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GRUNDLAGGENDE
STYRKER BRINGER
PETER LARSEN KAFFE
GENNEM CORONA

PETER LARSEN KAFFE

Peter Larsen Kaffe har i det
forlobne ar mere end nogensinde
haft behov for at traeekke pa sine
grundlaaggende styrker, innovation
og baredygtighed, gennem

endnu et regnskabsar praget

af coronapandemien. Direktor
Claus Bertelsen udtaler:

"Beeredygtighed og innovation bliver i
stadigt stigende grad forudseetninger for
vores gkonomi og fremtid. Det er en klar
fordel, at begge dele er dybt forankret i
virksomhedens DNA. Vi er vant til at tage
ansvar for det samfund og den verden, vi
er en del af — bade lokalt og globalt. Og vi
er vant til at teenke nyt for at styrke vores
forretning og det fremtidige grundlag for
den. Det har vi i den grad bevist gennem

det seneste corona-regnskabsar.

Claus Bertelsen henviser blandt andet

til, at seerligt to af Peter Larsen Kaffes
forretningsomréder har veeret hardt ramt af
nedlukninger og restriktioner i forbindelse
med coronaen. Det gzelder Peter Larsen
Kaffe LIVE med udlevering og salg af

kaffe via mobile kaffebarer ved festivaler

og andre events, som stort set har veeret
ikkeeksisterende i regnskabséret 2020-2021.

Out of Home, har ligeledes veeret hardt

ramt af nedlukninger pé& kontorer, hoteller,

restauranter og caféer.

"Begge forretningsomrader har dog kampet
en brav kamp og har, helt i Peter Larsen
Kaffes and, insisteret pa at se muligheder

i de mange udfordringer. Det har fort til
udvikling af nye forretningsmodeller med
eksempelvis udbringning af kaffe samt en

steerk udvikling af vores onlinesalg.”

Og hvad der er mistet p& gyngerne, har
Peter Larsen Kaffe formaet at tjene ind pa
karrusellerne. Arets resultat for skat viser et
overskud pé 11.257 t.kr. mod 10.948 t.kr. aret
for, og det betegnes som tilfredsstillende;
ikke mindst i lyset af de udefrakommende

pavirkninger af forretningen.

Som en naturlig del af udviklingen fort-
seetter Peter Larsen Kaffe ogsé sin kamp
for at skubbe hele kaffebranchen i en

mere baeredygtig retning. Ambitionen om
100 procent cirkuleer kaffeproduktion og
-forbrug i 2030 lever i bedste velgdende.
Arbejdet foregar primaert i regi af Circular
Coffee Community, hvor Peter Larsen Kaffe
og moderkoncernen Lofbergs skaber sam-
arbejder gennem hele kaffens veerdikaede
fra farmer til forbruger. Ogséa virksomheder

uden for kaffebranchen bliver i stigende
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antal en del af det cirkuleere feellesskab, der arbejder
mélrettet for at udnytte alle ressourcer og eliminere
alt spild relateret til produktion og forbrug af kaffe.

"Vores position som Danmarks mest beeredygtige
kaffebrand giver stadigt stearre mening bade for
forretningen og vores feelles fremtid. Det er et

spor, vi kommer til at fortseette ufortredent ad.”

Claus Bertelsen, administrerende direktear,
Peter Larsen Kaffe A/S

»

PETER LARSEN KAFFE
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KAFFE SIGES AT
VZARE VERDENS
NASTMEST
HANDLEDE RAVARE
- KUN OVERGAET
AF OLIE

Hver dag bliver der drukket 2,25 milliarder kopper kaffe rundt
om i verden, og kaffeproduktion er livsgrundlaget for mere end
20 millioner farmere og deres familie i mere end 70 lande.

Hvert ar bliver der handlet kaffe for sma 20 milliarder USD
- ca. 135 milliarder danske kroner. Kaffe er kort sagt en ekstrem
vigtig handelsvare for mange millioner mennesker verden over.
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Peter Larsen Kaffe har leveret kaffe til folket siden 1902,
og med 119 &r pa bagen har vi erfaringen, passionen og
forstdelsen for de markedsmekanismer, der driver den
verdensomspaendende kaffehandel. Samtidig med vores
store indsigt er vi seerdeles innovative og fremsynet, nar
det drejer sig om at finde lgsninger pé kaffens fremtid og

potentiale.

Kaffebenner er en unik handelsvare, men ogséa utrolig fael-
som over for skiftende vejr — og ikke mindst de voldsomme
klimaforandringer vi oplever i disse ar. Det har vi det sidste
ar set store konsekvenser af pa seerligt det brasilianske

kaffemarked, hvor frosten har presset kaffepriserne i vejret.

Peter Larsen Kaffe har siden 1990’°erne haft fokus pé bedre
produktions- og levevilkér for kaffefarmerne, da vi som

den farste danske kaffevirksomhed begyndte at forhandle
skologisk og Fairtrade-certificeret kaffe. | det hele taget er
kaffe, der certificeret af en uvildig tredjepart et af hjgrne-
stenene i vores forretning — og vi har arbejdet pa en komplet
omstilling, der skal sikre at al vores kaffe er tredjeparts

certificeret (f.eks. Fairtrade, Rainforest Alliance) i 2021.

De seneste ar har Peter Larsen Kaffe sat ekstra meget fokus
pa at redde den truede kaffe. Det internationalt anerkendte
forudser, at uden

radikale sendringer vil halvdelen af verdens nuveerende areal

tilgeengelig for kaffeproduktion veere forsvundet som fglge
af klimaforandringer i 2050. Siden start halvfemserne er ver-
dens kaffeproduktion steget med gennemsnitligt 2 procent
om aret, men fremtidsudsigterne peger pa en gennemsnitlig
global efterspgrgselsstigning pa hele 5 procent om &ret. Det
gar altsé galt, hvis vi i kaffeindustrien ikke lykkes med at

skabe nogle lgsninger.

Med Circular Coffee Community, vil vi gere kaffe til en cir-
kuleer ressource. Det er vores bidrag til at forlaenge kaffens
levetid, og skabe en mervaerdi for farmer, producenter og
forbruger.

C

Asmund Thorsen
overtager
Peter Larsens Kaffe

Firmaet grundleegges
af Peter Larsen

overtager

Kaj Bertelsen

Peter Larsens Kaffe

Produktionen flyttes til starre

lokaler pa ZArgvej i Viborg Kgb af
- salg af slik, tobak, vin

og spiritus introduceres. i Kolding

Back to basics
— kun kaffesalg

Kveerna Kaffemegller

Peter Larsen Special
og tilherende mikroristeri

Kaffe for en i Viborg etableres

Bedre Fremtid
startes op i Kenya

Kaj Bertelsen starter
i Peter Larsens Kaffe

Asmund Thorsen starter
i Peter Larsens Kaffe

PETER LARSEN KAFFE

Produktionen flyttes
fra midtbyen til
industrikvarteret pa
Spurvevej i Viborg

Frasalg af slik, tobak,
vin og spiritus

(omseetning 250 mio.)
En del af Lofbergs Lila

koncernen

Peter Larsens Kaffe
fylder 100 &r

Peter Larsen Kaffe
LIVE etableres

Peter Larsen Kaffe
og Loéfbergs etablerer
Circular Coffee

Knus Kreeft afvikles Community

for ferste gang
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https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0261976

FORTZALLINGEN
OM PETER LARSEN
OG VIRKSOMHEDENS
UNGE AR SPILLER EN
CENTRAL ROLLE FOR
FORSTAELSEN AF
PETER LARSEN
KAFFE | NUTIDEN

PETER LARSEN KAFFE

37 %

Markedsandel for
oskologisk kaffe i retail

PETER LARSEN KAFFE
Forretningsomréder

OUT OF HOME

SPECIALHANDLEN

EVENTS

PRIVATE LABEL

12,8 %

Markedsandel*

HOVEDSADE
Viborg, Danmark

Virksomheden blev grundlagt tilbage
i 1902 af grosserer Peter Larsen. Siden er
der lebet meget kaffe gennem kanden og
Peter Larsen Kaffe er i dag en af landets
starste kaffeleverandgrer.

Danske kaffedrikkere anser
Peter Larsen Kaffe som det
mest ansvarlige kaffebrand.

Straylight

MY INSIGHT
AGENCY

-

Vores position som Danmarks
mest beeredygtige kaffebrand giver
stadigt sterre mening béade for
forretningen og vores feelles fremtid.
Det er et spor, vi kommer til at
fortseette ufortredent ad.

Claus Bertelsen,
administrerende direkter,
Peter Larsen Kaffe A/S

/

STATUSRAPPORT

*Kaffe- & Teimporterforeningens kaffestatistik for 2020/21. Baseret pd volumen/tons leveret til det danske marked.
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Vi er en familieejet virksomhed, der saetter gamle dyder som god

kvalitet og service i hgjseedet. Vi prioriterer teette og langsigtede

relationer til vores samarbejdspartnere — lokalt som i resten af verden.

Sammen med vores moderselskab L6fbergs Group har vi vores stra-
tegiske retning frem mod 2030 udgangspunkt i en analyse af verden
omkring os. Vores veerdier og forretningsplan skal bidrage til FN’s

Verdensmal. Det er grundlaget for vores baeredygtighedsarbejde,

og hvordan vi arbejder os imod en mere baeredygtig kaffeproduktion.

e VI ER SAMMEN

Vi skaber og leerer sammen. Sammen far vi ting til at ske.

Sammen er vi staerkere. Sammen er det sjovere.

e VI ERINKLUDERENDE
Vi meder alle mennesker og ideer med et &bent sind uanset
baggrund eller overbevisning. En fordomsfri tilgang hjaelper

os til at se nye perspektiver og skabe bedre Igsninger.

e VI ER ANSVARLIGE
Vi tager ansvar for de ting, vi deltager i. Vi ved, at de valg vi
treeffer har en virkning pa verden omkring os. Vores perspektiv

er uden slutpunkt. Vi er kommet for at blive.

e VI ER HANDLEKRAFTIGE

Vi ser muligheder og ikke begreensninger. Vi er ikke bange for
at traeffe beslutninger, og vi drives af at skabe veaerdi for bade
os selv og vores samarbejdspartnere. Ved aldrig at sté stille

og forblive tro mod vores formal, skaber vi veekst.

PETER LARSEN KAFFE

STATUSRAPPORT
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PETER LARSEN KAFFE & FN’S VERDENSMAL

PETER LARSEN KAFFE

FN’s 17 verdensmal satter en rettesnor for, hvor-
dan vi kan balancere menneskers grundlaeggende
livsvilkar og rettigheder samt bidrage til skabel-
sen af en baeredygtig verden med hensyntagen
til klodens miljg, biodiversitet og klima.

Hos Peter Larsen Kaffe har arbejdet med
Verdensmalene leveret et helt nyt forretningslag.
Vi har skabt et visionzert lefte og redefineret
vores kerneprodukt. Ved at &ndre vores fokus
fra kaffebgnnen til kaffebiomassen kan vi skabe
nye indtaeegtsmuligheder fra et eksisterende
grundlag, bade lokalt pa vores egne markeder

og globalt blandt verdens kaffefarmere.

Vores indsatsomrader og prioriteringer

Verdens kaffeforsyninger er truede, og kaffefarmere i
verdens ca. 70 kaffeproducerende lande er pressede af

en reekke udfordringer som konsekvens af bl.a. kraftige
klimaforandringer, svag infrastruktur og lavt uddannelses-
niveau. Sidelgbende bidrager nye kaffemarkeder som bl.a.
Indien, Kina og @steuropa til en staerkt stigende efter-
sporgsel pa de grenne kaffebagnner. Det er estimereret, at
verden i 2050 har behov for en tredobling af sin nuveerende
kaffeproduktion for at kunne imgdekomme den globale
efterspgrgsel. Det kan fa store konsekvenser for miljg og

mennesker, hvis vi ikke kan finde en ordentlig Igsning.

Peter Larsen Kaffes baeredygtighedsarbejde fokuserer pa
to indsatsomrader, som allerede i dag bidrager til at presse

verdens kaffefarmere og dermed produktionen i bund.

1. UDFORDRINGER FORARSAGET AF/RELATERET
TIL KLIMAFORANDRINGER

2. ARBEJDET MED AT SIKRE VELSTAND SAMT
BEDRE VILKAR OG MULIGHEDER FOR DE N/&STE
GENERATIONER AF KAFFEFARMERE

Med fokus pa disse indsatsomré&der har vi defineret, i

hvilken grad Peter Larsen Kaffe bidrager til de respektive

Verdensmal.
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VERDENSMAL
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ANST/ENDIGE JOBS
0G EKONOMISK
WEKST

i

Delmél: 2.3 -2.4-8.4-8.8-12.2-12.3-12.5-12.8

.

%

/
Moderat
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G

Delmal: 10.1 - 16.5 — 17.11 — 17.16

.

~

PETER LARSEN KAFFE

-~

KWALITETS-
UDDANNELSE

LIGESTILLING 13 KLIMA-
MELLEM KENNENE INDSATS

Delmal: 4.7 -51-5.5-13.3 -151-15.5

-

AFSKAF SUNDHED
FATTIGDOM DGTRIVSEL

RENTVAND
OGSANITET

ANSTENDIGE JOBS
06 BKOKONISK
WEKST

MAL 2:

STOP SULT

Vi skal stoppe sult, opna fedevare-
sikkerhed og forbedret ernzering, samt
fremme beeredygtigt landbrug. Der
arbejdes malrettet pa at sge produktivi-
teten og indkomsten for sma fedevare-
producenter, isaer for kvinder, oprindelig

befolkning og familielandbrug.

MAL 8:

ANSTZANDIGE JOBS OG

BGKONOMISK VEKST

Vi skal fremme vedvarende, inkluderende
og beeredygtig gkonomisk veekst, fuld og
produktiv beskaeftigelse samt ansteendigt

arbejde til alle.

MAL 12:

ANSVARLIGT FORBRUG

OG PRODUKTION

@konomisk vaekst og beeredygtig
udvikling kreever, at vi hurtigst muligt
reducerer vores fodaftryk pa naturen.
Det skal vi gogre ved at @endre pa maden
vi producerer og forbruger vores varer

og ressourcer pa.

STATUSRAPPORT
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PETER LARSEN KAFFE
HAR | ARTIER
BIDRAGET TIL AT
TRAKKE KAFFE-
BRANCHEN | EN MERE
BZAREDYGTIG RETNING

PETER LARSEN KAFFE

Vores kontinuerlige fokus pa - og
interesse for — verden omkring os har
et filantropisk udgangspunkt, men
det skal samtidig ses som et vaesent-
ligt element i arbejdet med at drive
Peter Larsen Kaffe som en sund og
skonomisk stabil forretning.

Ved at ga forrest i kampen for blandt andet
kaffefarmernes rettigheder og vilkar, for
miljget samt ved at tage ansvar for vores
medarbejdere og samfundet omkring os, har
vi skabt en virksomhed med et baeredygtigt
omdrejningspunkt pa tre parametre: @kono-

misk, socialt og miljgmeessigt.

| forbrugergjne har den filantropiske indsats
bidraget til at positionere Peter Larsen
Kaffe som Danmarks mest ansvarlige
kaffemeerke, hvilket blev dokumenteret af
analysebureauet Straylight i 2021. Det er

en position, som vi er meget bezerede over,
men det er samtidig ogsé en position, der
forpligter.

Med udgangspunkt i FN’s Verdensmal
blev cirkularitet sidste ar et centralt
omdrejningspunkt for vores arbejde i
Peter Larsen Kaffe. Det kom blandt andet
til udtryk i initiativet Circular Coffee

Community.

“Er et kaffemeerke, der er ansvarligt” (helt uenig til enig 1-5, diagram viser 4+5)
Base: Folk der kender det pdgeeldende brand (spontant kendskab).
40
35
30
25
20
15 — — — -
10 21 | 20 | 21 | | 17 |
5 . . — —
Lavazza Gevalia Merrild BKI
0
\ Kilde: Straylight, 2021 /
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CIRCULAR COFFEE COMMUNITY

Circular Coffee Community
er et fellesskab for bade
kaffedrikkere, -farmere og
-producenter, der sammen
skal skubbe kaffebranchen i
en mere baeredygtig retning.

Kaffe er spreengfyldt med prote-
iner, antioxidanter, fibre og gode
fedtsyrer, men nar vi brygger

en kop kaffe, udnytter vi under

1 procent af det ernaeringspoten-

tiale, der er i kaffen.

Circular Coffee Community er
vores bidrag til at udnytte hele
kaffeplantens potentiale. Ambiti-

onen er en 100 procent cirkuleer

anvendelse af alle ressourcer
relateret til kaffedyrkning, for-
arbejdning og forbrug. Ingen spild
i 2030.

