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The Challenge for
Retailers

Everyone is defining

sustainability differently.




Cartoon by Lorne Craig



Old School Stpategic Framework

REDUCE: C:‘lo

Energy use
Water use
Waste generation

IMPROVE:

= Efficiency

=  Productivity

= Customer service

= Community &
employee initiatives




Strategic Framework

Sustainability requires thinking systemically.

Supply Chains Retail Operations, Consumers Customer
Merchandising, & Impacts
Marketing




AGENDA
VDefining Sustainability

O Talking Sustainability

O Selling Sustainability




Every single purchase has
hidden human health,

The Biggest environmental, and social
Challenge for 'mpacts.
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Fines Handed Out So Far complaint

Advocacy organization Stand.earth is asking the Competition Bureau Canada to
February 8, 2024 investigate the retailer’s conduct over environmental claims.

Published Feb. 14, 2024
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Beware of Greenwashing

Green-wash (gren'wosh’, -wosh') — verb: the
act of misleading consumers regarding the
environmental or broader sustainability

practices of a company, product or service.

WARNING:

Learn to ask critical questions or you might be selling

products with creative marketing rather than products
with legitimate sustainability benefits.




FTC Green Guides

« Statement of Basis and Purpose provides
guidance on acceptable environmental marketing
claims.

« All marketing claims must adhere to the guidance.
» Originally published in 1992 with revisions in

e OF 1996, 1998, and October of 2012; currently
BASIS AND PURPOSE being reVised.

« Contains relevant information including guidance
on how to make claims with examples by type.

* Most recent cases — May 5, 2022



http://www.ftc.gov/os/fedreg/2012/10/greenguidesstatement.pdf

Sustainability Claims Tug-of-War

Think of Sustainability Claims along a continuum.

Marketing Perspective

Ec“'saie Mo(ﬂe, e artg

Earth
Friendly = 7'Oved
Sustainagg,  greem

ALL
NATURAL

Legal Perspective

This toy is more environmentally preferable because it has less than
0.1 gram/liter VOC’s as per ABC test method, does not contain
reproductive or developmental toxins as per State of California list,
and contains a minimum of 60% total recycled content, including at
least 30% postconsumer content. It is packaged in a box containing
at least 60% postconsumer content with the remaining virgin fiber
sourced from FSC certified sources. The box is recyclable in many
parts of the country, but you will need to verify the availability of
appropriate recycling services in your area. No other environmental
benefits are claimed or implied by this statement.
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Three Key Trends

Artificial

Consumers, Transparency .
Intelligence

Employees &
Investors Care
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80% of Americans agree a
waste-free lifestyle is an
appealing possibility in the
next 20 years.

National
Source: GfK Consumer Life Green Gauge Retail
. Federation



Younger consumers say it’s important
to purchase from brands that align with
their values

Percentage of ‘extremely’ and ‘very’ important and ‘not very’ and
‘not at all’ important responses: How important is it to purchase
from brands that align with your values?

50% 48% 49%

25%

0%

Very Not Very Not Very Not Very Not
Gen.Z Millennials Gen. X Boomers+
Data: Consumer Trends Survey, powered by toluna* “Somewhat important” responses not shown. (n=3197) The New Consumer ‘ Coeﬂicient
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Most Gen. Z and Millennial consumers say
they’d spend more for sustainable goods

Percentage of responses: Are you willing to pay more for
environmentally sustainable goods?

5%

B89%

50%

25%

0%
Yes No Yes No Yes No Yes No
Gen. Z Millennials Gen. X Boomers+

The New Consumer ‘ Coefficient

Data: Consumer Trends Survey, powered by toluna* (n=3197)
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Walmart Sustainability Hub 3:(

Sustainable Packaging

Walmart’s Aspiration is Zero Plastic
Waste

In order to realize that aspiration, we must embrace the concept of “circular
economy,” which moves away from a “take-and-dispose” approach to one that
values reuse and regeneration. We're collaborating with suppliers, customers and
communities to accelerate this philosophy — and one key focus area is through

packaging design.



