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In 2019, we lavnched About NIS 5.3 million was In 20719, Strauss Group In 2039, we reduced 100

246 new gluten-free invested in the St donabed KI5 14.6 million tens of sugar from our
procucts |n lsragl srael Employees' Social n products; financial products inlsrael Since
Plan in 2019, and danations and volunteer 2011, we have reduced a

approximately MIS 37 nours total of 6,100 tons of
million in total over the sugar from our products.

past Four years
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2010, we launched In 2019, Strauss Group ‘We expanded our social

employees recesved 136 lactose-free employees volunteered a re to support coffee

performance evaluation productsand 1

= tokal of 28,800 howrs In
in201% lactose products the community, more
than twice that of 20718

including
13,300 coffee growers

£
Hours of training on average per employee Promations of wormen during 2019 of total
in'2019 promations
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An Appetite for Better Food -
Mutbrition & Gastronamic Strategy
Extending Preducts to a Varlety of Congumess and Markets

Encouraging Drinking Water
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Community Engagement ~

Better food. Better choices. Better impact

At Strauss we love food, and we offer high quality, tasty and nutntious food. We constantly strive to improve so we can live up to the diverse expectations of
our stakeholders, This mission is  privilege, yet it caries with it 2 great responsibility. We take carlous approaches to constantly improving our food and we

are always expanding the choices available to our customers. The mission includes our commitment as a leading manufacturer to be a positive influence on the

environment, seciety and the ¢ As aresult, we to imgp products, and make them healthier and more nutritious.

Our amnbation is to lead this process with resp Lality and P y toward all stakeholders, with caning, danng and an authentic passion for food
Accordingly, we aimed ko imprave the nutnbious content of cur products, including reducing sugar, sodium, and fat: ehminating preservatives; and more, while
maintatning the taste and copsistency so laved by eur o Furth we expanded the range of products For target avdiences with diverse dietary

needs, such as products that are gluten-Ffree, low lactoseflactose free, protein and vitamin ennched, vegan, etc.

Strauss constantly seeks out the best and highest quality raw materials. In recent years, we added products that provide plant -based alternatives, and we ara in
the process of ground-breaking developments with varous startups in the FoodTech sphere. We constantly listen to and respond to our stakeholders, and we

regard this as our mission and passion.

This process of constant improvement is bed by the Strauss development and technology teams who work in close collaboration and build trust with all the
Group's business units, and with all relevant professional communities. This process includes regular and ongeing dialog with professional communities and
various stakeholders

In 2020, the sales rate of “enabling” products that expanded the variety of nutritional choices available to our
consumers was about 74% of Strauss Israel, Sabra and Obela's total sales.,

€ Peoplie and Communidies An Appetite for Better Food Mutrition & Gastronemic Strateqy —»
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Nutrition & Gastronomic
Strategy

In recent years, Strauss Group has been operating according Lo a
nutritional sirateqy. Strauss israel defined a nutritional and
gastrenomic strategy that outlines our way. The strategy i
based on nine pninciples of good nutrition, which are the

guidelines For strategic develapment processes and praduct
aw material
sustainability
What irigg '~

development decisian-making We regard the implementation

e sk and whak af this strategy as an important step in our jaurney and as a basis

£ rogrment

For gaining the trost of our consumers. The strategy deals with

three main areas connected to the quality of food- (1)} What food
we prepare and what it represents [2) from what raw raterials,

and {3} how to we prapars i

01 oz 03
Constant Improvement Balanced Mutrition Clean Label
Improuing the raritcnat pofie of seting Incrensing the supply of procacts offensd in Hemaing ingrediarts that arm Aok an et
pendc s and propuosing baisncsd alterates waTizym sk smes mciusng msssmedeoo [t of the product snd making an st (o
in e deve loprrent gy transition tn netuenl igredients only

04 —— — 06 ——
Strengtheming the Good Accessihle Mutntion A Balanced Diet For All
Increasing the supply of poducts el bave clese Duvalopsirg gircabucts fof conmimes uith specisl Fait arid actewaible pricrg.
jrstritiorial advirdages hutary needs.

o7 o8 o9
Sustainability Transparency and A Passion for Food

consistency Braness oF L Tl oF Fo0 1 s ves that s

Taking respansibility for o impact hroug et
Fre-atiopky chein Cleat and trarsaseent prescniation of
inforrnation b conaumern.

sy Beyand Puncrional

Nutritional Strategy Goals

In order to Al our nutritional strateay, in 2019, we Fermulated and published o set of goals in the sphers of nubrition snd gastranamy. These challenging
anals are mmed at being gradually achieved by 2024, and are the expression of our rosponsibility to better food. The goats are 2 complate change of
along with the company’s b invest in adapting our and the recipes of Familiar products, and

developing new products.
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We dre proud to present our strategic nutritional goals for 2024:

Sphere

2024 Goals and Main Activities

Culinary and Gastronomy - essence, passion and the taste vsion and expedience

A culture of passion for focd

Inpovation with Culinary Value

Authentic Food

Promoting “a passien for feod™ oz a significant and mseparable
layes of the Strauss organizational culture

Developing tasty, modarn and relavant produces that meet the
latest culinary brends in krael and around the world

Food that is "closwst bo its sourca” with a cultural idantity, value
and story, connected ba the Farmer behind it

Sustainability Yalues in Raw Materials - the farmer, growing conditions and impact on the envimnment

Sustainable farming and
consstent raw materak

The main agricultural raw materials will be consistent to tha level
af the Fleld and sustainable purchasing sources.

Hutricion - Methods of prepasing products and thetr sutability to a vanety of consumers

Accessible food: New | Can -
weganisrm, sugar-Fres/yluiten
free/lactoze frea

Clean Eating

Measured Out Sesvings

Hutrition that supperts an
activersporming lifestyls

Impraving Mutritional Value

Pramating balansed dists in the
community

Strauss (s committed o the sccessibility of products for & wide
wariety of target audiences with unique distany neads"

Currently affering a wide range of *addizive-Tree * products

Committed to launching at least 50 new products

Strauss products will be free of attificlal colosing and over 70% of
products will not cantsin artificial lavars

70% of Strauss prodocts for personal consumption will be offered
asa serving of under 200 calories (snacks/candy/sweetenad
praducts for personal consumption|

Increasing the offenings of nceessible nutritional solutions for
people participating in spodts:

“The Warld of 2ratein” - promating the nest generation of high
quality protein-rich produces from Strauss Dairy and in new
product categories

Deyeloping new products for energy-management and
Imgroving performance during physical activicy.

Reduceng sugar, sodwim and saturated fat in all product
categories n the Group:

Reducing sugarin canfactionary: At laas: 50% of confectionary
for personal consumption will contain less than 10 grams of sugar

Reducing sugar at the dabry: At least 70% of dairy products for
personal consamption will contain less than B grams of added
sugar

Limninng the number of marked products: Strauss is committed
ta not increasing the parcentage of products marked with red
nutritlanal labels

Developing praducts with high nutritinnal value: Vitamins,

minerats probictics, fiber, etc.

Wi will partner in projects promating & healthy lifestyle with &
cumulative iInfluence on the lives of milliens of people

Main Platfarms Far implementation

- Culinary Canter {Karmial)

STTELGE VISIDors Cenger

Platfarm for culinary &and gastronomical
promation: Beanz, Roots and Taste of Mature
Market

Lecally growh raw materials

Shift to sustainable dairies

Linitgue Stravse plarforme For promoting lecal
food and empowering a local value chain, for
example. Roots and Tacte of Mature Market



At the core of aur approach to developing praducts and our
effarts to promote a healthy way of life, is the desire to offer our
consumers smarker chaices. Our goals are to provide consumers
with a varied basket of praducts fitting each of their lifestyles,
according to ther culture, needs and dietary approach. In the
wirlous product categories, Strauss enables personalized
selection, including products with low calories, sugar, sait and
saturated Fat. At the same time, we offer products that contain
an increased amount of protein, oil with enhanced nutritional
wvalue, dietary fiber, vitamins and minerals. These values are
clearly labeled, while offering higher levels of transparency and

enabling consumers to make parsonalized decisions.