En vigtig del af Circular Coffee
Community’s arbejde er at bringe
folk sammen i feellesskaber pé
tveers af industrier og brancher, for
at styre hele verdens kaffeproduk-
tion i en mere beeredygtig retning.
| feellesskab kan vi udforske og
udfolde kaffens fulde og naerings-
rige potentiale, for at sikre bedre
vilkar for kaffefarmerne, flere og
bedre produkter til forbrugerne
samt langt mindre belastning af
milje og klima.

FAMILIEN ©

ARoS arenanssven BREL BUHLMANN

AARMUL AKT MULEUM

y :
é Fmdeva%anken pO’ﬂd w«

— en serigs lgening pd madepild

grums

TWISTED @ volkerts SCULPTUR
LEAF TR fylke

PETER LARSEN KAFFE

GeterTorsen THE

UPCYCL

Sidste ar mgdte Circular Coffee
Community verden for ferste gang.
Sidenhen er feellesskabet vokset,
og en bred vifte af forskellige
virksomheder og organisationer
har taget del i rejsen. Nu er vi klar

til at tage neeste skridt.

Det kommende éar vil vi byde
velkommen til Circular Coffee
Community 2.0. Her vil vi saette
endnu hgjere krav til os selv og
hinanden i vores bestraebelse efter
at gore kaffe til en 100 procent
cirkulaer ressource.

LOFBERGS ©
sranianar KAFFE
BUENO

newloop PERCOL

@ Q wehlers

%, Refood,
b

> S
Z ®m
%‘I/ b

PROFIT

Circular Coffee Community bidrager aktivt
til FN’s Verdensmal og i seerdeleshed
delmalene 8.4, 12.3, 12.8 og 17.16.

%
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CIRCULAR COFFEE COMMUNITY - INITIATIVER

Det seneste ar har Circular Coffee Community udviklet sig sammen med en masse nye partnere.
Sammen har vi udfoldet flere cirkulzere initiativer, der skal bidrage til at udbrede et cirkulzert
kaffeforbrug og bringe verden i en mere cirkulzr retning. Herunder er nogle eksempler:

DAKA REFOOD

Som led i processen for at ggre kaffe til en cirkuleer ressource
har vi indgaet et samarbejde med Daka Refood, der arbejder
for at udnytte organisk affald bedst muligt. P4 den made
bliver neeringsstoffer fra madaffaldet ledt tilbage til jorden,
og bidrager dermed til miljgvenlig recirkulation. Indenfor
Circular Coffee Community arbejder vi for at udbrede dette,
sa endnu flere virksomheder kan recirkulere deres kaffe-
grums. Hos Peter Larsen Kaffes kontorer i Viborg og Kolding
indsamler vi naturligvis ogsé vores grums og andet organisk
affald, som Daka Refood blandt andet bruger til biogas. Det
er et ydmygt bidrag, men vi har taget det fgrste skridt og
allerede nu bidrager det til mindre udledning af drivhusgasser
samt skaber mere beeredygtig energi og gedning. | ar har vi
indsamlet 1.316 kg organisk affald, hvilket bidrager til:

Organisk affald

1316 KG
—

——— |
w &8 Ao

Kg gulergdder Kg CO: Dages opvarmning
kan blive gedet kan spares af en husstand
2145.82 414.54 52.01

Grafik: (kilde: https://www.refood.dk). Forudsaetningerne for beregningerne er baseret
pé rapport af Henrik Wenzel, Syddansk Universitet. Opdateret pr. 25. oktober 2021.

Gennem vores samarbejde med Daka Refood

bidrager vi til Verdensmal 7, 12 og 13.

PETER LARSEN KAFFE

MADLAND FESTIVAL

P& den madpolitisk “genteenksfestival,” Madland Festival,
satte vi i november 2020 cirkularitet p4 dagsordenen.

| et feellesskab med ambitionen om at udrydde alt spild
relateret til dyrkning, produktion og forbrug af kaffe

og evrige fedevarer, dykkede vi ned i, hvordan vi Igser

udfordringerne.

Sammen med en reekke eksperter, praktikere og iveerkseet-
tere diskuterede og debatterede vi nye sider af cirkuleer
produktion, hvor det cirkuleere mindset, spild og emballage

var i fokus.

MF°(4ND

Med Madland Festival satter vi fokus pa
Verdens- og delmal 8.4, 12.3, 12.8 og 17.16

'7 O ANDLNG

DANMARKS SMUKKESTE
KAFFEFARM

| et samarbejde mellem Smukfest, Peter Larsen Kaffe, VIFU
(Videncenter for Fedevareudvikling) og TagTomat skabte vi
for 4 &r siden Nordeuropas farste kaffefarm i Skovhaven

i Skanderborg. Vi kalder den Danmarks Smukkeste Kaffe-
farm. Ugentlig pleje og gren omsorg har fert til at nu
4-arige kaffeplanter, banner, tomater, kartofler, chili og

andre afgrgder trives i Skovhaven.

P& Danmarks Smukkeste Kaffefarm eksperimenterer vi med
brugt kaffegrums som neering til nye planter, og de kaffe-
planter, der bliver dyrket, bliver brugt til at eksperimentere

med nye méader at bruge kaffeplanter pa.

Med eksperimenterne pé kaffefarmen forseger vi desuden
at udvikle mere robuste kaffeplanter, som er mere mod-
standsdygtige over for de klimaforandringer og sygdomme,
som udger et stadigt starre problem i verdens kaffe-

dyrkende regioner.

Med Danmarks Smukkeste Kaffefarm

bidrager vi til Verdens- og delmal 8.4 og 12.8.

STATUSRAPPORT SIDE 16



THE UPCYCL

| Peter Larsen Kaffe gnsker vi at opfatte spild som ressour-
cer fremfor affald. Derfor har vi meldt os ind i THE UPCYCL,
for at f& mest muligt ud at det vi har. THE UPCYCL kalder
sig selv et datingbureau for restprodukter, for de forbinder
virksomheders restmateriale med andre virksomheders
forsyningskaede. P4 den made deler vi vores ressourcer og

udnytter materialets fulde potentiale.

| et samarbejde med Aarhus Arkitektskole er vores brugte
Big Bags blevet en del af deres materialebank. | forbindelse
med samarbejdet involverer vi os i et videnssamarbejde
med skolen, hvor vi udvikler brugen af vores restmateriale.
Lgsninger med anvendelse af vores big bags er preesenteret
pé en reekke udstillinger:

o Get Restarted: Det Kongelige Kunst Akademi
e 3 Days of Design, Kebenhavn
o KlimaFolkemgdet, Middelfart

Med vores medlemskab i THE UPCYCL
bidrager vil til Verdensmal 12 og 17.

17 ™

&

PETER LARSEN KAFFE
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Klimaforandringer pavirker hele planeten, og kaffeplanten er meget sensitiv over for de andringer,
der sker. Forandringerne i verdens klimaforhold er en trussel og en realitet, som verdens kaffefarmere
konfronteres med dagligt, og som reducerer verdens kaffeforsyninger drastisk.

Kaffesorter har gennem tiderne tilpasset sig specifikke
klimazoner, og temperaturstigninger pa bare 0,5°C kan
have store konsekvenser. Arabica bgnnerne, som udger
ca. 70 procent af verdens kaffe, dyrkes i hgjtbeliggende og
ofte svaert fremkommelige bjergomrader. Globale tempe-
raturstigninger tvinger farmerne til at rykke produktionen
til hgjere beliggende omréder, hvorved dyrkningsarealet
formindskes — eller produktionen omlaegges helt til andre

afgreder.

Selvom man pa verdensplan er blevet enige om at undga
temperaturstigninger pa over 2,0°C, er de politiske skridt
endnu ikke tilstraekkelige. Temperaturstigninger pa 1,5°C
er uundgaelige og klimaforandringer er allerede begyndt
at veere en realitet for mange kaffefarmere. Det kommer
tydeligt til udtryk som felge af frost og terke i nogle af
Brasiliens fgrende kafferegioner. Her forventes et tab pa

10-15 procent af Brasiliens samlede produktion.

En opbygning af kaffefarmernes evner til at tilpasse sig
klimaet er derfor ngdvendigt — dette kan samtidig bidrage til
sikring af indkomst og ordentlige arbejdsvilkar for farmerne,
som naturligvis ogsé er en helt essentiel forudseetning for

at sikre, at farmerne i fremtiden vil blive ved med at have

kaffeplanter pa deres marker.

Vi er hos Peter Larsen Kaffe dedikerede i at mindske vores

udslip af drivhusgasser og pavirkning pa det globale klima.

PETER LARSEN KAFFE

Vores elforbrug i den danske produktion er 100 procent
vedvarende fra vindenergi. Opvarmningen af vores hoved-
kvarters bygninger sker med biogas, der bliver dannet

ved forrddnelse af biologisk nedbrydeligt materiale, som
for eksempel gylle, affald fra fedevareindustrien og andet
organisk affald. Energiforsyningen til produktionen i Viborg
er saledes 100 procent fri for fossile breendstoffer.

Derudover har vi i ar anlagt en 2.000 kvm stor biodiversitets-
have foran vores hovedsaede i Viborg. Med biodiversitets-
haven giver vi plads til naturen, og byder forskelligartede
fugle og insekter velkommen. Vi skal veerne om naturen
fordi bdde klimaet og mennesker har brug for de ressourcer

og goder, vi far fra naturens gkosystemer.

Med vores baeredygtige energikilder og arbejdet med
at forberede kaffefarmerne til at imedekomme klimaets
forandringer bidrager Peter Larsen Kaffe til Verdens- og
delméal 2.3, 2.4, 8.4, 8.8, 12.2 og 12.8.

ANSTANDIGE JOBS
06 BKOKOMISK

Andel af energiforbrug
ved kafferistning fra
beeredygtige energikilder:

100 %

Bidrager til mal:
7, 9,12, 13,14 og 15

Andel af varmeforsyning
inkl. varme til
kaffeproduktion hos
Peter Larsen Kaffe, der
kommer fra biogas:

100 %

Bidrager til mal:
7, 9, 12, 13, 14 og 15

%
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DE DANSKE
FORBRUGERE OPFATTER
PETER LARSEN KAFFE
SOM DET MEST
ANSVARLIGE DANSKE
KAFFEBRAND, OG DET
FORPLIGTER

(Kilde: Straylight 2021).

PETER LARSEN KAFFE

Vi gor meget for at sikre kaffens
fremtid, og vi kommer til at gore
endnu mere.

Certificeringsordningerne er ét redskab

i de bestraebelser. Ordningerne ger det
lettere for virksomheder og forbrugere at
handle miljemaessigt og samfundsmeessigt
ansvarligt, og det er afggrende, at vi hjeelper
forbrugerne med at treeffe beeredygtige valg,
nar de keber kaffe, hvad enten det sker i
supermarkedet, pa caféer og restauranter

eller i virksomhederne.

Peter Larsen kaffe har vaeret frontlgber pa
okologi og Fairtrade-certificeret kaffe siden
90’erne. | 1994 introducerede vi Fairtrade (der
dengang hed Max Havelaar) som de fgrste pé
det danske marked. Tilsvarende introducere-
de vi i 1995 gkologisk produceret kaffe.

Via certificeringer sikrer vi bedre vilkar for
farmerne pa en raekke omréader. Bl.a. er

Fairtrade-kaffefarmerne sikret en minimums-

1 AFSKAF 1l SUNDHED IVALITETS-
FATTIGDOM OB TRIVSEL

By

it

ANSTANDIGE JOBS
DG BRONOMISK

Mgl

13 osis

pris og et pristilleeg for deres kaffebgnner.
Derudover viser forskningen, at iseer de
uddannelsesmaessige muligheder, som
certificeringssystemerne tilbyder, har en

positiv indvirkning pa farmernes indkomst.

Certificerede kaffeprodukter udgegr for
perioden 95 procent af vores samlede
omszetning (ekskl. private label). Vi ser
certificeringerne som et vigtigt fundament
i vores bestraebelser pa at skabe en mere
baeredygtig kaffeproduktion, og vi arbejder
pa en mélsaetning om, at Peter Larsen Kaffe
produkter skal vaere 100 procent tredje-

parts-certificerede ved udgangen af 2021.

Med indsatserne for at fremme udbredelsen
af certificering i den globale kaffes
forsyningskaede, omfattende certificerings-
ordninger med flere forskellige fokuspunkter,
bidrager Peter Larsen Kaffe til en bred vifte
af verdensmaélene inklusive Verdensmél 1-8,
11, 12, 13, 15 & 17.

6

1? PARTHERSKABER
FOR HANDLING

STATUSRAPPORT SIDE 20



Certificerede kaffeprodukter
udgor af Peter Larsen Kaffes
samlede salg (kr.):

Certificerede: @kologisk, Fairtrade,
Rainforest Alliance & UTZ.

0%

Ar 1994

R 2459

Ar 2017

64 %

Ar 2020

935 %

Ar 2021

-

PETER LARSEN KAFFE

BB KAFE SKARER .
¢ I'a"ia".l()(|j
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PETER LARSEN KAFFE

DEN OKOLOGISKE CERTIFICERING
GARANTERER, AT KAFFEN ER
PRODUCERET UDEN ANVENDELSE
AF KEMISKE SPR@GJTEMIDLER
ELLER KUNSTGO@DNING, SAMT AT
PRODUKTIONEN ER BZAREDYGTIG

¥ Stats-
@ kontrolleret
okologisk

4 N
Reducere Reducere Omdanne sa meget Omlzegge jord
anvendelsen af anvendelsen af organisk affald til ekologisk
goedning med pesticider med til giftfri gedning produktion
119.610 12.090 3.707.880 7.071
KG KG KG fodboldbaner
Ovenstdende beregning er udarbejdet pd grundlag af: Januar 2017, rev. 2013.
\ Projekt Ekokvitto kaffe er finansieret af Konsumentverket i Sverige og udviklet af U&We. /
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FAIRTRADE

Fairtrade er en uafhangig produktmarkning | feellesskab investerer farmerne de midler, de far, nar
med fokus pd menneskerettigheder. deres afgrgder bliver solgt som Fairtrade. Disse penge

— kaldet bonus — bruges for eksempel til bedre uddannel-
Produkter der er Fairtrade-certificeret, sikre f.eks. kaffe- se, omleegning til gkologi eller mikrolan. Fairtrade skaber
farmerne en mindstepris, hvis verdensmarkedsprisen pa den made forudsaetninger for bedre arbejds- og leve-
pa kaffe falder. Prisen deekker séledes deres leve- og vilkér, sdsom skolestipendier til videregdende uddannelse
produktionsomkostninger, og hvis verdensmarkedsprisen og udstyr til grundskoler, nye og forbedrede vej-, el- og
er hgjere end mindsteprisen, bliver beanderne naturligvis kloaksystemer samt stgtte til lokale sundhedsfaciliteter
tilgodeset og far den ekstra veerdi, der matte veere. og leeger.

Koorperativet far @ge koorperativets indtagter
en pramie svarende til fra gkologisk produktion med

1.780.670 2.347.860

Kilde: Fairtrade Sverige

- /
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PETER LARSEN KAFFE

RAINFOREST ALLIANCE

Rainforest Alliance-certificeringen
arbejder for at bevare den biologiske
mangfoldighed og sikre levebredet for
arbejdere og farmere.

Fokusomréderne er at mindske udslippet af
drivhusgasser, stoppe feeldning af skove, sikre
naturen samt uddanne farmerne i at bruge deres

land bedre og derved forbedre deres levestandard.

MED PETER LARSEN KAFFES SALG AF FAIRTRADE
CERTIFICERET KAFFE | DANMARK | PERIODEN
1. JULI 2020 - 30. JUNI 2021 BIDRAGER VI TIL AT:

Omrader konverteret til baeredygtig dyrkning*

368,2

fodboldbaner

Kilde: Rainforest Alliance.
*Udregningen er baseret pd 100 procent Rainforest Alliance-certificeret kaffebgnner.

%
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Vores forretningskodeks eller ‘Code of Conduct’ er de
retningslinjer, vi som virksomhed stiller op for medarbejdere
og til leveranderer vedrgrende etiske, sociale og miljg-
meessige forhold. Vores Code of Conduct er et fintmasket
dokument, udviklet og finpudset gennem mange artier.

Vi stiller store krav til vores samarbejdspartnere, men vi
tilbyder samtidig et partnerskab, hvor vi aktivt tager del

i at sikre Igbende forbedringer hos vores producenter,

og vi har ngje definerede retningslinjer og processer, som

treeder i kraft ved eventuelle brud pa retningslinjerne.

Vi medlem af Dansk Initiativ for Etisk Handel (DIEH), hvor
virksomheder og organisationer arbejder for at fremme

ansvarlig handel.

Etisk handel er en forudsaetning for baeredygtig udvikling.
Handel bidrager til udvikling, mens uetisk handel, som
inkluderer bgrnearbejde, miljggdeleeggelser, uansteendige
arbejdsforhold og lgnninger under eksistensminimum,
modvirker beeredygtig udvikling i samfundet. | DIEH er vi
sammen om at fremme ansvarlig handel ved at respektere
menneske- og arbejdstagerrettigheder, miljg og klima samt
bidrage til en global beeredygtig udvikling ved at styrke
medlemmernes indsats inden for etisk handel.