Walmart Sustainability Hub 3:(

Our Approach

We are globally using a three-pronged strategy to address plastics in our value

chain.

: W R suppoRT
USE LESS RECYCL SYSTEM-WIDE

PLASTIC MORE IMPROVEMENTS




WASTE

We are working to optimize packaging size, mirj
divert packaging waste from landfills, and test

ELIMINATE unnecessary or problematic plastics
in packaging to consumers by 2025 and in
packaging to businesses by 2030. in line with our
Fashion Pact commitments

ENSURE at least half of all plastic packaging
is 100% recycled content. for packaging to
consumers by 2025 and in packaging to
businesses by 2030, in line with our Fashion
Pact commitments

CHALLENGE

Plastic waste can be detrimental to humans
and animals, polluting our planet and damaging
ecosystemns. Itis estimated that more than

430 million metric tons of plastic are produced
each year, two-thirds of which are sent towaste
after only one use, with 11 million metric tons of
plastics entering the ccean annually ®

Gap Inc.

-0/

1‘{ 0 of unnecessary or proble
plastics in packaging to consumg
been eliminated and replaced wi
other reusable alternative, inclu
progress in transitioning shoppir|

©Ontrack

0
8() 0 of all plastic packaging
consumers is made with 100% rf
content —achieving the 2025 tq

For packaging within our busing
we are increasing our tracking
capabilities and diversion proje!
we progress toward 2030.

On track

Fashion retailers rely heavily on g
garments in supply chains, and d
U S recycling capabilities for sof{]
mixed recycling, these often end

While cur teams have explored s
recycling ooportunities, we face

recycling due to insufficient store]
volumes. as the quantities gener
stores are not large encugh tom
volume requirements for plastic

STRATEGY

Following a three-partstrategy. curaimis to
combatunnecessary and problematic plastic
packaging waste 53

imination: Eliminate and substitute plastic
packaging with nen-plastic alternatives.

Diversion: Divert plastics from landfill through
recycling when feasible and where we have
control over packagingdisposal.

Conversion: Corvert necessary plastics to non-
virgin materials when feasible.

Our priority areas for tackling plastic waste

are hangers, shopping bags, polybags, and
e-commerce mailers - representing the majority
of business-to-customer packaging by weight.

Gap Inc. meoniters state and local legislation
relating to packaging given the recentrise in EPR
bills and single-use plastic bans. These regulations

willimpact our future waste and circularity actions.

Conversion: Following rigorous testing of
material alternatives, we established that
olastic polymailers are necessary for keeping
our products protected. Our updated plastic
polymailers rolling out in 2024 are made

with 100 percent recycled plastic content.
Across our brands, we are conducting tests

for accessory bags and hangers to identify
additicnal cpportunities to reduce plastic content.
Old Navy's hanger recycling program is ongoing:
the brand will transition its garment-on-hanger
orogram to 100 percent recycled content, with
new hangers set for store usein early 2024,

Jostic torecycled content, we
cycled materials. This can
improve collectionand

By optimizing packaging

rds. we canenhance

educe packaging costs

stopoed sourcing plastic
otember 2023. Old Nawvy
shoppingbagsandis

joh the plastic shopping
tore inventories

conducted in late 2022
was typically the too waste
ss our brands, representing
t depending on geograchy,
[rugate recycling.

Depending on the catagory.

