

We know the greater challenge is inreducing
our Scope 3 emissions - primarily emissions
fromthe food and drink we sell - which can't
be achievedinisolation. We have todoitin
partnership withour clients, our business
partners, our suppliers and our teams
across theworld.

This partnership model lies at the heart

of howwe do business at SSP and we're
leveraging our strengths in culinary and
digital todrive tangible progress. A great
example of this is our new partnership with
Klimato, a leading provider for calculating
the carbon footprint of recipes, whichis
helping to empower our chefs tointegrate
sustainability into how they design and
develop our menus.

Crucially, we're taking anintegrated health
and climate approach for our food and
beverage, focused on: sourcing, recipes,
menus and brands. You canfind many
examples throughout this report of how
we're using our food travel expertise

to create great tasting, healthier and more
sustainable offerings that benefitboth
people andthe planet.

We're at the early stages of our journey to
netzero, but I truly believe that with the
right commitment, the right measurement,
theright strategy, and theright
partnerships, we will get it done.

( Coess

Patrick Coveney
Group Chief Executive Officer
December 2023

Our Group purpose and strategy
is detailed on pages 18-29 of our
2023 AnnualReport

A message from our Board Chair,
Mike Clasper,is onpage 52

Our Group purpose

uSTAINABIL/T),

The best
part of the
journey
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Our strategic approach

——— Leadingchange
Page 07

== Our Sustainability Strategy
8 Page08

= Turning challenges into opportunities
Page09

E _—

Our vision for a sustainable
food travel sector

Page10

Strategy in action
Pages11-14
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o
We have set out to take a leadership
position for sustainability, working in

partnership to drive positive change
both within SSP and across the food

travel sector,,
Sarah John

Corporate Affairs Director

e Seehow we're building our sustainability expertise

onpages 55-56

Our strategic sustainability journey

Sept 2020
Commencedwork to
defineanewglobal
Sustainability
Strategy, building
upon existing
initiatives across our
local businesses

Apr2021
Boardreviewand
input on proposed
Sustainability
Strategy and
targets

Dec 2021

SignedaLetter Jan 2022
Commitment to Published details
the Science of ourstrategy,
Based Targets targetsand
initiative (SBTi) performance in
Business our 2021 Annual
Ambitionfor15°C | Report

Nov 2021 Feb 2022

Board approval of Appointed our
our global Group Head of
Sustainability Sustainability and
Strategy and targets established the

centralteam

Our strategic approach

Leadingchange

We have seen awave of momentumin 2023
aswe accelerated efforts to deliver our
ambitious global sustainability agenda
centred around Product, Planet and People.

As the executive lead for sustainability,
working collaboratively with our Board and
leadership teams, we defined our global
strategy and targets in 2020, building on
the widerange of social and environmental
initiatives across our local businesses.
Fromthe outset, we have set out to take
aleadership position for sustainability,
working in partnership to drive positive
change both within SSP and across the
wider food travel sector.

We have progressedrapidly over the last
threeyears, building our skills and

Jul 2022
Deep-dive Board
review of stakeholder

Apr 2022
Beganmapping our
total GHG emissions

baselineand engagement insights,
developing net-zero materialissues and
roadmap to 2040 strategicplans

Developing

Jun 2022
Established our
cross-functional
Group Sustainability
Steering Committee

Oct 2022
Launched our
net-zerostrategy
androadmap atour
Global Leaders
Conference

capabilities, establishing clear governance
and management structures, and developing
comprehensive plans and strategies.

We are now starting to see the realisation
of all our groundwork in delivering tangible
progress against our targets. Importantly,
thiswork is also supporting our commercial
growth objectives by positioning SSP as a
sustainable partner of choice for clients,
brand andjoint venture partners.

[ look forward to continuing this momentum
in 2024 and beyond.

Sarah John
Corporate Affairs Director
and executive lead for sustainability

Jan 2023
Published our

first stand-alone Apr2023
Sustainability Held our first
Report, aligned dedicated ESG
toGRland SASB Eventfor

frameworks investors

Feb 2023
Joined the Future
Food Movementwith
access to certified
e-learning for 67
sustainability
champions globally

Apr2023
Published
strengthened ESG
policies andanew
Supplier Code of
Conduct

Delivering

Aug 2023
Received approval
fromthe Science
Based Targets
initiative for our
net-zerotargets

Sept 2023

135 of our senior
leaders globally
completed
CPD-certifled
netzero training

Dec 2023
Announced our
partnership with
Klimato to
supportour work
toreduce the
climate impact
of our menus

Dec 2023
Published our
second
Sustainability
Report
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Our Sustainability Strategy

Sustainability is animportant strategic
priority for SSP and is crucial for the
long-term success of our business. We see
it askey to fulfilling our purpose to be the
best part of thejourney.

Our Sustainability Strategy focuses on
the threekey areas of Product, Planet
andPeople, and is underpinned by high
standards of governance. Our 10 key
commitments are focused on the most
important social and environmental
issues for our business and stakeholders.

.//70

Wo,
dn
S .'o 7

Together, we are committed to addressing
our impacts and working in collaboration
todrive positive change across the food
travel sector.

See how we identify our material issues
onpage 58

See our Group purpose and strategy
onpages 18-29 of our 2023 Annual Report
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Our sustainability initiatives often
address more than one commitment.

We have included a small strategy
wheel (below) throughout the report
to help identify the commitments
(humbered1-10) addressed by each
case study.

00
Qap?

itroductio Our strategic approach roduct Planet

Our Sustainability Strategy

2 Sourcing sustainab[y

Product

4 Reduc\ﬂgo‘{
climate impac

Governance

$
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Our alignment with the UN
Sustainable Development Goals

Werecognise the importance of contributing
tothe UNglobal priorities for 2030. While our
strategy touches many areas of the 17 goals,

we have identified the following six goals that
aremostrelevantto our 10 commitments and
where we canmake the greatest contribution:

g 1. Increasing healthy and
" sustainable choices
4| 6. Reducingfoodwaste

10. Supporting our communities

[ 1. Increasinghealthyand
sustainable choices
Ml 8. Protectingsafetyandwellbeing

. Sourcing sustainably
Promotingdiversity, equity
andinclusion

NN

9. Respectinghumanrights
T -3 2. Sourcingsustainably
=p=gl 3. Supportinganimalwelfare
ee) 5. Transitioning to sustainable

packaging
. Reducingfoodwaste

[e)]

13 oo 1. Increasing healthy and

ACTION

©

sustainable choices
. Sourcing sustainably
. Reducing our climate impact
. Transitioning to sustainable
packaging
. Reducing foodwaste

UuasN

[e)]

AllT0 commitments
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Turning challenges into

opportunities

Turning challenges into opportunities

Today, there is greater than ever understanding of the role of the food sector in contributing to some
of the world's most significant sustainability challenges. At the same time, there is a growing body of
evidence highlighting the opportunities that a shift to more sustainable food systems can deliver for
people andthe planet.

Challenges

Food contributes significantly to global
greenhouse gas (GHG) emissions

Global food production and consumption contributes
¢.34% of global GHG emissions!

Current meat and dairy practices
are land and water intensive

¢.83% of global farmlandis used
toraise animals but provides just18%
of calories consumed?

Too much of the food produced
from farm-to-fork is wasted

Of allfood produced in the world each year,
¢.33% by weight and c.25% by calories is
lost or wasted?

Many people are facing health issues
due to unhealthy and high calorie diets

Approximately 2 billion adults globally
are estimated to be overweight or obese*

12997999
NV

”
Y
N7
N7
N7

Millions of people live in
food poverty everyday

821 million people globally are estimated
tobeundernourished®

Our strategy seeks to address our impacts and contribution to key sustainability challenges in the food
travelsector. We see this as our responsibility. At the same time, there are emerging opportunities
taking place across wider food systems that we can leverage to help deliver our strategy and drive
positive change in the food travel sector.

Opportunities

Shifting to sustainable diets
can significantly cut emissions

Forexample, inthe UK ac.36% reductionin GHG
emissions could be achieved through a shift to
sustainable diets®

Sustainable diets can reduce
biodiversity loss too

A c.20% reduction in biodiversity loss could
be achieved by transitioning to regenerative
agriculture practices and sustainable diets”

There are many business benefits
to adopting sustainable practices

For every USslinvested infood waste reduction
inarestaurant, an estimated USS7 of financial
benefitcanberealised over a three-year period®

More and more people are interested
in healthier and more sustainable diets

¢.42% of global consumers identify
as ‘flexitarians’, of which 54% are Gen Zs®

Healthy and sustainable diets can
help people live longer, happier lives

Anestimated 11 million deaths globally could be
prevented eachyear by a shift to healthy and
sustainable diets'™
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Our strategic approach

Ourvisionforasustainable
foodtravelsector

Our vision for a sustainable food travel sector

At SSP.we operate at anintersection of different sectors and stakeholders. From the farmers,
food manufacturers and distributors that we buy from, to the high street brands we partner with
and'travelise’ To our airport andrail clients, joint venture partners and the customers we serve,
to the communities and environments where we live and work.

By 2040, our vision for a sustainable food travel sector includes. ..

Upstream ) Operations

Sustainable air and rail travel hubs

e Greenbuilding certified, with
renewable energy and rainwater
harvesting.

Sustainable supply chains

o Regenerative agriculture practices
and high standards of animal welfare.

e Al-smart technologies enabling
efficiency, circularity, traceability
andresilience.

e Prosperous livelihoods and decent

recycling, composting or energy

Sustainable cafés, bars

andrestaurants

o Alignedsustainable practices across
allbrands.

e Zerowaste tolandfill withreuse, o Sustainable unit designand build,

and efficient operations.

recoveryforallfoodanddrywaste. e Healthy and climate-smart menu

We are inaunique position to be able to bring our different stakeholders together to catalyse action
andwork in partnership to deliver a shared vision for a sustainable food travel sector.

> Downstream >

Happy and engaged customers

o Diverse andinnovative brand
propositions to satisfy arange of
customer needs and preferences.

o Access tohigh quality, great tasting,
healthy and sustainable food and
beverage options.

Thriving local communities

and environments

e Jobcreationand supporting local
economies, farmers and suppliers.

o Accesstogood quality surplus food
through discounts or donations.

e Supported charities and local

working conditions for farmers e Airlines have transitionedto design. e Easytoaccessrecyclingand organisations through fundraising,

andworkers. sustainable aviation fuelandrail e (Clearinformationtoenable informed composting facilities for food, volunteering and in-kind donations.
e Decarbonisation across food travelis fossil fuel-free. customer choice. product and packaging waste. o Biodiversityrichecosystems and

manufacturing, transportation o Sustainable packaging thatis free sustainable use of natural resources.

and logistics.

of single-use plastic.

o Skilled, diverse and engaged
colleagues supportedto fulfil

their potential.
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Strategy in action

Our strategic approach

Strategyinaction:
culinary expertise

Harnessing our culinary expertise to reimagine food for people and the planet

While our strategy covers 10 key
commitments, many of the issues are
closely inter-related. When it comes to our
recipes and menus, we're taking anintegrated
approach to delivering outcomes for both
climate andhealth.

Thereis agrowingbody of evidence
demonstrating that transitioning to diets
richin plants and whole grains, while
reducing reliance onanimal proteins, can
yieldatriple win for the climate, nature and
people’s health™.

Leveraging this research and our culinary
expertise, we are crafting great tasting,
healthier and more sustainable dishes that
benefitboth people and the planet.

o

We are leveraging our
traditional culinary wisdom
and knowledge of local,
seasonal ingredients to
pioneer nutritious and
sustainable dishes.

Jerry Davies,
Global Food & Beverage Director

Inair travel, a significant majority of flights
are taken by individuals with above-average
incomes. These travellers exhibit agreater
propensity for exploring novel experiences
and upgrading to premium offerings than
inother contexts, such as food retail or
traditional high-streetrestaurants.'?

Importantly, agrowing segment of our
customer baseis actively seeking

ethical, sustainable, and health-conscious
food options'.

Under the guidance of Jerry Davies, our
Global Food &Beverage Director, and our
executive chefs and culinary teams spread
across the globe, we have honed our
expertise indelivering innovative food and
beverage experiences tailored to the unique
demands of the travel environment.

Jerry,whoboasts over 40 years of
experience as a chef, underscores the

transformative potential of food innovation.

“I've witnessed first-hand how we, as chefs,
canbe agents for change, both by creating
andresponding to the latest culinary trends.
Foodisinherently emotional, and while
people might be perceived asresistant to
dietary changes, our eating habits arein
aconstant state of evolution. Less thana
decade ago, for instance, few had ever heard
of quinoa, and now it's ubiquitous on menus.”

He continues, “Our focus onhealthand
wellness has been steadily growing over the
years.Now, as we integrate sustainability
into the equation, with a holistic approach
encompassing climate and health, our chefs
worldwide are embracing this challenge with
SSP's signature ‘can-do’spirit.

“We are leveraging our traditional culinary
wisdom and knowledge of local, seasonal
ingredients to pioneer nutritious and
sustainable dishes that, critically, don't
compromise on taste and resonate with our
discerning travelling customers.”

Jerryhas collaborated closely with our
culinary teams and key brand partners
across the globe to conceptualise and test
newrecipes. He even included our Group
Executive Committee inhis culinary
experiments, serving them a three-course
lunch that they all thoroughly enjoyed.

Jerryrecalls, “They praised the exquisite
balance of flavours throughout the meal.
[twas only at the meal's conclusion that
Irevealedithadbeenentirely plant-based!”

However, Jerry candidly admits that, while
he and his team excel at recipe design,
marketers play a pivotalrole in encouraging
customers to choose more sustainable
options."We introduced a vegan club
sandwich, but it didn't gain much traction.
However, whenwe rebranded it as‘harissa-
brushed aubergine with hummus and chilli
tomatoes’,customers not only bought it but
alsorelishedit.

Seehow we're increasing healthy and
sustainable choices onpage 19

Our recipe for net zero
isonpages 32
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Strategy in action

Our strategic approach

Strategyinaction:
partnerships

Working in partnership to advance sustainability goals

Partnerships are at the heart of SSP's
business model. We work closely with
airportandrail clients, brand and joint
venture partners and suppliers to deliver
thebest travel experience for our
customers, promote shared value,

and advance sustainability goals.

We have excellent, long-standing
relationships with our clients and ahigh
success rate inretaining our contracts and
winning new business. In 2023, we won
contracts with14 newairport clients.

Sustainability is an increasing priority for
many of our clients. They are looking to food
and beverage operators to support their
objectives and help to make the airport
experience as sustainable as it can be.

We collaborate closely with our clients on
areas such as energy efficiency, waste
management andrecycling, often helping
to pilot and implement new initiatives.
Andwe are curating innovative brand
concepts to meet customer preferences
for healthier, locally-sourced and
sustainable foods options.

We are also proud tojoin forces with many
of ourbrand partnersina collective effort to
deliver shared sustainability commitments.
Forexample, in 2023, we worked with
Starbucks EMEA to understand our shared
impactin carbon, water andwaste. In 2024,
we willbe developing and implementing
action plans to drive continuous
improvement inour priority areas.

Inthe USA, we have fully embraced the
Federal Aviation Administration’s Airport
Concession Disadvantage Business

Enterprise (ACDBE) programme. The
statutory programme is designed to
increase opportunities for minority and
women-owned small businesses to operate
as concessionaires inairports around

the country.

We have built enduring relationships with
more than100 ACDBE business partners,
simultaneously contributing to our focus on
building adiverse andinclusive culture.

Heather Barry, Vice President of Strategic
Partnerships, SSP America, explains:
“Ourjoint venture partners are ameaningful
part of our operational framework and
make a lasting contribution to our collective
success. We are better as acompany
because of the ACDBE programme.”

We also seek to work with suppliers that
have strong sustainability credentials and
take apartnership approach toraise
standards and drive sustainable practices
across our supply chains. Agreat example
of this is our new partnership with Toast
Brewinginthe UK -alocal craftbeer brewed
sustainably with surplus bread. By reducing
foodwaste, they use less land, water and
energy, and avoid carbon emissions. Toast is
alsoa Certified B-Corp and all their profits
goto charity.

Our stakeholder engagement
programme is detailed on pages 40-49
of our 2023 Annual Report

See how we're supporting our communities
onpages 49-50

n

The best partnerships aren't
dependent on a mere common
goal but a shared path of equity,
inclusiveness and a whole lot of
passion. The SSP America team
are great partners for all these
reasons and more.,

Elliott Threatt

E&K Retail, ACDBE joint venture
partner inthe USA

o
We know that systemic change

in the food sector can only be
achieved by working with
partners who share our values
and commitment to sustainability,
while also having the scale to
reach even more consumers.
Sowe are incredibly excited to

be working with SSP to bring our
sustainably-brewed beer to
London City Airport.,

Rob Wilson
Chief Toaster, Toast Brewing, UK supplier
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Strategy in action

Our strategic approach

Strategyinaction:
digital

Leveraging the power of digital and technology to drive momentum

Leveraging digital technology is akey
strategic priority for SSP, driving efficiency
and enhancing the customer experience.
ltis also playing agrowingrole in helping to
advance progress across anumber of our
sustainability commitments.

We have an ambitious programme of
works underway to enhance and upgrade
ourinternal systems to better connect our
globalbusiness and boost efficiency. This
includes globalimplementation of SAP
systems, including aglobalinventory
management system thatwillenableus
tobetter track ingredients, products and
materials at all stages across the business.

This will give access toreal-time data,
detailed analytics and the ability to
exchange datawith suppliers. Consequently,
the systemwill provide precise inventory
tracking and carbon accounting, as well
as streamline inventory management,
reducing waste while boosting efficiency.
We successfully deployed the systemin
our first market, Finland, in 2023. Phased
implementation is planned across further
markets through 2024 and 2025.

To showcase this work, we are featured
alongside our strategic digital partner,
Infosys, inashort film for the Economist
Impact's new Scope for Change spotlight
filmseries. The series is part of Value Chain
Navigator, a platform focused on how
organisations are working toreduce
Scope 3 GHG emissions.

We're making substantial investmentsin
technology to enhance energy efficiency.
For example, the deployment of cloud-
based Automated Meter Readers are
providing half-hourly energy readings,
analyticalinsights and diagnostic reports
for identifying areas for improvement.