PETER LARSEN KAFFE

Som medlem af Maerkevareleverandgrene (MLDK) arbejder
vi i et kommercielt interessefeellesskab for leverandarer
til dansk detail og Away From Home, for at synliggere

veerdien af meerkevare.

Administrerende direktar i Peter Larsen Kaffe, Claus
Bertelsen, og kommunikation- og udviklingschef, Lars Aaen
Thegersen, tager aktivt del i henholdsvis MLDK’s bestyrelse
og CSR & Public Affairs Committeee. Her saetter vi fokus

pé et beeredygtigt, innovativt og effektivt marked og fair

samhandelsvilkar til gavn for de danske forbrugere.

Vi har de seneste ar taget del i et forskningsprojekt med
COWI Fonden, Kebenhavns Universitet, IT Universtitet og
Chalmers University of Technology, hvor vi har undersegt,
hvordan Blockchain-teknologi kan bidrage til den baere-
dygtige omstilling. Teknologien skal hjeelpe os med at #ge
gennemsigtigheden og sporbarheden i kaffens, ofte lange
og kringlede, vaerdikeaede fra farmer til forbruger. Ved hjeelp
af teknologien kan vi bl.a. bringe forbrugerne teettere pa
kaffefarmerne, for der igennem at gge forbrugerens bevidst-

hed om konsekvensen af deres valg og indkgb.

| &r har vi afsluttet projektet og kan konkludere, at
Blockchain er et vigtigt og brugbart redskab til at skabe
sporbarhed og gennemsigtighed, men der er stadig nogle
udfordringer i forhold til kvaliteten af den data, der bliver
udvekslet. | forbindelse med projektet har vi skabt en raekke
limited edition special kaffer, som vi er lanceret i slutningen
af 2021.

Med indsatserne for at sikre bedre udnyttelse af kaffe-
plantens samlede biomasse bidrager Peter Larsen Kaffe til
Verdens- og delmal 2.3, 2.4, 8.4, 8.8, 12.2, 12.3, 12.5 og 12.8.

ANSTIENDIGE JOBS
06 BKOKOMISK
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MED VORES
ENGAGEMENT |
DANMARK MOD
MADSPILD GAR

VI NYE VEJE |
KAMPEN MOD
MADSPILD

PETER LARSEN KAFFE

Vi tror pa, at vi i feellesskab kan skabe
bedre balance mellem mennesker og jordens
ressourcer. Ambitionsniveauet er gget fra at
reducere spild, til at vi nu gnsker nul spild.
Vi arbejder pa at skabe mervardi af eksiste-
rende ressourcer, og udnytte kaffens fulde
potentiale.

Arbejdet med at mindske mad- og ressourcespild er
blevet en vindersag overalt i det danske og internationale
samfund. En lang reekke initiativer, bade fra politisk og
kommercielt hold, er skudt frem og rundt i de danske

hjem er der en stadig stigende opmaerksomhed p& emnet.

Som en del af Danmark mod Madspild underskrev direk-
ter Claus Bertelsen i 2020 en aftale, hvor vi forpligter
os pa at reducere vores madspild med 50 procent inden
2030.

Hos Peter Larsen Kaffe opfyldes vores mélsaetning om
nul-spild relateret til produktionen af kaffe pa vores
risteri. Produktionen er tilpasset og overvages med hgj
preecision, s& feenomenet "datovarer” (varer overskredet
sidste anvendelsesdato) stort set er elimineret. Selvom
vi kun har meget lidt spild i vores produktion, har vi
alligevel i ar kunne donere naesten 6 ton kaffe, 800 liter
koldbryg, 4.300 kopper kakao, 500 kopper instant kaffe,
856 kopper te og 2.000 stykker chokolade, til socialt
udsatte. Det sker i samarbejde med Fgdevarebanken,
som er en nonprofitorganisation, der beka&mper mad-

spild og madfattigdom i Danmark.




Med indsatserne for at forebygge og reducere madspild
Vi er géet fra at have fokus pa den nedre del af mad- bidrager Peter Larsen Kaffe direkte til Verdens og delmél
spildstrekanten til at fokusere p& optimerings- og forebyg- 12.2, 12.3, 12.5 og 12.8 samt indirekte til 2.3, 2.4, 8.4 og 8.8.
gelsesstadiet (madspildstrekantens avre halvdel jf. figur).

ANSTENDIGE JOBS

Herved adresserer vi problemstillingerne ved at skabe 0G BKOROMISK

udvikling og nye muligheder. Den forebyggende indsats er

ikke blot at foretraekke, det er et helt nyt mulighedsvindue,

hvor vi som virksomhed forventer at vende verserende,
samfundsmeessige problemstillinger vedrgrende madspild

til innovative produkter og Igsninger.

4 N

FOREBYGGELSE
§1 . Spild fra ravarer, ingredienserog produkter er
§' reduceret — malt i forhold til den totale
a reduktion afspildet
o
3
@
OPTIMERING
. Redistribueres til mennesker
. Bruges til dyrefoder
RECIRKULERING
. Spild sendes til anaerobnedbrydning
GENUDNYTTELSE
. Forbreending af spild med energiudnyttelse
BORTSKAFFELSE
. Forbreending af spild uden energiudnyttelse
. Spild sendt til deponering
. Spild der ender i kloaken
\ Kilde: oversat fra UNEP, 2014. /
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GENANVENDELSESGRADEN
PA PLASTEMBALLAGER

| DANMARK ER KUN 41 %

— RESTEN BLIVER AFBRZANDT
PA LIGE FOD MED IKKE
GENANVENDELIGT AFFALD

Vi har taget de forste skridt pa vores grenne mission, og erstattet over halvdelen
af den traditionelle, fossile plast med plast fra sukkerror i vores klassiske
helbgnne serie. Fossilt breendstof er en knap ressource pa jorden, og traditionelt
plast er lavet af olie. Derfor ensker vi at ga en anden vej.

Plast lavet af sukkerrer er et mere miljgvenligt alternativ til fossilt plast, da planter optager CO2 under

dyrkning og er en vedvarende energikilde, der kan dyrkes igen og igen.

De sukkerrgr vi bruger til vores emballager, stammer fra , som sikrer
en beeredygtig dyrkning, hvor der ikke er faeldet regnskov. Den type plast fra sukkerrgr, vi implemen-
terer, kaldes GR@N PE, og har samme kemiske opbygning og kvalitet som fossilt baseret PE. GR@N PE
kan derved genanvendes pa lige fod med andre typer plast, s& vi med den nye type emballage i vores

klassiske helbgnneserie er et skridt pd vejen mod malene for 2025 og 2030.

PETER LARSEN KAFFE STATUSRAPPORT SIDE 30
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YoterTarsen
VI HAR EN GR@N MISSION

| 2025 skal 100 % af vores
emballager kunne genanvendes.

1 2030 skal 100 % af vores emballage komme fra
fornybare eller genanvendte kilder.

Lses mere pa
www.peterlarsenkaffe.dk/emballage

14

wrm

®

Minimum 50 % Grgn PE — plast lavet fra sukkerrer.

2030: 100 % af vores emballage skal komme
fra vedvarende eller genanvendte ravarer.

KAFFE TIL FOLKET SIDEN 1902

PETER LARSEN KAFFE
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Vi er pa en gren mission, hvor vores emballagestrategi fokuserer pa:

e 100 procent af vores emballager skal komme fra vedvarende eller genanvendes
ressourcer, der er designet til genanvendelse

e Minimere i maengden af ressourcer fx ved at gere emballagerne tyndere

e Minimere spild og genbruge elementer, nér det er muligt

e Bruge biobaserede polymere i vores emballager der kommer fra vedvarende
kilder s& som sukkerrgr

e Fjerne ungdvendige lag af aluminium og metallisering

e Helt undgé materialer, der indeholder bisphenol,
PVC og klorinbaseret plastik

e Sikre ressourcer, der er ansvarligt dyrket, produceret og kan spores hele vejen

e Mindre negativ pavirkning pa miljeet

e Sikre emballagernes kvalitet

e Optimere pakkestruktur pa paller, sa vi ikke transporterer luft
Laes meget mere om vores emballagestrategi her

Vores emballagestrategi bidrager i seerdeleshed til Verdensmal 12.

STATUSRAPPORT
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Kaffe skaber dialog, og kaffen udger et fantastisk omdrejningspunkt for meder, socialt samveer
og fordybelse. Vi mader de danske kaffedrikkere til kulturelle events og arrangementer.
Det er vores made at kommunikere pa - ikke til, men i dialog med den danske befolkning.

Hos Peter Larsen Kaffe streeber vi efter at vaere neervee-
rende og i teet dialog med verden omkring os. Peter Larsen
Kaffe arbejder med og for mennesker, og siden 1902 har vi
serveret kaffe til folket. | mgdet med kulturlivet oplever vi
en fantastisk ramme for at udfolde vores veerdier og sociale
eksistens. Vi arbejder teet sammen med kulturlivet bl.a. via
vores engagement i organisationen Kultur & Erhverv samt

en lang reekke kulturelle organisationer og foreninger.

Peter Larsen Kaffe LIVE bidrager til et socialt formal. Via
bl.a. kaffebarernes omsaetning pa landets festivaler bidrager
vi med provision af overskud og donationer til velggrenheds-

organisationer og kulturelle formal.

Peter Larsen Kaffe er mangeérig samarbejdspartner med
toneangivende festivaler indenfor baeredygtig udvikling som
bl.a. Roskilde Festival, Smukfest og NorthSide Festival. Vores
steerke fokus pé bl.a. gkologi og cirkulzer gkonomi bidrager
til opfyldelsen af arranggrernes egne beeredygtighedsmal

og visioner.

Det seneste ar har fortsat vaeret praeget af COVID-19, der
stadig udfordrer vores traditionelle mader at mgdes over

en kop kaffe pa. Det er i seerdeleshed kommet til udtryk

hos Peter Larsen Kaffe LIVE, hvor festivaler og events har
veeret aflyst, og den fysiske afstand mellem os og de danske

kaffedrikkere er fortsat stor. Dog har sommeren budt pa en

PETER LARSEN KAFFE

begyndende genébning. Vi har derfor kunne tage pa
Folkemgdet, hvor en god kop kaffe har dannet udgangs-
punktet for demokratiske samtaler pé tveers af borgere
og beslutningstagere. Derudover skabte vi god stemning
pa Tangkrogen i Aarhus i forbindelse med fodbold-EM pa
storskeaerm, og vi var en del af Smukfests corona-venlige

udgave af festivallen: Sméfest.

Vi ser frem til det kommende &r, hvor vi forhdbentligt kan

komme til mgde de danske kaffedrikkere i end hgjere grad.

STATUSRAPPORT
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PETER LARSEN KAFFE

Sundhed og trivsel er Verdensmal nummer 3.

| samarbejde med KidsAid og racersports-
legenden Tom Kristensen star Peter Larsen
Kaffe bag indsamlingskampagnen Knus Kreaeft,
som har til formal at skabe trivsel for alvorligt
syge bern, unge og deres familier i Danmark.

Knus Kraeft aktiviteterne tager sit udgangspunkt i delmal
3.4, som er at inden 2030 skal dedelighed, som fglge af

ikke-smitsomme sygdomme, reduceres med en tredjedel
gennem forebyggelse og behandling. Derudover er malet

ogsa at fremme mental sundhed og trivsel.

Sidste ar var vi grundet corona ngdsaget til at aflyse vores
store Knus Kreeft gallashow der skulle have budt pa fest,
god musik og hgjt humer til eere for de sygdomsramte bgrn
og unge. | ar kunne vi endelig vende tilbage, og det gjorde
vi med ambitionen om at sld indsamlingsrekorden fra 2017
pa 2.212.340 kr.

Youtuber Anna Briand ferte 1.500 geester, herunder ca. 200
kreeftramte og andre alvorligt syge bgrn og deres familier,
gennem en aften med musikoplevelser fra Malte Ebert og
Lord Siva. Den efterfalgende dag dbnede Tinghallen op

for 750 geester til en fuldsteendig udsolgt gallaaften. Det
var en aften med sublim underholdning og ikke mindst et
rekordbelgb indsamlet p& 5.947.873 kr.

Til et Knus Kreaeft paddel tennis-event samlede vi 125.000 kr

ind, og i lgbet af aret har vi modtaget flotte donationer fra
bl.a. Rema 1000, Loop fitness og Café Baghuset.

Pengene er gdet til mange unikke oplevelser til sygdoms-
ramte bgrn og unge. Eksempelvis sommerferieaktiviteter i
Lalandia, Tivoli og Zoo. Derudover har vi forlaenget Familie-
rummene 'Viborg’ og ’Hobro’ pd Trygfondens Familiehus i
Skejby. Sidelgbende har vi opfyldt berns individuelle gnsker
med alt fra iPads til weekendophold — det som lige netop

det enkelte barn og familie har brug for i deres situation.

Rumm1 pa Skejby Sygehus har haft stor betydning for
bernene, og derfor gnsker vi fremadrettet at kunne bidrage
i endnu sterre grad. Derfor er det besluttet, at de mange
penge vi har indsamlet, skal ga til at bygge et KidsAid-hus

i samarbejde med HusCompagniet.

3 SUNDHED Med Knus Kreeft bidrager vi i seerdeleshed
OGTRIVSEL

til Verdensmal 3.
e

KidOe
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Kaffen fra Peter Larsen Kaffe haenger historisk
sammen med store dele af topidreetten i
Danmark. Som en naturlig del af vores lokale
engagement i Viborg gar vores samarbejde
med VHK (Viborg Handbold Klub) og VFF
(Viborg Fodsports Forening) flere artier tilbage
i tiden. Vi er grgnne i hjertet, og derfor bakker
vi op om vores lokale, gregnne helte.

| tilleeg til den steerke lokale opbakning bidrager vi til
sportsverdenen i hele Danmark. Sezerligt indenfor fodbold
er Peter Larsen Kaffe synlige med vores bidrag til fodbold-
klubberne AGF, FC Midtjylland, Randers FC, Hobro IK, AaB,
Silkeborg, Vejle Boldklub og FC Nordsjzelland. Et steerkt
engagement, hvor vi med stolthed kan konstatere, at kaffe
skaber dialog — ogsé pa tveers af geografisk tilhersforhold
og diverse fangrupperinger i den danske fodbold Superliga.

PETER LARSEN KAFFE

I ar indferte vi for forste gang Det Grenne

Kort, som er et till2g til vores sponsoraftale
med Viborg FF. Sammen har vi underskrevet
klausulen, som skal vaere udgangspunktet for en
faelles indsats, der skal satte fokus pa menne-
skerettigheder, inklusion og mangfoldighed.

Med "Det Grgnne Kort” forpligter vi hinanden pa fire punkter:

e lige rettigheder for alle
e nultolerance for kreenkende adfeerd
e nedbrydelsen af tabuer

e udvis sportsmanship

Vi haber pa, at dette kan satte nye standarder for sponsor-
samarbejde mellem virksomheder og klubber, men vigtigst
af alt skal det statte op om den vigtige sag. Det Grgnne Kort
indfgres fremadrettet som en fast del af Peter Larsen Kaffes

sponsoraftaler.

Med indsatserne sammen med kulturlivet i Danmark bidrager
Peter Larsen Kaffe direkte til Verdens- og delmal 1.2, 2.4, 3.4,
8.4, 8.8, 12.2, 12.3, 12.5, 12.8 og 17.3.

1 AFSKAF SUNDHED
FATTIGDOM

OGTRIVSEL
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KAFFE ER MEGET
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FODEVARE OG
EN DRIK, SOM
KONSUMERES

AF FLERE
MILLIONER
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| VERDEN

PETER LARSEN KAFFE

Kaffe har en social egenskab. Kaffe er omdrejningspunktet for mogder mellem mennesker.
Kaffe er en kilde til dialog og feellesskaber. Hos Peter Larsen Kaffe vil vi udnytte denne
egenskab til at bringe mennesker sammen. Helt grundlaeggende har vi et enske om, at vi
som kaffevirksomhed skal veere et omdrejningspunkt for at skabe fellesskaber - og vi skal
konstruktivt og malrettet beka@mpe sociale problemstillinger som ensomhed og ulighed.

Kaffe skaber dialog og samler mennesker, derfor fgler
vi at vi har et socialt ansvar og vi har derfor sat et

mé&l om at udrydde ensomhed. Et middel mod det mal,
er vores Equality Coffee, der er blevet til i samarbejde
med organisationen Copenhagen 2021, der i ar
afviklede WorldPride og EuroGames i Kgbenhavn.