THE BIG PICTURE

ENVIRONMENT

SOCIAL | SUPPLY CHAIN

SOCIAL [ WORKPLACE AND COMMUNITY

GOVERNANCE APPENDIX 28



I&?.yer

Planet

Introduction Our Approach People Systems Appendix 2023 kioger ESG Report 49
Our in-store plastic film collection and recycling Packaging Recyclability Definitions and Progress Increasing Recycled Content
program accepts monolayer plastic films that are not In 2022, the Our Brands packaging assortment
currently accepted in curbside recycling programs. Recyclability Brief Example % of Kroger contained 18% PCR (up from 14% in 2021). Projects
This primarily includes non-foed items like plastic Level Description Packaging Types Packaging® like adding 50% PCR PET plastic to a new line of
grocery bags; plastic overwrap on household tissues, Qur Brands spice products increase the amount of
diapers and bottled water; dry cleaning bags; retail More than 95% of the entire pack weight is Glass beverage PCR material in our footprint. We continue to pilot
produce bags; and packaging that is labeled as recyclable and either remaining components containers; different levels of PCR material in our packaging,
acceptable for in-store drop-off programs. Recycled in practice are compatible with the recycling process or cardboard: 24% particularly in those products that are subject to

Kroger customers can mail any Our Brands flexible
plastic packaging to TerraCycle for recycling,

free of charge. These materials are recycled

to produce composite plastic material used in
playground equipment, park benches and other
products. Kroger was the first U.S. retailer to offer
this type of recycling program across an entire
private-label portfolio. Our customers have returned
more than 1 million packages—the equivalent of
more than 22,000 pounds of plastic—to date.

Kroger was the first U.S. grocery retailer to partner
with the Loop reusable packaging platform. In

2022, Kroger piloted an alternative to single-use
packaging at 25 Fred Meyer stores across Portland,
OR. We trialed the new packaging with 21 items

from popular brands to gauge customer sentiment.
Through the in-store model, customers purchased
the Loop products, which are pre-filled in reusable
packaging. After using the product, they returned
the empty package to a collection bin at the front of
participating stores. Returned packages were sent to
Loop for cleaning, refill and resale—"closing the loop.’
We recently published an overview of the Loop at
Fred Mevyer Pilot, including insights on what may be
needed to scale reusable packaging solutions.

and at scale non-recyclable c
The packaging ty,

consumer recyclir]

A majority percen
(at least 60%) ha:
collection system
(curbside or speci
are occasions wh
through a recyclin

‘Widely collected
for recycling

A significant perc
population has ac|
collection system
There are occasio
through a recyclin

Sometimes collected
for recycling

Packaging is desi:
and recycling usir
collection, sorting
is not yet widely

Recycle ready

Packaging is unal
and provide value]
significant challen
technically possib)
there are systemi
sorting and recyc|
with reasonable ¢

Not recyclable

29. Totals may not sum due to rounding
30.High density polyethylene
3. Low density polyethylene

Reducing Unnecessary Packaging

Kroger-operated manufacturing plants continue
to reduce plastic use and packaging weights
for Qur Brands items where feasible. Last year,
we reduced the amount of plastic used in our
carbonated soft drinks and cultured dairy tub
product packages, saving approximately
450,000 pounds of plastic annually.

Customer Communication

We regularly share information with our customers
regarding the Our Brands recycling program with
TerraCycle and in-store recycling drop-off program
for plastic films. Kroger has added “Please Recycle”
or the How2Recycle logo to several Qur Brands
products. Recent additions include egg cartons,
bottled water, bagged produce, household tissues
and kitchen storage bags. Many common package
overwraps and other films are among the items
eligible for our in-store recycling program.

n. These decisions require
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Home / Sustainability & Governance / Responsible Resource Use

Plastics

we work toward glfarget Forward ambition of innovati

remain committed to eliminating, reducing and finding alter:
products, packaging and operations. We aspire to enable th|
plastic by exploring alternative materials, delivery systems 4
piloting new innovation in the owned and national brands w

Our packaging commitn

[ Target Forward work, we
the total volume of virgin plastic packaging by 20%
brand food, beverage, beauty and essentials busin
measured against our total plastic packaging base}
these categories in 2020. We also aim to design 1

brand packaging to be recyclable, compostable o

2025. We've lai A elp us achieve ti

of these commitments:

New Plastics Economy Global
Commitment

Global Commitment on Plastics, led by the Ellen|
Foundation in collaboration with the UN Environmd

largest packaging producers, brands, retailers and recyclers —

to change how we produce, use and reuse plastic.