Sugar Since 2011, we have gradually been reducing the quannity of sugar in our products. By using various technologies adapted to our products and to their
production methods, we have managed to reduce the sugar in a variety of our dairg and other products, while maintaining their excellent baste. Examples
inchude reducing the amount of sugar n the Actimel and Millky recipas by about 0%, and by over 60% in tha milk p and

marketing a hine of jams with 17% less sugar; and launching & new lightly sweetened slsb of chocolate

In 2020, we removed about 142 tons of sugar Ffram our products - about 92 tons of sugar From our dairy products (Milky, Limbo and drinking
Dani) and another 34 tons of sugar from our confectionary.

Beloved products with ne added sugar:

Salt: We significantly reduced the salt in & varety of products, including salty snacks, Ski cheese, salads, ceresl bars, potata chips, peanut snacks, corm chips,
hummis, et

I 2020, we removed 7.4 tons of salt from our salty snacks. Between 2016 and 2020, we reduced the quantity of salt by about 28% in our
leading snacks Tapuchips and Dorites. Wa

werking to Further reduce the amount of salt in our various snacks by about 10% by 2021.

These efforts were Lhe result of many coll and in this area. salt i our products was made possible by using a special salt
manufactured by an |srach startup. As a result of our efforts in reducing salt, all Strouss lsrael salads and most of the snacks met the conditions of the lsrash
Health Ministry's labeling referms defimng recommended ameunts of sedium, even belore the quidelines were published.

Clean Label Products

Clean Labal indicates the use of a small number of ingredients that we are Familiar with from the home kitchan, and without ingredients that the consumer

doesn’t expect Lo see, such as additives, sweeteners of preservalives. As part of Strauss® nutntional strategy, we are ly seeking tial

to our products, which will enable the use of the Clean Label, without compromising on gquality, taste or shelf life

Fallowing are some examples of these types of improvements to variows Serauss products from the past few years

Pro Whey - . Banana Punch Fro Coffes Buttan-shaped
Drinks Cream Sauces Drink prink Macha Drink Yogurt Har dicobitss;
Replacing food Fedudhi Reducing number Feducing the Imgiaving the food
Eliminating additives with citris 9 of stabilizers from ingradient list, colors of tha lentits
food additives Mo processed
tood Fiber and unprocessed ik oy Faur to twn and removing pracessed by changing ks
coloring starch, and eliminating ;.m i reducing the starch and replacing natural food
4-f E materials ! acigity requlator with milk protein caloring

Reducing two
Ematerials to
just one



A recently launched product is a pure honey with cocoa spread,
contalning only two Ingredients - pure haney and cacoa The
spread contains no preservatives. The development process took
about a year, and preserved the unigus characteristics of pure
naney. The result was a chocalate fiavared honey spread, which

s a high quality and tasty alternative for those whao seek a sweat,

balanced chocolate treat,

Another new preduct is tomato sauce with no added oil or sugar,
where the sugar source is just the tomato itself. The range of
sauces was developed at Yad Mordechai with Italian chiefs,
according to a recipe based an a traditional methed of eooling
Aswith all the company's praducts, the sauces have no

prezervatives, added sugar or food coloring

Measured Out Servings

In 2020, we continued ba invest in additional personal semang products in the Confectionary Division, with the aim of expanding the range of options for the

consumer bo choose from and to enable the selection of a measured sweet treat in and outside the home, Expanding the personal servings line increases the

s & while add qp ling trends, the snacking trend (consumption of small servings between meals instead of large
meals) and the Ready to Eat trend {preference for products that are easy and convenient to eat). In addition, personal servings enable balanced consumption of

confectionary and control of portion size.

— This activity supports 3 of the UN Sustainable Development Goals

SUSTAINABLE 3 bt
DEVELOPMENT

GALS [

ty of Copsumers

#— An Appetite for Better Food Mutrition & Gastronomic Strategy
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Extending Products to a Variely of Consumers and Markets

Extending Products to @y
Variety. of Consumers and

“Markets

The Men & Women of Strauss -

sity, Equity and Inclusiar

nunity Engane

Our purpose ab SCrauss @ (o epsure that as many people as pessible can enjoy as many of our products as poessible We do this by making our products avadlable

o a wide range of consumers and Laigel markets, adapling them to sensitivities and different needs, and to changing and growing nutritional trends

Alpro - Plant-Based Milk Substitute

Strauss first entered the plant-based product world a few years ago, with a partnership with a startup that developed the Yafix and Sonm desserts. Ahout a year
ago, Strauss announced an agreement to market Alpro products in isael. Alpro is a woeld leading manufacturer of plant-based milk products and is owned by
Danone, a partner (20% ) in Strauss Dairies

AL the start of 2031, Strauss lsrael announced an imvestment of about 150 million shekels in & Factony in the north of sraed, where it will manufactuie Fresh
products under the Alpro label, including refrigerated desserts and plant-based milk, This factory wall enable implementing new technologies, promoting local
procurement and employment, and redocing the snviionmental impact. About 100 workers will be smployed b the 4,000 meters plant, which is located not Far

Fram the Stracss Ahihud Dairy {on the Acre-Karmiel road)

Increasing the Gluten Free Product
Offering

As a food imanulacturer, we have a responsibility to ensure that our food is safe for populations
with special dietary needs as well, including those who have an intolerance For certain foods such as
aluten and lactose. Adapting to dietary sensitivity -adjusted nutrition not only impacts the
individual, but also their entire environment - Family and soeal circles such as nursery schools,

schools, work places, and more

The Florentin Organic Hummus and Salad Brand

One of the mast innowvative brands that has joined Strauss Group is Florentin, which markets Mediterransan foods in Europe The brand brings together the
incressing populanity of healthy Mediterransan coisine and the demand for organic food . The prodocts are manufactored in the Metherlands and are marksted

in France, Belgium, the Netherands and Germany



Florentin products are free of any food additives, and are based
on non-GMOD (genetically modified] arganic produce, grawn
without pesticides. The company procures from ethical and local
{Fair trade) sources, which are environmentally responsible and
are subject to meticulous quality control. Florentin invests
significant efforts in locating appropriate organic suppliers in the
European Unicn, in order to strengthen local Farmers and to
reduce the environmental foatprint of ransporting raw

malerals,

Flarentin hummus won the French Organic Product of the Year award For 2020 in both the Bio and Eco categones

MEILLEUR MEILLEUR

310

par un jury de 100
a?mnmmlum =
o

PRO Products - Supporting a Sporting Lifestyle

We offer o wide range of prodicts with protein as the added value, in the dairy sphere and beyond The Donone PRI and Pasta PRO range were developed with
the aim of providing tasty and accessible solutions ler the consumption of protein, allowing those whe engage in physical actoaly Lo be able to upgrade their
daily nutrition

