





We are the good food, good life COmpany;f‘

WE unlock the power of food to enhance
quality of life for everyone, today and fori
generations to come g

&aﬂ/ \ .
- Nestle.
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Environmental, social and governance
( ESG) and sustainabilit




Nestle.




plastics are produced
annually, and more than

half of that is dumped in

either a landfill or the
ocean every year

e

Source: “World Economic Forum*
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Our plastics
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Our plastics commitment

Our vision is that none of our packaging including plastics, endsup
in landfill nor in oceans, lakes and rivers

il

j{gCtion.in the

olastic by
2025 (MENA)

We believe that this is not enough!
S\
Nestle.
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Nestle.

behavior change is a key
component

in the transition
of sustainable packaging
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Consumer Sentiment in Egypt

Global plastic Local issue
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Awareness of a global plastic issue is at 34%. We The main consumers barriers are health, safety and the price of the RPETas
asked those who are aware, if they knew whether some consumers believe that recycled plastic means cheaper costof
the issue is a local one as well and 76% are aware production ; AT R N ST

of local issues.

Few consumers recognize the importance of climate change and the
environment, however, have limited understanding of the topic

Nestle.
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We are committed to leading the sustainable
packaging journey in Egypt

2019 2021
* Took the lead to reduce the virgin plastic * Launched the first recycled
reduction in June 2019 plastic in Egypt made of 100% ,

e Started collecting as much as we produce recycled plastic
through DORNA in March 2019
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How Did -

consumers react? ¢
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ROTTLE IS MADE
0F 100

RECYCLED
PLASTIC




Understanding the consumer
. Consumers are willing to go for éc'o frlendly :\

- Low awareness and - :
choices only if:

likeability towards the _ : AR S
use of r-PET by the v" They understand & are aware Qf’t!\e
average consumer manufacturing process |

" v' They are reassured about the safgiy &

hygiene of the process E




Let's take a moment

to remember
Sl Al & gua




Industry Movement led by Nestlé Pure
. “If it clicks, its safe ©



we have the opportunity

to do things differently (
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“BOTTLE MADE

'FROM BOTTLES™

g - ﬁ(*

=
v All bottles are 100% recyclablewé,’nd;;-; '_ :
designed for recyclability: - | -

.9

v"  Accelerating bottle to bottléfﬁcﬂI"'a"-r,:i;y,;-}t‘?'_
working with public and private -

>

stakeholders. _ 21

‘ v’ Started the RPETJourney_Wit'H’::mikihg
50% RPET bottlein2023. =~

.

Nestle.
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Nestlé Waters Italy

v’ First brand in Italy with RPET mixing
- since 2010. |

v First 100% RPET bottle in Italy since -~ -

a

MevissivA: -~ v Accelerating bottle to bottle circularity

3 A y ,,-,éf;‘
LEVISSIMA.

“E‘ SHECEESTO | working with public and private
DiBio:P CHE PESPETTA LARATIRA m \ -
= | stakeholders. : :

ACQUA MINERALE NATURALE
OLIGOMINERALE

6x50cle

v'  Executed strong communication

5 |

campaign to raise awareness on the =
recycled plastic and plastic collection.

' ' 2021. “‘-fvf,lu' B



Nestle.

What do
we want

to do next?




Our Objective

Develop an education awareness campaign to educate consumers on R-
PET and change their perception towards it. ~ * | "

Join forces to create strong impact and awareness on the safety and qua__lity‘ £
of the R-PET. | i g

Reduce Nestlé virgin use of plastics material.
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Thank you |
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