Vi stegtter op og opfordre til dialog pa tveers af religion,
seksualitet, etnicitet og tro, og bidrager dermed til

Verdensmal 10.

| Viborg er 800 unge under 30 ar pa overfarelses-
indkomst — Det gnsker vi at lave om péa. Derfor er vi
en del af Code of Care, der arbejder for at inkludere
flere unge mennesker pa de danske arbejdspladser.
Code of Care har lavet et koncept, der hjeelper
virksomheder og unge med at finde hinanden, for
gensidigt at skabe veerdi. For to ar siden bed vi vel-
kommen til Camilla, der dengang var begreenset af sin
sociale angst og voldsomme hgjdeskreek. Hun startede
dengang med at veere ansat 10 timer om ugen, men
sidenhen har hun i feellesskab med Peter Larsen Kaffe
udviklet bade sig selv og virksomheden. | dag har hun
far selvtillid og et tilhgrsforhold, der giver hende mod
pa livet. Nu arbejder hun i 37 timer om ugen, hvor hun

tager ansvar for sine opgaver og er meget arbejdsom.

P& den méde er vi med til at gore en forskel for unge,

og bidrager dermed til Verdensmaél 10.
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Coronakrisen har pavirket vores arsregnskaber.
Nedlukkede virksomheder, hoteller og restauranter
samt aflysningerne af sommerens festivaller og
events har givet et tilbageslag i forhold til forvent-
ningerne. Men gkonomien er stadig solid, og de
cirkulaere ambitioner er tarnhgje.

Vi er i fuld gang med at genopfinde os selv med udgangspunkt
i blandt andet cirkuleer gkonomi og FN’s Verdensmal - og det
skaber resultater. Til trods for corona har vi de seneste ar skabt
et nyt forretningsgrundlag med Circular Coffee Community,

og det har &bnet op for nye partnerskaber og muligheder.

Partnerskaber med uddannelses- og forskningsinstitutioner,
virksomheder og kunder er en afgegrende del af vores strategi
og arbejde i fremtiden. Hvis vi skal eliminere alt spild, kan vi
ikke leengere se os selv alene som kaffeproducent. Vi, og vores
révare, skal bruges i nye sammenhaenge og nye industrier og
til nye, nyttige produkter.

Til trods for corona-nedlukninger har vi skabt resultater vi er
stolte af. Virksomheden er rykket taettere sammen, alle ansatte
har udvist stor kreativitet, samarbejdsvillighed, omstillings-
parathed, gdpdmod og vigtigst af alt: ansvarlighed. Mens resten
af verden gik i sta, fortsatte vores retail-konsulenter ufortredent
og holdte hjulene karende. lkke bare for Peter Larsen Kaffe, men
ogsa i et starre samfundsmaessigt perspektiv sikrede de at dag-

ligvarehandlen kunne fortseette og levere de ngdvendige vare.

Corona er endnu ikke forbi, men vi forbereder os pad at made
danskerne igen. Til gode kaffestunder og en fremtid med fokus

pa bade miljgmaessig- og skonomisk stabilitet.
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Hvor ingen anden kilde angives, er grunddata
for nagletal og statistik hentede i vores interne

virksomhedssystem.

Rapporten er ikke revideret eksternt, men vores
virksomhed revideres regelmeessigt af eksterne
parter gennem vores certificeringer i miljg,

kvalitet og fedevaresikkerhed.

Peter Larsen Kaffes aktiviteter indgar desuden
i rapportering for L6fbergs Group, hvorfor der
henvises til denne for yderligere indsigt i vores

arbejde og resultater.

Spergsmal til rapporten kan sendes til
kaffe@peterlarsenkaffe.dk
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)) It is about the power of doing things
together. When we make time for each other
and make room for different experiences and
perspectives.

It is about becoming and doing better together.
One fika at a time.
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PROGRESS 2020/2021

Certified coffee makes a
difference - for people and
the planet

Of all the coffee we purchased this year, for the
production of our own brands as well as for
Private Label, 81 per cent was certified (organic,
Fairtrade, Rainforest Alliance, UTZ or combinations
of these). This means that 4 of 5 beans are now
certified!

The purchases of organic coffee has contributed
to the conversion of an area equivalent to 11,771
football fields to organic production without any
artificial fertilizers and pesticides.

With our purchases of 3,000 tonnes Fairtrade
certified coffee, we have contributed with
approximately SEK 28 million in premiums to
cooperatives including extra payments for organic
farming for small-scale coffee farmers.

THE LOFBERGS GROUP

Era of We.

Strides for certified
in Denmark

The past year, we took strides in Denmark with
our brand Peter Larsen Kaffe. The share of certified
products increased from 47 to 92 per cent,
which we are extremely proud of. The substantial
increase consists principally of Rainforest Alliance ! Karcoewy
certified coffee. It contributes to more farmers
getting the opportunity to a sustainable livelihood
and the promotion of biodiversity in the producing
countries.

All products within the Léfbergs brand are
certified since 2019.

Democratisation of the
value chain of coffee

As the first coffee roaster in the world, we are
becoming a part of Era of We - the world’s first
digital platform that brings all players of the value
chain of coffee together and increases the value
for farmers and consumers. Coffee farmers get
the opportunity to market themselves directly
towards coffee roasters and consumers through

SUSTAINABILITY REPORT
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Milestone reached within
International Coffee Partners

Coffee packaging in
recyclable mono-material
about to become a reality

We are really close of having recyclable packaging.
Together with a supplier, we have developed a prototype
of a coffee package made of PE mono-material. The
mono-material structure makes it possible to reuse,
recycle and circulate the packaging many times. The
prototype has passed all quality tests this far, and we are
now scaling up the tests to make sure the new packaging
can reach all coffee-lovers very soon!

Together in International Coffee Partners, we have
now improved the development possibilities for
more than 105,000 small-scale coffee farmers and
their families. The goal was 100,000 by 2023, which
therefore has been reached prematurely!

New state-of-the-art Awarded

roastery for whole beans sustainability report

IOYS the foundation for For the second year in a row, our sustainability report
. has been awarded by Hallbars Awards. This time

continuous grOWth as a national winner in Sweden and first runner-

up globally in the Coffee category. The award is

On the 1st of July 2021, we finally opened the doors to
our new, modern roastery for whole beans. The biggest presented by the international organisation Hallbars
investment in our 115-year history. The roastery has with the purpose of highlighting good examples as
achieved an Environmental Building Silver certification well as inspiring and motivating others to increase
and all energy comes from renewable sources. their commitment to sustainability.

THE LOFBERGS GROUP SUSTAINABILITY REPORT 5 OF 76
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A YEAR CHARACTERIZED BY CHALLENGES, NEW PROCEDURES AND CONFIDENCE IN THE FUTURE

We had a conversation about sustainable development,
the past year and the future with the chair of the
board Kathrine L6fberg, a fourth generation Lofberg,
and Anders Fredriksson, the new group chief executive.

Anders, you are the new group chief executive at Léfbergs since
August 2021. What does sustainability mean to you?

“Sustainability is without a doubt the most important matter of our time. A
sustainable development is crucial for Lofbergs to keep existing as a business, as for
all companies. The latest IPCC report is clear. We need to act now and the business
community plays an essential role. Since its start in 1906, Léfbergs has taken much
responsibility for the community, people and the environment, and we will be a
leading player that work towards a sustainable development in the future as well.

)) Sustainability is without a doubt the most
important matter of our time.

What has Léfbergs done for sustainability during the past year?

It has been a year of challenges for co-workers, customers, farmers and our business.
But also a year where we as people and as a company have learned so much
incredibly fast and made behavioural changes that otherwise could have taken
several years. Our new knowledge and behaviours give us the possibility to accelerate
our work within sustainable development. We have learned to meet and cooperate
digitally, and find new channels for business and learning. It is possible to change
unsustainable behaviours quickly when we have to. That was a great lesson to learn
and it gave us hope on how we can continue and accelerate our sustainability work,
from the coffee farmer’s beans to the consumer’s cup.

THE LOFBERGS GROUP

When looking back, Léfbergs has under 2020/2021 handled the present situation
and worked with renewal and long-term development at the same time. The

year has meant that the sale was quickly adjusted to the changed consumption
patterns. Coffee lovers that have worked at home have bought their coffee digitally
and started enjoying their coffee breaks in new ways. It has forced us to make
quick adjustments and have a more agile attitude. That, together with our loyal
consumers and customers, has made us tackle the year quite successfully, which is
something we should be proud of. The new, climate-smart roastery for whole beans
and the switch to renewable gas in the roastery for ground coffee have lead to
strides towards our goal of being 100 per cent fossil-free, and we have reduced our
climate impactwith 42 per cent compared to last year. The packaging development
in the industry, where Lofbergs is a driving force, has taken important steps towards
100 per cent renewable/recycled material in all packages. And we have stepped up
our efforts to increase the organisation’s knowledge in inclusion and what it means
in behaviour in practice.

)) We have reduced our climate impact
with 42% compared to last year.

Kathrine, if we look out in the world, 125 million people depend
on coffee for their livelihood. How has the past year affected the
coffee farmers of the world?

They have suffered significantly. Closed borders, logistical challenges with for
example a global lack of containers, closed markets and curfews have made it
difficult for coffee farmers to run their small-scale companies. We see that our
long-standing and close relationships with cooperatives and farmers are very
valuable in crises like this, and that they are something that reduce our and the
farmers’ vulnerability. We have also intensified our work to strengthen small-scale
coffee farmers within the framework of International Coffee Partners. So far, we
have reached 105,000 participants and have already reached the goal of 100,000
participants by 2023. We have devoted much effort in developing new digital ways of
reaching and supporting the participating coffee farmers. And we have seen »

SUSTAINABILITY REPORT
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» much proof that our work gives effect during

the year. Participants that have been a part of ICP
has a higher resistance and have performed better
than many others during the pandemic. Our work
with Coffee & Climate, where we support farmers to
manage climate change, is another tool that we have
worked hard with this year. We will spread this widely
to make sure that it reaches and supports even more
coffee farmers around the world.

The coffee is threatened. Fewer young
people see a future in coffee. Climate
change hits hard, with the frost in Brazil
as an example that has forced up the
market price on coffee. How is Léfbergs
working to secure the morning cup and
strengthen the next generation of coffee
farmers?

We are a family business and have been since 1906.

As owners, our vision is to create good moments for
coming generations. The coming generations of coffee
drinkers, coffee farmers, suppliers and also coming
generations of the Lofberg family. All our efforts are all
about that.

Another example is that we are the first roaster to join
the platform Era of We with the goal to democratise
the value chain. The platform offers the coffee farmers
a practical opportunity to reach the consumer directly
and get a higher value for their coffee. | believe that
we, in a few years, will look back at the establishment
of Era of We as a big and important step to change
and improve the coffee industry.

THE LOFBERGS GROUP

How are the board and you as the

chair working to spur the sustainability
agenda?

Sustainability is an integrated part of the business and
a way of making business, so it is therefore natural
that sustainability permeates the strategic work of
the board and the decisions we make. Of course, we
follow up to see that we are in line with our goals. To
secure a sustainably long-term business - financially,
environmentally and socially - is certainly also the
CEO’s most important task from the board.

)) To secure a sustainably long-term
business - financially, environmentally
and socially - is certainly also the
CEQO's most important task from the
board.

Anders, how will Léfbergs work with
sustainability under your leadership?

The ambition can only be to be leading in sustainability
matters within the coffee industry. Lofbergs will take
the lead and push on towards a sustainable future

on this planet. We must have the courage to lead
and be first, and we will be successful together with
customers and partners. This year, we have updated
our framework for our sustainable business strategy,
which is based on the global goals, our values and the

greatest risks and possibilities for our business. This
framework will lead us forward towards even tougher
goals and ambitions.

)) Lofbergs will take the lead and
push on towards a sustainable future
on this planet.

SUSTAINABILITY REPORT
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ABOUT US

CO-WORKERS

302

(2019/20: 339)

O’OQ

VOLUMES OF

25,032 tonnes

COFFEE (2019/20: 25,690)

1 37 tonnes

TEA (2019/20:156)

4 o 2 million packages

READY TO PRODUCTS
(2019/20: 4.0)

HEAD OFFICE

Karlstad
Sweden

LOFBERGS

202072021

O
w

OWNERS

The Léfberg family,
in its third and
fourth generation.

5017 Q/i

million
OPERATING PROFIT
(2019/20: -7.1)

iy

TURNOVER G} sek 1,500 mition  (2019/20:1,600)

MARKETS

Sweden, Norway, Denmark, Finland, Estonia,
Latvia, Lithuania, UK, and Ireland.

THE LOFBERGS GROUP

FAIR

INCLUSIVE SINCE 1906

BRANDS

LOFBERGS

HCOL

GreenCup

Roasters & Recycler.

ETABLERAT 1809
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ABOUT US

THE LOFBERGS GROUP

FOREWORD

ABOUT US

OUR SUSTAINABILITY WORK

It all began back in 1906. Today,

we are one of the Nordic region’s
biggest family-owned coffee
businesses with a production that
corresponds to 10 million cups of
tasty coffee — a day. The passion
for great tasting coffee as well

as doing good for people and the
environment has been a part of the
company since its inception.

Lofbergs was founded by the brothers Anders, John,
and Josef Lofberg. We are still family-owned, now

in the third and fourth generation. We are a value-
driven company with a long-term perspective on our
operations. Our strength on a highly competitive
market is our long history in combination with our
desire to continually evolve and remain at the cutting
edge. And that we love to invite others to go even
further together.

Organisation

We have a central organisation for HR,
communications, quality and sustainability,

financial management, strategy, brand and product
development, purchasing, and supply chain. Our sales
organisation is divided into three business areas, each
with profit and loss responsibility.

The board of directors consists of seven ordinary
members: three owners and four external members, of
whom four are women and three are men. There are »

SUSTAINABILITY REPORT
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ABOUT US

» also two employee representatives and two deputies.

Kathrine Léfberg is Chair of the Board.

The operational business is managed by the group
management team, which consists of eleven
executives - three women and eight men. Anders
Fredriksson is our CEO and group chief executive
since August 2021. Fredrik Nilsson was acting group
chief executive during the financial year 2020/2021.
Sustainability is an integrated part of the business
plan towards 2026. The sustainability report covers all
the brands and markets within the L&fbergs group
(under the legal name AB Anders Lofberg).

Our business

We are 302 coffee-lovers operating in northern Europe,
who share an interest for taste, trends, sustainability,
and interaction between people. Coffee in every form
is still the core of our business and we are constantly
developing new products, services and business
opportunities that can add value for us and the world
around us.

We operate in some ten countries in northern Europe
under the brands Lofbergs, Peter Larsen Kaffe, Percol,
Green Cup, Kobbs and Superbonobo. We also produce
coffee sold under our customers’ brands.

Retail

Straight to end consumer from the
physical and digital coffee shelf

Retail is our largest business area and accounts for
56 per cent of sales. This area is usually dominated

THE LOFBERGS GROUP

by several large retail customers that we regularly
negotiate with. We offer our cold and hot beverages to
end consumers under the Léfbergs brand in Sweden,
Norway, Finland, Estonia, Latvia, and Lithuania.

In the UK, we operate under the brand Percol, and

we are the Danish people’s coffee under the brand
Peter Larsen Kaffe in Denmark

This year, we have seen increased sales through our
customers’ digital channels. We are also available

at Amazon in the UK and Sweden with the brands
Lofbergs and Percol. This is where we can see an
increased demand in products that are not available in
other sales channels.

Out of home

The served cup
and the cold coffee drink

The demand for the served cup has grown for several
years, even if 2021 has been a heavy blow for the
entire industry. Our sales to hotels, restaurants, cafés,
and workplaces account for 31 per cent of sales. We
cooperate with everyone from local cafés to high-
end restaurants, private and public workplaces to big
international customers. The business often includes
services, for example educating our customers in the
subject of coffee, sustainability, and how to create a
profitable coffee business.

We are market leaders in Sweden. In Denmark, we are
strong on convenience and are building our presence in
other parts of the HoReCa market. In the UK and the
Baltic countries, we are strongest within hotels, cafés,
and restaurants. On the Norwegian market, we work
with chains and vending companies. In Finland, we are

still a challenger, but are growing in all segments and
have a great visibility of the Lofbergs brand.

Private Label

Under the customers’ own brands

We are a proud partner to big national and
international customers such as IKEA, McDonald’s, and
Circle K as a coffee producer for their own brands. Our
strength lies in having the capacity of a large player in
terms of purchase and production, but the flexibility
of a small one and the ability to adapt production to
specific wishes. This business area accounted for 13 per
cent of our total sales in 2020/2021.

Our own coffee shops and pop-ups

The demand for the served cup is constantly growing.
This is where we meet the consumer directly in
different ways. In Sweden, we have our own coffee
shops in Stockholm and Karlstad. We also use mobile
coffee shops and pop-up solutions in all our markets.
In Denmark, we are an appreciated partner to many
of the country's festivals with our LIVE concept. We also
see an increased demand for our services in different
kinds of private and business events.