— This activity supports 3 of the UN Sustainable Development Goals

SUSTAINABLE
DEVELOPMENT

G{IALS

v Srategy Extendeng Products to a Vanety of Consumens and Markets
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‘Water is essential bo the Funchioning of the human body, Drnking plenty of water in general, and as a subshitute for sweet beverages in particular, has been
proven to have numerous health benefits. 5o, we set ourselves a goal to increase public awareness of drinking plenty of water, and choosing water over ather
beverages. Strauss Water develops advanced technologies that purify water in order to maintain the health of its customers. The company’s water bars enable
customers Lo enpoy cold, hot or carbonated water based on their personal preference, at the press of a butten, thus encouraging people to drink water. For
sorme Pwo years, Strauss water has Deen ronning widescale marketing activity on the most popolarn platfonms in lseael to expose & vange of populations to this

message - a preference For water and drinking plenty of water

Strauss Waber works bo encourage people bo drink wates throughout the year, and more so in the summer months. Most of the population, adults and children
alike, do not know how much water they should dnnk every day  Therefore, a video was produced starring ehildren's TV star “Thirsty Sigal”, encouraging kids
o diink water. In the video, Sigal asks how much wates we shoubd dink svery day and the answer relers her, and the audience, 1o Strauss Water's

drilator te calculate how many glasses of water they should drink per day based on their gender, age, physical activity, ete

The campaign appeared on the leading TV channels in tsrael. In addition, an extensive digital ad campaign was launched to ensure the most widespread

L possibie dreds of t of people used the calculator and we are pleased that we managed o increase interest and awareness of this

important issue
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This initiative was extended into 2020 via a campaign where “Thirsty Sigal” met a local celebrity. The widespread campaign was aired in the summer and en

New Year on TV in Israel

0N AN answoa N 4. 0
Watch Ja

n "'ﬂ‘."ﬂ 1R 0"URIY TTH DTN

As & result of the Corona crisis, peaple spent a bot of time at home and the need to encourage them to drink water at home intensified. As a result, videos were
produced For children in the spit of the period where the message of personal hygiene was combined with encouraging kids to drink water, and starred

children’s TV star “Little Michal”. They were broadcast on TV channels in |srael.

Avidea was also produced for parents explaiming how to encourage their children Lo drink water at home:

e 4 nagings o' N NN 0T 1T 0 N oe'e
| S




The Strauss Water activities to encourage people to drink water
was expanded to digital media. The company partnersd with a
Family-oriented Facebook group that posted insights on drinking
witer during the Corona period. This activity generated about

3,000 interactions

In paraliel, we produced a senes of educabional videos for vanous content worlds on social media in collaboratson with medical specialists under the heading
“Dr Water™. These videos | o range of el ing the ges of drinking plenty of water;

RN NN

I Yoelshe | X 1 ERYoubse

All his was in addition ba the extensive content actaby on social media, collaboration with influencers, and more.

For more on the advantages of drnking water, the importance of drnking water for a healthy ifestyle, the influence on the body and how to ensure that we
drink enough, see the Sraiss Wit Qlog.

Water
BLOG

This activity supports 1 of the UN Sustainable Development Goals

SUSTAINABLE
DEVELOPMENT

G<:ALS
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ROOTS

Local FoodHuUb nye®

Roots is a gastronomic platform on social media that was established by Strauss for professionals who work wath food in all its forms. The platform deals with
local Food ard its awm is to empower the local Food system, while recognizing Strauss® integral role in this system_ Through the Roots platform, we collaborate

with a range of arganizations, men and women who share a mission with us to provide high -quality, tasty and healthy food to the millions of residents of lsrael

Currently, there are about 500 membess in the community, professionals from the local Food community and 30 mentors from various fields, and maost of the
activities are conducted online. As part of the community's activities, a mentoring program will be set up for a team of local manufacturers, local
manufactuters will pecsive bensfits in the Form of advertising and promotion of their online stares on L Strauss+ app: 8 dedicated academy will be set up For

the platform, and moee

i Encouraging [rinking Warer Nurturing a Professional Community and Resaarch in the Field of Food tecting Feod Safeny »
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As a global Fead and b ) i, we have a resp lity bowards millions of people who enjoy our products every day. Our responsibality is to

manufacture and market nutritious and safe food that will improve the lives of people around the world and will not threaten their health.

Our ability te continue operating in the market as a trusted manufacturer of food, beverages and advanced water purifiers depends on careful, constant and

uncomg i ion, and a full to product safety. This is fundamentally important bo our business success and longevity, to creating value

and to protacting the health of the communities in which we operate

Food safety in the countrees in which we operate s subject te numerous laws and regulations, and we work very hard to comply with all of these requirements.
Furthermore, through our policies and internal processes, we strive For even higher standards in the area of food safety, ta the extent that we often excead
legal requirements. In places where there is no regulation or regulations are not enforced, an uncompromising Strauss Group food safety policy document is

implemented

In addition to Food and beverage preducts, we are also a global manufacturer of water punfication appliznces for home and office. Even though the relevant

safety requirements for these products somewhat differ from the requirements relevant to food and b products, our o o safety remains our
tep priofity when it comes to plying with legal regs and beyond. In order to Fulfill all the obligations stated above, we implement strict
processes g the value chain and carry out a varicty of intermal contraols.

In 2020, we published a policy paper that presents our Strauss Group commitment to product safety (For the Product Safety Policy Paper - click |1
commitment doesn't stop al the Strauss sites. We demand that all the partners and supphers we work with prove that they mamtain requiated food safety
systems. AL Strauss lsracl, for example. all suppliers are required to prove that they are compliant with the 150 22000 or equivalent standard, as a base-line
condition For working with the company.

In 2020, we had no instances of non-compliance in areas of food safety and quality that culminated in fines or sanctions. Nevertheless, Strauss lsraed carried
i bo company i
quality. In these isolated cases, the company was careful to announce the recall on a variety of media channels, and recently even sent personal messages to

out seven voluntary product recalls out of the concemn of not

as part of an unc ta Food safety and

consumers who purchased the products. (For more details, click e}



Examples of advances in food safety in 2020:

Faod companies are among the industries whose consumption volumes were nat impacted by the Corana crisis, and in some cases, even grew. Food is an
existential human necessity, and it is clear that in times of criss, peaple regard it as a safety net. Therefore, keeping up with unexpected increasing demands
was  key goal For us in 2020. To this end, we were expected to make major adjustments to our production, marketing and distribution systems. These

adjustments were also implemented to meet new quality assurance conditions, and, above all protect the health of Strauss Group employees.

Strauss Israel implements the world's leading food safety standards: Strauss lsrael is certified and strictly complies with the 150 22000 Food Safety
Standard in all its factories in lsrael. In 2020, we started a process of implementing broader standards, the FSSC 22000 standard, recognized by intemational
organizations including the Global Food Safety Initiative. A number of sites have already completed this certification and work accordingly: Strauss Dairies, the
Salty Snacks factory, the coffee factories in Safed and Lod, and one of the departments in the Confectionary factory. In 2021, we vall complete the process at

the rest of the Strauss srael sites.

In 2020 the company prepared itself for testing by the American FDA in factories, some of which do not export products abroad. But these tests were not
carried out because of the Corona erisi. In 2021 we wil continue to make adjustments in arder to comply with FDA standards, and to prepare for the tests

when possible.

The New Ta’am Hateva (Taste of Nature) Factory in Bror Hayil, with the most advanced food safety standards: The new fresh salads factory of the
Faod division in Bror Hayil, Ta'am Hateva, was built with extremely high food safety standards. Compliance with these high standards is extremely impartant
especially in ight of the short shelf ives of the factory's products. The new factory includes the most advanced infrastructures and work methods in the world.
For example, combining systems for the disposal of food waste collected in waste pipes with flowing water that carries the waste to refrigerated containers.
These systems prevent contamination and bad odors. After the waste is transported, the water from the system is filtered and recycled for the process. This
automatic and advanced system has several benefits: Reduces hard manual labor, protects the welfare of the employees, reduces risk, increases food safety and

protects the environment.