At the same time, we're upgrading to more
energy-efficient equipment and working
with partners toimplement cloud-based
building management systems that
automate and monitor critical areas like
air-conditioning and lighting. We are also
upgrading our point of sale (PoS) system
globally, installing more energy efficient,
durable hardware with cloud-based
applications.

To enhance the customer journey, we are
continuing toroll out digital technologies
suchas order and payment systems, kiosks
and order-at-table. We are developing our
use of Artificial Intelligence (Al), enabling us
to pitchmore relevant menu options, such as
healthier and more sustainable options, to
customers through digital ordering. We've
already implemented our Al-driven ordering
systemin our Burger King kiosks in Austria,
Germany, Spain, Switzerland and the UK.

Mindful of the impact this digital
transformation canhave on server usage
and energy consumption, we are working in
close collaboration with our digital suppliers
to optimise energy utilisation in data
centres and processes.

In 2023, we worked with Microsoft to
migrate our on-premises data centrestoa
hybrid cloud solution called Azure Stack HCI.
This reduced energy consumption for our
servers by 50%, saving over 100,000
kilowatt hours of energy annually.

We are also working to ensure werecycle
oldequipment and hardware. For example,
inthe UK, we have recycled over 2,000 kg of
old IT equipment through waste electrical
and electronic equipment (WEEE) disposal
systemsin 2023 and brokered the resale of
over 200 refurbished PoS for reuse.

We also continue to develop our 'Womenin
Tech'colleague network, which has brought
together c.100 colleagues globally to
connect, develop and attract more women
into our Digital & Technology department.

Mark Smith, Group Digital & Technology
Officer, reflects on ourjourney: “Digital and
sustainability are becomingincreasingly
intertwined. Recognising this,amember of
my digital leadership team joined the Group
Sustainability Steering Committee this year,
encouraging greater cross-functional
collaboration.

“Our Group Head of Sustainability also

led a fantastic session at our 2023 digital
supplier conference, highlighting the
potential of evolving digital technology, such
as Aland blockchain, in driving a sustainable
futureinourbusiness.”

Learnmore about how we're blending digital
insights with culinary expertise on page 32

o

Al and blockchain technology could significantly
improve traceability, transparency, and
accountability in food supply chains, supporting
economic, social and environmental goals. We're
very excited to see where the future takes us
inthis space.,

Mark Smith
Chief Digital & Technology Officer

Find our‘Scope for Change’ spotlight film on the Economist Impact website:
impact.economist.com/value-chain-navigator/spotlight



https://impact.economist.com/value-chain-navigator/spotlight
https://impact.economist.com/value-chain-navigator/spotlight
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Strategyinaction:

regions

Strategy in action

Stories from across our regions

The success of our Sustainability Strategy
relies onthe dedication of our c.42,000
colleagues driving its implementation and
delivery across our 37 operatingmarkets
around the world.

While we are allunited to achieve our global
targets, the speed and ease of achieving
themvaries across different geographies
duetolocal factors and circumstances such
asregulation, clientand customer demand,
infrastructure (e.g. for recycling) and
availability (e.g. for renewable energy

or certified ingredients).

This report highlights several stories from
across our regions and markets thatillustrate
our strategy inaction.

(1)
USA:Farm-tg®
sourcing in
Indianapolis

Find out more
onpage3l

We operate in 37* countries and
territories, across four operating
regions (or reportable segments):

W North America

B Continental Europe

B UK &Ireland (UK&)

W AsiaPacific(APAC)and Eastern
Europe and Middle East (EEME)

*  Firstunitinltaly duetostarttradingin
early December.

(2)

Finland:
Reformulating
recipes toreduce 74 & @
packaging

Find out more_*
onpage 34

(6]

Norway: Gamified
sustainability training

7]

onpage 30

Find out more
onpage?2]

UAE: Supporting: « osaasit cor;,. Co, -
AbuDhabi + ¥ 'STIMEFOR COF
International® -
Airport's

sustainability vistone

Find out more
onpage33

(8) ‘
India: Supporting
food and nutrition
forall

Findout more
onpage 50




15 SSPGroup plcSustainability Report 2023 Introduction Our strategic approach Product Planet Governance

‘ Produc

our custom

ey @
FERe N B
4 MR I i, A, |
"_{.— L P T "-, -
5 e Y -}
[

In this chapter




16 SSP Group plcSustainability Report 2023

In dialogue with Jeremy Fennell, CEO Continental
Europe, and KariDaniels, CEO UK &Ireland onhow
theirregions are finding success inincreasing
responsibly sourced, healthy and sustainable choices
forour customers.

More thanever, SSPis focused on how we
can offer our diverse global customers great
tasting, nutritious and more sustainable
foodand drink.

Inmany of our European markets, particularly
inthe Nordics, health and sustainability has
long beena priority for our clients, customers
and colleagues. We've been at the forefront
of responding to the growing demand for
healthier food options, incorporating fresh
localingredients produced responsibly

and sustainably.

We first developed ‘A Better Choice'range
inNorway in 2021, which helps customers
easily identify healthier products and
plant-based or lower-calorie options. It's
become ahallmark across our own brands
andhas beenembraced by some of our
brand partners too. Andit is great to see
that'ABetter Choice'is expanding to our
other operating regions.

We are also continuing to develop brands
withwellness and sustainability at their
core.Forexample, Ida & Fridain Germany
andHaven, which first originatedin
Norway, are proving tobe great blueprints
forourbrands.

Inthe UK and Ireland, our customers are
increasingly seeking healthier food and
beverage options while traveling too.

Being able to share and adopt best practices
with other regions like Europe has helped us
better embed wellness and sustainability
into our brand and menu offerings.

Similar to Haven, we developed our own
wellness brandin 2022 for the UK, Soul +
Grain, incorporating delicious, positive food
with sustainably-sourced artisan coffee.
Building onits success, we opened three new
Soul+Grainunitsin 2023,and more are in
the pipeline for 2024.

Sustainability isn't just for wellness brands
though, lwant to make it integral across our
everyday brands too. For example, across all
our brand portfolio we're preferencing UK
andIrish sourcing - our beef burgers, eggs,
cheddar cheese and Cumberland sausages
all come fromwithin the UK and Ireland.

We've made great progress in expanding our
range of plant-based and vegetarian choices
particularly in casual dining bars. For example,
we have beenimproving the quality of the
vegetarian burger offer utilising plant-based
meatalternative, QuornPro, and incorporating
new veggie pastaandbreakfast options
suchas spinachand eggs benedict.

Our in-house nutrition experts work
hand-in-hand with our chefs to create dishes
that are healthier and accommodate various
dietary needs, like dairy or gluten-free.
Allergen informationis available inall our
units and we're making it easier to customise
dishes tomeet dietary needs. For example,
you cannow order a gluten-free burger bun
inour casual dining bars.

It's thanks to the incredible skill of our
culinary teams in making sure these

dishes arejustas tasty and appealing as
everything else on our menus. The delicious
dairy-free raspberry and chiaseed soya
yoghurtbreakfast potis apersonal
favourite of mine.

lagree, Kari. We also need to be instilling
sustainable decision-making across all
aspects of our business. So, engaging our
colleagues at all levels is essential.

| take immense pride in the fact that two of
our young colleagues inNorway won the UN
Global Compact's Sustainability Solutions
Showcase for Young Professionals in 2023.
They created agamified training app that
connects our global Sustainability Strategy
with practical examples, making sustainability
actionable for our team members. We
startedrolling it outinNovember 2023 to
over 4,000 colleagues across the region and
ithas already received positive feedback.

Our clients are also eager to understand how
we are practically deliveringmore sustainable
food and beverage offerings andhow we can
mutually support each other in achieving our
shared goals. Many of our clients are as
ambitious as we are in this space.

Iwas pleased to appoint a Regional Head
of Sustainability this year to lead and
coordinate the strategy across the UK and
Ireland. Already, she has played anintegral
role in our client engagement, helping to
position SSP as a sustainable partner

of choice.

Ultimately, these partnerships lie at the core
of SSP’s business model - whetherit's with
our airportandrail clients, brand partners,
or suppliers. Together, we're striving to
provide the best customer experience in
asustainable and responsible manner.
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Our 2023 product performance

Details of our 2023 performance against
our targets are summarised below.

Please see our Sustainability Data Book for
comprehensive details of our yearly data
performance, scope and definitions, as well
asour reporting indices for GRI, SASB

ntroduction

Our strategic approach Product

Planet People

and TCFD.
What we've committed to
Commitment 1: By 2025, at least 30% of
meals offered by our own
Increasing healthy SEr o

and sustainable choices

By 2025,100% of our own
brand units in our UK&,
Continental Europe and North
Americaregions that serve
coffee to offer non-dairy milk
alternatives (40% in APAC
and EEME).

Commitment 2:

Sourcing
sustainably

By 2025, all contracted
suppliers to sign-up to our
Supplier Code of Conduct or
provide their own of equal or
better standard.

Our 2023 product
performance

Where we are now

2025 target:30%

Targetexceededby 4%

UK&I, Continental Europe &

North America
2025 target:100%

APACand EEME

2025 target:40%

31% |

2025 target:100%

-

What we've done

Download our
atfoodtravelexperts.com/sustainability

What's next

While we have exceeded our
targetatagloballevel, thisis
being drivenup by some
markets, suchas India, reaching
more than 40%. Atamarket-
level, 20 markets achieved the
target and we continue to work
with the remaining markets to
make progress atalocal level.

24 markets have already fully
achievedtheirrespective
targets, including the UK and
Norway, and we continue to
make strong progressinthe
remaining markets.

Continue embedding our
‘People &Planet Menu
Framework'across our own
brands, which provides practical
guidelines for offering healthier
and more sustainable food and
drink options.

Extendthe use of our'A Better
Choice'labellingacross further
markets to help our customers
easily identify healthier options
onour menus.

Implement new Responsible
Marketing Principles and
guidelines globally to help
ensure our communications
areaccurate and transparent.

17 markets have already
achieved100%, including
Canada, India, UK and USA.

Continue engaging with our
contracted suppliers on our
sourcing standards and
incorporate the Supplier Code
of Conduct into contractual
arrangements.



http://www.foodtravelexperts.com/sustainability
http://www.foodtravelexperts.com/sustainability
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Our 2023 product
performance

Where we are now

What we've committed to

Commitment 2 (continued):

By 2025,100% of tea, coffee,

hot chocolate and fish/ 20 00
: seafood for our own brands to 49%
Sourc.lng come from sources certified
sustalnably against recognised
sustainability standards. 2025 target:100%
%
Hot chocolate
2025 target:100%
80% [0
Fish/seafood
2025 target:100%
61%
Each year, continue to work hEslytereerlitze
to ensure our top 50 own o,
brand products in each market 97% )
are palm oil free, or using
Roundtable for Sustainable
Palm Oil (RSPO) Certified
Sustainable Palm Oil.
Commitment 3: By 2025, 100% of eggs for 2025 target:100%
our own brands to be from

Supporting
animal welfare

48% [0

cage-free sources.

By 2026, 100% chicken for our 2026target:100%
own brands in our European
markets to be aligned with the
standards of the European
Chicken Commitment (ECC).

What we've done

What's next

Several markets have already
achieved100% certification
including 25 markets achieving
100% for tea, 22 for coffee,

24 for hot chocolate and 11 for
fish/seafood.

We achieved the target for 97%
of our top 50 products. The 3%
shortfall was due to 1T markets
experiencing supply challenges
foratotal of 40 products.

Continue towork with our
markets to drive progress
againstour targets.

Conductareview of other key
products, suchas beef and soy,
toassess sustainability and
deforestationrisks and develop
astrategy toaddress them.

While Avian flu has continued
toimpact supply availability in
some of our markets, leading to
slower progress towards our
target, we have achieved a14%
increase comparedto 2022.

11 markets have achieved100%,
including Germany, the
Netherlands and Norway.

Our slower progress in this
areais primarily due tomany
suppliers in Europe still working
toaligntheir standards with
the ECC.

Continue collaborating with our
suppliers and industry peers,
andengaging withNGOs, suchas
Compassionin World Farming,
to continue to drive progress
againstour targets.

Develop aroadmap illustrating
our pathtowards full ECC
compliance.
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Commitment 1:

Increasing healthy and
sustainable choices

We are committed to increasing our
offering of healthy and sustainable
choicesto customersto support.their
dietary needsiand preferences.

0'.

.o". . :

o

We operate inadynamic sector, inwhich

the needs of our customers and clients are
constantly evolving. They are more educated
thanever and aware of the importance of
eating a healthy diet. According to our global
Food Travel Insights Survey, 67% of our
customers say they want healthy food and
drink options when travelling'.

Our customers are looking for clear nutritional
information, an offer that caters forawide
range of dietary needs, and-mostimportantly
-high quality food that is appealing and
doesn't sacrifice taste.

We are responding by increasing our range
of nutritious, lower-calorie, plant-based and
non-dairy options. Not only can these be
better for people's health, they canalsobe
better for climate and nature.

Our targetis for at least 30% of meals
offered by our own brands globally to be
plant-based or vegetarian by 2025.1n 2023,
we once again exceeded the target achieving
34% globally. However, this global figure is
being drivenup by some markets, suchas
India, reaching more than 40%. At a
market-level, 20 have achieved the target
and we continue to work with the remaining
markets to make progress atalocal level.

By the end of 2023,88% of our own brand
units that serve coffee were offering
non-dairy milk alternatives in our UK &
Ireland, North America and Continental
Europeregions, and 31% in our APAC and
EEME regions.

Our'People &Planet Menu Framework'
provides practical guidelines for integrating
healthier and more sustainable food and
drink options across our own brands. It
covers all aspects from sourcing andrecipe
development, to cooking methods, menu
design and customer communications.

The Framework draws on the latest
nutritional recommendations and
standards, as well as best practice from
across our global business. For example,
itincludes guidelines onhow toincorporate
healthier ingredients intorecipes, suchas
complex carbohydrates that are minimally
processed with alower glycaemic index,
like whole grains.

The Framework also covers healthier
cooking methods, such as steaming,
stir-frying or grilling, instead of frying.
Anditreinforces best practice around
portion controland seasonal ingredients.

We recognise that just making healthier
options available isn't enough. We also have
arole toplay in helping our customers easily
identify them, so they can make informed
choices.So,in 2023, we launched'A Better
Choice'toolkit globally which, based on best
practice from our Norway business, uses
simple iconography to help our customers
easily identify healthier options on our menus.

‘ABetter Choice'emphasises fruits,
vegetables, whole grains, and a variety of
proteinfoods such as seafood, lean meats
and poultry, eggs, legumes, nuts, and seeds.
It canalsobe used to highlight items which
are lowerinadded sugars, sodium, saturated
fats, trans fats and cholesterol.

This approach complements the work
many of our markets are undertaking on
nutritional labelling. This includes working
with nutritionists to calculate the calorie
and nutritional values of our recipes, as
wellas utilising digital systems for recipe
management and allergen, ingredients and
calorie labelling.

baetter Products that are better
choice

for you and our planet.
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Commitment 2:

Sourcing
sustainably

\\e are committed to sourcing o
products responsibly and su
ithduecare for the enviro
olved in thein

Operating c.550 brands, we purchase awide
range of ingredients, products and services
fromalarge supply base and highly diversified
supply chains across many countries. Our
suppliers are valued business partners. We
are committed to treating them fairly and
withrespect and to building long-lasting and
mutually beneficial relationships.

Our diversified supply chains not only help
mitigate risks from disruptions, but can also
benefitlocal economies and producers,
while reducing environmentalimpacts of
transport and distribution.

We seek to work with suppliers with strong
sustainability credentials, and many of our
restaurants, cafés andbars around the
world feature locally-sourced products and
supplier partnerships.

Forexample,inthe USA, atallour
restaurants, we proudly serve Farmer
Brothers coffee -avalued SSP America
partner who actively shares our commitment
to sustainability. In the UK, we look to
prioritise the use of ingredients sourced
fromthe UK and Ireland across our own
brands. This includes items like beef burgers,
eggs, cheddar cheese and Cumberland
sausages, as well as salad items, such as
lettuce and tomatoes, when in season.
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Raising standards

In 2023, we partnered with a specialist
consultancy to comprehensively review our
key policies, ensuring they remain aligned
with evolvingregulations, best practices
andinternational standards. The review
encompassed our Ethical Trade Code of
Conduct, Human Rights Policy, Responsible
Sourcing Policy, Environment Policy,
Community Engagement Policy and Farm
Animal Welfare Policy. These not only
governed our internal operations but also
set the expectations for our suppliers to
adhereto.

Thereview identified opportunities to
strengthen our policy commitments, while
simplifying them for better accessibility
and understanding by both our business
operations and suppliers. Consequently,

we amalgamated three distinct policies into
aconsolidated Environment, Sourcingand
Animal Welfare Policy and updated our
Human Rights Policy and Community
Engagement Policy.

We also introduced a unified Supplier Code
of Conduct, articulating the minimum
standards we expect from our contracted
suppliers. This covers humanrights, product
quality, food safety, environmental
sustainability, farm animal welfare, and
business integrity.

a Download our policies from our website

ntroduction

Our strategic approach Product Planet

Governance

These policies were approved by our Board,
and we provided guidance and training to
our global teams to facilitate effective
implementation.

Certified ingredients

We are focused on sourcing high-quality
ingredients that meet recognised
sustainability standards and certifications.
These certifications provide assurance to
our procurement teams, clients and
customers that the ingredients have been
producedin line with high environmental,
social and ethical standards.

Ourimmediate focus is on high-risk
ingredients like palm oil, tea, coffee, cocoa
(forhot chocolate) and fish, with plans to

extend this approach to additional ingredients,

suchas beef andsoy, inthe future.

For palmoil, prevalent inboth cookingand
various foods, we have initially aimed to
make the top 50 products under our own
brands ineach market palm oil-free or using
only RSPO Certified Sustainable Palm Oil.

By the close of 2023,100% was achievedin
23 markets and 97% of our top 50 products
globally. The 3% shortfall was due to 11
markets experiencing supply challenges
foratotal of 40 products.

87%

of our contracted suppliers have signed-up to
our Supplier Code of Conduct or equivalent

Sourcingsustainably

Our 2025 target is to source 100% of our
tea, coffee, hot chocolate and fish products
for our own brands from farms and fisheries
thatare certified as sustainable against a
recognised independent standard. These
include Fairtrade, UTZ and Rainforest
Alliance for tea, coffee and hot chocolate,
and Marine Conservation Society (MCS)

or Aquaculture Stewardship Council (ASC)
for fish.