Through our own digital channels

This year, we have devoted much effort in developing
our digital presence and offer our products and
services directly to the end consumer. Today, we

offer e-commerce in Norway and Denmark. Our sales
straight to the end consumer through these channels
are still on low levels, but we saw an impressive growth
of more than 300 per cent this financial year!

SUSTAINABILITY REPORT
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LEGAL STRUCTURE
Bréderna Léfberg AB
Lofbergs (AB Anders Léfberg)
Kaffehuset i Lofbergs Lofbergs Peter Larsen Lofbergs .. .. .. Food Brands ..
Karlstad AB i Karlstad AB Lila AB Kaffe A/S Lila A/S F:ﬁfbrzgosv é°f§ersgui "°fb(eL:?<5) Led. Group Ltd. . "ﬁfze'?:
(Sweden) (Sweden) (Sweden) (Denmark) (Norway) a artie (UK) anadaine.
OUR SALES IN DIFFERENT MARKETS "‘
0
' Sweden 50.3% (51) . UK 6.4% (9)
@ oo 19.6% (19) Finland 10.6% (6)
@ Lithuania 1.9% (1.9) ® i 2.5% (3)
Norway 5.7% (6) Other 1.5% (2)
Estonia 1.6% (2) (Previous year)
WE ARE HERE @) Offices Roasteries @ Sales
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Our strategy towards 2030

In 2020, we presented an updated strategic direction
for all of Lofbergs, with updated values, purposes,
and ambitions as well as a business plan towards
2030. The strategy takes off in an extensive analysis of
behavioural trends, a PESTLE analysis, to understand
how the world will function in 2030. The UN Global
Goals have served as guidance during the work. As a
part of our strategy work, we have also updated our
goals for sustainable development and launched a
new framework on how we spur, measure, and report
sustainability. See our Sustainable Business Framework
on page 20.

Purpose

To make people belong together.

Ambition

By 2030 we have doubled our
positive impact on all stakeholders.
Half of everything we do 2030
we didn’t do 2020.

THE LOFBERGS GROUP SUSTAINABILITY REPORT 16 OF 76
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We are Together

We create and learn together. Together we make things happen.
Together we are stronger, and together is more fun.

We are Inclusive

We meet all people and ideas with an open mind,
no matter background or believes. Being inclusive help us
see new perspectives which make us smarter.

We are Accountable

We are all accountable for everything we take active or passive part in.
We look at ourselves and the choices we make, understanding their effect
on the world around us. Our perspective is infinite; we are here to stay.

We are Enterprisers

We dare to undertake new ventures, test new ideas and love doing
good profitable business. By never standing still, challenge the status quo
and staying true to our purpose, we grow.

THE LOFBERGS GROUP

ABOUT US

Values control
and create clarity

We are a value-based family business and have

been since 1906. Our values have been our compass,
guiding our actions amongst each other and the world
around us, they unite us who work within L&fbergs

and function as guidelines for our behaviour and our
decisions, so that we achieve our goals and create
value for our stakeholders. The values create a security
and give us the courage to take a stand and pursue
matters that are important to us.

In 2019, we updated our values to more clearly support
the behaviours that we need to keep developing and
reach our goals in an even more fast-moving world.
The values are integrated in the entire business

and guide our development efforts for co-workers
and managers, in appraisals, salary discussions,
recruitment processes, departmental meetings,
decisions, and tough conversations.

We are regularly measuring how the organisation
perceives that we live our values with weekly pulse
surveys. They give us a good foundation to regularly
work with and make efforts to guarantee that we are
moving in the right direction and live as we learn.

SUSTAINABILITY REPORT
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TOGETHER INCLUSIVE ACCOUNTABLE ENTERPRISERS

OUR SUSTAINABLE BUSINESS FRAMEWORK

CIRCULAR FAIR

2030 Ambition: 2030 Ambition:

100 % circular and fossil free. A fair, performance driven and fully
Zero waste. transparent value chain.

: — s o
i 1 €O

BEING CHANGEMAKERS
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OUR SUSTAINABLE BUSINESS FRAMEWORK

The scientists of the world agree that the climate situation is urgent.

The biodiversity is decreasing, our ecosystems are disturbed and human
activities are to blame. The planet’s resources are not infinite. At the

same time, we see great social challenges with increased polarisation and
growing inequality. At L6fbergs, we are determined to be in the forefront
and contribute to a sustainable future. Our starting point is to minimise our
negative effect and maximise our positive. The perspective has always been

to build for coming generations.

Our Sustainable business framework describes the
direction and the ambition for our sustainability work
in all markets, in our value chain and as a social actor.
The ambitions and the goals have been set in line

with the UN global goals and the Paris Agreement for
climate change.

)) There's no business
on a dead planet.

THE LOFBERGS GROUP

All life on Earth requires well-functioning ecosystems. It
depends on a climate that makes the planet habitable,
a rich biodiversity, access to clean, fresh water and
clean air. We need to act in a circular way and use our
resources to not take more than we give back.

Our values are the foundation of our sustainability
work. They guide our decisions and how we work.
We pledge ourselves wholeheartedly to the UN
Sustainable Development Goals, which guide us in
our actions and our goals. We are convinced that the
business community plays an essential role in order to
reach the goals.

CIRCULAR FAIR INCLUSIVE SINCE 1906 ABOUT THE REPORT

Social responsibility
within the planet’s limits

To achieve social sustainability
within the planet’s limits, we aim
to make sure that the seven ground
principles of the guidance on social
responsibility for organisations
(ISO 26000) will permeate
everything we do.

Accountability
Transparency
Ethical conduct
Respect for stakeholders
Respect for the law

Adherence to international
standards of conduct

Respect for human rights

SUSTAINABILITY REPORT
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OUR SUSTAINABLE BUSINESS FRAMEWORK

THE LOFBERGS GROUP

Global challenges

We are small in some respects, but big enough to make
a difference in different ways. We can have an effect
on people’s well-being and contribute to a flourishing
planet. The global challenges that we have accepted
regard:

The planet

- Climate change, loss of biodiversity, unsustainable
use of resources.

The people

- Opportunities for the next generation regarding
prosperity, equality, and well-being.

Our focus

To meet the global challenges, we focus on three areas.
These areas guide us in making smart and sustainable
choices that contribute to our business case as well as
the public welfare.

FAIR

Our ambition is to go from a linear to a fully circular
business without any negative effect on the planet. To
manage the planet’s resources, strive for a sustainable
production and consumption as well as reduce

the climate effect contribute directly to the global
sustainability goals 8, 12, and 13 in a positive way.

We will contribute to a more fair economic growth for
the small-scale coffee farmers of the world. »

SUSTAINABILITY REPORT
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OUR SUSTAINABLE BUSINESS FRAMEWORK

» We believe in transforming the value chain of coffee.
We know that certified coffee makes a difference and
that we can reach further by working together with
others to strengthen coffee farmer communities all
over the world. The global sustainability goals 1, 2,

6, 8,13, and 15 permeate our ambition of a fair and
transparent value chain, in interaction with the planet’s
ecosystem.

We have decided to contribute to a society
characterised by inclusion and diversity. We will start
with ourselves and our own business, but we also do
what we can to inspire and influence others and use
our voice in the debate. The global sustainability goals
5, 8, and 10 guide us in our ambition of a fully inclusive
business characterised by diversity.

Changemakers

To accomplish real change, we need to be innovative
and courageous. Since the start in 1906, we have
aimed to be pioneers in sustainability and have the
courage of taking the first step. This is a role we will
strengthen henceforth. We like to be the first and are
happy to inspire the world around us, but we often
reach our goals by cooperating with others. Not least
when it comes to sustainability. In line with the global
sustainability goal 17, we believe in the power of doing
things together.

Our clear values create a security and make us take

a stand, raise our voice, and pursue matters that are
important to us. And we will continue to transparently
report and share our success and our adversity.

We do not have all the answers and we do not know
exactly how to reach our goals yet, but we do know
that with high ambitions and goals, we tend to find
ways to reach them.
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CIRCULAR

GOALS & RESULTS

Our ambitions for 2030

Circularity is a prerequisite for sustainable
development. To be able to go from a linear economy
to a circular one, we need smarter production and
production design as well as more sustainable
consumption patterns. Léfbergs aims to be 100 per
cent circular and minimise our waste.

Circularity is our mindset. We strive to be fully

circular through circular design models, make use of
all resources and reduce the carbon emissions and
the fossil-based resources in all our products and
packaging. We want to use the full value of coffee and
find new ways to transform waste into resources.

We encourage customers and other players in our
networks to do the same. As a part of an ecosystem,
and together with partners that share the same values,
we develop and create a sustainable and circular
business for the future.

All food that is produced will be consumed as food,
otherwise it will be recycled and used in other smart
ways.

THE LOFBERGS GROUP

)) 2030 ambition - 100 % circular and fossil free.

Commitments

A circular approach in everything
we develop and do.

Reduce, reuse, recycle, renew.

Find new and circular ways
to use and commercialise all

resources in the entire value chain.

Go from fossil to
renewable resources.

Goals

2025

100%

renewable energy in our own production.

2030

50%

reduction of food waste in our own
production and Single Served & Ready To.

100%

recyclable materials from renewable and/
or recycled sources in all our packaging.

100%

fossil-free, reduce climate-related emissions
to net zero.

SUSTAINABILITY REPORT
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ENERGY CONSUMPTION AT OUR FACILITIES
(MWh. Applies to our facilities in Karlstad, Viborg and Riga.)

2,672 4,241
o 6,144 4312
7,592
3,621
2,622 5,301 5,476
50 135
1,187 1,625
0 331 7
1,075 .
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. Renewable energy Fossil energy

Both our roasteries in Karlstad are powered by renewable energy.
At the roastery for ground coffee, we have had a mix of green propane
since 2017, which we have scaled up until March 2021 when we started
using 100 per cent bioLPG instead. At our roastery in Viborg, we have
been roasting with biogas since 2014. It is a challenge to find a good
alternative to the fossil-based natural gas for the roastery in Riga,
which has lead to a revision and prolongation of the goal to 2025.

HOW MUCH OF OUR PRODUCED
COFFEE WAS DISCARDED AS WASTE

of our produced coffee in Karlstad was
o 5% discarded as waste. That corresponds to 5 kg
L4 waste per produced tonne coffee.

We are proud that we thanks to an efficient process have a
relatively small amount of waste in our own production, but yet
we are not satisfied. During the past year, we have mapped all
waste in our own production. The financial year 2020/2021 is our
base year in our goal to halve the waste by 2030.

Regarding Single Served and Ready To, there are still some tasks
left to be able to establish a reliable number as base year.

THE LOFBERGS GROUP

HOW OUR EMISSIONS ARE DISTRIBUTED* HOW MUCH PLANT-BASED
*Scope 1 and 2 in the Swedish and Danish business as well as PACKAGING MATERIAL WE USED

business trips in the Swedish business.

\0.149

\
\
\

0.07

\ 0041

Q@ - 15% (13)

Plastic laminate 24% (27)
2005 2019/2020 2020/2021 X i i
Fossil-free plastic laminate 16% (13)
Corrugated cardboard 45% (47)
Own transports Energy
Total 1,705 tonnes (1,836)
Business travel . Roasting (previous year)

=== Emissions of CO:z tonnes/produced coffee

Only 24% of all packaging material we use come from fossil

The climate-related emissions decreased with 42 per cent compared raw material. This year, we have focused on developing a
to the previous year (73 per cent compared to the base year.) During recyclable packaging material of polyethylene, also called
the later part of the financial year, a transition to 100 per cent fossil- mono-material. The next step of the development work is to
free bioLPG was made at our roastery for ground coffee in Karlstad. As increase the renewable share in the material, with the aim to
a result of the pandemic, very few business travels have been made. have a fully circular flow of plastic by 2030.

OUR GOAL TOGETHER WITH THE HAGA INITIATIVE

For the last ten years, our climate goal in the Haga Initiative has been to cut our emissions of greenhouse gases per tonne of coffee produced
by at least 40 per cent by 2020 (compared to 2005).* We reached that goal already in 2018/2019. In connection with the tenth climate report, all
members of the Haga Initiative adopted new ambitious goals to reduce the emissions in Scope 1to net zero. In Scope 2 will all purchased energy
be renewable or recycled, and the emissions in Scope 3 will be mapped, identified and a strategy to reduce them will be put together based on
relevance and feasibility, Compared to the companies’ base year, the collected emissions of the Haga Initiative within Scope 1 have decreased
with 50 per cent, which is the equivalent of approximately 1.9 million tonnes COze!
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FAIR

GOALS & RESULTS

Our ambitions for 2030

A fair growth on commercial terms, where basic
human rights are respected, is a prerequisite for
sustainable development. We aim to be a driving

force when it comes to creating better opportunities
for coffee farmers and their communities all over the
world. We work in our own value chain and through
development projects with small-scale coffee farmers.

We strive to minimise the risks in the supply chain

by actively work with risk assessments, long-term
relationships and continuously develop and follow up
our code of conduct for suppliers. Certifications are our
most important tool to reduce the risks and guarantee
third party verification.

We want to change the existing business models, and
by that increase the coffee farmers’ piece of the pie
on the global coffee market. Our overall ambition is to
increase the value of coffee and balance inequalities in
the value chain.

HOW BIG A SHARE OF ALL OUR PRODUCTS
WITHIN OUR OWNS BRANDS ARE CERTIFIED

(o) Today, 98.4% of all products

98 .4 /o within our own brands are
certified.

We are taking the next step with the goal that all

purchased coffee will be certified, even the coffee we

produce under the brands of our customers. All products
under the Léfbergs brand are certified since 2019.

THE LOFBERGS GROUP

»

»

»

»

) 2030 ambition - A fair, performance driven,
and fully transparent value chain.

Commitments

Contribute to justice and
increased transparency and
traceability in the value chain.

Promote direct relationships
between farmers, roasters,
and consumers through our
commitment to the Era of We
platform.

Strengthen the communities of
small-scale coffee farmers.

Reduce the sustainability risks
in our purchases through close
and long-term relationships
with farmers, risk assessment
connected to human rights,
code of conduct, and third-
party certification.

Goals

2023

100,000

coffee farmers will improve their
opportunities for self-support within the
framework of ICP.

2025

100%

of all purchased green coffee will be
certified by an independent party
(Fairtrade, Rainforest Alliance or organic).*

*A share can be verified with another method that shows a similar
documented effect on sustainable development.

2030

50%

of all purchased green coffee will have
an organic certification, besides another
sustainability certification.

SUSTAINABILITY REPORT
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OUR CONTRIBUTIONS TO ICP PROJECTS SINCE 2001

105,028 participants 23 projects 13 countries

BRAZIL
COLOMBIA
DOMINICAN REPUBLIC
EL SALVADOR
GUATEMALA INDONESIA
. HONDURAS VIETNAM
L PERU ‘ ‘ s
ETHIOPIA R N -
CAMEROON
TANZANIA
UGANDA

Years
INTERNATIONAL

Coffee Partners
/w\ Franck /ol tavAtin L6FBERGS (ﬁﬁ

Despite the challenges brought by the pandemic, ICP has purposefully continued its work to educate and improve
the living conditions for small-scale coffee farmers and their communities. Right now, there are six active projects in
South America, Africa, and Asia. And the goal to reach 100,000 participants by 2023 has already been achieved!

& Tehibe

THE LOFBERGS GROUP

INCLUSIVE SINCE 1906

HOW MUCH OF THE GREEN COFFEE WE PURCHASE
IS CERTIFIED

2010/2011  2018/2019 201972020  2020/2021

. Organic

. Organic/Fairtrade

. Rainforest Alliance/Organic
UTZ Certified
Fairtrade ' UTZ Certified/Organic

. Rainforest Alliance

As a result of the pandemic, we saw a drop in sales on the
Out of Home market, that is the coffee that we drink outside of
our homes. This had a particular impact on the key ratios for
Fairtrade and organic.

Since 2011, our goal for 2020 has been that all products within our
brands will be certified. We reached 98.4 per cent by 2020/2021
and has extended the goal to 2025 to include a sustainability
certification of all purchased green coffee, both for our own brands
and Private Label. We also have the goal that 50 per cent of all
sustainably certified coffee will also be organic.
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DD 2030 ambition - A fully diverse
and inclusive business.

Our ambitions for 2030

Lofbergs wants to contribute to a more inclusive
society. We believe in the inherent power of an inclusive
culture. Then we can fully use the strength that the
diversity among our co-workers involves, and contribute
to a sustainable development.

We want to offer our employees an employee
experience, where everyone is treated with respect,

can be themselves, and contribute. A place free from
discrimination. We need a diversity of perspectives in
our teams, it will help us to see new perspectives, which
makes us smarter and more profitable.