New Food Safety System at Strauss Coffee: In 2018, we implemented a new framewark for the management of food safety at Strauss Coffee. The
framewark is supported by a cloud-based management platform developed by the Intertek company. This speciaized company provided us with important
tools beyond the system itself, including relevant know-how and testing, and worked with our suppliers to address food safety risks. In 2020, we completed the
implementation of the system and its framework at all Strauss Coffee's sites worldwide, along with admin routines for all local quality managers.



This year, we launched all the system’s reqular processes: Frequent mapping of suppliers: collecting informeation to rank risk levels, managing communication
with suppliers via the system, managing information; and n-depth analysis of each quality event along with creating a targeted action plan to comect the
problem. All the sites hold quarterly discussions about the results, tracking, and testing the improvement plans.

The supplier mapping process is carried out for all vendors, irespective of size. We did find that the level of risk is not directly correlated with the size of the
supplier. This process also proved beneficial for the suppliers, and we reqularly saw a significant increase in the quality of production as a direct result of
implementing this process at certain suppliers. n 2020, 2 total of 20 reviews were performed at various suppliers as part of this process.

We continue to promote Food safety at Strauss Water: Strauss Water invests heavily in the quality and safety of the water it provides ta its consumers.
Water quality is regularly checked, and suppliers are tested on certification processes ko ensure that they comply with the company's requirements (in this field
and others). In 2020, a special emphasis was placed on Strauss Water factories in China, the first country in the warld to be impacted by the Carona erisis. With
the return to work in China Following the first outbreak at the start of 2020, 2 more rigorous than usual acceptance test was carried out in order to ensure that
the products complied with all the requirements, even in the shadow of the pandemic. As a result of the cessation of international travel , the company
recruited an external certified Chinese entity to camy out reqular tests and controls at the suppliers in China. The company even expanded its permanent local
quality team in China in order to continue to improve control processes and to ensure that it was supplying its consumers with healthy, high-quality water,

even in the face of the Corona challenges.

Food Safety Leaders at Obela Australia: Since 2019, Obela Australia has been partnering with [ziry=al, the requlatory body that supervises the

implementation of standards and systems for the management of food safety in the Australian dairy industry. Dawysafe recognized Obela's advanced practices
in the field of food safety, and used them as a benchmark for other food manufacturers. Obela was happy to ibute its accumulated exp & to bnng

ahout widespread improvements in the entire food industry in Australia, as part of the company business responsibility approach.

(Ohela works with various suppliers to ensure food safety and quality. One of the most recent examples is the partnership between Obela and its beetroot
suppliers, After the company identified a specific risk to this raw material, and following dialog with the suppliers, beetroot is now supplied to Obela’s
production Facilities in new packaging that enables sterility and increased food safety.

For more on additional activities in this field, see the chapter Supily

— This activity supports 2 of the UN Sustainable Development Goals
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Strauss employees are the most significant partners of the Strauss Way, its results and its choices. Onboarding, devel and jon of empl with

the capabilities, skills and mativation required in our company are critical for the continued success and growth of aur business.

In the dynamic 2 1st century work envi 5 We must ¢ ly strive to improve and be an employer of choice for cur employees. We endeavor to provide
our employees all over the world with & workplace replete with meaning and values in whose design they share. It is important to us ko offer opportunities for
development and growth, and challenges that will foster excellence. As a result, we invest significant resources in creating a range of options for our
employees’ leaming and development. We act out of genuine respect and canng for our employees and create a respectiul, empowering, diverse and inclusive
work environment. We take numerous varied steps to support and improve our employees’ welfare and wellbeing,

in 2020, 3,220 new employees jained us, out of which, 40% were women.

Strengthening and preserving the trust of Strauss women and men who are employed in the company is a basic condition for our success. Trust is built on the
ongoing efforts to fulfill our employment vision. We constantly strive to behave towards all our stakeholders in accordance with our values. Our basic premise is
that the trust of our employees is established and preserved when the company consistently demonstrates in its decisions and activities its genuine concern for
their welfare, and its level of responsibility toward them and all stakeholders

In arder to increase the trust of our employees, Strauss continues to launch dozens of improvement pragrams in a range of areas, cultivates a safe and healthy
work environment: invests in closing wage gaps and in promating opportunities that enable every employee to fulfil their potential: and makes sure to conduct:
ongoing dialog with the employees through 2 wide range of channels. We are proud of the fact that the women and men of Strauss are committed to the:
company, are involved, and are highly motivated. Creating a culture of constant improvement compels the employees who are partners in this goal and
promate it, and cur employess are certainly partners in prometing the mission we have taken upon ourselves as a company - “te improve the lives of people, "



7 R Recognition of Strauss as a High-
. Quality and Leading Employer

We are pleased and proud of the fact that we were ranked in

sixth place in the 2020 BOlcede rankings of the best companies

to work out of all companies in lsrael (hased mainly on feedback
from company employess). This ranking was the highest among

the industrial companies in Israel, This is Further proof of Strauss”

" J recogrition as an attractive and groundbreaking place of work.

In addition, we are proud to have won first place in the 2020 RECOGNISING MUSTRALIAS

Excelience Competition of the Human Resources organization in

the “Entrepreneurship in the Corana Era at Large Companies”

category, First place was awarded to Strauss out of dozens of ,
companies and ofganizations nominated, as & result of its I N N UVAT I u N
extensive activity in supparting its employees, making fexible

and cptimal adjustments Lo the Corona period, and sense of & TE[:HNULUBY LE ADERS

employment stability and security that the company managed to

provide its employees during this challenging time {more on “ .RT.ISTRA‘.IP; E ENPLWER
this). W SiziNess g m%

Strauss is recognized for its leadership outside of israel as well For four consecutive years, (2017-2020), Obela Australia has won the Australian Business

- The award was given to Obela in recognition of the positive culture it created For its employees, and of the company's

effarts to promate a suitable strategy, the high perf w2 af all its empl leadership, safety and health, optimum conditions, and high levels of
satisFaction.
We believe in the imy eof and + th o of our employees with the ion. Thus, in 2020 Strauss lsrael joined an

employes engagement forum with three other leading companies in the lsraeli market - Bank Hapoalim, Netafim and Elbit. The forum created the Re:Engage
hackathon that brought together work teams from all four companies in order to brainstorm on how we can reinvent ourselves for the work world of the Future

The teams sought solutions for several challenges:

« How do you ereate and maintain a sense of team in a period of working from remote without any physical contact?
+ How do you create real intermal communication in a time of messaging overload?
« How do you support employes work-life balance and mental resilience

« How do you reinforce a sense of meaning and create an impact among employees and managers?
These challenges were also sent to about 200 employees from all four organizations for their input, and they provided additional ideas to be considered by
the teams. The leading ideas were awarded prizes and recognition, and are currently being assessed for impl i the different

RE:ENGAGE

Hacking engagement in the new warld




Employee Survey Results

An extensive Strauss Group employee survey is conducted once a year to strenqthen dialog with the emplayees, receive feedback, examine the improvement
and growth of the company in relation to the employees, and create a cross-company cultural snapshat. The last survey of the entire Group took place in 2019,
with a respense rate of 8% of all Strauss employees. That survey indicated a high level of satisfaction among the employees, while very high grades (over

80%) were received in all main metrics.

In 2020, after the start of the Corona crisis, local surveys were conducted, tailored to the various companies and countries in which they operate. As follows ase
details of the main findings per company:

Strauss lsrael

The company conducted two surveys during the year. The first was at the end of April, immediately after the start of the Corona crisis. The second, wide scale
survey, took place towards the end of 2020. The time gap between surveys enabled the company to assess the feelings and needs of the employees from two
perspectives - the early stage of dealing with the crisis, and after an extended period of time of working in the new routine. The results indicated a high leve! of
employee trust in the company from a number of perspectives: proper, stable and well-communicated management of the crisis (92% of respondents);
received all the equipment and resources required to stay healthy (52%); commitment and high motivation (26%); caring on the part of the managers (B5%):
sense of security, employment stabilicy and meaning (94%); sense of pride in the company (93%); and recommendation of Strauss s a prefemed place of wark
(90%).