Positive strides have beenmade - by the
close of 2023, 49% of tea, 71% of coffee,
80% of hot chocolate, and 61% of fish/
seafood were certified globally.

Our approach to respecting human rights in
our supply chain is detailed on pages 47-48

Fostering sustainable \2/
brand partnerships < bﬂ

oY,

While our sustainability targets focus primarily on
our own brands, where we have direct control, we also
work with many brand partners around the world.
This includes international brands, like Starbucks

and Burger King, each of which have set their own
sustainability strategies and objectives. We are
proud tojoin forces with these brands to achieve our
shared sustainability goals.

We also nurture partnerships with smaller, local
high-street brands, leveraging our expertise to
seamlessly introduce them into the travel
environment. Here, we seek to choose brands that
share our values.

Agreat example of this is our recent partnership with
Cloud Picker Coffee in Ireland, amuch-loved local
brand. In July 2023, we opened our first Cloud Picker

coffee shop at Dublin Airport. Cloud Picker sources
coffee beans fromsmall-scale producers and operates
its own micro-roastery in Dublin where waste
by-products arerecycled into fertiliser. They deliver
their coffee tous in plastic-free, reusable containers,
which we exchange for refills and recycle at the end

of their life cycle.
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Commitment 3:

Supporting
animal welfare

We are committed to working
with our suppliers to maintain
high standards of animal welfare

Around the world, industrial livestock
farming practices can lead to poor animal
welfare conditions, including overcrowding,
confinement, stress andillness. That's why
we have clear policies in place, outlining our
commitment to supporting farm animal
welfare and the responsible sourcing

of meat.

Our new Supplier Code of Conduct,
publishedin April 2023, consolidates our
previous responsible sourcing and farm
animalwelfare policies. It outlines our
commitment to working with suppliers to
maintain high standards of animal welfare,
aswellas our endorsement of the
internationally-recognised ‘Five Freedoms'
standards proposed by the Farm Animal
Welfare Council.

Our policy requires all meat suppliers

to comply with appropriate legal standards,
have full traceability, and use licenced
slaughter premises. The policy also
prohibits the use of artificial growth
promoting substances and antibiotics.

By the end of 2023, 87% of our contracted
suppliers had signed up to our Supplier Code
of Conduct or equivalent standard. We're
aiming for 100% by 2025.
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We support actions thatimprove the
welfare of chickens globally. In particular, we
support the European Chicken Commitment
(ECC), amulti-stakeholder pledge that aims
toimprove the conditions of broiler chickens
(chickens bred and raised specifically for
meat production). The ECC focuses on areas
such as transitioning to breeds with better
welfare outcomes, increasing living space
and using more humane stunning methods.

We have a target for 100% of the chicken
procured for our ownbrands in European
and UK &Ireland regions to meet the ECC
standards by 2026, in line with the ECC
timeline.In 2023, we achieved 4%.

Our slower progress in this areais primarily
due tomany suppliers in the region still
working to align their standards with

the ECC.

While some markets report progress
against several ECCrequirements, the
chickenindustry as awhole faces difficulties
inadhering to some requirements. These
include chicken stock density and selecting
andraising slow-growing breeds for broiler
chickens, whichtend to have improved
welfare outcomes compared to some
fast-growingbreeds.

Despite these obstacles, we remain
committed to collaborating with our
suppliers andindustry peers, and to engaging
withNGOs, such as Compassionin World
Farming, to address these common
challenges and develop aroadmap tofull
ECC compliance from 2024.

We are also committed to sourcing 100%
cage-free eggs globally for all our own
brands by 2025. Avian flu has continued to
impact supply availability in some of our key
regions in 2023, including APAC, EEME and
North America. Thishas ledto slower progress
thananticipated towards our target.

However, we are now starting to see
encouraging signs of this improving. In 2023,
we achievedal4% increase, reaching 48%
of eggs from cage-free sources, with100%
achievedinllmarkets.

We are confident that we will see greater
progress inthis areain 2024. For example,
tohelp overcome challenges inthe UK egg
market, in 2023 our UK procurement team
set out toagree amajor dealto source all our
eggs for our units in England and Wales
directly froma farmin Suffolk from 2024.
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[eading dhavge

In dialogue with Sarah John, Group Corporate Affairs
Director, and Mark Angela, Chief Business Development
and Strategy Officer and CEO of India and EEME, onhow
we are working to reduce our climate impact, transition
tosustainable packaging and reduce food waste.

b Segl

Planet

Sarah:

Since first setting our net-zero ambition, we
understood the importance of making sure
thisisinline with the latest climate science
and goal of limiting global warming to 1.5°C.

So,I'mparticularly proud that our net-zero
targetsreceived official validation from the
Science Based Targets initiative (SBTi) in
August 2023. Undergoing that process was
abigchallenge initself, but nowwe are
facing the evenbigger challenge of making
ithappen.

Withnearly 90% of our total footprintin our
Scope 3 value chain, where we don't have
direct control, this is amassive undertaking.
Within Scope 3 the vast majority of
greenhouse gas (GHG) emissions relate
toour purchased goods - with meat, fish,
pre-packed food, dairy and alcohol
representing the greatest proportion.

While we certainly don't have all the answers
yet, we know we can achieve gradual
reductions by focusing onhow we source
our products and ingredients, design our
menus, and help our customers to make
more sustainable choices.

Mark:

Net zero canseem avery daunting concept
andit canbe hard for people to get their
heads around - as in where does one start?
So the work of the Group sustainability
team inbreaking it down forusintoaclear
planand milestones for us to work towards
has beeninvaluable.

Leading change

What has been encouraging is the progress
we've made and the enthusiasm of our
teams to make it happen. We've now
appointed a dedicated Senior Sustainability
lead for our EEME and APAC regions, who is
doinganamazingjob of taking that global
planand turning it into tangible, practical
actions we canimplement on the ground.

For example, we are piloting carbon labelling
forthe first time at our new Ritazzaand
Camdenfood co.brands at AbuDhabi
International Airport in the United Arab
Emirates (UAE). We hope this, and the
associated communications campaign, will
drive customer awareness to help passengers
make more considered food choices now
that they are beingmade aware of the
carbon footprint of their choice.

Crucially, we are taking an integrated
approach to our sustainability efforts,
covering notjust net zero, but also our work
onhealthier menus, sustainable packaging
andfood waste reduction.

Sarah:

That's so encouraging to hear, Mark. | think
we've alllearnedalot onhow inter-related
theseissues are.Not just for achieving our
environmental goals, but also the social
benefits too.

Take food waste reduction. It has clear
business benefits inreducing costs,
contributes to our net-zero ambition by
avoiding the emissions generated when
foodis sentto landfilland helps alleviate
food poverty for our local communities.

Mark:

lagree. Agreat example of this is in the UAE,
where we've partnered with The Waste Lab,
aDubai-based women-owned startup.

They are turning our waste coffee grounds
into natural &nutrient-rich composttobe
used onlocal farms, benefitting soil health,
local food production and local jobs.

InIndia, our joint venture business, Travel
Food Services (TFS), has been pioneering
sustainable and circular economy principles
formany years, workingin collaboration
withsome of the world's leading airports

in this space. For example, Kempegowda
International Airport Bengaluruis a
water-positive and energy neutral site

with their ownon-site solar farm.

We are proud to align with their values,
applying green building standards to the
construction of our units and procuring core
ingredients from local farms around the
airport. Allof TFS's own brand packaging
has alsobeen free of unnecessary single-
use plasticandreusable, recyclable or
compostable since 2022, well ahead of

our 2025 target.

Sarah:

We know that the speed and ease of
achieving our global targets will vary across
our regions and markets. So, hearing these
examples of the innovate approach we, and
our partners, are taking reassures me that
we're on theright track.
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Planet

Our 2023 planet performance

Details of our 2023 performance against our targets
are summarised below.

Please see our Sustainability Data Book for
comprehensive details of our yearly data performance,
scope and definitions, as well as our reporting indices
for GRI,SASBand TCFD.

What we've committed to

Commitment 4: By 2032, reduce absolute
Scope1and 2 GHG emissions
: H H by 60%, froma 2019
Reducing our climate impact base yonr

By 2040, reduce absolute
Scopes1,2and 3 GHG
emissions by 90%, from
a 2019 base year.

Where we are now

2032target:60%

Absolute Scopes1,2and 3
2040target:90%

Scopes|, 2and 3intensity ratio

KgCO,e per Emrevenue

Our 2023 planet
performance

Download our
atfoodtravelexperts.com/sustainability

What we've achieved

What's next

By the end of 2023, we
achieved a42% reduction.
Comparedto 2022, absolute
emissions decreased by 19%.
In addition, 30% of our total
energy usein 2023 was from
renewable sources.

In 2023, our absolute Scope 3
emissions increased by 7%,
driven by business growth.
Acrossall scopes absolute
emissions have remained
relatively flat, while intensity
has reduced by 6% compared
to 2019.

We believe this demonstrates
the progress we are making in
putting the right measuresin
placetoensure that, as our
business grows, we are doing
so efficiently and controlling
absolute emissions increasesin
line with our growth projections
setoutinournet-zeroroadmap
onpage 29.

Continue toimplement our
10-point plantoreduce
emissions, includingincreasing
offerings and sales of climate
smartmenu options, testingnew
technologies and innovations,
optimising energy efficiency and
increasinguse of renewables.

Continue toroll out Automated
Meter Readers to all our units
worldwide to help identify
energy efficiency improvements.

Work with our partner, Klimato,
toassess the carbonimpact of
our recipes and pilot menu
carbon labelling inkey markets,
sharing insights across the
business.

Pilot our new Sustainable Build
Standards for the design and
construction of our units to help
drive reductions in Scope 3
capital goods emissions.
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Planet

What we've committed to

Commitment 5:

Transitioning to
sustainable packaging

By 2025, eliminate
unnecessary single-use
plastic from all our own
brand packaging.

By 2025, 100% of packaging
for our own brand products
to be reusable, recyclable

or compostable.

Commitment 6:

Reducing food waste

By 2025, all divisions globally
to have programmes to reduce
food waste through
prevention, redistribution,
recycling and composting.

Where we are now

2025 target:100%

<84% D

2025 target:100%

<85% I

Foodredistribution

KPI: Tonnes of food waste saved via our
partnership with Too Good To Go since 2016

Cookingoilrecycling
KPI:% of units with fryers thatarerecycling
waste cooking oil

Coffee ground composting

KPI: % of units that serve coffee diverting
waste coffee grounds from landfill

63% I

Our 2023 planet
performance

What we've done

What's next

We continue to make steady
progress towards our target,
with some markets having
already achieved it ahead of
deadline, including Australia,
Germany, India, UK and USA.

As above, we continue to make
good progress, with some
markets havingalready achieved
the target, including Australia,
Ireland, the Netherlands and UK.

Continue to supportour
markets in establishingnew
packaging supply agreements
and assist theminidentifying
the most suitable and
sustainable solutions for
their local circumstances.

We partner with Too Good To Go
across I1markets. Since 2016
we have saved over1,200 tonnes
of food from going to waste,
helping to avoid the equivalent
of ¢.3,000 tonnes of CO.e.
In2023 alone, we saved c.645
tonnes of food fromwaste,

the equivalent of c.1,600 tonnes
of CO.e.

We continue torecycle waste
cooking oil from our units into
biofuels and divert waste coffee
grounds from landfill through
composting schemes or turning
themintofertiliser.

Continue to support markets
tostrengthenfood waste
measurement and monitoring
systems to help preventand
reduce food waste.

Continue toimplement
programmes to discount or
donate unsold food to charity,
recycle cooking oil, compost
coffee grounds and divert
food waste from landfill.
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Commitment 4:

Reducing our
climate impact

We are committed to achieving
net-zero greenhouse gas (GHG)
emissions across@ur value chain
(Scopesl, 2 and 3By 2040, from
a 2019base year.

Our journey to net zero

Changes in the Earth's climate are now being
observedineveryregionandacross the
whole climate system. Biodiversity loss is
further exacerbating the crisis, as it reduces
the capacity of ecosystems to adapt and
buildresilience.®

The next few years are critical and will
require collaborative, widespread action
by all stakeholders including governments,
businesses, customers, NGOs and
communities.

We are dedicated to doing all we can to
play our part.Not only is it the right thing
todobutitisalsovitalto the long-term
sustainability of our business.

Breakdown of Group GHG
emissions for 2019 base year

Total
c.l.Imillion

tonnes COe

> Fruitand veg

Planet

Reducing our climate impact

Science-based targets

We set our net-zero 2040 ambitionin
December 2021and, fromthe outset,
committed to aligning this with the latest
climate science and goal of limiting global
warmingto1.5°C.

In 2023, the Science Based Targets initiative
(SBTi) verified our targets to reach net-zero
GHG emissions across our value chain by
2040, froma 2019 base year. SBTiis aglobal
body that provides guidance, criteriaand
tools for companies to set science-based
net-zerotargets and track their progress.
SBTi-approved targets are those that meet
the Science Based Targets initiative Net-Zero
Standard, which ensures the targets are
credible, transparent and consistent.

Scopeland 2 Scope3

12% Purchased goods
andservices
78%

Scope1, 2 and 3 GHG emissions
explained

Scopel, 2 and 3 emissions are away of

categorising an organisations GHG

emissions across its full value chain.

e Scopelrelates todirect emissions
from fuel burnt on-site (e.g. natural gas),
refrigerant gases and company vehicles.

e Scope Zrelates toindirect emissions
fromthe generation of purchased energy.

e Scope 3relates toallindirect emissions
-notincludedin Scope 2 - that occur
across the value chain, including
upstream supply chainand
downstreamenduse.

Scope 3
Other*
4%

Breakdown of emissions for purchased goods and services

Meat and seafood
Pre-packed food
Dairy

Alcohol

Bakery

Beverages
All other

Tonnes of CO,e 0 100,000 200,000 300,000

*  Scope 3otheris comprised of:fueland energy-related activities (2%), upstream transportation and distribution (0.2%), waste generated in operations (0.4%), business travel (0.1%), employee

commuting (0.5%), end of life treatment of sold products (0.9%), downstream leased assets (0.2%), franchises (0.012%) and investments (0.003%).



29  SSPGroup plcSustainability Report 2023

Our net-zero roadmap

Planet

Reducingour climate impact

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

SCIENCE TZHEEE%ES
BASED
TARGETS STANDARD

APPROVED NET-ZERO TARGETS

2032 near-term actions and efficiencies

Target:reduce absolute Scope 1and 2 GHG emissions by 60% by
2032, froma 2019 base year; and reduce absolute Scope 3 GHG
emissions from purchased goods and services and capital goods
by 35% in the same timeframe.
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Projected reductions from each point on our plan

2040 long-term transformational change

Target:reduce absolute Scopes 1, 2 and 3 GHG emissions by 90% by
2040, froma2019base year.
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Projected reductions from each point on our plan

Residual
emissions

Our 10-point plan to reduce emissions

1.

Reduce franchise-related emissions:
Engage, supportand collaborate with
our brand partners to reduce emissions
andincrease offerings of plant-based
and more climate-smart menu options.
Reduce own brand-related emissions:
Continue toincrease our ownbrand
offerings of plant-based and more
climate-smart menu options.
Encourage climate-smart choices:
Help our customers to choose more
climate-smart menu options, suchas
through product promotions,
information and labelling.

Explore new innovations: Explore and
testnew technologies andinnovations
inthefood sector, asthey become
available, such as novel proteins and
plant-based alternatives.

Increase efficiency and renewables:
Continue to optimise energy efficiency
andincrease our use of renewables.
Improve unit builds: Employ sustainability
criteriain the design and construction of
our units.

Collaborate with suppliers: Engage,
supportand collaborate with our
suppliers toreduce emissions.
Address packaging and food waste:
Continue to transition to sustainable
packaging and toreduce food waste.
Improve ingredient sustainability:
Increase local and seasonal sourcing
andkey ingredients with sustainability
certifications.

. Build sustainability expertise:

Build skills and capabilities across our
business and share best practice to
embed climate-smart practices and
accelerate progress.
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Delivering operational
emissions efficiencies

We are already making strong progress
against our near-termtarget toreduce
absolute Scopeland 2 GHG emissions by
60% by 2032 from a 2019 base year. By the
endof 2023, we had achieveda 42%
reductionfrom 2019. Comparedto 2022,
absolute Scope 1and 2 emissions decreased
by 19%.

We primarily operateinclients'locations
where we use their energy supply, rather
than sourcingdirectly fromenergy
suppliers. We thereforerely on our clients to
switchtorenewable energy andto provide
us withthe appropriate Renewable Energy
Guarantees of Origin, Energy Attribute
Certificates or Power Purchase Agreements.
For 2023, we have verifiedrenewable energy
for30% of our total energy use globally.

We are significantly investing across our
business toincrease energy efficiency.
This includes rolling out Automated Meter
Readers (AMRs)to all our units globally,
whichwill provide half-hourly energy
readings, analytics and diagnostic

reports to help identify opportunities
forimprovements.

Planet

Trials in our UK business show we can achieve
anaverage 5-/5%reductioninenergy use
where AMRs have beenintroduced.

Several of our markets are also undertaking
major equipment upgrades to more energy
efficient models. Not only will these
equipment upgrades help reduce our energy
use and Scope 2 emissions, it will also
contribute to reducing embodied carbon
relating to Scope 3 capital goods, whichwe
are aiming toreduce by 35% by 2032, from
a2019baseyear.

In 2023, we worked with a specialist
consultancy to develop new standards and
guidelines for the designand construction
of our units. The Sustainable Build
Standards focus on minimising embodied
and operational carbon emissions and
incorporating circular economy principles.
We planto pilot the standards in 2024.

30%

of our total energy use in 2023
was from renewable sources

Reducing our climate impact

Investing in energy
efficiency in the UK

Our UK business is investing heavily in equipment upgrades to improve
energy efficiency - driving a reduction in both like-for-like emissions and cost.

Thisincludes upgrading older equipment, such as refrigeration units and
Heating Ventilation and Air Conditioning (HVAC) systems, to new models that
are substantially more energy efficient.