We take important steps every day, but are not done
yet. Of course, we start with ourselves. But we also
do what we can to inspire others, make a stand,

and use our voice and our power to work for a more
inclusive society. As a sponsor, a partner, and a voice
in the society. It is about what we believe in and who
we are. It is about continuing to be relevant for our
stakeholders. And it is about leading the way for a
more inclusive society - for everyone.
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INCLUSIVE CULTURE

We regularly measure the well-being of our
co-workers in temperature surveys in the
Winningtemp tool.

We have chosen a number of questions
that are directly connected to the goals on
the previous page.

We follow that the trend is going in the
right direction and that we do not have any
discrepancy between men and women.

FOREWORD

ABOUT US

OUR SUSTAINABILITY WORK

DISTRIBUTION OF INVESTMENTS

@ voren 17.1%
. Men 51.9%

Neutral 32%

Includes investments made in local communities,
for example organisations, sports and culture.
Does not include development projects in
producing countries. Neutral refers to arenas and
meeting-places for culture and mixed teams
for example.

DIVERSITY AMONG CO-WORKERS AND MANAGERS

Number of
co-workers
Total L6fbergs Group
Total 302
Leading positions 62
Sweden
Total 170
Leading positions 31
Denmark
Total 65
Leading positions 10
Latvia
Total 36
Leading positions 10
England
Total 20
Leading positions 6
Norway
Total 6
Leading positions 2
Finland
Total 5
Leading positions 3

MEN

61%
71%

61%
58%

65%
90%

51%
70%

68%
83%

68%
100%

61%
100%

WOMEN

39%
29%

39%
42%

35%
10%

49%
30%

32%
17%

32%
0%

39%
0%

INTERNATIONAL
BACKGROUND*

7%
9%

Almost all employees (99%) are permanent employees and full time, The rest, 1%, are temporary agent
workers and mainly work in our production in Sweden as well as in our businesses in Denmark and UK.
The table refers to permanent employees.

*Data regarding international background is only available for the Swedish business.

THE LOFBERGS GROUP

CIRCULAR

FAIR

INCLUSIVE

SINCE 1906
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STAKEHOLDER ENGAGEMENT

FOREWORD ABOUT US OUR SUSTAINABILITY WORK CIRCULAR FAIR INCLUSIVE SINCE 1906 ABOUT THE REPORT

To stay relevant for the world around us and to reach our goals, we are continuously engaging with our stakeholders.

A4\
imm

W
Market & Society

Lofbergs offers products, services

and experiences that give me the conditions

to build relationships and live
a meaningful life.

-
og®

Organisation

Lofbergs is an inclusive,
stimulating, and developing organisation
that | am proud to be a part of.

THE LOFBERGS GROUP

Owners

Lofbergs helps us reach our vision
to create good moments for coming
generations through sustainability,
growth and financial strength.

To make
people belong
together

v
w

Partners & Suppliers

Lofbergs makes it possible
for us to live our purpose
and our vision.
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EXAMPLES OF STAKEHOLDER ENGAGEMENT

STAKEHOLDERS INTERACTIONS IMPORTANT TOPICS

Organisation Employee surveys, meetings, events, workshops, semi- Health and well-being, values, code of conduct,

~ Unions nars, trainings, negotiations, counselling, inspections inclusion, diversity, solidarity, workplace safety, work
environment legislation

- Co-workers

- Managers

- Board of directors

Owners Owners council, meetings, visits, surveys Responsibility, commitment, sustainability,

development, cooperation, financial growth, business
intelligence
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GOAL 17 - THE POWER OF DOING THINGS TOGETHER

THE LOFBERGS GROUP

FOREWORD

ABOUT US

A sustainable development requires
cooperation. We also know that we
get better by learning from others.
We are engaged in a number

of networks and initiatives to
influence the social development
and share knowledge and
experience regarding sustainability
with others.

We invest in the society in different ways, through
taxes, sponsorships, and different kinds of
collaborations with customers and partners. Our
investments contribute both in the producing countries
and in our home markets, and we choose to invest
where we know that we can be most useful.

Cooperation supports small-scale
coffee farmers

We have supported more than 190,000 coffee
farmers in different development projects to date.
Our biggest investment is within International Coffee
Partners, where we work together with several other
family-owned coffee companies. We invest about
SEK 1.7 million every year within the framework of
ICP to support small-scale coffee farmers. Together
with customers and consumers, we also contributed
with about SEK 28 million in extra premiums for
cooperatives and coffee farmers through the
Fairtrade system. »

SUSTAINABILITY REPORT
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GOAL 17 - THE POWER IN DOING THINGS TOGETHER

» Sponsorships that lead to
more inclusive and equal sports

We sponsor both larger and smaller sports associations
on several of our markets. In Denmark, we are proud
partners to the elite football club for men, Viborg FF,
and one of the best handball teams for women, Viborg
HK. We are also a proud co-founder and sponsor to
the Danish project Knus Kreeft, which raises money

for children with cancer. For years, we have been the
main sponsor to one of Sweden's most successful ice
hockey teams: Farjestad BK. The club has teams for
women and men in all ages that we support in our
collaboration. We are also sponsors to the Ski Team
Sweden Alpine, where we for example have a very
close collaboration with the world cup medallist Anna
Swenn-Larsson.

Our values guide us when we choose what to sponsor.
Together with the ones we sponsor, we work for more
inclusive and equal sports for example. The goal for
2026 is that our sponsor money will be divided equally
between men and women or be gender neutral.

Tax — one of our most important
investments in society

Paying tax is a natural part of our investments in
society. For us, it is about taking responsibility and
paying for the public system and the important
services, which are a precondition for our business and
our society to work. Our policy is always to pay tax in
the country where the revenues are obtained, and we
follow established principles for internal pricing.

THE LOFBERGS GROUP

Direct economic
value generated
and distributed

ReVENUE ... 1,543,412
Operating eXpenses .....cc..uuvveevviiieecennnnn. -1,223,133
Salaries and remuneration to employees....-227,466

Payments to providers of capital ................ -1,248

Tax paid to the public sector

SWeden ..o -2,598
Denmark . ... -1,556
NOIWAY ittt -1,333
LOTVIO et -51
UK e 0
CaNAAA i 0
Community investments.......ccooovveeiiiinneennn. -7,700
Economic value retained ..............oocol 68,225

(all figures are in SEK thousands)

SUSTAINABILITY REPORT

33 OF 76



COOPERATION/MEMBERSHIPS

Cooperation for
a sustainable future

We know that we have to cooperate to achieve
sustainable development. We also know that we get
better by learning from others. That is why we are
engaged in a number of networks and initiatives to
influence the social development and share knowledge
and experience regarding sustainability with other
players. Here are some examples of joint initiatives and
cooperation that we are engaged in:

Internationally

International Coffee Partners

Together with seven other privately-owned European
coffee companies, we run the non-profit organisation
International Coffee Partners since 2001. The goal of
ICP is to create better living conditions for small-scale
coffee farmers.

Coffee & Climate

Together with the members of International Coffee
Partners and several other coffee companies as well
as the government agency Sida and local NGOs,
we operate Coffee & Climate that helps small-scale
farmers manage climate change.

The Haga Initiative

A network of companies that work to reduce emissions
from the business sector through ambitious common
goals and a clear effect strategy. The network has 12

THE LOFBERGS GROUP

members, including Axfood, McDonald’s, Coca Cola
and the agricultural cooperative Lantmdnnen.

The Swedish Food Federation

The Swedish Food Federation represents the food
industry in Sweden. The Federation is a member
of the Confederation of Swedish Enterprise and
FoodDrinkEurope. The Federation's Sustainability
Manifesto consists of five commitments in the
sustainability field that the members can adopt.

Swedish Leadership for Sustainable Development

A network consisting of 15 leading Swedish food
companies that together with WWF actively take
responsibility to convert and contribute to a more
sustainable supply chain for food. The focus is to
develop “An action plan for Sustainable Supply Chain
for Food 2030”, where goals are formulated for the food
supply chain in general, but also for certain sectors.

CSR Sweden

A company network focusing on companies’ social
responsibility and societal engagement. The L&fbergs
group is a member of the board through Martin
Lofberg.

Fossil Free Sweden

A platform for dialogue and cooperation between
companies, municipalities and other players that want
to make Sweden free from fossil fuels.

RISE’s Food & Environment network

A meeting-place for interested parties in the
retail chain with the aim to take part of the latest

knowledge, facts and events in the environmental field.

The 100% Club

With the 100% Club, Atea wants to challenge
organisations to look over their life cycle management
of IT products to increase the share of reused and
recycled units.

Food & Bio Cluster Denmark

A network with focus on knowledge, development and
sustainability for interested parties of the supply chain
for food in Denmark.

DIEH - Danish Ethical Trading Initiative

A Danish NGO that promotes ethic trade through
cooperation with business, public sector and interest
groups.

From Philanthropy to Business through Danish
Industry

Confederation of Danish Industry’s network regarding
Agenda 2030. Insight, inspiration and tools to work
strategically with sustainable development.

Danmark mod Madspild

A network with a joint commitment to halve food
waste by 2030. The initiators are 15 different companies
in Danish retail and food production as well as interest
groups.

Kids Aid through the Knues Kreeft project

Works to contribute with more comfort, hope and joy
for children with cancer and their families in Denmark
during their hospitalisation.
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SUSTAINABILITY GOVERNANCE

ORGANISATION

CEO
People & Culture 1 Finance
Brands & Product ] Innovation & Circular
Development Transformation
Retail Out of home Private Label
— Supply Chain

THE LOFBERGS GROUP

FOREWORD ABOUT US OUR SUSTAINABILITY WORK

Integrated throughout
our business

We work fully integrated with
sustainability. The group management
is responsible, and the work is managed
through initiatives and goals in our

strategic plan. STHENCIH

In People & Culture, the Head of
Sustainability is the extension of group
management and has several internal
forums available, such as the cross-
functional Sustainability Group, where
various sustainability issues are decided.
Other forums include the Environmental
Group and the Packaging Forum as

well as temporary project groups and
working groups connected to our circular
conversion.

Our Code of Conduct is the top-

level governing document for our
sustainability work. It is based on UN
Global Compact’s ten principles and
covers human rights, working conditions,
environmental issues and anti-
corruption. It also includes Children’s
Rights and Business Principles, UK
Modern Slavery Act and UK Bribery Act.
The code controls our relationships with
customers, partners and other interested
parties. Lofbergs also has a code of
conduct for suppliers that all suppliers
undertake to follow.

CIRCULAR FAIR INCLUSIVE SINCE 1906 ABOUT THE REPORT

All employees are educated in our Code
of Conduct and have a responsibility

to report events and behaviours that
violate our policies and values. Reporting
is performed to immediate superior or
HR. There is also a strictly anonymous
whistle-blower system that is followed
up by CFO, Head of HR or Sustainability
within a week. This year, three incidents
connected to harassment were reported
to and managed by manager or HR.

To fully guarantee the anonymity of the
whistle-blower, a system where incoming
matters are handled by an external
party will be implemented next financial
year, in line with new EU legislation.

ISO certified
management systems

Clear management systems are
important to achieve our goals. Our
operations are therefore largely covered

by ISO certifications. SiRiN-RAONIZNCI#T

SUSTAINABILITY REPORT

35 OF 76



&
GOVERNANCE &
N
& O@
© A A
AT
EF & & &
QO @ \§ S SOR\4 «
o T X KO8 o
) NI ONg S )
AP S D S <
& & & O O
& o NS SR

CERTIFICATION

DESCRIPTION

Certificate of Health

Issued by the Environment and Public health

Rainforest Alliance

-I?: Committee of the Municipality of Karlstad, Sweden
qg e Fulﬁl.lment of EC Directives regordin.g
(%) requirements for correct net quantity
-g I1SO 9001 Quality Management Standard
"E U.S. FDA Approval of the Unit.eq Stotfas
> Food and Drug Administration
'l'—é 1SO 22000 Food Safety Management Standard
8 FSSC 22000 Food Safety Management Standard
Safe Contractor Health and Safety Accreditation
Dansk Retursystem Danish Recycling System
EU Organic Organic Production
Fairtrade Sustainable Supply Chain
> FTI Swedish Packaging and Newspaper collection
:lf 1SO 14001 Environment Management Standard
-§ KRAV Organic Production
o - :
_g e el :xe&:z J::ceD[:l::r:;rri of Environment
(%2}

Sustainable Supply Chain

Soil Association

Organic Production

STEMFS 2014:2

Energy audit

THE LOFBERGS GROUP

uTZ

Sustainable Supply Chain
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CIRCULAR
From linear to circular
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THE LOFBERGS GROUP

Coffee is amazing! We love the smell and the taste of it, that it gives
us energy, and wakes us up. Coffee is a social glue that brings people

together. But we also know that coffee could mean so much more.

The coffee’s full potential is not being used today. We want to change
that. We want to contribute to a 100 per cent circular production and
consumption of coffee, totally waste-free. The climate impacts of coffee

are greatest in connection to farming, 80-90 per cent, and that is why we

aim many of our efforts towards the producing countries. We also work
to reduce the impact from our own production and business operations.

Significant progress towards
a climate-neutral and circular
business

We had a chat with Jonas Berg, Site Manager
Sweden, and Madelene Breiling, Head of Supply Chain
Development, who work at the head office in Karlstad,
Sweden. They are proud of the past year. Léfbergs

has taken big steps on its journey towards a circular
production, despite the challenges of the pandemic.

“We are working with sustainability issues on all fronts.
It is an amazing strength in our culture at Lofbergs,”
says Jonas Berg. “Everyone takes responsibility and
pushes on within their respective area.”

Madelene Breiling is confident with the goal of having
a 100 per cent circular packaging by 2030. “We are
close to having a fully recyclable packaging. Progress
and development is going really fast, and we see a

whole other customer interest. The consumer pressure
is getting stronger, which speeds up the material
development. We have taken big strides during the last
year and are now developing a mono-material together
with a material and machine supplier.”

Despite a strong belief in the future, there are
challenges too of course. “It is important to find a
commercial connection in your fossil-free journey, to
re-design a supply chain to circular materials can in
some stages be costly. It is important with cross-border
collaborations, that we drive the development with

all players in the value chain. Then the investment

can contribute to an increase in sales as well as joint
environmental benefits,” says Madelene. “Our goal is
to reduce the amount of material being used per kilo
coffee, to phase out fossil plastic and replace it with
renewable, and that all material placed on the markets
will be designed for recyclability. By using as clean
materials as possible, they can be reused or recycled
and circulate many times.”

SUSTAINABILITY REPORT
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)) It is important with cross-border
collaborations, that we drive the
development with all players in the
value chain.

Biggest investment in the
history of Léfbergs

The construction of what would be the biggest
investment in the history of Lofbergs began two years
ago. The task was to build a new roastery specialised
in whole beans to meet an increased demand. High
sustainability requirements have permeated the entire
project, in everything from construction, energy, indoor
climate to emissions. The final result is a state-of-the-
art roastery with a capacity of 10,000 tonnes per year
adjacent to Lofbergs's central warehouse in Vdlsviken,
Karlstad, Sweden. The building has, just like the central
warehouse, achieved an Environmental Building Silver
certification, which means that there are extra high
demands on choice of materials, energy efficiency,
and work environment. All energy comes from green
sources.

“We have really left our knowledge, our mark, and our
soul in the entire roastery. The design of the roastery
has not been contracted out. Our own project group
has been there for every little detail. We have managed
to capture all knowledge in our organisation and got
valuable insights that improved the production flow and
operations,” says Jonas. “We have challenged ourselves
all the way. We want to be in the forefront. It spurs us
as well as others.” »

)) We want to be in the forefront. It
spurs us as well as others.
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- L / 5 » Exciting stuff have also been going on at the roastery
d.‘ 1y for ground coffee in central Karlstad. “In Karlstad, we
~ N - have mixed in biopropane in the LPG since 2017, and
- our goal was to be completely green by 2020. The
‘ : pandemic somewhat had an effect on our planned
1 . 8 transformation rate, but we started using a bioLPG
i A from renewable sources instead in March 2021. Both
8 y — " 2 of our roasteries in Karlstad are now fully powered
... & A by green energy,” says Jonas. “We are proud to have
s pudl | P reduced our climate related emissions with 73 per
\ r . il 4 cent since 2005. For our roastery in Viborg, we have
| F i f purchased 100 per cent biogas via the city gas system
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-‘ f .' ep | e_rj:c for the natural gas in Riga.” »
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» The view on waste has also changed this year. “We
have been working even more systematically with
residues from the production,” says Madelene. “Seeing
new solutions and finding the value in your residue
streams, like upcycling, is exciting. We have tried
making furniture of coffee and plastic waste, for
example. And we have started to learn more about
working in collaborations that expands beyond our
traditional value chain - and create new products that
aim at new customer segments,” she continues.

)) Upcycling is exciting,

we have tried making furniture
of coffee and plastic waste.