We regard these positive results as evidence of the company's successful efforts to support the employees in this challenging time. The findings illustrate that
the employees' level of trust in the organization and its managers increased, and this is a result of three main factors: 2 feeling of caring and concern far the

employees, angoing communication, and decision making that was perceived as fair and transparent.

Strauss Coffee:

Participation in two surveys conducted in 2020 by Lotem Sensing was high (75% average of Strauss Coffee employees, not including lsrael or Ukraine, which
participated in separate surveys.) The findings pointed to 2 high level of satisfaction among emplayees with the company’s conduct during the Corona crisis
and the adjustments made to deal with it (89% on average). All of the additional metrics surveyed received very high results {over 90%). sense of meaning,

suppart and attention from the managers, and effectiveness of the remote work processes established during the crisis.

Topics whose importance was emphasized by the survey findings were the employees’ sense of employment stability, concern for the health of the employees
and their families, strengthening the connection with colleagues while working from remate; and a desire for personal development. As a result of these
findings, the company is working to provide an increased response to these issues.

In 2021, Strauss Coffee will implement a new and leading system for the manag and imp of the 2. SAP-Qualtrics enables

|
s dodh | T

advanced data monitoring and analysis, combining operational aspects with a sense of belonging, trust and the employee experience. The system will be used,
among other things, to conduct surveys at Strauss Coffee and its business units at any time, frequency and with the content that the business and

organizational reality requires,



Strauss Water:

The company conducted an organization survey in September 2020 to assess the commitment of its employees in the shadow of the Corona crisis, The data
indicated extremely positive results in all metrics surveyed: High sense of connectedness to the arganization (about 54% of the respondents); high overall
satisfaction with working at the company (89%}: sense of pride in the company {95%); sense of meaning in the role (94%); concem for the employees by the
company (91%}; %} and recommendation of Strauss Water as a preferred place of work {93%).

Sabra;

The company conducted three surveys in 2020, using new, dedicated tools. The surveys examined the needs of the employees in the shadow of the Corona
crisis, levels of employee commitment and dedication, and various metrics regarding the organization’s capabilities, trust and effectiveness during the Corona
period. The results showed a high level of satisfaction (83% on average), which increased consistently throughout the year. An additional statistic that
improved from survey to survey was the rate of answers Lo open questions, a trend that indicates anincreasing level of trust and openness and enables a
deeper understanding of employee needs, We are confident that these positive results were due to & series of actions that we tock in 2020 - increased
transparency regarding the organization’s plans and conduct during the crisis, increased supply of training and guidance on conduct, and broad investment in

employee welfare.

— This activity supports 1 of the UN Sustainable Development Goals
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The Men & Women of Strauss ~

Employee Training and Development
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In our dynamic work environment, it is important for our employees to have the knowledge and skills necessary to carmy out their responsibilities. We provide

training and develop op for employees across a vanety of disciplines, from Operations, Engingering and M elo P and

Praduction, Sales, Procurement and Marketing Technelogies. In addition, the following areas engage in © | training and develog  quality

and safety, requlati i | orientation, and entry into a new position, as well as entry into a first managerial position. The training is carried out

¥

using a variety of educational, technological and digital methods, in addition to in-person tutorials and frontal sessions, depending on the nature of the

activity.

New measures in the field implemented in 2019 included integrating innavative learning solutions, applying the use of diverse learning platforms, and using

innavative training methodologles.

In addition, we aim to contribute to the personal growth and prafessional development of employees and to improve their ability to find employment in the

future, thereby contributing to social development as a whole in our areas of activity. In all of our training programs, we focus on employee upskilling.



We have developed a detailed and methodical upskilling program, which we started implementing in 2019.

Examples of the corporate upskilling program:

Operation Sales

From operation to technical operation: responsibility for operating Analysis and data-
and maintaining a proper and rellable equipment and work hiased decision
emvironment. making

Technology

Detection and searching far experts or knowledge, with
foeus on tracking trends and tendencies In the food
SECLOr

Diverse Employee Training Methods for Personal and Professional

Development

Sabra

Sabra has an extensive training program with eight different types of core training courses, such as leadership, decision making, quality and safety and

personnel training.

0 — 03—
Leadership Decision Making
nthis ares, employess are offered training that All Sabra serutives were asked 1o participate in
allows the manager or sapenvisar to acquine  program to faise awareness of the ssue of
tawored toals for proper communication, having an unintenbonial bxased opiniort fram
employee development, pefurmance and what doss it ansz, and bow Lo accormmodate &n
efficency improvement, maintaning incusive poirk of view
teganizations! knowledge and human capitsl
managemnt

04—

Personnel Training

Employees are reguied bo partiopate ma
nurmber of onling courses on persarne! issues
harassment, woekplace vidknce, company
povicees and relevant laws. These issuss are
Impadtant ko the work emaranment in the
company and i in accordance with its values.

03—
Quality and Safety
To maintzin 2 high level of profiessionsl
inuledgz amang the emplaees, Sabra offess
senzs of professional training on food safity,
conirol and treatment



Strauss Water

Strauss Water has created an Employment Guidance Plan that
allows employess who are at a crossroads at any point in their
careers o examing their continued employment opportunities,
what their goal or challenge i, and to understand what is the
maost appropriate way to reach that goal with the help of a
feedback conversation. In 2019, about 27 employees took park

i this program,

Anather program developed at Strauss Water is the internship
program, which allows students or employees who are in the

process of obtaining a training certificate to gain practical
expariance in the feld they are studying. The pragram is held
ance a wesk for three hours, and in 2019, it helped ten interns

expand their professional capabilities

Other measures in the field of training and development in 2019
in Strauss Water include:

= Passion For Water: As part of the Strauss Water strategy of transforming from & preduct company into & water specialist company, this year, a leaming
program was created across organizations in all divisiens and in all pesitions about the worlds of water. The plan introduces employees to the aguatic
environment, from & geopalitical survey of water sources in lsrael, to a discussion of vanious pollutants that may find their way into the water. It also
discusses how Strauss Water plays an active role in purifying drinking water, During these training prog . all employees and learned and gained
personal experience in labs, escape rooms, water casting, enline learning, experiential water day, and more. As part of the process, each employes starting
work in the company is invited to provide tap water samples from his or her private home. This sample is analyzed in the company's laboratenies and a

detailed analysis is provided in a work meeting dedicated to a thorough discussion and explanation. All these steps have been taken to enable every employee
te generate and engage in an in=depth and meaningful decourse on water, whether with a client or in a private conversation with Family and Friends.

Team gers as | ional Leaders and Leaders of Change -In today's era, with the high rate of change and knowledge
required from company representatives, managers must be able to support their representatives on the ground and, even more importantly, prepare their
employees For change With the help of ive devel processes Focused on ing, change skills, enh of p

skills and training capabilities, we have transformed them from team managers who, rather than merely undertaling training with their employees, assume
the role of mentors whe lead change.

Staff Development: & wide range of ennchment traning sessions were held this year 2s part of “The Catalog" program offered to all staff, such as Excel,
PPT, Effective M tion M t and more.