In 2020, Target developed a comprehensive packaging strategy,

grounded in our NPE commitments. We|
collection and measurement to identify
opportunities exist to work with our ven
problematic plastic packaging, move intf
materials and increase our use of post-
content, while also pursuing design opp|
eliminate packaging altogether. We aim
post-consumer recycled content (PCR)
packaging to 20% by 2025. In 2022, we|
PCR to 15%, up from 6% in 2021. Targe}
= aget on refill/re]

packaging innovations.
U.S. Plastics Pact

We're also an activator in thgé%S. Plastil
= ious targets by

Taking measures to eliminate a defin|
unnecessary packaging.

Ensuring all plastic packaging is 100|
or compostable.

.

Undertaking actions to effectively re
plastic packaging.

Collectively have 30% of all plastic p|
recycled or responsibly sourced bio-}

Through our partnership
used the equivalent of 2.5

Source: Plastics | Target Corporation, 5/2/24

Plastic bags

ffering guests bags for, I purchases is part of ]

conveni arget run — and that includes gi
plenty of options to make sustainable choices. All g
Target’s checkout lanes are made of a minimum of
content. And as always, guests can recycle any sin
plastic bags they no longer need at our in-store red
We also offer guests an assortment of stylish reusaj
options, along with a five-cent discount for each re
they use at our checkout.

As we continue to work toward our commitment to
plastic use across our operations, we're also lookin
alternatives to plastic bags. The Consortium to Ref
Retail Bag launched in 2020, with Target as a foun
Its goal is to identify, pilot and implement innovativg
designs for the single-use retail bag. The initiative i
up of 13 partners from across retail sectors, includil
founding partners of CVS Health and Walmart. In 2i
Consortium synthesized best practices from its Be
Initiative to reduce single-use bags and offer guest:
solution when they forget their own bag. These colj
efforts culminated in the Consortium releasing a pl
and announcing two piloj
gortium retailers.

bag reduction soluthg

in 2023 alongside other Co!

Hangers

e'to reducing the amount of virgi
used across our business. Since 1994, our teams hj
using a closed-loop reuse program for our plastic d

Rg down to make new hangers in a waste-free

Textiles

Plastic can also Up in places you least expect them — like
infabrics — and we're working to reduce waste there, too. As a
strategic partner to the Global Fashion Agenda, we support its
efforts to mobilize the international fashion industry to transform
the way fashion is produced and consumed. That includes
working to minimize textile waste and reduce the use of plastic
in fabrics, like those containing synthetic fibers such as recycled

polyester.

In 2020, we also began piloting a textile-to-textile recycling
project with Cire, where we take our end-of-season, overstock
sagand, with Girc, convert them into new raw
materials.

Recycling

For years, we've madg
plastic bags and bottles (as well as cans, glass, ink cartridges

and electronics) at recycling stations at their local Target store.
Since 2010, guests have recycled millions of pounds of plastic.

asy for guests to recycle materials like

When guests were looking for an easier way to recycle trickier
items, like car seats, we launched our popular car seat trade-in
program. Once a year, we invite guests to bring unwanted car
seats to their local Target store for recycling and to get great
deals on new baby gear.


https://corporate.target.com/sustainability-governance/responsible-resource-use/plastics

amazZon

Reducing Plastic Packaging Globally

99%

Of mixed-material mailers, which
contain both plastic and paper,
replaced with recyclable

N

paper alternatives in
the U.S. and Canada

Eliminated single-use plastic
delivery bags for orders shipped
from European fulfillment centers
and replaced them with curbside-
recyclable alternatives

Eliminated single-use air pillows in
Europe and Australia and replaced
them with curbside-recyclable
paper material



SEPHORA

COLLECTION

ECO-CONCEIVED

PACKAGING

Our priority is to reduce the environmental impact of our products. We are seeking fo use less packaging,
especially plastic, in all of our new projects.