“It is sad when top-notch coffee has to be wasted,”
Jonas adds. “We have worked a lot with our routines
for redosing and production prognoses. We also have
dialogues with customers about different possibilities
for them to receive pallets with leftover products for
example. Our cooperation with for example Circle K and
Sculptur are really good examples of innovation and the
power we can have together with our partners.”
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HOW WE RECYCLE OUR WASTE COFFEE PRODUCTION IN RELATION TO LPG AND ELECTRICITY CONSUMPTION

(Applies to the roasteries and warehouse in Karlstad) (Applies to the roastery in central Karlstad)

27,306

25,876

11,800 14,521

6,712 6,342 6,597
. Energy recovery 76% (85) 5763 5,350 5,927 5,801

4,829
. Composting 1% (0) W

5,721 5,439

i i Y 4,800 5,622 4,672 5,082 5,005 5,410 5,040 4,955
Recycling of materials  13% (13) 4195 5,062
Anaerobic digestion 0% (2)
1991 1996 2001 2006 20m 2016 2017 2018 2019 2020
Total 640 tonnes (478)

(previous year)

. Coffee production (tonnes) LPG consumption (x 100 kg) . Electricity consumption (MWh)

The total amount of waste increased this year.
Thanks to our focus on residues, we have reduced the
share that goes to energy recovery and increased the

We have doubled our coffee production at the roastery in central Karlstad since 1991,
composting instead during the year.

but without increasing the electricity and LPG consumption thanks to a number of energy efficiency measures.
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Milestone towards circular
packaging

In our endeavour to be 100 per cent circular by 2030,
we are working with a number of different partners to
find solutions. During the past year, we have carried
out successful pilot tests of one of the world’s first
prototypes of a coffee packaging made of PE mono-
material. A milestone that makes it possible to get a
circular flow of plastic used in coffee packaging. The
mono-material structure enables the plastic to be
collected, sorted and reused many times. This means
that what was previously seen as waste can now

Big and small for biodiversity

become material for new products. The loss of biodiversity is just as urgent as the climate issue. We need a conversion
and that the business community takes the leadership in the matter to turn the
trend around. That was also the message of an op-ed that we wrote with six

other companies and players. It was published in connection with the EU appeal
regarding demands on tougher legislation to preserve nature worthy of protection.

In Denmark, we made room and planted seeds to give pollinators access to
important nectar and pollen. Our landmark in Viborg, the light-blue coffee pot
Madam Blue, is now surrounded by flowery meadows and pulsating life with
carefully selected plants that suit wild pollinators.

THE LOFBERGS GROUP




Together against food waste

This year, we joined IKEA in the groundbreaking
10x20x30 Food Loss and Waste Initiative. The initiative
goes hand in hand with the global sustainability goal
12.3 regarding food waste as well as our own initiative
Circular Coffee Community, where the purpose is to
eliminate all waste related to coffee. In 10x20x30, we
will measure, set up goals for and follow up all waste
and present strategies to reduce it.

Together with Circle K, we produced a coffee blend of
beans that otherwise risked being wasted. The unique
waste coffee is a result of a long-standing collaboration
with Circle K and contributed to a reduction of CO2
emissions with approximately 60 tonnes.

SIMPLY GReT o

=

Waste becomes 3D printed furniture

We tested making furniture of residues from the production already last year,
together with our partner Sculptur. It resulted in the world’s first 3D printed coffee
podium, mainly produced by recirculated material. We are continuing down that
track and have carried out a project this year, where we investigate the possibility
of increasing the mix of recirculated material and scaling up the production.
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Circular Coffee
Community is growing

Circular Coffee Community has another new partner.

All coffee grounds are saved at our customer, Volkerts
Fylke. The grounds are picked up by Daka ReFood, who
uses it to produce energy and fertilizers.

“We have a joint responsibility to use the resources

of nature in an optimal way. Our primary product is
coffee, but we know that the coffee has much greater
potential than what we use it for. That is why we have
created Circular Coffee Community, where we work
together with others to find solutions that contribute
to a circular coffee industry with zero waste,” says
Lars Aaen Thegersen, Chief Innovation and Circular
Transformation Officer at Léfbergs.

FAIR

INCLUSIVE SINCE 1906 ABOUT THE REPORT
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FAIR
Together for a fair growth
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FAIR

A fair growth on commercial
conditions, where fundamental
human rights are respected, is

a prerequisite for sustainable
development - for us, our business
and the world around us.

The climate change has an impact
on coffee harvest and the 125
million people who earn their
livelihood from coffee. Human
rights is a risk area in the entire
agricultural sector, and coffee is no
exception.

THE LOFBERGS GROUP

FOREWORD ABOUT US

To secure the supply of coffee

for tomorrow, we are working
together with a number of players
to improve the coffee farmers’
living conditions, development
possibilities, and ability to adapt to
the effects of climate change.

A year of increased risks - but

also new possibilities

Martin Léfberg is Chief Purchasing Officer at Lofbergs
and spends a lot of his time on sustainable purchases.
His colleagues and he usually travel many days per year
and visit coffee farms and other suppliers. He tells us
how the pandemic has made the work more difficult
and increased the sustainability risks. But also how
digital solutions can lead to increased transparency and
simpler direct contact with the coffee farmers. Having
a positive effect gives new increased possibilities.

He is proud that Lofbergs as a company is taking
responsibility and promotes cooperation, engages in
global issues and invests in its own production as well
in the farming stages. “We are able to keep a breadth
with limited resources, and we work with the totality.
We do what we can to reduce the risks and have a
commercially prospective perspective at the same
time. It has to be related for us to make a difference in
the long run,” says Martin.

OUR SUSTAINABILITY WORK

CIRCULAR FAIR INCLUSIVE SINCE 1906

“The pandemic has lead to us not being able to be on
site as we usually are,” Martin tells us.

“The visits are one of our most important tools.

They give us other opportunities for cooperation,

when we are there and can see how climate change,
infrastructure and the political situation affect a
region. Despite not being able to be there physically,
we have managed pretty good thanks to our long-
standing relationships with many farmers and the close
dialogue we have had through digital channels.”

The sustainability risks have increased during the
pandemic. When people are fighting for their survival,
there is less focus on working conditions, pesticides
and quality. The ones at the bottom of the chain are
the most affected, not least migrant workers that
often pick the coffee. “The commercial aspects get
even more important and to focus on how we best
can contribute to reducing the risks. We purchase our
coffee directly from the producing countries with as
few intermediaries as possible. A large share comes
from cooperatives with small-scale coffee farmers. The
cooperatives can consist of hundreds of members, but
we still have full traceability,” Martin explains.

)) We purchase our coffee directly
from the producing countries with as
few intermediaries as possible.
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Lofbergs has Worke enftcertification bodies to'incredse the sl
demand for certified € 5ineé 1996. Lofbergs is still oneof the world'SHlarge
buyers and roasters of orgadic and Fairtrade coffee. The different certifications
complete and overlap each other. Everyone contributes in @ positive way. The
goal is that all purchased coffee will be certified by 2025.

"We have chosen to work with certifications since they give'us a good third
party verification. There is a big demand for certified coffee. On our travels
in the producing countries, we can see with our own eyes that it decreases the
sustainability risks. Some examples are that sustainable farming methods and
biodiversity are increasing, that the position of women is improved and that the
prerequisites for children’s education héaye improved,”

says Martin Léfberg, Chief Purchasing Officer at Lofbergsl

THE LOFBERGS GROUP

OUR SUSTAINABILITY LABELS

Fairtrade is an independent product label that focuses
on human and labour rights. The farmer is guaranteed a

minimum price and the cooperative receives an extra bonus.
This paves the way for better working and living conditions.

Rainforest Alliance is an independent label that focuses on
conserving biodiversity, sustainable farming methods and the
conditions and livelihoods of farmers.

Rainforest Alliance has joined forces with the organisation UTZ
Certified and developed the new Rainforest Alliance Sustainable
Agriculture Standard , which came into effect on 1July 2021.

All three labels are being used during a transitional period. The
new standard gives possibilities of better controls with help
from for example GPS points and satellite information.

The EU organic production logo is mandatory for all
pre-packaged organic food products. Use of the label is
voluntary for imported food products. It is only used on
food products that are grown without the use of chemical
pesticides or artificial fertilisers.

The Swedish KRAV label is only applied to food products
grown without chemical pesticides or herbicides, artificial
fertilisers or GMOs. Moreover, the products must only contain
natural additives. The label also stands for humane animal
welfare, social responsibility and a sustainable climate.

The @ label is a Danish organic label. The label may be placed
on organic products produced and inspected by the Danish
Veterinary and Food Administration and the EU.

Soil Association Certification is the largest label for organic
products in the UK. The label is used for food products, animal
welfare, textiles and beauty products.



FAIR

Risk assessment in all stages

Purchasing has gotten a more centralised role at the
company over the last years. Indirect purchases like
materials, services and logistics are also handled by the
purchasing department at the head office in Karlstad.
It leads to a better control of all criteria being met and
the evaluations are equivalent. The risk pyramid for raw
material, finished goods and other goods describes how
we work with risk management within our supply chain.

“Before starting up a new cooperation, we have a
thorough assessment process covering all aspects

of sustainability, security, and quality as well as

risks connected to origin and type of product,” says
Martin. “After passing, all suppliers sign and commit
to our Supplier Code of Conduct. They are periodically
evaluated based on it. When visiting coffee farmers,
we always check sustainability, security, and quality
parameters. All data is registered and followed up.”

Cooperation is the engine

On the question what Martin thinks that Lofbergs
should focus more on in the future, he says hopefully:
“There is an incredible power in doing things together
with others — with suppliers like cooperatives and
farmers, customers and other partners. We will build
on that power. We will continue to both believe in
and aim towards the existing global goals. Imagine
the results we can achieve, if we all pull in the same
direction. We want to push on for a transformation in
the coffee sector. We believe in the power of a direct
and transparent contact between farmer and consumer.
That is why we, as the first roaster, have joined the
platform Era of We, which gives more power to the
farmers and increases the value of the products,” says
Martin.

THE LOFBERGS GROUP

)) There is an incredible power in
doing things together with
others - with suppliers,

customers and other partners.

Imagine the results we can
achieve, if we all pull in the
same direction.

OUR SUPPLIER CODE OF CONDUCT

Our Supplier Code of Conduct is based on the
UN Global Compact’s ten principles, the ILO’s
fundamental conventions and our own guidelines
for ethics and the environment. If we discover
something that conflicts with our code of conduct,
we have processes to handle these situations.

In first hand, we work with demands and support
to change it to the better. If that does not help,
we can end the cooperation. This year, we have
intensified our supplier follow-ups, but have not
discovered any major violations.

SUSTAINABILITY REPORT

55 OF 76



FOREWORD ABOUT US OUR SUSTAINABILITY WORK CIRCULAR FAIR INCLUSIVE SINCE 1906 ABOUT THE REPORT

FAIR

RISK MANAGEMENT WITHIN OUR SUPPLY CHAIN PURCHASING CATEGORIES

JOINT DEVELOPMENT, PROJECTS AND LONG TERM RELATIONSHIPS

EXTERNAL STANDARDS/CERTIFICATIONS

(Rainforest Alliance, Fairtrade, organic, UTZ, ISO, Iseal)

. Green coffee 88.8% (87.6)

EVALUATION ON: EVALUATION ON: ‘ Ready to drink 3.7% (4.4)

Quality, delivery performance, cost & relationship Environment, human rights, working conditions, child rights
Corrugated cardboard  2.3% (2.6)

(w08 Plastic 2.3% (2.4)
0 [
. Other commodities 0.9% (1.5)

GENERAL RISK ASSESSMENT SUPPLIER CODE SUPPLIER RISK ASSESSMENT ® nstom 0.9% (0.5)
(Origin/country, raw material, product, process) OF CONDUCT (Incl. general & specific supplier criteria) e 0.7% (0.7)
‘ Others 0.3% (0.05)
Capsules 0.1% (0.1)
PURCHASING HANDBOOK AND CODE OF CONDUCT Total 32,942 tonnes (32,784)

(General & specific supplier criteria)
(previous year)
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)) As a non-profit cooperation between eight family-
owned coffee companies, ICP has shown the
importance of working together in innovative projects
with a comprehensive view of the farmers’ situation to
create a positive and lasting change in the coffee sector.

Kathrine Léfberg, chair of the board in ICP since 2016.

Coffee Partners

During the coffee crisis of 2001, we co-founded Internot|onc1l Co

I'tleS

ICP, a non=profit orgomgﬁmwhere we now work together with® gve\h ;h"er*}
SEi

family-owned, coffe&,companiesyt prove the development
for small-scdle coffee-farmérs oro* s.world. The total buddet |s'r

approximately: EUR™ milliop pef yeor h-lch oUT to'ntrlbutlon is oroic@
)

. 1
per cent. Lo j. il 4

Now, 20 years later, the goal of 100,000 porticibont; hln!s glre'erdy been
reached - 105,000 small-scale coffee farmers/if 13 countfies/have participated
in the projects. ICP works with long-term commitrienits based on,fives

year strategies, and has a holistic attitudewhere foumiareasiare)in focus:
entrepreneurship, organisation in forms of cooperatives;fadjustments to the
climate issue, and young coffee farmers. Equality is a fundamental aspect
of'the four focus areas and in all of ICP:s work.

THE LOFBERGS GROUP

Is blockchain the future
technology for coffee?

Coffee has a long way to travel with many players
involved on the way to your cup. Together with COWI
Foundation, University of Copenhagen and Chalmers
University of Technology, we are finishing off a research
project, where we have taken a closer look to see if
the blockchain technology can contribute to a more
transparent and fair value chain. The cloud-based
system makes it possible for connected players to see
the data that is shared by everyone in the chain, which
can strengthen the trust between the players since the
data cannot be manipulated or changed afterwards.

The result of our work is a series with speciality coffee
in a limited edition from our Next Generation Coffee
Farmers (Young Coffee Growers) project in Colombia,
which brings a unique understanding of the origin of
coffee. The coffee is sold in Denmark under the brand
Peter Larsen Kaffe and has a QR code that traces the
coffee all the way back to the farmer, who has picked
the coffee berries.

SUSTAINABILITY REPORT
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Era of We democratises the
value chain of coffee and
brings farmers and consumers
together

As the first coffee roaster, Lofbergs is joining the concept
Era of We - the world’s first digital platform, which

will be a place where all players in the value chain of
coffee can meet and learn from each other or do
business. The purpose is to change and modernise the

value chain and increase the value for farmers and
consumers. The global coffee industry is facing great
challenges and many coffee farmers are fighting daily
to survive financially. Reports show that many sell
their coffee for prices that do not cover the production
costs. It threatens livelihoods and make even fewer
young people see a future as coffee farmers. It can
reduce the supply of coffee in the long run.

"By helping coffee farmers to create their own brands

i o, : based on the unique qualities of their coffee, Era of

. » B o L We will contribute to increasing the total value for the
.. farmers,” says Martin Léfberg, founder and chair of

e N : the board for Era of We.

s : ! As an e-commerce platform, Era of We makes it
J easier for consumers and others who want to stay i
\ i n contact with or purchase coffee beans directly

B i PR _ \ from coffee farmers.
R - LW e
r '__ p— “-!--vﬁ...‘r_ - g

g = e /
et )) People care more abput their coffee than ever

SO . before and the interest continues to grow. Era of
o IO Sy bridg'e—builo[er from the coffee farmers to
consumers, who want to enjoy their coffee and be

~ “=awdre of its qualities and history at the same time. B

k‘Hedlund, CEO of Era of We.
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INCLUSIVE
Inclusion makes us smarter



We believe in inclusion and

diversity. We want to offer our
co-workers a workplace, where
everyone no matter their gender,
age and origin can be themselves,
contribute, and develop. A safe,
inclusive, and developing culture
with a diversity perspective makes
us smarter and more profitable.
We start with ourselves, but also do
what we can to effect and use our
position to contribute to a more
inclusive society. We are far from
done, but we have taken several
important steps towards our goals
this year.

THE LOFBERGS GROUP

FOREWORD ABOUT US

Regular surveys invite everyone

As a part of including our co-workers and learn from
them, we started measuring their well-being and
commitment in real time in 2021. And we scrapped the
yearly employee survey. With help from the research-
based and Al-driven software Winningtemp, questions
are asked regularly every week.

“Now we get data of how our co-workers feel in real
time and we can act proactively to handle everything
from stress to how our co-workers feel included in
different decisions. All managers will also keep a
running, open dialogue with their teams regarding the
results and decide about actions that the team wants
to prioritise. Everyone is included and can contribute
to our development as an organisation,” says Helena
Eriksson, Head of Group HR.

)) Now we get data of how our
co-workers feel in real time and
we can act proactively.

Lofbergs is proud that the co-workers feel great
affiliation in their teams and not least in matters
connected to respect for each other. The autonomy
area has developed in a positive way this year,
something that surely can be due to the increased
flexibility that many of the co-workers who have
worked from home feel.