‘Ways of Learning: Linds that rep ive's training cannot be completed as part of the entry-level training course, we have created ways of
learning For a variety of skills needed by representatives, mentors and senior executives. This initiative is intended to generate continued learing, improve
skills, develop employees and produce upskilling with the aim of improving service and customer experience. In the first year, the employess receive between
twa to three additional training sessions beyond the initial training, in accordance with the skills and needs required for their job. From the second year
onwards, they undergo training sessions according to their needs and desires,

+ Creating Individual Training Platforms in & Variety of Skills: One of the many henefits of this kind of training is that it allows for immediate recrusting
exibility, without the need for taking a spedal course. We have created a platform that combines online learning, practice, work with a mentor in an on-
the-job training (O] setting, and work with a mentor and direct manages to acquire the tools and skills required regardiess of the course. We recruited
around 20 employees this year whose integration into the erganization was made possible by this platform.

+ Innovation in Learning: In the age of the Y Generation, a complex generation looking for work excitement in general and learning in particular, we must

adapt ourselves. That is why every year we innovate and integ) more bearning technologies. in 2019, we created a video For new employees with VR
glasses, "gamad” some of the content in the tutonals, integrated escape rooms, experiential, visual and tangible learning, enline learning and more,

. Course Effecti W have

some of the courses and adjusted them according to the organization’s changing focus.
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In 2019, we completed the process of adapting Strauss as per the lsracl Lew for Equal Rights For people with disabilities, which began in 2015 in compary

s well as g serace bo our In 2020, a mul wark team was established with the aim of pramoting the employment of

prople with disshilities: physical and digital accessibility bo the company’s sites and services, beyond what i3 required by laws strengthening the connection with

that promote y and activities in this feld for the s well as ing the and i of employ

We will continue ta work bowards increasing the proportion of peaple with disabilities in aur workforce. The goal we have set s b be compliant with the rote

required by baw ol 3%, while Lhe activities above aim Lo assist us in achieving this goal

I 2020, 14 smployess with disabilities started working at the Strauss factory in Soeuthem iscael, in production line reles. This brought ws up (o 20 employees
with disabilitias working at the factory, as part of & process that bagan in 2019 with hinng three deaf- mutes employoees

ts that

Strauss offorts toinclude people with dissbi

v accessibility in mind . The pts far thess packnges were develaped by ind | design students at the Holon Institute of Technology

itiv=s albsce incliudes its prosfucts. In 2021, Strauss Isiaal will lanch several packages For ibs beading prody

The for include an sasy to spen chip packet, a dairy dessert with a tab for easy spening of the hd, and

% PEPSICO Stwuss
CRES ATNG DI ESTY

Special needs employees
at the Strauss Savory Snacks plant

Pramoting People with Disabilities
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Promoting Inclusive Conversation and Fighting for Racial Justice in
Sabra USA

The Black Lives Matter (=BLM) movement has sparked our recognition of responsibility to 21l people affected by racism and injustice. Black Lives Matter was
built to strengthen local communities, combat violence and racism, and improve people’s’ lives. The moments of unrest that have shaken parts of the world

over the past year have forced a moment of reckoning for us as a global organization.

There is still much more work to be done to create an envirenment of inclusion. Sabra has taken the issue of racism and put it on its agenda and has made great

strides towards improving people’s lives by creating a more inclusive and diverse working environment.

In 2020, Sabra's CEQ issued a letter to all employees, in which he wrote: “We s a company must stand against injustices to people of color - specifically those
in the Black community. " Sabra has since launched training and educational programs for leaders to recognize psychological distress and to foster openness in
the workplace.

Sabra has also addressed the ssues of racial equity and social justice with a series of internal educational inibiatives for their executive and managenal team,
Sabra has implemented an ongeing organizational listening program that will help teach the executives and managers Lo supporl people wherever necessary.
Sabra has made a considerable effort toward creating a more inclusive and diverse working emvironment,



Prevention of Violence Against Women

Activities For the Prevention of Gender-based Violence

The Corona crisis was a unique testing ground For Strauss’ values and atbtudes, for understanding the varied needs of diverse populations and the need to

provide them all with a safe space. In 2020, the Corona crisis resulted in a widening of gaps and a major regression regarding gender issues, where, for

example, many women were dismissed, were put on extended unpaid leave, or were forced to bear the increasing burden of domestic chores while continuing

ta work from remate, and many were forced to or chose to quit their jobs because of the realities of the Corona period

During the Corana crisis, there was a drastic increase in instances of domestic violence around the world, in what was termed by the LIN as a “shadow

pandemic”, Therefore, in 2020, we promoted awareness and projects to suppert female victims of violence by:

* Providing an opticn to change profile picture frames on sockal media
Lo increase awareness (taken up by over 7,500 users)

Achla joined a campaign in which a full ad break was devoted to
increasing awareness of violence against women and requesting
contacting the WIZO Centars for the Treatment and Prevantion of
Vinlence

Funding of an ad on the ‘Ynet app which has the most users in Israel)
that calls on anyone who has experienced or been sxposed to
vinbznee against women to contact a help center, while alse offering

a direct connection via the ad.,

* Joining the UN"

“Shadow Pandemic” campaign to eradicate wvialence

agalnst women, and adopting the color orange, which is the branded
calor for the Internazional Day for the Elmination of Viclence against

Women.

« Sending a letter from the CEQ and avideo from the Group

chairperson to all employees.

A dedicated virtual event For emplayees

Aninternal campaign with stickers that wiere distributed to be worn
on the lapels of every employee at every site,

Branding the company's trucks that cover over 12,000 lun with the
message: “Stop the Violence Against Women"

dluminating the Strauss offices and factories in lsrael with orange
lights as a sign of solidarity and increasing awareness of the
International Day for the Elimination of Violence against Women
Supporting the Ruach Nashit [Women's Spiriz) arganization, the
Womnen Agalnst Violencs organization (for opening women's
shekters, recruiting ard gathering evidence from women in the Arab

seckor) and the Michal Sela Forum

Promoting advertising on the subject on digital networks that

attraczed over 80,000 user responses

Socal Justice and Racial Equality
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[ of C Service

Available, professional and accessible customer service is an impartant pillar of building trust and retaining customers. The vanous Strauss Growp companies.

work with a broad range af - from major to local and i innal retailers, and small stores. In addition, we also serve individual
cansumers directly, for example, at our coffee kiosks and stares in Israel and around the werld, as well as Strauss Water, which supplics products and services
directly to the custemer, Furthermore, Strauss provides comprehensive service Lo s customers from our service centers, which handle a wide range of calls.
Owr aim s to always provide service on the highest level to every one of our end customers. In 2020, over 1.5 million calls were recelved at Strauss israel and
Strauss Water customer service call centers.

bn earty 2020, just after the start of the Corona crisis, the customer service cenbers were Faced with many operational challenges. During this compliex period,
Skrauwss ¥ d o itted to o ing to provide its customers with service. Even before the First lockdown, the Group's customer senvice

representatives started to work from remote, while the phone system, hardware and all the required infrastrectures for maintaining a high level of service were
being adapted. Additional representatives were recruited at some of the centers in order to guarantee the levels and continuity of service.

‘We are proud of the commitment and dedication of our employees who managed to improve the level of service and customer satisfaction, in spite of the
challenges of Corona and of operating service centers from remote. For example, ab the Strauss bsrael customer senice center, 78% of the calls were answered
within 6} seconds, while £5% were answered within 30 seconds. At the Strauss Water customer service cenber, 85% of the calls were answered within two
minutes, and within 20 seconds via chat t the service rep i F 4 sali ion with the modi that were made to

the process for the sake of their work continuity and their health and safiety. A survey that was carried out among the Strauss Water customer service

representatives, revealed high levels of satisfaction with warking at the service center (94%).