We've begun introducing Vortex technology to over1,000 chillers inmany
of our franchise retail units to optimise refrigeration efficiency and energy
consumption. Trials indicate this change can save c12% of the energy
consumed by the chillers.

Alongside the rollout of AMRs, the introduction of cloud-based building
management systems across all units where we have direct control of our air
conditioning and heating will give us greater control over consumption data
and patterns. With this information, we are exploring data-driven behaviour
changes toimprove energy efficiency onsite.
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Scope1, 2 and 3 GHG emissions

Planet

S 2019 % change
Metric 2023 2022 base year 2023vs2019
Absolute GHG emissions (thousand tonnes of CO,e)
Scopel 12,503 15,422 15,265 -18%
Scope 2 (market-based) 67,048 83,175 121174 -45%
Scope 2 (location-based) 84,946 58840 101,642 -16%
Total Scopes1and 2 (market-based) 79,552 98,597 136,439 -42%
Scope 3 (11 material categories) 1,045,019 774565 972311 +7%
Total Scopes], 2 (market-based) and 3 1,124,571 873163 1,108,750 +1.4%
Energy use (megawatt-hours (MWh))
Totalenergy use 301,067 238957 347,671 -13%
Totalrenewable energy use 89,231 - - +100%
Intensity ratios per £million revenue
Scopel,2and 3 (kg CO,e per Emrevenue) 0.37 040 040 -6%
Energy (MWH per £mrevenue) 100.03 109.34 124.41 -20%

Q Our reporting boundaries, scope, definitions and

methodologies are detailed in our Sustainability Data Book

Reducing our climate impact

Working together

for a greener airport '
oY

Inthe USA, we have been the food and beverage restaurateur for
John F.Kennedy International Airport (JFKIA) Terminal 4 since 2001,
with 25 restaurants currently operating at the terminal.

JFKIA is committed to minimising its carbon footprint and integrating
sustainability across all aspects of its value chain. \We are proud to be working
in partnership to help achieve our shared goals.

Since 2018, all our Terminal 4 restaurants have been certified against the
Green Restaurant Association's standards. To achieve this, the restaurants
are independently assessed against criteria in eight key categories including
energy, water, waste, food, building and furnishings.

The process provides a pathway for moving up the certification levels each
year, helping to drive continuous improvement. Our teams efforts include
implementing comprehensive recycling and composting programmes,
eliminating unsustainable packaging materials, such as Styrofoam, and
introducing more plant-based and vegetarian options to our menus.

Inrecognition of these efforts, in 2023, JFKIA Terminal 4 was awarded the
prestigious title of ‘Greenest Airport Terminal' by the Green Restaurant
Association for having the highest number of Certified Green Restaurants
withinany airport terminal.

Following the success of this initiative, we are planning to undergo Green
Restaurants certification in additional airports in North America in 2024.

o

Our work with SSP America has enabled us to significantly
advance our core sustainability goals. As aresult of our
continued partnership, this year T4 was awarded the
2023 Greenest Airport Terminal Award by the Green
Restaurant Association.

Roel Huinink
JFKIAT Presidentand CEO
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A recipe for net zero

The vast majority of our footprint relates to
the food, beverages and products we
purchaseforresale. Inthis category, meat,
fish, pre-packed food and dairy represent
the greatest proportion.

Reducing these emissions is a challenging
undertaking - yet, we are encouraged by a
growingbody of evidence that highlights the
opportunities in shifting to more sustainable
diets.Research shows this does not mean
everyone must become vegan, but rather
advocates for amore flexible, plant-rich diet
with lots of fruits, vegetables, legumes and
whole grains. Such adiet canstill include
some meat, dairy and lower-footprint
seafood, with limited amounts of foods high
infat, saltand sugar.'®

As well as helping to deliver on climate and
nature goals, transitioning to a sustainable
diet canalsoimprove nutrition and mitigate
adverse healtheffects suchas heart
disease and diabetes.

Guided by thisresearchand drawing upon
our culinary expertise, our focus is on
creating great tasting, healthier and more
sustainable dishes that benefit both people
andthe planet. This includes increasing our
range of plant-based offerings, shifting
towards lower-impact alternatives like
chickeninstead of beef, and developing
plant-forward dishes withareduced
proportion of meat or fish.

Our'People &Planet Menu Framework'’
guides our approach, offering practical
guidelines for sourcing, recipe development,
cooking methods, menu designand
encouraging customers towards healthier,
more sustainable choices.

Planet

Harnessing the power of words

We are actively exploring strategies to
make low-carbon dishes more appealing
toour customers. Forinstance, research
indicates that the way adishis described
on the menu can profoundly influence
customer decision-making. A simple shift
fromterms, like'meat-free’or 'vegan', to
positive descriptors that focus onthe
ingredients, flavours and textures can make
abigdifference. For example, ‘truffle-
infused wild mushroom lasagne'instead
of 'vegan lasagne’.

Across 2024, we will be rolling out additional
guidance on how to enhance menu
descriptors and marketing materials to
effectively signpost nutritional and
sustainability credentials - including carbon
labelling - on our menus.

Blending digital insights with

culinary expertise

We have partnered withKlimato, aleading
provider for calculating the carbon footprint
of recipes usinga comprehensive database
of country-specific, peer-reviewed life cycle
analysis data.

In 2023, we began piloting Klimato in the UK
and United Arab Emirates to evaluate the
CO,eimpactof ourrecipes and identify
areas where emissions canbe reduced or
alternatives canbe developed, all while
maintaining customer appeal.

Take the beef burger, one of our biggest
selling items, whichis a‘high'impact dish
of around 5.4 kg of CO,e per serving.

Using insights from the Klimato platform,
we developed an enticing alternative, the
Chicken Caesar Burger, boasting the
crispness and flavour of a classic chicken
Caesar salad, but inaburger format. This
has a significantly reduced carbon footprint
of approximately 1.2 kg of CO,e per serving,
78% lower than the beef burger.

At Vienna Airport, abeloved popular dishis
the veal schnitzel. We introduced a fully
plant-based version utilising celeriac, which
isjust 04 kg of CO,e perserving, 83% lower
thanwithveal. Importantly, it has resonated
positively with our customers.

In 2024, we plan to extend Klimato recipe
assessments to further markets and
conduct trials of carbon labelling on menus
atkey sites to evaluate the impact this has
on customer behaviour.

Seehowwe're creatinga‘better choice’ for
people and planet on page 19

1,300+

recipes assessed for CO,e impact
in the Klimato platformin 2023

Reducingour climate impact
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Reducing supply
chain emissions

Sourcing sustainable products and
ingredients and working closely with our
suppliersis crucial for driving Scope 3
emissions reductions.

In2023, we held a dedicated Scope 3
trainingworkshop at our purchasing leaders
conference, attended by procurement and
purchasing directors fromall our global
businesses. This focused on upskilling them
insustainable supplier selection.

Inthe UK, we conducted an engagement
exercise with our key suppliers for our
highestimpact products, including meat,
fish, dairy and alcohol, to understand their
approachinrelationto measuringand
reducing GHG emissions. We are now using
theseinsights toinform the development

andimplementation of our net-zero sourcing

strategy.In 2024, we plan to extend this

engagement to suppliers in further markets.

Planet

We alsoregularly engage with our suppliers
tosource sustainable product alternatives.
Following asuccessful trialinthe UKin
2022, this year we began the rollout of lower
impact cleaning products in additional key
markets. These use natural plant-based
ingredients, are 100% biodegradable and
Cradle to Cradle (C2C) Gold Certified.

Now implemented across 10 markets, we
estimate this transition will reduce GHG
emissions by c.45% or c.38 tonnes over the
next12 months, compared to our traditional
cleaning products.

Our approach to sourcing sustainably
is detailed onpages 20-21

Reducing our climate impact

Supporting Abu Dhabi

International Airport’s 'ﬂ

sustainability vision

We work closely with our clients to advance our shared sustainability goals. In
November 2023, Abu Dhabi International Airport in the United Arab Emirates (UAE)
opened its new state-of-the-art Terminal A. The project has placed sustainability at the
forefront during the design, construction and workings of the terminal and has been
awarded a 3-Pearldesignrating from the Estidama green building rating system.

Throughout the planning and construction process, we aligned our units in the terminal
with these sustainable build standards. For example, 90% of wood is fromrecycled or
reclaimed sources, 85% of all floor and wall tiling used are locally sourced with a
minimum of 20% recycled content and we installed water-based air-conditioning and
recycling extractor steam systems, along with other energy-efficient equipment.

And, with the UN COP28 Climate Change Conference held in UAE from the end of
November, we took the opportunity to deliver a climate-smart food showcase for our
Ritazza and Camden food co. brands. Utilising the Klimato platform, we assessed the
climate-impact of all our menuitems, creating low-carbon specials and adding carbon
labels and QR codes to our menus and in-store messaging to help educate and guide our
customers toward climate-smart choices. We will be using the insights gained about
how labelling influences customer behaviour to inform our strategy going forwards.

Shruti Ahuja, Senior Sustainability Manager for APAC and EEME regions, explains:
“Ithas beenincredible to see our UAE colleagues achieve our client's sustainable build
standards, and beyond that, to conduct our first two-month long climate-smart food
showcase in the weeks after opening. Itis the first time we have used Klimato carbon
labellingin any travel location.”
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Commitment 5:

Transitioning
to sustainable
packaging

We are committed to eliminating
unnecessary single-use plastic
and ensuring 100% of our own
brand packaging is reusable,
re@yclable or compostable
by2025.

Eliminating
single-use plastic

Plastics and packaging are ubiquitous in our
daily lives, playing a crucialrole in protecting
goods as they move through the supply
chain. Importantly, they also help reduce
foodwaste andits climate impact. However,
today's throwaway culture has led to
increasing levels of carbon emissions from
new plastic production, as well as damage to
the environment from discarded plastics.
We also know this topicis of highimportance
toourclients and customers.

We are focused on eliminating unnecessary,
problematic single-use plastic, as defined by
the WRAP Plastic Pact, across all our own
brand packaging by 2025.For example,
we'vereplaced plastic drinking straws and
cutlery withwood, bamboo or compostable
alternatives. Andwe'rereplacing PET, a
polymer used extensively in single-use
plastic packaging such as for fruit pots and
boxed salads, with recycled PET (rPET) or
other sustainable alternatives.

By the end of 2023, c.84% of our own brand
packaging globally was free of unnecessary
single-use plastic. Severalregions and
markets, such as the UK &Ireland, Germany
and India have achieved 100% ahead of the
2025 deadline.

Weregularly reassess what is defined as
‘necessary’single-use plastics - those that
arerequired for food safety, quality and
legalreasons - as new packaging
innovations become available.

¢.84%

of own brand packaging is free of
unnecessary single-use plastic

Planet

Transitioning to
sustainable packaging

Forinstance, inthe UK, we were using

13 million hot beverage lids annually, which
were made of hard polystyrene plastic. In
2023, we successfully tested plastic-free,
recyclable paper fibre bagasse lids for
safety and customer acceptance. Our plan
is to switchto these lids across our own
brands inthe UKin 2024.

InIndia, our joint venture business, Travel
Food Services (TFS), has implemented an
Al-drivenwater purification systeminits
head office and airport lounges across the
country. This initiative saves the equivalent
of c1.2million plastic bottles each year.

We also support the introduction of
regulations banning single-use plastics,
adapting our business operations and
working with our suppliers and clients to
ensure asmooth transition. For example, in
Canada, we collaborated with suppliers to
transition away from specified single-use
plastics ahead of the Federal single-use
plastic reduction mandate and other local
regulation. This included switching to birch
cutlery, paper straws and compostable,
paperboard and fibre materials and
eliminating all hard-to-recycle black and
polyvinylchloride (PVC) plastic packaging.

While we face practical challengesin
sourcing alternatives in several markets,

we are working with each market to identify

areas for improvement and assist themto
switch to sustainable alternatives.

Reformulating
recipes to reduce
packaging in
Finland

As well as replacing single-use plastics
with alternatives such as rPET, we look for
innovative solutions to eliminate the need
for the packaging at all.

Anexample of this is in Finland, where our
colleagues worked cross-functionally to
eliminate the need for additional plastic
pots for sauces and dressings for fresh
salad bowls.

Our chefs and new product development
teams worked together toreformulate
the consistency of all sauces and
dressings. This enables them to be added
to the side of the bow|, eliminating the
need for a separate packaging container,
while maintaining the freshness of the

salad ingredients.

This small change results in the removal
of ¢.50,000 plastic pots (200 kg) from use
eachyear.
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Reusable, recyclable and
compostable packaging

Aswell as eliminating single-use plastic, we
arealso focused onmovingall our ownbrand
packaging tobereusable, recyclable or
compostable by 2025.By the end of 2023,
this was achieved for ¢.85% of our own-
brand packaging, with 21 markets at100%
including Australia, Germany, the UK
andlreland.

Expanding reusables

Over 500 of our units globally are sit-down
dining restaurants or bars where we have
glassware and ceramic tableware.

Where customers takeaway food and drink
items, reusable packaging, such as deposit-
returnschemes, are more challenginginan
airport environment due to most customers
notreturningon aregular basis. These types
of schemes are more practical in our units
inrailway stations, especially where many
of our customers are regular commuters.

Inmany of our own brand and franchise
coffee shops, suchas for Starbucks, we
sellreusable cups and, in some markets,
incentivise customers with discounts for
using them.

Inour global headquartersinLondon, we
introduced areusable-only cup policy to our
Ritazza coffee shop. Colleagues working in
the office were given areusable cup, which
we estimate will save c.10,000 disposable
cupsayear.

Planet

In some of our markets, regulations have
beenintroducedrelating toreusable
packaging. In Germany, for instance, anew
lawwas introduced in January 2023 requiring
many restaurants, cafés, caterers anddelivery
services to provide reusable containers as
analternative to plastic single-use containers
for'to-go'and delivery items.

These alternatives must be priced equally
totheir single-use counterparts and be
prominently displayed. Tomeet these
requirements, we successfully introduced
adeposit-return scheme across 248 units,
including adapting the operational set-up,
where needed, such as installing additional
dishwashers. The scheme is having mixed
results as customers adjust to the change
-we hope tosee greater take-up as
awareness and understanding increases.

Recyclable and compostable

We continue to transition torecyclable and
compostable packaging across our markets,
focusing on finding solutions that are
suitable to the location based on availability
of appropriate recycling and composting
infrastructure.

As part of this, we continue to work with our
clients to make available easy-to-access
recycling or composting facilities at airport
andrailway stations for our customers. In
2023,89% of our clients'locations had
customer-facing recycling facilities available.

Transitioning to
sustainable packaging

We also participate inindustry schemes,
suchas inBelgiumwhere we are part of

‘The Cup Collective’,a European partnership
programme torecycle and regenerate paper
cups onanindustrial scale. Alongside our
client, the National Railway Company of
Belgium, we have been piloting dedicated
cuprecycling bins in high-trafficareas
across four railway stations.

The cups are collectedand sorted ata
central depot and thengo throughaprocess
toextractthe valuable fibre tobe recycled
into new products. Since December 2022,
the trialhas resulted inmore than 36,500
cups being collected andrecycled fromthe
four stations.

With so many different packaging options
across our 37 markets, in 2023, we
conducted aglobal review to identify
current solutions and examples of best
practice, and to work with suppliers to
assess the feasibility of new innovations
and packaging developments.

We are now using these insights to support
our markets in establishing new packaging
supply agreements and assist themin
identifying the most suitable and sustainable
solutions for their local circumstances.

¢.85%

own brand packaging is reusable, recyclable
or compostable
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Commitment 6:

Reducing
food waste

We are committed to reducing
food waste through prevention,
redistributing, recycling

and composting.
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Preventing,
redistributing and
recycling food waste

Itis estimated that around one-third of all
food produced for human consumption s

lost or wasted. This translates to 1.3 billion
tonnes of food - enough to feed our entire
global population many times over.”

Despite this, millions of people go hungry
every day. Globally, food waste contributes
¢.8-10% of global GHG emissions, while
facilitating nature and biodiversity loss and
exacerbating food insecurity.'®

Reducing food waste not only drives

efficiency and cost savings for our business,

but alsodirectly contributes to our net-zero
ambition. It canhave social benefits too in
helping to alleviate food poverty.

We follow the best practice ‘food waste
hierarchy'toreduce our food waste,
as detailed on the following page.

As abusiness operating within client locations,

where we donothave direct control over
foodwaste collection systems and waste
management facilities, this work requires
close collaboration with our airport clients.

Seehow we are alleviating food poverty
onpage49

Reducing food waste

Reducing food waste

in the USA m’g
2>

Foodwaste inthe USAis estimated to be between 30-40% of the country’s
entire food supply.'®

In this context, our primary focus in the USA is on food waste prevention
utilising a digitalinventory and recipe management system as a key tool.
This enables smart ingredient forecasting, real-time inventory tracking and
production planning to help prevent food waste in the firstinstance.

Now integrated across 38 airports and 266 units, we are capturing and
reportingkitchen production waste through the system and using those
insights to encourage further prevention initiatives.

Tominimise ingredient waste, we have eliminated slow moving single-use
ingredients to avoid spoilage. We work with our chefs to make the most of
eachingredient, such as repurposing surplus bread for croutons in soups and
salads. We are also training kitchen staff on knife skills to reduce trim waste.

Since 2022,100% of our central kitchens in the USA have food composting
facilities. Inaddition, in 2023, 78% of our own brand units in the USA were
diverting waste cooking oil for recycling and 33% of units that serve coffee
were sending waste coffee grounds for composting. The small amounts of
remaining unsold, surplus food are redistributed through Food Donation
Connections, anorganisation that liaises between food service companies
and local social service agencies to distribute food to people in need.

"

Reducing food waste is an ethical imperative that also
happens to make great business sense. Our operators first
focus onreducing waste at the source by utilising historical
datato predict future sales volume and adjust production
levels accordingly. Accurately predicting business volume,
andin turn production levels, also helps us make smarter
purchasing decisions and reduces ingredient spoilage.