Inars Kempelis, Head of Production in the Baltic region,
is already seeing many positive results as a consequence

OUR SUSTAINABILITY WORK

CIRCULAR FAIR INCLUSIVE SINCE 1906

of the new way of working. “The team thought it was

a bit unfamiliar to answer the questions every week

at first, but it has been positively received and quickly
become a natural part of our weekly meetings. It is
about making sure that everyone is well and can make
a good job. The co-workers’ well-being is the most
important issue for the whole business, and nothing we
can measure only once a year.”

)) The co-workers’ well-being is the
most important issue for the
whole business, and nothing we
can measure only once a year.

“The work is affecting our mental health to a great
extent and just as with many other business, we can
see in the results from Winningtemp that stress is a risk
factor for us,” says Helena Eriksson.

But stress is not always connected to having too much
to do. Living in a state of uncertainty, which many
have done during the pandemic, is also something

that has led to stress. “During the spring of 2021, we
had a decline in produced volume due to a decrease

in demand. | could see directly in Winningtemp that
the stress level of the team considerably went up. And
thanks to the data, | could act quickly and increase my
communication about our present situation and reduce
stress and worry with my co-workers,” says Inars.

That all co-workers feel included and treated fairly is a
prioritised area.
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INCLUSIVE

Helena Eriksson tells us more about how the new way
of working contributes to reaching the goal.

“We get running data every week on insights related

to strengths as well as weaknesses and have selected

a number of questions that we follow up connected

to our different goals. We are also looking at the
difference between men'’s and women’s experiences.
We also get running data on how our co-workers
experience that we live our value “We are Inclusive” and
can steer our efforts after that.

We have zero tolerance for discriminatory treatment
and harassment. “The system flags straight away if a
co-worker answers negatively on questions connected
to discriminatory treatment/harassment and sends an
alert to us at HR so we can act. A complement to our

existing whistle blowing system,” says Helena Eriksson.

R
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Green card for fair sports

We all know that there is a yellow and a red card in sports. Our business in Denmark,
Peter Larsen Kaffe, is now introducing a green card. In the new sponsor agreement
between the men’s football club, Viborg FF, and Peter Larsen Kaffe, there is a

clause for ethical rules. The clause is called “Green card” and sets a completely new
standard for sponsorships between companies and associations.

The green card includes joint values between the two parties and focuses on equal
rights for everyone, sportsmanship, and zero tolerance for discriminatory behaviour.
Green card also includes a purposeful work of identifying structures and patterns
that counteract an inclusive and equal society. In the future, Peter Larsen Kaffe will
have the green card as an element in all new agreements and negotiations regarding
a prolongation of existing sponsor contracts.
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Coffee as an engine to wipe
out homelessness

This year we became proud partners and suppliers of the
UK based social company Change Please. Their mission
is to wipe out homelessness through coffee. The café
chain, which operates on eight markets in Europe,
invest all its profit in initiatives that help homeless
people get jobs and a home. Together, we will sell tons
of tasty coffee for an inclusive and fair society.

A cooperation we are extra proud of!
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< Inclusion in focus during
‘ Culture Week in the Baltic
region

“During the year, we have had quarterly, completely
digital Culture Weeks that have been really useful. It
has been a way for us to strengthen the team and
keep the great atmosphere even when we cannot
meet physically. We have talked about how we live our
values, learned from each other and enjoyed some
coffee too, of course. To be inclusive and open is a
linchpin in our company culture, and it has been a
recurrent theme of our Culture Weeks. As an inclusion
ambassador, | work a lot with talking to our leaders

- to create an understanding of what inclusion means
. L in behaviours. | encourage the managers to have
___ 8 a dialogue about this with their teams, so that we
LOFBERG " strengthen some behaviours and are aware of which
behaviours are excluding”, says Saiva Jankovska,
/ ? =g ; Inclusion Ambassador and Marketing Manager in
4 r———— the Baltic region.

T A
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2 Enterpriser's

A zero-vision for accidents

It is natural and important for u?t??oﬁer a safe and healthy work environment.
We have a zero-vision for accidentsiand regularly conduct risk assessments. Our
most prevalent occupational risks dfe stress-related illness, accidents.within our
production and our salespeople: sm@gg;mony hours on the roads. We have had
twelve work-related incidents'during the year, of which two led to shorter absence.
When incidents occur, we take ecting detionsgtosminimise the risks of them
happening again.

All co-workers have a responsibility to t risk ob‘e ations, incidents and accidents
in an accessible system, which is followed up by the respective manager and the
forum Work Environment Group,where safety.representatives and different parts of
the organisation are represented. All managers in Sweden have been educated in
work environment law and systematic work environment. They also have a running
dialogue with their teams every month.

THE LOFBERGS GROUP
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SUSTAINABILITY SINCE 1906

The passion for great tasting coffee as well

as doing good for people and the planet has
been a part of the company since its inception
in 1906. Here are some examples of our
responsible actions throughout the years.
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10’s

OUR SUSTAINABILITY WORK

CIRCULAR FAIR

INCLUSIVE SINCE 1906

20's
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Begins importing and selling
coffee that takes people and
the planet into consideration.

THE LOFBERGS GROUP

Draws up an environmental
policy.

First roasting house in
Europe to remove aluminium
from coffee packaging.

Imports the first
container of organic coffee to
Sweden.

Installs geothermal heating
in Karlstad, Sweden.

Co-founds

International Coffee Partners,
which improves condi-

tions for small-scale coffee
farmers.

Launches a coffee that is
both organic and Fairtrade.

Starts using wind power elec-
tricity and replaced oil with
district heating in Karlstad,
Sweden.

Installs new roasting ma-
chines and reduced LPG and
electricity consumption by 20
percent.

Operations in Latvia are cer-
tified in accordance with ISO
22000 (food safety).

Joins the Haga Initiative
business network.

Purchases Green Cup in
the UK, which sells certified
coffee and recycles coffee
grounds.

Co-founded Coffee &
Climate, which helps small-
scale coffee farmers face
climate change.

Starts using biogas in
Viborg, Denmark,
achieving 100 percent
renewable sources.

The Lofberg Family
Foundation is formed, with
the purpose of promoting
sustainable development in
producing countries.

Starts Coffee for a Better
Future, a development
project in Kenya that
strengthens coffee farmers
through education, training
and trade.

The entire Lofbergs range is
certified with at least one
sustainability label (organic,
Fairtrade, Rainforest
Alliance).

The purchases of organic
and Fairtrade labelled coffee
break new records.

Launches Next Generation
Coffee - an initiative that
supports young coffee
farmers in Colombia, Kenya
and Tanzania through
education and direct trade.

Starts to phase out the fossil
plastic in packaging and
replaces it with plant-based
alternatives.

Presents a group-wide
program for inclusion.

Continues to increase the
share of bioLPG. Contributes
to reducing the company’s
own greenhouse emissions
with 50 percent per produced
tonne of coffee compared to
the base year of 2005.

Establishes its own coffee
farm in Denmark with focus
on circular economy and
development of products and
solutions where more of the
coffee biomass is used.

Opens Sweden’s first high-
bay warehouse to achieve
Environmental Building Silver
certification.

Launches Circular Coffee
Community to contribute
to a 100 per cent circular
production and consumption
of coffee, with zero waste.

Joins IKEA in the ground-
breaking 10x20x30 Food Loss
and Waste Initiative.

Switches to bioLPG in the
roastery for ground coffee in
Karlstad, Sweden. It means
that the entire Swedish
production reaches 100 per
cent renewable energy.

Opens a new roastery for
whole beans in Karlstad,
Sweden. The roastery is

fully powered by renewable
energy and has achieved an
Environmental Building Silver
certification.

Becomes the world's first
coffee roaster to be a part of
Era of We - the world's first
digital platform that brings
all players in the value chain
of coffee together, and gives
more back to farmers and
consumers.
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ABOUT THE REP
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This is our tenth annual
sustainability report, and it concerns
the financial year from 1 July 2020
to 30 June 2021. We report on our
efforts to contribute to a sustainable
development together with
customers, consumers, suppliers,and
others.

Basic data and statistics are gathered from our internal
business systems and apply to our entire business unless
otherwise specified. No external audit of the report

has been performed. However, our business is regularly
audited by external auditors through our participation

in environmental, quality and food safety certification
programs. As members of the Haga Initiative climate

network, we also receive external support for quality
assurance regarding climate data.

Reflects what is most important

The content of this report reflects what is of most
importance for our business, which we have identified
through internal and external dialogues, analyses and
surveys. We use GRI Standards, Core level, to ensure
that the report is relevant and captures what is most
important.

The knowledge of the sustainability challenges we face
is under continuous development. Except materiality
analyses and GRI, we also take Agenda 2030 and

the global goals for sustainable development into
consideration as well as the the legal requirement on
sustainability reporting.
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The table below presents an overview of the prioritized
risks and areas within sustainability, from bean to cup.

PART OF VALUE CHAIN

SUSTAINABILITY IMPACT & RISKS

Sourcing - Coffee farming

Climate impact and adaptation. Biodiversity, deforestation
and protection of nature. Sustainable coffee cultivation.
Livelihood of coffee farmers. Community investments (farm-
ing methods, training). Social conditions, respect for human
rights (high-risk countries).

Processing

Energy-efficiency, renewable energy sources.
Transports and logistics. Packaging material and innovation.
Waste. Environmental compliance (water, emissions, noise).

Workplace - Employees

Working conditions. Health and safety. Diversity and inclusion.
Values and leadership. Business ethics and anti-corruption.

Marketing & Sales - Customers

Knowledge sharing and demand for certified coffee and la-
belled products. Sustainable added values, business partner-
ships.

Consumption - Consumers

Knowledge and demand for certified coffee.
Reduce food waste.

THE LOFBERGS GROUP

Community engagement -
local society

Social sponsoring and local community engagement/invest-
ments. Tax contribution. Policy contribution and influence
(through networking and debate).

ABOUT US

OUR SUSTAINABILITY WORK

CIRCULAR FAIR INCLUSIVE SINCE 1906

The entire value chain

Our business affects the entire value chain in one
way or another. The climate changes and the loss

of biodiversity are serious threats against humanity,
and they are closely linked. This, together with the
next generation’s possibilities of well-being and
development, are two great challenges that we are
facing together with others in the entire value chain.

The materiality analysis also indicated increasing
significance of some matters, for example packaging
material and the conversion from fossil to plant-based
as well as the circular economy without any waste,
where what was previously regarded as waste now is
seen as the beginning of something new.

If you have any questions
or thoughts, please get
in touch.

Eva Eriksson
Head of Sustainability

+46 5414 0123
eva.eriksson@lofbergs.se
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|
GENERAL DISCLOSURES
(62%1160)2 Organisational Profile Comment Page
102-40 List of stakeholder groups 30-31
102-1 Name of the organisation 1
102-2 Activities, brands, products, and 1-13 102-41 Collective bargaining agreements 100 per cent of the employees in Sweden.
services
102-42 Identifying and 30-31
102-3 Location of headquarters n selecting stakeholders
102-4 Countries of operation 14 102-43 Approach to stakeholder 30-31
engagement
102-5 Ownership and legal structure 1,14
102-44 Key topics and concerns raised Working conditions in our supply chain, transports, recyclable and renewable packag- ~ 30-31
102-6 Markets served 1,14 ing materials, food waste and gender/equality are subjects we have been discussing
internally and externally during the year.
102-7 Scale of the organisation n
102-8 Information on employees and Reported data include permanent employees, on all markets. 29
other workers Data reported is based on the status per 30/06/2021. 102-45 Entities included in the 14
consolidated financial statements
102-9 Supply chain 52-56
102-46 Defining report content and topic 70-71
102-10 Significant changes to the organi- Opening of a new roasting house for whole beans in Karlstad, Sweden. Lars boundaries
sation and its supply chain Appelqgvist resigned as CEO at the turn of the year 2020/2021. The new CEO Anders
Fredriksson took up his duties in August 2021. We reduced the number of staff with 102-47 List of material topics 70-71
about 20 people in the group during the financial year.
102-48 Restatements of information No such changes 70-71
102-11 Precautionary Principle or The precautionary principle is integrated in our approach for sustainable business N -
approach development. It is a part of our ISO 14001-certified environment management system, 102-49 Changes in reporting 70-71
and included in our processes for assessing and evaluating product and operations R R
changes and development. 102-50 Reporting period 2020/2021 70-71
102-12 External initiatives 32-3555-56 102-51 Date of most recent report December, 2020 70-71
102-13 Membership of organisations 34 102-52 Reporting cycle Annual 70-71
102-53 Contact point for questions 70-71
regarding the report
102-14 Statement from senior 6-8 102-54 Claims of reporting in accordance This report has been prepared in accordance with the GRI Standards: Core option.
decision-makers with the GRI Standards
102-15 Key impacts, risks, 20-23,24-29 102-55 GRI Index 72-75
and opportunities 102-56 External assurance No 70
102-16 Values, principles, standards, and 16-17,20-23
norms of behaviour
102-18 Governance structure 12-14, 35
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SPECIFIC DISCLOSURES

GRI 201 (2016) Economic Performance Boundaries Comment Page

ECONOMIC

103-1,2,3 Sustainability governance 20-23,24-29
201-1 Direct economic value generated and distributed 33
201-2 Financial implications and other risks and opportunities Supply chain 52-56

due to climate change

GRI 203 (2016) Indirect Economic Impacts

103-1,2,3 Sustainability governance 20-23,24-29

203-2 Significant indirect economic impacts Supply chain 32-33,52-56

Food Proc.

Sector Supple-
ment

Sourcing and Procurement Principles

103-1,2,3 Sustainability governance 20-23,24-29

G4-FP2 Percentage of purchased volume which is verified as being
in accordance with credible, internationally recognized re-

sponsible production standards, broken down by standard

Supply chain 4,27

GRI 205 (2016) Anti-corruption

103-1,2,3 Sustainability governance 20-23, 35,55-56
205-2 Communication and training about anti-corruption Supply chain 35

policies and procedures
205-3 Corruption incidents No confirmed incidents of

corruption

ENVIRONMENTAL

GRI 301 (2016) Materials

103-1,2,3 Sustainability governance 20-23,24-25

3011 Materials used by weight or volume Production 25

301-2 Recycled input materials used Production 25

103-1,2,3 Sustainability governance 20-23,24-25

302-1 Energy consumption within the organisation Léfbergs’ facilities in Karlstad, 24-25
Viborg and Riga.

302-3 Energy intensity Lofbergs’ facilities in Karlstad, 25,44
Viborg and Riga.

302-4 Reduction of energy consumption The diagram on page 44 applies 25,44

to Lofbergs production facility in
central Karlstad..

GRI 305 (2016) Emissions

103-1,2,3 Sustainability governance 20-23

305-1 Direct (Scope 1) greenhouse gas emissions Lofbergs’ facilities in Sweden and 24-25
production in Denmark

305-2 Indirect (Scope 2) greenhouse gas emissions Lofbergs’ facilities in Sweden and 24-25
production in Denmark

305-3 Other indirect (Scope 3) greenhouse gas emissions Business travel in Sweden 24-25

THE LOFBERGS GROUP

305-5 Reduction of greenhouse gas emissions Supply chain 24-25

GRI 306 (2016) Effluents and Waste

103-1,2,3 Sustainability governance 20-23,24

306-2 Premises in Karlstad, which stand 44

for 93 per cent of the production

Waste by type and disposal method

GRI 307 (2016) Environmental Compliance

103-1,2,3 Sustainability governance 35

307-1 Non-compliance with environmental laws and regulations No reported cases during the year.

GRI 308 (2016)  Supplier Environmental Assessment

103-1,2,3 Sustainability governance 26-27,52-56
308-1 New suppliers that were screened using social criteria 55
308-2 Negative environmental impacts in the supply chain and Supply chain 52-56

actions taken
SOCIAL

GRI 403 (2016) Occupational Health and Safety

103-1,2,3 Sustainability governance 20-23,28, 35
403-2 Types of injury and rates of injury, occupational diseases, 66

lost days, and absenteeism, and number of work-related

fatalities

GRI 404 (2016) Training and Education

103-1,2,3 Sustainability governance 62-63

404-3 Percentage of employees receiving regular performance 62-63

and career development reviews

GRI 405 (2016) Diversity and Equal Opportunity

103-1,2,3 Sustainability governance 20-23,28-29

405-1 Diversity of governance bodies and employees 29,64

GRI 412 (2016) Human Rights Assessment

103-1,2,3 Sustainability governance 20-23,26-27

412-2 Employee training on human rights policies or procedures 35

GRI 414 (2016) Supplier Social Assessment

103-1,2,3 Sustainability governance 26-27,52-56
414-1 New suppliers that were screened using social criteria 55
414-2 Negative environmental impacts in the supply chain and Supply chain 52-56

actions taken

Food Proc.
Sector Supple-  Customer Health and Safety
ment
103-1,2,3 Sustainability governance 20-23,35-36
G4-FP5 Percentage of production volume manufactured in sites All production facilities have at 36

certified by an independent third party according to least one certification according to

internationally recognized food safety management some standard for food safety.

system standards
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