Examples of Advances in Customer Service at Strauss Water in 2020:

Strauss Water works directly with of th ds of h holds in Israel while providing a level of service typified by the full availability of technicians
and service representatives. At the start of the Corona crisis, Strauss Water ensured that our service and technical support staff were available to visit the
homes of our LA fingly, we equipped them with P i masks, gloves, sanitizing gel, and more. In this way, we
continued to provide full service Lo about 700,000 h Holds th hout Israel without ption, in a period that was marked by the need Lo protect our

employees while coping with the pressure and overload from our customers.

Continuity of service was provided by our call centers that operated from home, while we immediately set up infrastructures that provided unchanged support.



proving the C: In 2020, Strauss Water continued to improve the level of servica ta its customers, The improvemeants included reduced

waiting time for calls to service centers and for the amival of technicians; development of new digital service channels such 2s What's App and email; expanding
the range of available self service operations; and more. These improvements, among others, shifted the majarity of the calls (60% in 2020 to digital channels,
compared to 45% in 2019, In addition, we met the goal we set for 2020 to answer 80% of the service calls within two minutes, and 95% of digital enquiries

within 20 seconds.

Strauss Water Service Indices 2016 07 018 019 030

Customer Satisfaction (survey data) 68 85 3 92 03

Average waiting time (minutes) 401 1.4% 1.56 1.49 55

Technician service within 48 hourz[1] 51% 79% T4% TR a4%
{1] Perceontage of customer enquir by s techninian within 48 hous of raferral

Total Number of Calls to Strauss Water Service Centers by Type of Enguiry

Telephone Answered by VR Chat/SMs Mail Tokal
983,432 251,526 171,728 46,746 1,453,433
Calls d by IVR: Teleph quiries where the customer receives the req d infi via an i reply andfor Further browsing on the

website, and ends the call at their own iitiative, The informatbion in the recorded message includes the time that the techmician or installer will armve, payment
options, information about delivery options, etc.

In 2020, Strauss Water launched a new initiative to increase the trust of its customers in the company. Beyond focusing on maintaining short waiting times and
high levels of service provided by the service rep a number of additional steps were taken to improve the quality of service These steps included a

significant reduction of repeat calls to the service center by improving processes and developing advanced technologieal tools, as well as defining a cross-
company process to deal with customers who have expenienced repeat device malfunctions or probiems with the supply of parts. These steps helped us close
the loop on quick and effective handling of over 60,000 customers

The results were rapid: There was a drop in repeat calls from 16% in 2019 to 11% in 2020 (eliminating zbout 40,000 calls throughout the year). The
percentage of complaints dropped to under 1%, compared to 1.5% in the previous year. The measures taken to increase customers’ trust also proved
themselves on the business side, when Strauss Water succeeded in retaining a much larger number of customers on the service route. Retention percentages

jumped from 70% to 80% and the customer base grew considerably.

Examples of Advances in Customer Service at Strauss Israel in 2020:

Support of the “We do Good Together” initiative to assist the economic victims of Corona. As part of Strauss Group's activities to support the
populations that were financially impacted by the Corona crisis, the decision was made to distribute vouchers for the purchase of products to families in need of
assistance, for a period of four months. In | hip with the Latet organization and other tins it works with, over 12,000 Families were identified
that required assistance (beyond the original target of support for 10,000 families). The vouchers were sent to these Families via the Strauss+ app.

Heowever, one of the most common challenges of the “We do Good Together™ financial support witiatives was the difficulty of the target populations had n
using these benefits, This was most prevalent among the elderly and lower socio—economic groups.



The Strauss lsrael customer service center joined the effort to assist with this challenge. As part of the initiative, the center provided support and assistance to

families in several ways:

» General enquiries - For general support of the families following the marketing campaign and partnership with aid organizations
+ Digital literacy - assistance and support of the families in using the Strauss+ app for the vouchers
+ Use of vouchers - support during the actual purchase when families asked for information about Strauss products, how to use the vouchers at the checkout,

elr

These enquiries were typified by very long calls, which the call centers were not accustomed to. Consequently, the center recruited additional representatives to
assist the multi-lingual staff of representatives. This vital addition to the workforce at the center helped with the handiing of over 8,000 enquines zbout the

project from September through December 2020.

We hope that the angoing personal suppart of this target population will assist them, in the short term, with coping with the economic difficulties of this erisis,

as well as in the long term, for example, with increased digital literacy, understanding how to use apps, etc

Continued support for complex enquiries that require “home visits™: As part of the service provided by the Strauss lsrael customer service center, some

complex enquiries are allocated a “home visit” for to the customer, for a discussion to deepen the understanding and Familiarity with the event and provide a

detailed, direct face-to-face explanation. As part of our commi to the constant improvement of our levels and quality of service, during the Corona crisis

we continued with this practice of personal meetings, in an open atmosphere at the homes of our consumers. In 2020 we held about 600 of these home visits.

Evnand: PPy

p ive training: As part of our commitment to developing and enriching our rep ives and ensuring p

Larad & 1o

and high quality service while expanding our ace ge, we intreased our training hours in 2020. In addition to the 20 minutes of training that

take place at the start of each work day at the center, each representative received anather approximately 12 hours of training during the year. This training
was done by remote, due bo the imitations of the Corona period, and dealt with general bopics such as environment, product quality, the preduct labeling

process, allergens, and more. We see this activity as 2 way to promete upskilling and as a tooure changing prefi

This decision to further invest in the professional training of our representatives proved vital, especially during the ime of Corona. The constraints of the
lockdowns and social distancing meznt that our customers were spending a lot more time at home than usual. Household food consumption increased
accordingly, and with it, & sharp increase in the number of customer calls to the service center with questions and suggestions. In addition, 2020 began as the
year we implemented the Health Ministry directives to add labels to food products. The new labeling led to additional questions about the initiative itself as well
as ahout specific Strauss products. Consumers who encountered the new labeling for the first time sought an in depth understanding of the changes that were
made. As part of our commitmenit to transparency and to assist our consumers in making their food choices, the customer service center provided relevant

answers to all questions on this topic

Personal Updates about a Recall: In spite of our uncompromising commitment to the quality and safety of the food we manufacture, a small number of
voluntary recalls still takes place. In these cases, the company removes a particular product from the shelves, mainly because of a malfunction that (on the rare
octasion) was discovered only after distribution. Traditionally, an update about the recall is published in newspaper ads, on the Health Ministry website and in
news article on news websites. Still, Strauss' comprehensive approach to its responsibility for its products has led to a voluntary adoption of an additional step
to increase transparency. In 2020, the Strauss lsrael customer service center began the widespread implementation of personal updates of customers who
purchased products that were being recalled. The 2ppeal took place based on information that was found on the Strauss+ app. Customers who purchased the

product in question now receive a personal message about the recall via email or SMS. The responses to this voluntary initiative were excellent, and many

g

customers expressed their appreciation For the high level of responsibility and transparency that Strauss d



Customer-initiated returns to the shelves: As part of the process of handling customer calls, we receive many requests ta bring beloved products back to
the shelves or to increase the production of selected products. These requests are recorded over the years. When a decision is made to retum a product to the
shelves, we locate the customers who submitted these requests and update them. They are often surprised by the company's high level of commitment and
reqularly express their satisfaction with the level of attention paid to their requests. In 2020 we contacted 800 customers with news about how we have
fulfilled their requests. For example, we were delighted to provide a selution to our vegan customers who requested high quality, plant-based candy products.

Constant improvement in customer service; Over the years, we have provided our customers with convenient and available communications channels
through which they can convey their questions, concerns or complaints. These channels include telephane, email, direct chat, text messages to customer
service representatives, and social media. As part of our commitment to constant improvement, we reqularly measure the satisfaction of those wha contact the

service center via customer satisfaction surveys.