Amanda Busby
Chief Operating Officer, SSP America




37  SSP Group plc Sustainability Report 2023 Planet

Reducing food waste

Following the
food waste hierarchy

Food waste hierarchy

Prevention
Preventing food waste through smart ordering,
inventory management, recipe design, production

practicesandportion control.
Prevention Redistribution
&reduction

Recovery
Waste Incineration of waste
management forenergy recovery

Disposal
Waste sent
tolandfill

c.1,200

tonnes of food waste saved via our
partnership with Too Good To Go since 2016

96%

of own brand units with fryers divert
waste cooking oil for recycling

Redistributingunsold surplus food
through discounting and donations

Prevention

Our first priority is to prevent food from
becomingwaste inthe firstinstance. This
principle isembedded into operational
practices across our business andis
tracked as akey performance indicator
for allour operations.

Smart ordering, inventory management,
recipe design, production practices and
portion control are central to our approach.
As we migrate to our global SAP inventory
management system, as part of our digital
transformation, we willbe able to gain even
greater visibility and insights to drive
further improvements inthis area.

Our culinary teams continually work to
designrecipes that make the most of every
ingredient. For example, incorporating
vegetable trimin stocks, sauces or salsas.
Orrepurposingunsold bread, baguettes and
focacciainto croutons for salads and soups.

Increasingly, we are incorporating ‘waste-
not'recipes into our menu design. Unsold
breakfast croissants, forinstance, are
drizzledin syrup, filled with frangipane,
topped with flaked almonds and rebaked to
create adelicious almond croissant. Inthe
UK, our teams created aninnovative
chocolate brownierecipe in 2023 that uses

broken croissants to add flavour and texture.

InlIndia, our colleagues are leading by
example by combatting food waste in our
staff cafeteria. Sparked by aninternal
initiative,'No Bin Day', our colleagues are
encouraged to only take what they need to
ensure ‘empty plates and empty bins'

Redistribution

Inevitably, there will sometimes be surplus
foodfromour units at the end of the day.
Inthese cases, we focus onredistribution.
This includes providing discounts to airport
orrail staff working at the site.

Inthe UK and across 11 European markets,

we work in partnership with Too Good To Go,

asocialimpact company behind the world's
largest food saving app. The app connects
customers torestaurants and stores that
have unsold food surplus at the end of the
day. The food is bundled into‘Magic Bags'
that customers buy through the app at
areduced price.

Since our partnership beganin 2016, we
have saved c.1. 21 million‘Magic Bags' from
going towaste, the equivalent toc.1,200
tonnes of food, avoiding c.3,000 tonnes
of CO,e.For 2023 alone, we saved c.645
tonnes of food fromwaste, equivalent to
more than1,600 tonnes of COLe.

We also donate surplus food to charities and
foodbanks to support our local communities
andhelp alleviate food poverty. For example,
inNorway, our units at Oslo Airport donate
surplus food to alocal food poverty charity,
Hjerterommet. Since January 2023, we have
donated anaverage of 14.4 kg of food every
week. n 2024, we plan to expand this
initiative to further units.

Recycling and composting
Where food waste can't be redistributed,
we focus onrecycling and composting.

By the end of 2023, 96% of our own brand
units with fryers were sending waste cooking
oiltoberecycledinto biofuels. In addition,
where we serve coffee, 63% of our own
brand units were composting waste coffee
grounds, with100% achieved in 16 markets.

Anew initiative in 2023 was our partnership
with The Waste Lab, aDubai-based women-
owned startup in the United Arab Emirates.
Between August and September 2023,39Tkg
of waste coffee grounds was diverted from
landfill, avoiding 450 kg of CO,e.

InBahrain, we package our waste coffee
grounds and provide thematno cost to
customers foruse intheir garden.
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[eading dhavge

In dialogue with Jonathan Robinson, CEO APAC, and
Michael Svagdis, CEO North America on their regional
approach to supporting our colleagues and communities.

Plar

People

Jonathan:

As aglobal organisation operating in 37
countries with over 42,000 colleagues from
differentbackgrounds, SSPis agreatplace
towork.Inmy Asia Pacific regionalone, our
teamis made up of around 3,500 colleagues
from diverse backgrounds, languages

and cultures.

Over the last two years, we've invested
heavily in our people agenda, strengthening
our employer brand and building our plans
and capabilities for diversity and inclusion,
developing our talent and protecting safety,
wellbeing and humanrights.

Michael:

First and foremost, nothinghappens at
SSP America without people. Our purpose
tobethe best part of the journeyisn'tjust
about the food and beverage we serve to
our customers on their travel journeys - it's
also about being the best part of people’s
career journeys.

InNorth America, we are growing fast and
need to stand-out in a competitive labour
market. As well as the right pay, benefits
and opportunities, increasingly people are
seeking purpose-drivenand sustainable
companies towork for. Our efforts in this
space are playing animportantrolein
helping to attract andretain top talent.

We recognise the passionand dedication
of colleagues in North America with our
PASSION awards, honouring more than
2,150 colleagues in 2023.

Jonathan:

Fostering anopenand engaging environment
where colleagues feel heard and listened to
isalso centralto our approach. Our global
Colleague Engagement Survey provides
valuable insights, leading to listening
sessions and collaborative action plans
acrossall levels.

We also conducted diversity, equity and
inclusion (DE&) leadership development
workshops in 2023, focusing on inclusive
leadership, unconscious bias, and cultural
advocacy. We followed up these workshops
with the development DE&I action plans for
eachmarket.

Tohelp build stronger connections and
facilitate better collaboration within our
diverseregion, we also launched our ‘Fly.
Learn. Grow'development programme this
year. This focuses on enhancing professional
and leadership skills and cross-cultural
awareness through secondments to different
markets in APAC.

We have also made great strides in
reinforcing our safety culture in APAC
throughout 2023, building on our strong
track record of people, food and fire safety.
We have plans inplace to establish an

APAC Safety Forum, aligned with our Group
approach, tosharebest practice and materials
among our markets.

Leadingchange

Michael:

That's great to hear, Jonathan. Ensuring
SSPisasafeplace towork s critical.
I'malso passionate about providing career
development opportunities. Many of our
promotions come fromwithin the
organisation. Infact, in 2023, 45% of our
operations manager positions were filled by
promotions fromwithin the organisation.
Our new careers website features videos
and testimonials from many of these
colleagues who have built their careers
with SSP America.

Supporting our people through hard times
isjustas important too. This year, we again
enhanced our employee assistance
programmes through our partnership with
Salary Finance to give people more financial
flexibility when dealing with debt or
managing unexpected expenses.

We also support our local communities,
participating in client-led and team-led
initiatives. We're particularly proud of our
national partnerships with Meals on Wheels
Americaand the Canadian Food Banks
Network, which help us to give back to the
communities we serve.
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Our 2023 people performance

Details of our 2023 performance against our targets
are summarisedbelow.

Please see our Sustainability Data Book for

comprehensive details of our yearly data performance,

scope and definitions, as well as our reporting indices
for GRI,SASBand TCFD.

Plar People

What we've committed to

Commitment 7:

Promoting diversity,
equity and inclusion

Eachyear, improve the
colleague engagement score
in our global Colleague
Engagement Survey.

Each year, maintain Board
diversity, with at least 40%
women and at least one
person from a minority
ethnic background.

By 2025, 40% womenin
senior leadership roles.

Where we are now

KPI: Gallup Q12 engagement
indexscoreoutof 5

Gender diversity
Yearly target: 40%

50%

Targetexceededby10%

Minority ethnic diversity
Yearly target:1personor12.5%

12.5%

2025 target:40%

37% )

Our 2023 people

performance

Download our
atfoodtravelexperts.com/sustainability

What we've achieved

What's next

We carried out our 2023 global
Colleague Engagement Survey
in partnership with Gallup, and
measure engagement using the
Gallup‘Ql2index'whichis a
scoreoutof 5. Weregisteredan
overall score of 3.98, equivalent
t079.6%.Previous years'results
were based on % of positive
responses, for which we scored
76.5%in 2022. While this is not
exactly comparable, it does
show a c.4% improvement.

Continue toimplement actions
inresponse to our 2023 global
Colleague Engagement Survey
and conductanew survey
in2024.

Since 2022, we have achieved
Board gender parity, exceeding
the Boarddiversity target set

by the FTSE Women Leaders
Review. We continue to meet the
Parker Review Board ethnicity
target with one director froman
ethnic minority background.

After consistently exceeding our
target of 33% women in senior
leadershiproles by 2025, we
increased our target to 40%.

Continue developingastrong
sense of belongingand
togetherness at SSP, with
particular focus on improving
therepresentation of gender
andunder-represented groups
insenior leadershiproles.
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troductio Our strategic approac

Planet People

What we've committed to

Commitment 8:

Protecting safety and wellbeing

Each year, ensure appropriate
activities to support
colleagues' physical, mental
and financial wellbeing, in line
with our global wellbeing

framework, are in place across

all our operating regions.

Commitment 9:

Respecting human rights

Each year, continue to
maintain 100% compliance
of senior managers (post
induction) to have received
modern slavery training.

By 2025, 100% of contracted
suppliers with higher human
rights risks to undergo our
human rights due diligence.

Commitment 10:

Supporting our communities

By 2025, all divisions globally
to have partnerships with
food poverty charities and
local charities.

Where we are now

Yearly target:100% markets withinitiatives

Yearly target:100%

100%

2025 target:100%

KPI:number of charity partnerships

Our 2023 people

performance

What we've achieved

What's next

In2023,97% of markets had
wellbeing programmes in place,
including 17 with comprehensive
activities coveringmental,
financial and physical wellbeing.
16 have at least one type of
wellbeing programme inplace.
One of our smaller marketsis
inthe process of developing
localinitiatives.

Work withmarkets to continue
improving colleague wellbeing
offering coveringmental,
financial and physical wellbeing.

Continue to strengthen safety
incident reporting against
standardised KPIs and accident
categories andreportthem
externally from 2024.

In 2023, we continued to
maintain 100% compliance for
this mandatory training.

Continue to drive compliance
for100% of senior managers
to complete modernslavery
training.

Ourrisk assessments identified
218 suppliers with inherent
humanrightsrisk based onthe
sector type and country of
operation.n 2023, we completed
due diligence reviews for 33%.

Continue due diligence reviews
for our remaining suppliers
identified as highrisk and
conductrisk assessments on
any new contracted suppliers.

In2023, we had 24 charity
partnerships across 14
countries, including 13
partnerships focusedon
alleviating food poverty.

Continue to expand our support
for food poverty charities
through additional long-term
partnerships, fundraising,
volunteering and financial
donations, andredistributing
surplus food from our units.
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Commitment 7:

Promoting diversity,
equity and inclusion

We are committed to promoting an
inclusive and engaging culture where
everyone can fulfil their potential.

e

o

Listening, engaging
and acting

Ensuring we have open engagement, where
we canlistenand learn from our colleagues
and act onthe insights they give us, is crucial
to the development of our culture and
peoplestrategy.

Our annual global Colleague Engagement
Survey is our biggest listening exercise of
the year, giving every colleague across the
business globally the chance to share their
opinions about what it's like working for
SSP and how we canimprove. For our 2023
survey, we partnered with expertsurvey
providers, Gallup, industry leaders in colleague
engagement. Over three-quarters of our
colleagues took part.

Gallup measures engagement using the
‘Q12index’whichis ascore out of 5and
consists of 12 questions designed to assess
various aspects of an employee’s workplace
experience, such as their level of job
satisfaction, the quality of relationships
with colleagues and managers, and their
sense of purpose at work.

Weregistered anoverall engagement

index score of 3.98. As aresult of the survey,

we identified areas for improvement and
developed action plans in collaboration with
our senior leadership teams. The survey
results were cascaded down toregional,
country, site and team-level, with listening
sessions held to encourage openand
honest discussions.

The wealth of insights gathered through
the Colleague Engagement Survey directly
influence the decisions we make to shape
SSP's future, by highlighting the issues that
matter most to colleagues and where we
need to focus our attention.

Following the 2023 survey, we identified
anumber of key areas for improvement
and developed detailed actions plans,

in collaboration with our Group Executive
Committee and senior leadership. Action
plans are created collaboratively, recorded
andtrackedinthe Gallup portal.

Aswellas our Colleague Engagement
Survey, we have awide range of other
engagement channels, including:

e Market and site visits by our Group
Executive Committee to meet local
colleagues.

e Groupandregional town hallmeetings
and listening sessions.

e Meetings withworks councils, trade
unions and the European Works Council

e Independently-managed Speak Up and
whistleblowing channels.

e Networks and communities, including
our GlobalInclusion Council.

Inaddition, we have a designated
Non-Executive Director for Workforce
Engagement (ENED), Judy Vezmar. She
directly engages with a diverse spectrum
of colleagues around the business and
provides feedback to the Board on this
engagement to inform their decision-
making. In 2023, Judy had six face-to-face
listening sessions with over 70 colleagues
across threeregions.

Read about Judy Vezmar’s ENED engagement
onpages 100-101 of our 2023 Annual Report

People

Promotingdiversity,
equityandinclusion

Our values

Our values play akey role in delivering our
purpose, vision and strategy. Developed
in consultation with our teams across the
world, they guide our culture, behaviours
and decisions, helping ensure we actin
thebestinterests of our stakeholders,
the environment and our business.

i We are one team:

f Working together and sharing

) our bestideas tofulfilour
global potential.

We are results focused:
] Delivering great food and
service for our customers
and outstanding results for

our colleagues, clients
andshareholders.

We all make a difference:
Respecting each other, acting
responsibly and sustainably
andbeingaccountable for the

contributions that we make.

We are bold:

Seizing opportunities,
innovating and quickly adapting
every day.

We celebrate success:

Recognising and valuing
everyone's achievements.
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Attract, belong
and develop together

We are proud to be adiverse global company,
with c.42,000 colleagues spanning many
backgrounds, ages, ethnicities and
orientations, with 51% beingwomen.

Ourmissionis clear: to create aninclusive
workplace that fosters a culture of
belonging, valuing the skills and uniqueness
brought by every colleague and that
reflects the communities we operatein,
and the customers, including clients and
stakeholders, that we serve.

Our Diversity, Equity, and Inclusion (DE&I)
framework guides our efforts in four key
areas: Attract, Belong, Develop, Together.

Our commitment starts at the top. We are
committed to maintaining at least 40%
gender diversity onthe Boardand at least
one member from an ethnic minority
background. Already achieving Board
gender parity, we also exceed the Board
diversity target set by the FTSE Women
Leaders Review. We continue to meet

the Parker Review Board ethnicity target
with one director froman ethnic

minority background.

Atthe end of 2023,37% of our Group
Executive Committee and their direct
reports were women, exceeding our original
target foratleast 33% by 2025. To build on
this progress, the Board formally amended
its Board Diversity Policy in 2023 to include
anew objective to achieve 40% womenin
senior leadership by 2025.

ategicapproac roduc Plang

People

Our Global Inclusion Council, nowinits
second year, guides our Group Executive
Committeeindelivering our DE&I framework.
Chaired by Sukh Tiwana, our Chief
Procurement Officer, it comprises 19 global
representatives who bring invaluable
experiences and perspectives.

e Download our DE&I Policy and Board Diversity
Policy from our website

Empowering our people

In 2023, we held DE&I leadership
development workshops with c.150 senior
leaders globally, including the Board and
Group Executive Committee. These
sessions covered topics like inclusive
leadership, unconscious bias and cultural
advocacy. Following the workshops, each
market and region developed DE&I action
plans with progress against these reported
to Group People function and the Group
Executive Committee.

We alsorolled out a DE&I e-learningmodule,
availablein17 languages, to all colleagues
globally. It explains DE&l in an engaging way,
highlightinghow we canall play arolein
creatinganinclusive culture and what steps
SSPis taking.

Our colleague-led networks across our
business provide asafe space tolearn, share
experiences andraise DE&l awareness.
Examples include our UK Women's Network,
Menopause Network, Womenin Tech
Network and LGBTQIA+Networks.

New networks launched in 2023 include
aGlobal Women's Leaders Network,
aMulticultural Network called iVIBE in the
UK and an LGBTQIA+Network in Denmark.
Eachnetwork has al2-month roadmap and
has a dedicated Chair/Co-Chair and
executive sponsor to ensure the work is
aligned towider business priorities.

We also continue to work to raise awareness
of diversity issues through campaigns and
events, such as for International Women's
Day and Pride celebrations.

Since 2022, we have been members of
WIHTL (Welcome to allin Hospitality,
TravelandLeisure), a collaborative,
multi-stakeholder group devotedto
increasing diversity and inclusion across
our sector.

Sofar, four colleagues have joined WiHTL's
cross-industry programme and sit on four
committees: HR Leaders Group, Data &
Insights Committee, Race & Ethnicity
Committee and Employee Network Groups
Committee. In addition, in 2023, Kari
Daniels, CEO for SSP UK &reland, was
appointed to the WiHTL Advisory Board,
where she willhelp shape the DE&I agenda
across our sector.

37%

of senior leadership roles
held by women

Promoting diversity,
equityandinclusion

Viewpoint from Patty Wong,
Head of People, SSP Asia Pacific

Our APACregion includes Australia, Hong Kong,
China, Malaysia, Philippines, Singapore and Thailand.
With such adiverse region in terms of geography,
language and cultures, it's crucial we create
opportunities for real connection.

Inan exciting first, this year we launchedFly. Learn.
Grow', a development programme that encourages
short-term secondments to different APAC markets.
The fully-funded initiative stemmed from our listening
groups following the 2022 Global Colleague Survey,
where we heard colleagues'interest in spending time
together and learning from other markets.

What's great is that it has proven to be mutually
beneficialto both the host market and our colleagues.
It helps colleagues explore and understand new
markets and build cross-cultural confidence, while
fostering stronger connections, facilitating better
collaborationand sharing.

Similarly, connecting digitally is absolutely critical
forus. Our monthly virtual Town Hall meetings brings
together over 200 colleagues from around APAC.
This year, we launched a Cultural Sharing sessionin
our Town Halls, where our local teams create
light-hearted short films showcasing their culture,
festivities, cuisines and languages. It has been ahit!

Looking forward to 2024, our team is excited to build
onthe momentum created this year and to ensuring
our diversity remains one of our greatest strengths.


https://www.foodtravelexperts.com/who-we-are/policies-and-statements/
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Protectingsafety
andwellbeing

Commitment 8:

Protecting safety
and wellbeing

We are committed to protecting the
safety of our colleagues, customersand

clients, and promoting colleague wellbeing.

