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~—————"Carrefour’s individual commitments

Carrefour’s ambition is to be the world leader of the food transition for all. This ambition is now an integral part of
the Group's purpose. Overcoming this challenge entails transforming the current models towards practices that are

compatible with preserving nature and biodiversity.

=% Promoting and developing sustainable agriculture
(Commitments 1, 2, 4, 6, 8 and 9):

Organic agriculture and agro-ecology are the two models
chosen by Carrefour to protect biodiversity on farms with
the following objectives:

* 4.8bn of sales in organic products in 2022 (vs €1.3bn
in 2017) across all the Group's countries of operation.
This commitment concerns food and cosmetic pro-
ducts and represents an increase of nearly 30% per
year - higher than the growth of organic products in
the various countries where the Group is present.

* 100% of products from Carrefour’s Quality Lines to
be innovative in terms of agro-ecology by 2022 (such
as «grown without chemical pesticides», «raised wi
thout antibiotics», «fed without GMOs» etc.) and a 10%
penetration rate of these channels in fresh products by
2022.

=» Protecting forests
(Joint Commitments 1, 2, 3, 4, 5 and 7):

Carrefour has chosen to fight deforestation linked to the
production of four priority raw materials for the group:

¢ 100% of palm oil used as an ingredient in Carre-
four own-brand products to be certified RSPO Mass
Balance or ‘Segregated’ by the end of 2020.

¢ 100% of Brazilian beef suppliers to be geomonitored
by the end of 2020 to ensure that livestock farming
does not contribute to deforestation (24,000 tonnes of
raw beef per year sold in Carrefour Brazil]. Carrefour
is also improving its monitoring system through a
pilot test to evaluate indirect suppliers as well as direct
suppliers across all of their supplies (reporting on
guarantees of deforestation across their full range of
activities) in consultation with its stakeholders.

¢ 100% compliance with Carrefour sustainable forest
policy by 2020 for ten priority product categories of
wood and paper (according to specifications on low-
risk origin, credible certification or recycled material).

e «/ero-Deforestation» animal product lines to be
developed in all countries by the end of 2020 using,
locally-produced soy for which no deforestation is
required, in addition to GMO-free.

e Finally, in order to achieve collective progress in the
fight against deforestation - going beyond its own
brand - Carrefour is committed to multi-stakeholder
cooperation within the Consumer Goods Forum and is
co-leading the Forest Positive Coalition of Action.

=» Offer seafood products that conserve marine
resources (Joint Commitments 1, 2, 3, 4 and 5):

Carrefour gives preference to fish from abundant spe-
cies, ecological fishing gear and farming techniques,
and develops partnerships to support local sustainable
fishing and fights against illegal fishing:

¢ 50% of the Carrefour fish sold to come from sustai-
nable fishing by the end of 2020.

=» Commit to eco-design and packaging that respects
the circular economy model
(Joint Commitments 2, 4, 5, 9 and 10):

¢ 10,000 tons of packaging avoided by 2025, by develo-
ping bulk, reusable packaging solutions and imple-
menting eco-design projects for packaging.

® 20% reduction in virgin plastic products and packa-
ging (by weight) by 2025, with 10% of this reduction
coming from a net reduction in plastics.

¢ 100% reusable, recyclable or compostable packaging
for Carrefour brand products by 2025 at the group
level.

e The Group supports the adoption of similar commit-
ments across the sector through the French National
Pact on Plastic Packaging, which brings together
retailers and manufacturers alongside NGOs and
public authorities.

=% Limit pollution on our sites and restore
biodiversity
(Joint Commitments 1, 3, 8, 9 and 10):

¢ 100% of waste recovered from hypermarkets and
supermarkets by 2025 (food or non-food donations,
donations to animals, etc.) or recycling channels
(paper, cardboard, biomethanization, etc.).

¢ 50% reduction in food waste by 2025 vs. 2016.

¢ 75% of shopping centres undergoing construction or
expansions in France to be BREEAM certified by 2021.

Note:

A review of Carrefour’'s commitments will be carried out
in the second half of 2020 with aim of updating commit-
ments that have expired.


https://www.carrefour.com/fr/rse/performance