WE AIM TO REDUCE THE USE OF PLASTIC IN SEPHORA COLLECTION PRODUCTS
BY 20% BY 2025.

Our goadl is to completely eliminate petroleum-based virgin plastics by 2025. We use recycled plastic
wherever possible, and if this really is not possible, we use bio-sourced plastics. We are also working on
alternatives to plastic. En savoir plus...

A good example is our 2018 “Lipstories” range - our first lipstick with eco-friendly cardboard packaging, with
no added weights and no magnets. We are very proud of this development, because it paved the way for a
number of other products.

OUR FIRST ECO-CONCEIVED RANGES

In 2018, we relaunched our make-up brushes, eliminating the plastic packaging used for transport, and
instead using protective cases made from paper from sustainably managed forests and printed with plant-
based inks. En savoir plus...

All of the packaging for our new “Good for skin.you.all.” skincare range has been re-designed to make it
more eco-friendly: we have replaced the majority of fossil plastic in our tubes and pots with plastic derived
from sugarcane waste, and reduced the weight of plastic used. Our makeup removers come in bottles made
from 100% recycled plastic. Our cardboard packaging is now more lightweight and is sourced from
sustainably managed forests in Sweden. Thanks to all these actions, with the launch of this range we have
saved 70 tons of plastic—the equivalent of more than 2* million bottles!

*Calculation based on 1.5 L plastic bottles

OUR AMBITION BY 2025
Our biggest challenge will be gradually making all of our packaging recyclable. We aim to have 100%
recyclable or reusable packaging by 2025.

g




© Ship to 21202 [ Baltimore East

@ — What can we help you find? & Q Sign in =

Target Zero

Target / Ways to Shop / Target Zero
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Together, we're creating products & packaging solutions
designed to be refillable, reusable or compostable, made
from recycled content, or made from materials switched
from plastic to paper, aluminum, steel or glass. And we're
bringing you products that replace single-use items and
reduce waste in your life. Look for the Target Zero icon in
store and online to easily identify these products.



Shop by category

Target Zero Household Target Zero Target Zero Target Zero Target Zero
Essentials Skin Care Hair Care Personal Care Makeup

Target Zero Baby Target Zero Health Care




Shop by claim
Find out what each sustainability claim means to help decide what matters to you.
See product descriptions for more details.

Packaging and/or product designed Packaging and/or product designed with Packaging switched from plastic to paper,
with intention of reuse at end of life. intention of refill to reduce total waste. aluminum, steel or glass with greater
potential to be widely circular for majority
of product packaging.

Packaging or product contains at least Product contains less water through Product or packaging contains
30% post-consumer recycled content. concentrates or powders to minimize compostable elements.
packaging & water use.



@ — plastic free & x Q Sign in =

Shop by Target Zero Claim X

9,124 results for “plastic free”
| Packaging contains recycled content

( g Pickup 1 (ﬁ“ Shop in store 1 @ | Packaging switched from plastic to Shipping
paper, aluminum, steel, or glass

Product contains recycled content

Refillable packaging solutions

COCONUT & VANILLA

Reusable packaging

Reusable product

. NATIVE

| USP Verified

Waterless or concentrated product to
minimize packaging

cleo+coco. O Bee's W LING Fresh ) Native Plastic v
Plastic Free... Reusab b Plastic... Free Deodorant...
cleo+coco. Bees Wr. ‘ Clear ‘ m Native

Yo ikl 721 Yedrdede ) — — — 1 Fr R Ay 719

$13.99 ($7.00/ounce) $19.00 ($6.33/count) $29.95 - $49.95 $12.99 ($4.90/ounce)
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