Safeguarding our
colleagues and customers

Safety is of paramount importance at SSP.
Itis imperative that our food is safe to eat
and the safety of our colleagues, customers
and the publicis protected. Collaborating
closely with our colleagues, clients, brand
andjoint venture partners and suppliers, we
are dedicated to fostering a positive safety
culture atalllevels of our business.

People, food and fire safety is managed by
our operatingmarkets in adherence to local
regulationandindustry best practices.
Inthe past two years, however, we've
significantly invested in enhancing our
Group's oversight and capabilities to
standardise safety procedures throughout
our global organisation. Our Group safety
teamalsoacts as acentralhub for
coordination, reporting and enablement.

We implemented astrengthened Group
Safety Policy and Global Safety Governance
and Management Framework. The
Framework defines clear accountability and
responsibilities at all levels - from local
markets up to Group - with downward
supportand upward visibility. In addition,
our CARE principles guide our approach,

as shownbelow.

C

C- A,

CLARITY

REPORT ANOREVIEATO
LEARN AND TAKE ACTION

Our Group Safety Committee meets
quarterly andis responsible for overseeing
our Group Safety Policy and Framework.

Now inits second year, the Group Safety
Forum, comprising over 50 colleagues
working in safety across the business,
convenes bi-monthly. [t serves as aplatform
toshare best practices, drive action, and
ensure effective policy and standard
implementation across people, food and
firesafety.

We continued to embed further safety
incident reporting practices this year after
rolling out anew reporting app with
standardised key performance indicators
(KPls)and accident categories in 2022.

The Board and Group Executive Committee
receive monthlyreports of all safety incidents
and we are committed toreporting these
KPIs externally from 2024.

In 2023, we introduced a serious incident
escalation procedure, inadditiontoany
local requirements, mandating the reporting
of SSP-defined serious incidents withina
48-hour window to the Group safety team. An
incident assessment and recommendations
foractionmay be escalated to our Group
Executive Committee and shared
throughout the organisation to prevent
similar incidents inthe future. This
structured escalation approach cultivates
aculture of continuous improvement and
heightened safety awareness across all
business levels.
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Allmarkets arerequired to submita
detailed self-assessment against SSP
safety standards to the Group safety team
onanannualbasis.

Our units also undergo various audits.
These couldinclude local authorities,
accreditation schemes, internal and
external audit teams, including those
conductedby our brand partners.

For example, in 2023, our UK Rail Gourmet
centralfood production site was audited
against the SALSA (Safe and Local
Supplier Approval) scheme and achieved
full certification.

In2023, our Group safety team carried out
site visits to 12 markets and conducted an
in-person safety trainingworkshops in
Malaysiawithallthe APACregional and
country safety leads. We also delivered
regular communications and campaigns,
including for World Health and Safety Day,
andhave developed anew safety induction
trainingmodule to berolled out across the
Groupinseverallanguages throughout 2024.

Inaddition, we launched an online safety
community that now has over 175 members,
sharing news and highlighting best practice
with colleagues around the world. And we
proudly recognise ‘safety heroes'for their
role in promoting a positive health and
safety culture among their teams.

People

Applying high standards of food safety
While food safety standards and practices
may vary across our markets due to local
legislation, our global compliance framework
ensures uniformity across the Group. This s
aligned with the internationally recognised
Hazard Analysis and Critical Control

Point (HACCP) management system for
foodsafety.

We remain committed to maintaining the
highest food safety standards to protect
our customers, implementing best practices,
controls and training throughout our business.
This encompasses food temperature
monitoring, rigorous cleanliness and
sanitation practices, as well as adherence
tolocalallergenandnutritional standards
asroutine procedures.

For example, inthe USA, every shift in our
restaurants musthave a Certified Food
Protection Manager, and our central
productionkitchens and each airportare
staffed with colleagues who are certified
against the Food and Drug Administration’s
(FDA)-recognised curriculum to become a
Preventive Controls Qualified Individual
(PCQI) Training in Human Food. One of our
colleagues, whois alead instructor to the
curriculum, conducts PCQl trainings and has
trained 42 leadership colleagues.

In our EEME region, best practice food
safety trainingis delivered via concise
videos illustratingrecipe and safety
instructions for every food product served
inour restaurants. Rapid Protein Residue
Tests are used extensively to instantly
verify cleaning standards in our units.

Furthermore, our updated Supplier Code of
Conduct clearly outlines our expectations
for product quality and food safety from
our suppliers.

Protectingsafety
andwellbeing

Viewpoint from Paul Coburn,
Global Safety Director

As aglobal organisation that prides itself onbeing
the leading food and beverage providerintravel
locations worldwide, our commitment to stringent
people, food and fire safety measures is fundamental
to our operations.

lam soimpressed by the great progress our global
senior leadership teams continue to make in our
commitment to safety, and by the valuable work that
our safety teams and colleagues around the world
doevery day.

In 2023, we launched our slogan, 'l Care, You Care,
We Care’, emphasising that everyoneis responsible
for,andhas arole to play in, ensuring all aspects of
safety across our business.

We have taken a people-centric approach, focusing
on communications, campaigns and events that
encourage collaboration, sharing and showcasing
best practices between our teams.

At SSP, we are all committed to providing safe food
and asafe environment for our colleagues, customers,
and our clients. We know this is essential to our
purpose tobe the best part of the journey.



46  SSP Group plcSustainability Report 2023

Promoting
wellbeing at work

Our global wellbeing framework takes
aholisticapproachto supporting our
colleagues physical, mental and financial
wellbeing, recognising how these issues are
connected and inter-related. We want our

colleagues to feel comfortable talkingabout

their wellbeingand tobe able to access
supportwhenthey needit.

Our employee assistance programmes
provide our colleagues withaccesstoa
range of wellbeing support services and
resources. These include counselling
services and mental health support, fitness
and cycle-to-work schemes, and access to
discounts and financial planning services.

In2023,97% of our markets had colleague
wellbeing programmes in place, tailored to

localneeds and circumstances. For example,

in Thailand, our team hosted a colleague
wellbeing session with massage therapists
fromthe Sam Phran Vocational Training
Center for Blind Women.

Intotal 17 markets had comprehensive
activities covering mental, financial and

physical wellbeing, while 16 have at least one

type of wellbeing programme in place. One
of our smaller markets is in the process of
developing localinitiatives.

People

These local programmes are supported
by global campaigns and toolkits to drive
common awareness and understanding
across the Group.

Forthe secondyear, weranaglobal
campaign for Mental Health Awareness
MonthinMay 2023. This year, our focus
was on building resilience together, where
we provided a suite of tools and resources
designedto help our colleagues navigate,
andrebound from, challenges effectively.

Examplesincluded visualisationand

mindfulness techniques and the importance
of prioritising quality sleep, regular exercise

andanutritionally balanced diet. The
campaignalso provided an opportunity to
shine alight on the importance of mental
health, break down the stigma surrounding

mentalillness, and work together to fostera
supportive and understanding environment.

InNovember eachyear, we support
‘Movember'-aglobal charity campaign
whichraises awareness and understanding
of men's mental health, prostate and
testicular cancer.

Our colleague-led networks also play an
importantrole insupporting wellbeing and
resilience, such as our Menopause Network
inthe UK.

Protectingsafety
andwellbeing

Supporting our colleagues

through hard times ‘
Q9

We recognise the impact the high inflation and
subsequent cost of living crises in many countries is
having on our colleagues. We have taken numerous
actions to support them during this time, with a mix
of global, regional and local initiatives.

Inthe UK, for instance, we have generous staff
discounts of 50% for both our ownbrands and
franchise brands and 25% for retail own brands.

In 2023, we extended UK colleagues’access to
offers and other discount schemes through our new
Salary Extras app, including discounts for major
supermarkets and childcare vouchers.

Through our long-term partnership with the Retail
Trust, our colleagues can access confidential support
for financial wellness, budgeting, debt and legal
guidance. Following aninternal awareness campaign,

in the first sixmonths of 2023, over 600 colleagues
engaged with the service.

In 2023, we partnered with Salary Finance in the UK
and the USA. This is an organisation that provides
financial tips, affordable loans and savings options.
It gives colleagues access to salary-linked savings
accounts and personal loans for more financial
flexibility when dealing with debt or managing
unexpected expenses.
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Commitment 9:

Respecting
human rights

We are committed to respecting the
human rights of people across our
business operations and supply chains.

Our human rights
commitments

We believe that fundamental humanrights
should berespected, as set out inthe
International Bill of Human Rights, the
International Labor Organization's
Declaration on Fundamental Principles and
Rights at Work and the United Nation's
Guiding Principles on Business and
HumanRights.

In 2023, we updated our policy commitments
with a strengthened Human Rights Policy
and Supplier Code of Conduct. These set out
our global standards, commitments and
expectations for all our business operations,
colleagues and suppliers to adhere toand
work towards.

Our commitments cover, but are not limited
to, the prohibition of modernslavery, forced
labour, child labour and discrimination, as
wellas respect for freedom of association,
providing a safe and healthy working
environment and ensuring all workers are
treated with dignity andrespect.

We are committed to having appropriate
controls for managing, mitigatingand
remedying humanrights risks and impacts
inour business operations and supply
chains. We strive to comply with the Ethical
Trading Initiative Base Code, whichis
foundedonILO conventions andis an
internationally recognised code of labour
practice that we have adoptedas our
international standard.

Download our policies and Modern Slavery
Statement from our website

We conductrisk assessments to help us
identify the nature and extent of exposure
tohumanrights risks in our business and
supply chains. These are informed by arange
of sources including:

e The GlobalSlavery Indexto help
usunderstandinherent country and
sector risks2°.

e Analysis of employee data, including the
number of colleagues in front-line team
memberroles.

e Analysis of reports received through our
Speak Up channels.

e Supplier self-assessments and audit
reports.

e Supply chainrisk assessments conducted
by our country purchasing teams.

e Externalhumanrightsreportsandinsights,
including the Global Estimates of Modern
Slaveryreport produced eachyear by the
ILO, Walk Free and the International
Organization for Migration.

Each Group company has ultimate
responsibility for responding to our risk
assessments in their appropriate jurisdiction.

100%

of our senior managers have completed
modern slavery training

People

Respectinghumanrights

We have guidance to supportour local
management teams in putting in place the
appropriate level of controls. For example,
guidance onhow to implement aprocedure
for checking for colleagues with duplicate
accounts or how to conduct interviews with
colleagues whomay be at risk, such as
migrant workers.

Allsenior managers globally are required
to complete mandatory modernslavery
training as part of their induction. In 2023,
we maintained 100% compliance with this
requirement.

Inaddition, our Colleague Code of Conduct
includes examples of warning signs to watch
outforamongour own colleagues, temporary
or agency workers or workers in our supply
chain. Italsoincludes details of how toraise
concernsregarding any potential human
rights breaches through our confidential
Speak Up channels.
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Addressing human
rights in our supply chain

Having updated our Supplier Code of
Conductin 2023, we provided training for
our purchasing teams on how to engage
suppliers andincorporate the Code into
contractual arrangements. We also
implemented arevised humanrights due
diligence process for suppliers, as detailed
inthe graphic opposite.

We use the Supplier Ethical Data Exchange
(SEDEX) as the primary means for
conducting humanrights due diligence.
SEDEX s aplatform for storing, analysing,
sharing and reporting on ethical supply
chain practices. We expect our suppliers
tobecome members of SEDEX and then,
through the platform, we conduct risk
assessments, self-assessment
questionnaires and on-site audits.

In 2023, we identified 218 contracted
suppliers with high humanrights risks,

for which we completed the due diligence
reviews for 33%. Of these, no major
non-conformance issues were identified,
such as those relating to modernslavery or
child labour. However, some suppliers had
issues identified that were classified as
moderate or minor non-conformances,
primarily relating to maintenance and safety
equipment missing from designated areas.
Forallissues identified, we reviewed the
suppliers'corrective actions to ensure they
were addressedinthe agreed timescale.

In 2024, we will continue reviewingall
high-risk suppliers, with the aim to ensure
100% arereviewed withinathree-year cycle.

Our approach to seurcing sustainably
isonpages 20-21

Planet

People

Our human rights due diligence process

Supplier

Code of Conduct

The minimum

standards we expect
allour contracted

suppliers toadhere to
and work towards

Low risk

Highrisk

Assess supplier's
inherenthumanrights

risk based onsector
typeand country
of operation

No furtheraction

Supplier required
tocomplete
self-assessment
questionnaire (SAQ)

Reassess
in12 months

Reassess in 12 months

Good

Review SAQ
results toassess level
of ‘Management
Competency’

No furtheraction.
Supplierrequiredto
update SAQin
12months for
SSPreview

Engage supplier to
complete acorrective
actionplan,
with warning of
consequences

If the supplier shows
persistentinaction/
no improvement -
terminate
therelationship

Respectinghumanrights

No further action.
Supplier required to
update SAQin
12 months for
SSPreview

Full on-site audit
required (new or from
the last12 months)

Fully completed

Partially completed

Not completed

Review audit report
andensure timebound
corrective actionplans

areinplaceforany

non-compliances
identified

Assessif corrective
actionplans have been

completedinagreed
timeline
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Commitment 10:

Supporting our
communities

We are committed to supporting our
diverse, local communities through
charitable partnerships to alleviate food
poverty and other causes.

People

Alleviating food poverty

Access to adequate food is a challenge for
many people across the world. Andrising
food prices, economic and supply chain
pressures, andimpacts of climate change
oncrop yields are exacerbating agrowing
hunger crisis in many communities where
we operate.

We support our colleagues witharange of
affordable food offers in our operating
markets. These include discounts of up to
50% on own brand food and drink, free
meals on shifts of six hours or more and
access to discounted surplus food through
our food discounting partners.

We are also committed to supporting
organisations that work to alleviate food
poverty.Across our global business,

we support13food poverty causesin

10 markets. We do this through a mix of
long-term partnerships, fundraising,
volunteering, financial donations and
redistributing surplus food from our units.

Inthe USA and Canada, we continued our
long-term support of the Meals on Wheels
network and Food Banks Canada. This
includes in-restaurant fundraising
promotions and arange of employee
engagement and fundraising activities to
help provide nutritious meals to older adults
and peopleinhunger.

¢.£225,000

raised by the SSP Foundation for food
poverty charities in the UK in 2023

Inthe UK, the SSP Foundation, held a charity
galaandauctionin 2023, raising over
£225,000to fund projects runby FareShare,
the UK's largest charity fighting hunger,

and Trussell Trust, the UK's largest network
of food banks.

Following asizeable grant to FareShare in
2022 tofundanew lorry, thishas sofar
helped collect and distribute more than
11T million meals.

Inaddition, the Foundation's 2022 grant to
the Trussell Trust has supported its Hardship
national helpline deliveredin conjunction
with Citizens Advice. This has helped deliver
c.1,700 hours of advisor time and c.400 food
vouchers, as well as providing c.800 people
withfood.

Supportingour
communities

InFrance, we support Action contre la Faim
(Action Against Hunger). In 2023, our
colleagues participatedinasports day
raising over €6,850 (£5,985) for their partner.

In Spain, we partnered with Zero Impact to
implement a pilot point-of-sale-based micro
donations at one of our units in Barcelona.
This raised money for five projects aimed
athelping Spanish farmers implement
sustainable agriculture practices torestore
nature and support food security.

Inthe United Arab Emirates (UAE) and
Bahrain during the month of Ramadan,
we once again supported low income
communities, distributing c.2,400 and
c.300iftar mealsrespectively with our
clients, AbuDhabi Airport and One Heart
Foundation in Bahrain.

See how we're reducing food waste on pages
36-37
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Supporting
community causes

Aswell as food poverty charities, we also
support other local causes important to our

clients and colleagues. In 2023, this included

support for 11 organisations, across
9markets.

Inthe Nordics, we support the SOS
Children's Villages network, an organisation
that supports children currently separated
or atrisk of being separated from their
families. InNorway, we also continued our
annual support for airline staff at Widerge
for'The Dream Flight', organised in
collaboration with the Children's Cancer
Association. SSP Norway provided all the
food and drink for the flight, including
transportationand delivery.

Our UK business has supported Macmillan
Cancer Support, the UK's leading cancer

care charity, since 2018.Inthat time, we have

proudly donated over £1.1 million to support
their mission. This includes over £30,000
raised in 2023 through an SSP-led ‘Round
the World' challenge where our colleagues
walked, swam, cycledandranover 42,000
miles in support of Macmillan.

c.30,000

households in villages across India
supported with food donations

Plang People

InHong Kong we support Green Power,
anorganisationfocused on ecological
conservationand environmental education
programmes.

In Thailand, we support the Camillian Home
for Children Living with Disabilities through
in-kind donations of staple items and
during a visit to the home, hosted alunch
for 30 children.

Inthe Philippines, we participated in coastal
cleanups to tackle litter, remove debris and
revitalise coastlines in 2023. And we
supported childrenwith various disabilities
by donating rehabilitation equipment and
educational materials to Stimulation and
Therapeutic Activity Centre.

InSingapore, we supported the Womenin
Travel Retail Charity event held by Changi
Airport Group. Our chefs cooked and
serveddishes andthe eventraised funds
for the Koma Karanth Foundation, which
supports underprivileged communities in
the Philippines.

Supporting our
communities

Supporting food and
nutrition for all in India

Supporting local communities is deeply embeddedinto the
culture of ourjoint venture business, Travel Food Services (TFS)
inIndia. Through its charitable foundation, TFS works to deliver
high-impact projects that are sustainable and scalable, under the
vision of ‘food and nutrition for all'

TFS collaborates with NGOs, tribal communities and government
authorities to address malnutrition through education and
sustainable solutions. Through its‘One Thousand Days'initiative,
the Foundation continuedits support of over 30,000 households
in villages across India with food donations focused on fighting
malnutrition in children and families in 2023.

The Foundation also established a partnership with Save the
Children, India to help strengthen nutrition in the urban slums
of NWard in Mumbai, and collaborated with the Indian Institute
of Technology Mumbai to train more than 300 health care
professionals oninfant health and nutrition monitoring.

Since 2022, the Foundation has been supporting a three-year
‘Healthy Village’ programme with the B.A.|.F. Institute for
Sustainable Livelihood & Development. The project supports over
1,000 households in three remote tribal villages in Maharashtra,
helping to enhance nutrition by establishing kitchen gardens and
training on how to create nutritious recipes. TFS chefs worked with
the Foundation for Mother and Child Health to educate community
workers on how to transform locally-sourced ingredients into
healthy and nutritious recipes. Women in the Kurla slums were
trained onthe new recipes as part of an event that celebrated
ingredient knowledge, local food and culinary creativity.

The Foundation also has a long-standing partnership with the
RobinHood Army, a volunteer-based NGO that works to get surplus
food from restaurants to those that needit. On World Hunger Day
2023, TFS established‘Squad Teams' of volunteers to organise a
fooddrive for their local communities called‘Each One Serves
One' Andto celebrate Independence Day 2023 and International
Year of Millet, the Foundation ran a Millet Donation Drive. They
donated over 58,000 kg of millet, rice and lentils - around 475,000
meals - across multiple villages in rural India.
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A message from our
Board Chair

o

| must commend the unwavering support across our Group
Executive and leadership teams. They have played a pivotal
role indriving accountability and embedding sustainability into
SSP's everyday decisions and ways of working across our
global organisation.,

Mike Clasper
Chair of SSP Group plc

Sustainability continued tobe a central
topiconthe Board's agendain 2023 and I'm
encouraged by the promising momentum
we're seeing against the Group strategy
andtargets.

This year we, as aBoard, received three
updates onour sustainability programme
and performance, including deep-dives with
our Corporate Affairs Director and Group
Head of Sustainability on humanrights, net
zero and emerging risks and opportunities.

We are particularly engaged in the extensive
work undertaken onnet zero, particularly on
addressing the challenge of reducing Scope
3 emissions head-on by developing
programmes to decarbonise our menus.

I must commend the unwavering support
across our Group Executive and leadership
teams. They have played a pivotalrolein
driving accountability and embedding
sustainability into SSP's everyday decisions
andways of working across our global
organisation. This has been clear across
awealthof business updates we've seenas
aBoard - notjust those focused specifically
onsustainability.

One of the cornerstones of our continuing
success is our ability tounderstand the
needs and interests of our stakeholders.
Over the last year, substantial strides have
beenundertaken to further expand our well
established programme of stakeholder
engagement, helping us better learn from
andrespondto the diverse voices that
shape ourjourney.

Governance

Upholdinghigh standards

As aBoard, we have beenable tointeract
directly with arange of stakeholders,
including clients, brand andjoint venture
partners, colleagues in our units and local
leadership teams. It was also a particular
highlight for me to join the inaugural SSP
Investor ESG Briefingin Apriland see the
level of engagement and interest of our
investorsin this crucial area.

Understanding these stakeholder
expectations was also crucial ininforming
apolicy review in 2023 to ensure they align
with evolving stakeholder expectations. We
proudly achieved gender parity on our Board
last year and, by the end of 2023,37% of
our Group Executive Committee and their
directreports were women. To build on this
progress, we amended the Board Diversity
Policy toinclude anew objective to achieve
40% women in senior leadership by 2025.

[ firmly believe that our diverse range of
backgrounds and perspectives, and strong
programme of stakeholder engagement,
enriches our debates and, ultimately, leads
tobetter business decisions.

As |reflect on the achievements of the past
year, | amlooking forward to the opportunities
and challenges that await us in 2024.

il G-

Mike Clasper
Chair of SSP Group plc
December 2023
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Sustainability
governance and
management

Our Sustainability Strategy is
underpinned by a clearly defined
governance and management
structure, to help ensure accountability
from the Board right down to our
operating markets.

Ensuring
accountability

To achieve our ambitious Sustainability
Strategy across our 37 markets, we have
built clear responsibilities and accountability
across our business.

Our governance and management structure,
as detailed in the graphic on the next page,
identifies clear roles andresponsibilities
fromthe Board and its committees, through
toour Group Executives, leadership teams
andregional management.

The Board oversees our Group Sustainability
Strategy, including our climate-relatedrisks
and opportunities, reviewing the strategy,
targets and performance at least twice
ayear.In 2023, this included three
sustainability reviews covering strategic
progress and performance against targets,
netzero, humanrights and modernslavery,
and adetailed policy review and update.

Our Group CEO isresponsible for delivery
of our Sustainability Strategy, with our
Corporate Affairs Director and Group Head
of Sustainability responsible for leading and
coordinating the management and delivery
of the strategy.

Now inits secondyear, our Group
Sustainability Steering Committee meets
monthly and comprises members of
leadership teams with responsibility for
specifictargets and focus areas, including
colleagues fromour Procurement,
Commercial, People, Digital, Legal and
Finance functions.

In 2023, we established a Climate Risk
Steering Committee, chaired by the Group
Head of Financial Reporting and Controls.
The committee is responsible for monitoring
alignment with the recommendations of the
Task Force on Climate-related Financial
Disclosures (TCFD), considering the impact
of climate-relatedrisks and opportunities
and assessing broader sustainability-linked
regulation which may impact our business.
This Committee comprises senior
leadership from our Risk, Finance, Legal,
Sustainability and Procurement functions.

We also have dedicated sustainability leads
and working groups for each of our four
operatingregions, who meet with the Group
sustainability team at least twice ayear to
review performance and progress against
targets. Performance data against our
targets and key metrics, including for those
GHG emissions, is also collected fromall our
markets twice ayear.

Our TCFD reporting is on pages 50-56 of our
2023 Annual Report

Governance

Sustainability governance
andmanagement
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Our governance and

Governance

Sustainability governance
andmanagement

management structure

Roles and responsibilities

Board of Directors
Responsible for setting our
Sustainability Strategy and
targets, monitoring and
challenging our approach and
performance, and considering
theimpacts of sustainability,
ESGandclimaterisk.

Shared ownership and
responsibility for the
implementationand delivery
of the Sustainability Strategy
andtargets, withkey leaders
accountable for delivery in
their relevant functions or
operatingregions.

Central management
Responsible for developing
functional programmes,
issue-specific strategies
and overseeing, supporting
and coordinating the
delivery of the Sustainability
Strategy and targetsacross
thebusiness.

Regional management
Responsible for overall
delivery of the Sustainability
Strategy and targets against
agreedaction plans atregional
and country level.

Nomination Committee

Risk Committee
¢ Reviewsandadvisesontherisk ~ Committee

* Ensuresoperationofarobust

Board of Directors
Sets andreviews the Sustainability Strategy and targets, monitors and challenges our approach and performance, and considers the impact of sustainability, ESG and climate risk.

Board Committees
Tomaximise its effectiveness and ensure sufficient time and attention can be devoted to allkey matters, the Board delegates certain responsibilities to three main Committees,
each comprised of independent directors. The Committee reports back to the Board at each meeting on their discussions, decisions and recommendations.

Remuneration Committee

* Setsthe Executive remuneration policy.

* Ensures the policy aligns with strategy and culture.
* Reviewsworkforce remuneration policies.

Audit Committee

Reviews the Board's structure, size and composition. » Monitors the integrity of financial reporting.
Leads the searchand selection process fornewdirectors ¢ Reviews and advises oninternal controls andrisk
and succession planning. management systems.

Monitors diversity and inclusion. » Oversees external and internal audit function.
Evaluates the effectiveness of the Board

Operational Committee

Sustainability Steering Climate Risk Steering Committee  Global Inclusion Council Group Safety Committee

* OverseesalignmentwithTCFD  + Overseesdeliveryof the Group's ¢ Oversees delivery of the Group's

* Overseesdeliveryofthe recommendations. DE&l policy and framework. Safety policy and framework.
Group Sustainability Strategy  Considers theimpactof climate-

andtargets. relatedrisks and opportunities.

and control environment.

and effective risk management
andassurance framework.

* Considers climate and other

sustainability related risks.

Group Head of Sustainability and central team
Responsible for leading and coordinating the management and delivery of the Sustainability Strategy and targets across the global business.

Regional and country sustainability leads and working groups

Responsible for delivery of the Sustainability Strategy and targets against agreed action plans at regional and country level.
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Building our
sustainability expertise

We need aworkforce with the knowledge,
skills and passion to help us drive forward
our Sustainability Strategy and deliver on
our targets. Sowe are strengthening our
sustainability expertise across the business.

Ledby our Group Head of Sustainability,
our sustainability team helps develop,
define and deliver our strategy globally.

In 2023, we continued to expand and
better resource the team with additional
key hires with expertise in sustainable food
systems, sustainable finance, data analysis
andreporting.

The Group teamworks closely with
sustainability leads in central functions
and our operating regions and markets to
support the development of actionplans,
programmes and initiatives.

120+

members of our global sustainability
online community

Governance

And, in 2023, we appointed two leadership
sustainability roles for our UK &lIreland and
APAC and EEME regions to coordinate the
strategy across these diverse geographies.

This approachhelps to ensure theright
balance of specialist sustainability
knowledge, alongside clear responsibilities
in day-to-day business operations, to
further embed sustainability into our ways
of working and everyday decision-making.

Viewpoint from Verity Lawson,
Group Head of Sustainability

4

It's been amazing to see the
journeys our sustainability
leads have been on over the
last two years in developing
their sustainability skills
and capabilities.

As the Group sustainability team, we act as
acentre of expertise, providing strategic
directionand technical support for our
network of sustainability leads across our
global business.

Sustainability governance
andmanagement

Ourregional and market sustainability leads are
primarily purchasing or commercial directors.

This means they have the seniority and operational
knowledge to help ensure our sustainability initiatives
are effectively embedded into business processes.

It's been amazing to see the journeys our sustainability
leads have beenonover the last two years in developing
their sustainability skills and capabilities. A lot of the
topics we are dealing with can seem overwhelming at
first, but through a combination of regular dialogue
and engagement, eLearning and training programmes,
our online sustainability learning hub and global
sustainability community, we can see their confidence
growing every day.

Forme, the best part s seeinghow empowered so
many of our teams now are in developing innovative
projects that progress our strategy and deliver for
their ownunique local circumstances.
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Engaging and upskilling
our global team

We are focused on providing colleagues
across the global business with the right
training, knowledge and resources to deliver
our Sustainability Strategy. In 2023, we
accelerated our sustainability learning
programme with new in-personand online
training, guidance materials, educational
resources and ongoing engagement

and support.

Anew sustainability training video was
developed for allnew colleague induction
sessions. By year end, thishad beenrolled
outacross all our markets, including
translations into 19 languages.

We also launched an online sustainability
learning hub whichis regularly updated with
new guidance and resources. This includes a
monthly food and beverage inspiration series
onkey topics such as creating healthier
recipes and menus, utilising seasonal
ingredients and ways toreduce food waste
through smartrecipe design. This is
complemented by our global sustainability
community on our Microsoft Viva Engage
platform, where colleagues can connect and
shareideas, best practices or ask questions.
By the end of 2023, the community had
more than120 members globally.

In 2023, we became business members of
Future Food Movement (FFM), a global
business network to connectand support
the food and drink industry to work towards
aclimate-smart future. A core group of 67
sustainability leads and colleagues from our
markets and functional teams have access
to FFM's extensive learning programme.

We are focused onincreasing climate
literacy and sustainability understanding
among key decision-makers. This year, c.135
of our senior leaders across the global
business completed FFM's two net-zero
e-learningmodules. They also attended two
dedicated sustainability sessions at our
Global Leaders Conference. In addition, all
purchasingdirectors worldwide participated
inasustainability workshop at our Purchasing
Leaders Conference onhow to embed
sustainability into key sourcing processes.

We hosted four live online training sessions
forover 50 colleagues on sustainability and
greenhouse gas (GHG) reporting processes
in 2023, followed by twice-weekly ‘drop-in’
sessions during reporting periods. And we
hosted adedicated sessionat SSP's'Learning
at Work Week'on our net-zero strategy and
work to develop climate-smart menus.

We also continued our human rights training
programme, with over 500 senior leadership
colleagues globally who have completed our
humanrights modernslavery elearning.

Learnabout Future Food Movement at
futurefoodmovement.com

c.135

senior leaders completed FFM's two
net-zero e-learning modules in 2023

Governance

Sustainability governance

andmanagement

Gamified sustainability
training in Norway

Our business in Norway has been amember of the UN Global Compact (UNGC)

since 2021. The membership offers a unique opportunity for companies to nominate
colleagues to participate in accelerator programmes to upskill, collaborate and drive
business innovation aligned with the Sustainable Development Goals (SDGs).

In 2023, two of our colleagues in Norway, Aleksander Knutsen and Diana Larsen,

from Business Development and Operations functions participated in the UN Global
Compact’s SDG Innovation Accelerator for Young Professionals. Over nine months,
the pair explored and tested ideas to create positive impact across SSP. As part of
this, they participated in the UNGC's Sustainability Solutions Showcase for Young
Professionals and were awarded first place for their winning idea to develop a gamified
sustainability training app.

Their goal for the app is to offer training on our global Sustainability Strategy ina funand
engaging way, offering practical examples and ideas for local colleagues to implement.
The panel of industry judges recognised the app for its innovation, scalability and ease
of implementation and for its role in building awareness and training employees to
accelerate SSP's sustainability work in Norway and beyond.

Aleksander and Diana explain:“The UNGC Accelerator has been an eye-opening
experience and instrumental in further embedding sustainability into our business at
SSP Norway. It provided us with tools and ideas to help accelerate progress towards
achieving our sustainability goals. By spreading awareness and knowledge through
the training, we believe we can encourage greater idea sharing that willhelp to drive
positive change.”

The training app rollout commenced in November 2023. Following positive feedback,
we plan to expand the app to more SSP markets in 2024.

- LEARN IN AN ENGAGING
AND FUN WAY



https://futurefoodmovement.com/
https://futurefoodmovement.com/

57 SSP Group plc Sustainability Report 2023

Understanding what
matters most to our
stakeholders

Listening to our stakeholders helps us
better understand their views and
concerns and enables us to respond to
them appropriately. It gives us valuable
inputs into, and feedback on, our strategic
approach, and helps ensure we take
stakeholder views into account in our
decision-making.

We aim to maintain proactive, openand
two-way dialogue with stakeholders to
listen, understand and respond to their
views and concerns. This enables us to meet
their evolving expectations and creates
shared value for both our business and our
stakeholders.

We engage with awide range of our
stakeholders at local, regional and global
levels. Our Board also has a continuing
programme of direct engagement with key
stakeholders, including market visits to our
international operations and activities
carried out by our designated Non-

In 2023, the Board undertook a detailed
review of our stakeholders and the
effectiveness of our engagement
mechanisms. The review noted that we have
awell-established programme of stakeholder
engagement, and we are making good
progress onbetter understanding the views
of our stakeholders and incorporating those
views into our decision-making.

Aswellas discussions at Board level, the
Group Executive Committee regularly
discuss and consider stakeholder views, and
mechanisms are in place for identifying and
addressingkey issues.

Governance

Understandingwhat
mattersmosttoour
stakeholders

In 2023, key engagement activities included:

e Anenhanced programme of Board
engagement and market visits, and our
ENED holding six face-to-face listening
sessions with over 70 colleagues across
threeregions.

o Completion of our largest-ever Food
Travellnsights Survey, covering 18,000+
customers, across 25 markets, collecting
around three million data points.

e Two major investor events: our first-ever
ESGInvestor Briefingin April 2023 and
the Capital Markets EventinNew York in
June 2023.

Executive Director for Workforce
Engagement (ENED), Judy Vezmar.

Our key stakeholders
As aglobal business with operations in 37 countries, we have a wide and diverse group of stakeholders, on whomwe rely for our success.
We define our stakeholders as those whomwe affect and those who affect us and have categorised theminto nine key stakeholder groups.

Our stakeholder engagement process and
actions takeninresponse to their feedback
isoutlined on pages 40-49 of our 2023
AnnualReport

Stakeholder Why we engage Value created

Customers Understanding customer needs and trends High-quality products and brands, with a wide range of food
enables us to provide the food and beverage andbeverage choices to meet diverse preferences.
choices they want.

Colleagues Asaservice provider, we are apeople businessand A great place to work where everyone can fulfil their potential,
our colleagues are crucial to SSP's success. withaninclusive, engaging and values-based culture.

Clients Our business success is dependent onretainingand Delivering on mutual service and performance goals and

winning new space inour clients'travel locations.

offering a high-quality customer experience for travellers.

Investors and
lenders

We need tounderstand the needs of those who
investinand lend to SSP to maintain their confidence.

Opportunity to generate attractive returns on investment
and sustainable long-term profitable growth.

Brand partners

We work with our partners to optimise the brand
offer for our clients and customers.

The preferred partner for brands looking to operate inthe
travel sector.

Jointventure (JV) Goodrelationships with our JV partnersarekeyto By helping them grow their businesses through new
partners growing our businesses, particularly inmarkets opportunities.
where we don't currently operate.
Suppliers Goodrelationships with our suppliers are essential ~ Long-lasting and mutually beneficial relationships across our
to ensuring an efficient and secure supply chain. supply chain.
Communities, We play animportant role in communities where Job opportunities, charitable support and food donations,
NGOs and society we operate whichenablesustoactasagood and sustainability initiatives.
corporate citizen.
Governmentsand \We seek tobe partof the debate that shapesthe ~ Supporting local economies and contributing our expertise to

regulators

regulatory environment in which we operate.

areas of policy development.
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|dentifying our
material issues

We conducted our last detailed materiality
assessment in 2022, where we worked with
aspecialist third-party toidentify, assess
and prioritise the mostimportantissues for
our business and our stakeholders, as
described below. These issues inform our
Sustainability Strategy and 10 commitments.

We planto conduct anew double-materiality
assessment - adual assessment of how our
activities impact people and the planet and
how sustainability issues, like climate-
change, may impact our business - to help
define the next stage of our Sustainability
Strategy and targets for post-2025.

Our 2022 materiality assessment used the
following three-stage methodology:

Stage 1: Identify the issues

Drawing on our wide range of stakeholder
engagement channels andresearch, along
list of issues were compiled, including those
issues most common across mostsectors
andbusiness, as well as those macro and
strategic issues that are unique or specific
tothe food travel sector.

These external insights were complemented
by internal SSP inputs, including Group
strategy, reports, policies and standards.

Governance

Stage 2: Conduct internal assessments
Allthe issues identified in Stage 1 were
grouped under commonthemesanda
best practice scoring methodology was
usedtoassess their level of importance
to our stakeholders.

This included defined weightings for
different stakeholder groups, as well as
individual weightings for some of our most
important stakeholders. Sector-specific
issues were also weighted to ensure they
were not artificially relegated to a lower
level of importance by wider issues common
across all types of stakeholders.

Interviews were then conducted with
selected members of our Board and Group
Executive Committee (including the Chair
of ourBoard and Group CEQ) to review the
initialresults and assess the current or
potentialimpact onthe SSP Group.

Stage 3: Prioritise the issues

Theissues were then mapped onto our
materiality matrixbased onthe level of
importance to our business and
stakeholders. Theissues are grouped as
either material, emerging or otherissues.

The18issues with the highest level of
importance, our material issues, formour
Sustainability Strategy and reporting.
We also continue to monitor emerging
issues, such as biodiversity and
deforestation, and are working on
developing a strategicresponse.

Materiality matrix
Emergingissues Material issues
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Currentor potentialimpact onthe SSP Group

Almost certain

Understandingwhat
matters most toour
stakeholders

Key:

@ Servingour customers
responsibly

@ Protectingour
environment

@ Supportingour colleagues
and communities

@ Upholdinghighstandards
of governance

Material issues

1. Circulareconomyand
plasticpollution

. Climate change

. Customersafety and food safety

. Fairpayandremuneration

. Colleague engagementand
development

. Briberyand corruption

Diversity, equity andinclusion

. Foodwaste

. Animalwelfare

. Colleaguehealth, safety and
wellbeing

11. Community and charity

partnerships

12. Responsible taxmanagement

13. Dataprivacy

14. Politicaland charitable donations

15. Healthier lifestyles and dietary

needs

16. Humanrights and modernslavery

17. Food poverty

18. Sustainable sourcing

urhs WwWN

oLONO

Emergingissues

19. Food agriculture water scarcity
andstewardship

20.Biodiversity lossand
deforestation

21. Anti-competitive behaviour

Otherissues

22 Board &Executiveremuneration

23.Lobbyingtransparency

24.Supply chainenvironmental
impact

25.Logistics disruption

26.Speak Up/Whistleblowing

27.Supply chainworkers'health,
safetyandwellbeing
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Business ethics
and standards

We are committed to applying high
standards of business ethics and

to operating with honesty, integrity
and transparency.

Our policy
commitments

We believe behaving ethically and operating
withintegrity is boththeright thing to doand
critical to our continued business success.

Our globalpolicies play acrucial role informing
the backbone of our approach to business
ethics and good governance. Our Group
companies are expected to adhere to these
policies within the context of local regulation
and market practice, where applicable.
These areidentified in the table on the
following pages.

The Boardreviewed and endorsed each
policy and amember of the Group Executive
Committee was assigned responsibility for
overseeing their implementation and
ensuring compliance.

Our policies arereviewed every two years
toensure they remain effective and tokeep
pace withinternaland external developments.
In 2023, we conducted acomprehensive
review to ensure our policies are aligned
with best practice and stakeholder
expectations, and that they address
existingand emerging issues and risks.

As aresult, we amalgamated three distinct
policies into a consolidated Environment,
Sourcingand Animal Welfare Policy and
updated our Human Rights Policy and
Community Engagement Policy. We also
introduced a unified Supplier Code of
Conduct, articulating the minimum standards
we expect fromour contracted suppliers.

Our human rights due diligence procedures
aredetailedonpages 47-48.

Viewpoint from Fiona Scattergood,
General Counsel and Company Secretary

Vi

Upholding high standards

of governance is core to how
we do business at SSP and
sits at the centre of our
Sustainability Strategy.,

Throughrobust policies, procedures

and controls, we can ensure we maintain
aculture founded on transparency,
accountability and ethical practices across
our global business.

Governance

Business ethics
andstandards

Over the last year, we have worked with
the sustainability team onkey issues,
suchas policy reviews and development,
third-party risk management and due
diligence procedures.

We also introduced a new requirement

for all papers that go to our Board,

Board Committee and Group Executive
Committees toinclude a briefing note
detailing the stakeholder groups the
agendaitemrelatestoandhowtheyare
impacted. This helps to ensure stakeholder
views are takeninto accountinour
decision-making.

With ESGregulations and standards on
therise, llook forward to the close working
relationship between our sustainability,
legal, governance and compliance teams
continuing to grow.
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Overview of key Group policies

Policy

Introduction Our strategicapproach Product Planet People Governance
Business ethics
andstandards
Summary Scope Issues covered

Anti-Bribery and
Anti-Corruption
Policy

Sets out the Group's policy against bribery and
other corrupt practices and the standards and
procedures required to ensure compliance

with the policy and all anti-bribery and corruption
laws in the countries in which the Group

conducts business.

o AllGroup subsidiaries and divisions.

o Briberyand corruption

o Alljoint ventures (usually those in which a Group company hasa50% ormore e Facilitation and indirect payments

interest and/or management control) and their subsidiaries.
o AllDirectors and employees of the Group.
o Third parties engaged to work on behalf of the Group may also be required

o Kickbacks
o Giftsandhospitality
e Charitable donations and sponsorship

to commit contractually to observe the Policy whenworking for oronbehalf e Political donations

of SSPif they do not have an adequate policy of their own.

o Keyassociates

Board Diversity Sets out the Board's approach to diversity. e Boardand senior leadership of SSP Group plc. o Diversity, including skills, gender and ethnicity
Policy
Colleague Code Sets out the principles and standards that are o Allemployees (including temporary and agency staff), officersand directors e Health, safety and wellbeing
of Conduct expected of allemployees regardless of where of Group subsidiaries and divisions. e Cybersecurity and data privacy
theywork. o Whistleblowing
o Humanrights and modernslavery
e Environment
e Dataprivacy
o Bribery and corruption
e Conflicts of interest
e Money laundering
o Lobbyingand political activity
e Taxevasion
Community Sets out our intent to make the communities e Allemployees, officers and directors of Group subsidiaries and divisions. e Charitable donations and sponsorship
Engagement Policy  inwhichwe work better places to live and do e Foodpoverty
business, and to support local communities for
their mutual benefit.
Data Privacy For each of our markets in the UK and European o Allemployees, workers and contractors for the relevant e Dataprivacy
Strategy Union we have Data Retention and Privacy Policies Group subsidiary identified in the policy.
inaccordance with the EU General Data Protection
Regulation 2016 (GDPR).
Environment, Sets out our approach to protecting our o Allemployees (including temporary and agency staff), officersand directors e Energy andresource efficiency
SourcingandFarm  environment, sourcing our ingredients and of Group subsidiaries and divisions. o Packaging and waste management
Animal Welfare products responsibly and sustainably, and o Alljoint ventures (usually those in which a Group company hasa50% ormore e Animalwelfare
Policy supporting animal welfare. interest and/or management control) and their subsidiaries. o European Chicken Commitment
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Business ethics
andstandards

Overview of key Group policies continued

Policy Summary Scope Issues covered

Group Diversity, Sets out our commitment to encouraging e People directly employed by an SSP Group company. o Diversity

Equity and Inclusion  diversity, equity and inclusion among our o Wealsoencourage our partners to follow the guidance outlined in this policy. e Equity

(DE&i) Policy workforce, our partners and across the e Inclusionand belonging

communities in which we serve, eliminating e Equalopportunity
unlawful discrimination. o Discrimination and fair treatment
Global Safety Describes our commitment to managing safety o Allemployees (including temporary and agency staff), officersand directors e Food safety
Policy across our global operations and sets out our of Group subsidiaries and divisions. e Firesafety
Global Safety Standard and responsibilities. e Healthandsafety, including accidents, injuries
and work-related llnesses
Human Rights Sets out our minimum global standards for o Allemployees (including temporary and agency staff), officersand directors e Humanrights
Policy protecting humanrights. of Group subsidiaries and divisions. e Modernslavery
o Alljoint ventures (usually those in which a Group company hasa50% ormore e Child labour
interest and/or management control) and their subsidiaries. o Safeand hygienic working conditions
o Livingwages and working hours
e Discrimination, bullyingand harassment
Supplier Code Sets out the minimum standards we expect e Allcontracted suppliers of goods and services of Group, subsidiaries e Humanrights
of Conduct of our contracted suppliers, covering human anddivisions. e Product quality and food safety
rights, product quality and food safety, e Environmental sustainability
environmental sustainability, farm animal e Animal welfare
welfare and business integrity. o Business ethics
e Cyber security and data privacy
Speak Up Policy Sets out how concerns about suspected o Allindividuals working at all levels of the Group. o Whistleblowing
wrongdoing or dangers at work can beraised, o Alldivisions and subsidiaries within the Group.
how they will be investigated and protection o Alljoint ventures (usually those in which a Group company has a 50% or more
and support for whistleblowers. interest and/or management control) and their subsidiaries.
Tax Strategy Sets out the SSP Group plc policy and approachto e AllSSP Group plc dealings with the UK tax authority, His Majesty'sRevenue e Responsible tax management

conducting tax affairs and to dealing with tax risk.

and Customs (HMRC).
e Wherever possible, we strive to apply the same principles and conduct to our
dealings with overseas tax authorities.
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Our material
governance issues

Our materiality assessment identified
key governanceissues relating to bribery
and corruption, political donations, data
privacy, cyber security andresponsible
taxmanagement.

We have policies in place for each of these
issues and our Group Legal, Tax, Digitaland
Privacy functions are responsible for
implementing, managing and monitoring
these policies, and advising the Board

on compliance.

The policies are supported by clear guidance
and procedures, as well as our Internal Audit
process and controls.

We have mandatory compliance training
programmes, that are arequirement for all
new management-level colleagues to
complete as part of their induction. These
cover bribery and corruption, data privacy,
cyber security, whistleblowing and Group
Authorisation Procedures.

Our Group policies canbe downloaded from
ourwebsite

Anti-bribery and corruption

Our Anti-Bribery and Anti-Corruption (ABC)
Policy makes clear that we do not tolerate
any form of bribery or corruption within
ourbusiness.

The policy covers the followingkey areas
that we have identified as most vulnerable
to therisks of bribery:facilitationand
indirect payments, kickbacks, gifts and
hospitality, political donations, charitable
donations and key associates. We also have
additionalinternal policies relating to the
prevention of facilitation of tax evasionand
matters that must be authorised through
our Group Authorisation Procedures before
beingundertaken.

The ABC policy includes clear guidelines,
including practical examples for eachrisk
area, with suggestedresponses to guide
colleagues onhow to deal with them.

We have dedicated Anti-Bribery Officers for
each of our markets who are responsible for
establishing systems and controls to comply
with our policy and for the periodic
monitoring of their effectiveness. We have
adefined due diligence procedure for new
third-party partners at the pre-contract
stage, as well as for periodic monitoring

and checks.

Thereis also abiannualreporting process,
whereby each countryis required toreport
their compliance against certain aspects of
the ABC policy including that inrelation to
third-party onboarding and checking, gifts
and hospitality, facilitation payments, and
sponsorships and charitable donations
givenorreceived. Asummary of thereports,
alongwith anyissuesraised, are presented
tothe Risk Committee.

We encourage all our colleagues toraise
concerns or suspected breaches of the
policy to therelevant Anti-Bribery Officer
or via our confidential Speak Up channels.
We actively investigate all reports of
suspectedbreaches and take appropriate
actionwhere needed.

Our Board-level Audit Committee
periodically reviews the Group's policies and
procedures for preventing and detecting
fraud, its systems, controls and policies for
preventing bribery (including due diligence
onnew partners). The Audit Committee
(andBoard, as applicable) receives updates
onbriberytrends and activity inthe business,
if any, with individual updates being given

to the Audit Committee as needed. This
includes a copy of the reports presented to
the Risk Committee on ABCreporting.

Governance

Business ethics

andstandards
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Political donations

Our ABCPolicy also covers our approach
to political donations. It makes clear that
no one inthe Group shall make any form
of political donation or contributionina
way to gain advantage for the Groupin
business transactions.

Any political donation or contribution made
onbehalf of any Group company must have
the prior approval of the Deputy Group CEO
and CFO and compliance team through the
Group Authorisation Procedures thatare
disclosed publicly. Each market maintains
aregister of political donations.

Data privacy

We are committed to ensuring compliance
with privacy and data protection laws and
respecting the privacy of our customers,
colleagues and other individuals. We collect
minimal informationanduse it ina fairand
transparentway.

Our Global Privacy Strategy sets outhow
privacy is to be embedded across all Group
businesses. It includes an accountability
and oversight framework, which allows
eachmarket to account for local data
protection laws.

Wehave aGroup Privacy Steering Committee,

comprising key members of our Executive
Committee, whichis responsible for
overseeing the delivery of the Global Privacy
Strategy across SSP and reporting any
material risks to the Group Risk Committee.

Governance

Our Group Privacy Office (GPO), overseen
by the Group Privacy Manager, reports to
the Group Privacy Steering Committee.
The GPO covers arange of workstreams
designed to embed and monitor privacy
practicesrelating to the handling of
personal data. Itis supported by Group
Privacy Champions who advocate for
data protection compliance within their
business units.

Cyber security

We are committed to operating and
maintaining industry standards of
information and cyber security and to
identifying, assessing and mitigating risks.

Ourinternal Information and Cyber Security
Policy outlines the measures we use to
safeguard datawith the goal of protecting
SSP Group's sensitive information and
ensuring the confidentiality, integrity and
availability of our information systems.

Our expectations for cyber security
practices are also outlined in our Supplier
Code of Conduct.

We have expanded Group security
detectionand monitoring services, greatly
improving our capabilities for detecting and
responding to security incidents. We also
have several key projects underway,
including Privileged Access Management
for strongrole-based controls for all SSP
systems, and the expansion of Multi-Factor
Authentication to all head office users.

Our Chief Digital & Technology Officer
has overall responsibility for overseeing
the implementation and management of
these policies and projects, andreports
compliance to the Board. Day-to-day
implementation sits with regional and
country managing directors.

Responsible tax management

We are committed toresponsible tax
management. Our Tax Strategy, available on
our website, defines our approach towards
taxplanningas one of responsible compliance
and low risk that creates value forall
stakeholders by driving sustainable results
and avoidingreputationalrisk.

We aim to minimise risks which giverise

to taxuncertainty by making reasonable
interpretations of tax legislation whichare
inthe spirit of the law, and by pursuing a
relationship of co-operative compliance
withHMRCand overseas tax authorities
where possible.

Taxrisks are assessed as part of our
governance processes and key tax
strategies andrisks are presentedregularly
toboththe Risk and Audit Committees.

Our corporate governance is detailed on pages
80-145 of our 2023 Annual Report

Business ethics
andstandards



http://www.foodtravelexperts.com/investors/annualreport
http://www.foodtravelexperts.com/investors/annualreport

64  SSP Group plc Sustainability Report 2023

Transparent reporting
and disclosures

We are committed to transparent
sustainability reporting, disclosure
and performance data.

Governance

Reporting
frameworks

We consider and report on sustainability
disclosures withreference to or in line with
the following global reporting frameworks.
The locations of allrelevant disclosures are
detailedin our Sustainability Data Book.

Global Reporting Initiative (GRI) Universal
Standards 2021

The GRI Sustainability Reporting Guidelines
provide acomprehensive set of Reporting
Standards covering economic, environmental
and socialimpacts.

Sustainable Accounting Standards Board
(SASB) Food and Beverage Sector:
Restaurants Sustainability Accounting
Standard

SASBhas industry-specific sustainability
standards whichidentify financially material
topics and associated metrics.

Task Force on Climate-related Financial
Disclosures (TCFD)

The TCFD established by the Financial
Stability Board, is areporting framework
basedonaset of consistent disclosure
recommendations for use by companies as
ameans of providing transparency about
their climate-relatedrisk exposure.

Read our TCFD statement on pages 50-56
of our 2023 Annual Report

Reporting
criteria

We report performance against our targets
and metrics based on our financial year
(10ctober to 30 September), unless
otherwise stated.

Ourreporting boundaries cover all SSP
markets, as defined in our Sustainability
DataBook, unless otherwise stated. This
includes SSP Group plc andits subsidiaries
(together referred to as the Group), as well
associate companies inwhich the Group has
along-term equity interest and over whichit

has the power to exercise significant influence.

The scope and definition for each target and
metric, as well as our progress against them,
are detailed in our Sustainability Data Book.

Transparentreporting
anddisclosures

Sustainability
data book

We have prepared a downloadable data

book which details:

o Ourperformance dataand progress
againstour targets

o Reporting boundaries

e Scope and definitions

e Reportingindexes identifyingwhere
to find disclosures that align with
each framework

o Otherbusiness information.

Download our Sustainability Data Book from
our website
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ESG ratings

MSCI

Using publicly available information, MSCI
ESGResearch provides MSCIESG Ratings
onglobal public and private companies on
ascale of AAA (leader) to CCC (laggard),
according to exposure to industry-specific
ESGrisks and the ability to manage those
risksrelative topeers.

Atour lastupdate in June 2023, SSP Group
plcreceivedanMSCIESGrating of A.

MSCI

ESG RATINGS

[ccc| B [ BB [BBB [[1] AA [AAA|

Disclaimer
Theuse by SSP Group plcof any MSCIESG Research
LLCorits affiliates (MSCl') data, and the use of MSCI

logos, trademarks, service marks or index names herein,

donot constitute asponsorship, endorsement,
recommendation, or promotion of SSP Group plcby
MSCI.MSCl services and data are the property of MSCI
oritsinformation providers, and are provided ‘as-is"and
without warranty. MSClnames and logos are
trademarks or service marks of MSCI.

Image: Produced by MSCIESGResearchas of July 2023.

Plar e Governance

Morningstar Sustainalytics

Using publicly available information,
Sustainalytics measures acompany's
exposure to industry-specific material ESG
risks and how well acompany is managing
those risks. ESGrisk ratings range from O
(negligible) to 40+ (severe); ESGrisk
management ratings range from O (weak)
to100(strong).

Atourlast update in October 2022, SSP
Group plcreceived an ESG Risk Rating of
27.3,andwas assessed by Morningstar
Sustainalytics to be at Mediumrisk of
experiencing material financial impacts
fromESG factors Wereceived anoverall
risk management rating of 40.1 (average).

See our website for ESG ratings updates
throughout the year

Rated [

MORNNGSH  SUSTAINALYTICS

MORINGSTR  SUSTAINALYTICS

Transparentreporting
anddisclosures
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