Highlights of the 2020 survey results:

+ B7% of customers were very satisfied with the service they received (continuing the improvement trend from previous years)
* 92% of customers noted that they would continue to consume the products they had complained about {same as 2019)

* 91% of customers noted that their attitude toward Strauss is positive or very positive (improvement trend)

Increased use of digital customer service site on the Strauss website: in 2013, we launched a dedicated customer service site the contains extensive and

meaningful contact for customers, and enables them to conveniently and easily receive information, The site has over 500 frequently asked questions about

our products and activities, accessible znd i ahout i topics such as product labeling, allergens, and athers, locating products at

points of sale, and forms for customer service center enquiries.

In 2020, over 145,000 dedicated users entered this site and viewed about 170,000 pages.

About 62,000 dedicated users opened the page for submitting an enquiry to the service center, with about 96,5000 entries

Far more on this and to see the site- 1fipsww strss

— This activity supports 1 of the UN Sustainable Development Goals
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DEVELOPMENT

G:ALS

& Soctal ustics and Racral Equality Customer Service Diversity, Equity and Inclusion =

JF St Geoup 2001, Al fights ressed €} | Acoessbilty Statemect | TemsolUse | PrumeyPoliey | Raport Summary F ¥ in@
Stz P



— v i@ Social &4 Environment %" Governance # COVID-19

@rsity, EqQuity and

LV

People, businesses and countries can only succeed in a healthy . and this is dep on sacia- and brust, Diversity and
anclusion is the willingness to change ourselves to enable people to integrate, and the ability to adapt the company's products and services to achiowe better

bisiness results, and create o more just and healthy society

Diversity and inchision is a key issue we have chosen to promote, and Far us, it s a signifi of hill Strouss was

wstablished Based on the wsion of

Foureders, Dr Richard and Hilda Strauss, to build a nation by way of Food As & commencial company that operates in

vatious communities in srael and around the world, we understand that the broad,

he range of people with diverss outiooks and capabilities that we inelude,

the more we will be able tn deepen our identity as d - Fair, humane, and relevant - and improve our ability to be a mere successful

company

The aspiration to be & more diverse and inclusive company it & way of life For Strauss. A central emphasis of the entire company is promaoting women,
alongside creating a cultuse of inchusion in all s aspects, AL every site, i keeping with the local populations, and encouraging diverss hinng tat represencs the

populstions in which we operate. In 2020, we updated our organizationsl goals on thes subject. This is how we plan bo continue to support the processes and

changes that are taking place in the and e will to develop and improve

Focus and goals of Strauss Group in the area of diversity and
inclusion:

Group Goals:

Orgamzational Culture Gender Equality

Creating a suppartive culture and developing Inclusive Recruiting. promating and dew
sanagements of the Group and co g ment roles - al least

ng wiarmen in

Promoting Women and Gender equality

& cantral pillar of ackivity in Strauss' diversity and inclusion strategy. as well as in its angoing activity, @ gender equality. The consistent advances in the gender

wquality Feld and promotion of women at Strouss o fasted i bhe i kb indices
« Wamen in roles: 45% to 36% at the start of the 2010) The Group’s goal 15 50% women in management roles by 3024
* Waomen in the ded i - 43% of the ded an increase of 41% sance 2019

« Wemen on the Strauss Board of Directors: In 2020, a female majority of 58 5% was achieved on the board, 7 out of 12

The figures above do not include the activities of the jomnt venture of Strauss in Brazil.
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Strauss Water Goals on Diversity and Inclusion

Global Growp Geal for Gender Equality Strauss rael Strauss Water Strauss Coffes Sabra & Obela

45 5% Women in management roles

Women in

agement rolas 50%

46.30

44.50%

epmcutive leaderzhin

le members Company ssecutive leadership

0% 6% 0% 50%

The “Woman to Weman'™ program at Strauss lerael, Strauss Water and the Group HQ - The program offers group mentering using a unigue model of

Female manager mentars for women in pre-management roles. |t includes 8 mentors and 35 participants

“Parsonal for Me" program at Strauss Water - This is the third year in a row that we have run a development program For wemen wha are not managers

The program provides career development tools, and focuses on gender capabilities and perceptions. In 2020 the program had 11 participants.

“Evarything you can imagine is real” program at Strauss Wataer - A program for the parsonal : and of femate smployers n

finance deparbments. In 2020, 30 women participated over the course of nine meonths, in weekly meetings of various sizes

“Fulfilment"” program for line I at the Canfecti Factory in lrasl - The progiam includes content presented by the

“Betatami® arganization, and Female managers from Strauss who serve as mentors. The progeam’s content includes improving self-confidence, examining

aspirations, skills and needs:s coping with intemal and external ohstacles; Farmulating goals and employment plans for femate workers and how bo achieve

them; computer skills: and Familiarity with a range of roles at Strauss and with the success stories of the mentors.

Supporting the Shavol organization - In 2020, Strawss lsreel sponsored the first lsraeli Girls Week of the Shavot organization As parl of the sctivities,
hundreds of boys and girls From all over srael met with eading women, including managers ak Strauss, to gt inspirabon from them and meet role models ina
vange of fields. In addition, Strauss Chairperson Offa Strauss was interiewed as part of a series of interviews with groundbreasking women that was broadeast

on social media

In addition, in 2020, we continued our long -term work with organizations that promote empowerment, such as Jasmine, WIZ0, Ajeec (for women from the

Bedoun population], Cine i Mie, and maore

Promoting Awareness of the Importance of Diversity and Inclusion
in Marketing Activities

Strauss Group is active I promoting awareness of diversity and ncluson among the business and wider communities, ncluding through the company's
advertising campaigns. One example is the Sabira ad asired st halftime of the 2020 Superbowl in the US. The campaign used celebrities whe represent diverse
communities. It included unprecedented representation of the LGBTQ community in a Superbowl ad with the participation of drag queens from RuPaul's Drag

Race The campaign garnered meny positive respenses and received glowing media coverage

Walch




Promoting Diversity and Inclusion at Strauss Israel

In May 2020, Strauss Israel launched an intensive initiative to promote diversity 2nd inclusion under the heading “Only when we meet can we really know”, out

TS T A 1

serves as a fi

of the approach that for diversity and i

. s part of this initiative, several events were held.

* “Celebrating Diversity” - a cross-organizational event to get ko know the groups in sraeli society

+ Inclusive work envi t for bers of the LGBTQ community

+ Company meet up to mark the Sigd Festival (of the Beta lsrael community)

+ Company meet up on the topic of employing people with disabilities at the Salty Snacks factory

= Vo iz dos™ (“What is this”) - Marketing department meeting to get to know the Ultra-Orthodex community

* Within the framework of Strauss Summer - activities in Arabic for, among other, children, and standup for adulis.

+ Emphasis on internal communication in various languages, including an employee survey in three

Obelz Europe s one of the most diverse companies in Strauss Group. The 50 employses in the company in the Netherlands come from 14 different countries -

Netherlands, Israel, Morocco, Tunisia, Nigeria, Ghana, Germany, Britain, Poland, Colombia, Aruba, Suninam, and USA.

The company is proud of this and celebrates its human and cultural diversity. In an effort to connect this diversity with the food it manufactures, the company
even started a tradition of lunches For the employees based on its products adapted to the various cuisines of each country of engin, for example, Moroccan,

German, Colombian, ete., hummus meals

Sabra LIS recognizes and celebrates their employees' diverse backgrounds, by, for example, marking significant events for each population during the year. This

includes Black History Month, International Women's Day, Breast Cancer Awareness Month, Pride Month, Cinco de Maye, and Hispanic Heritage Month,

Support for the LGBTQ Community

In june 2020, we held an event to mark Pride Month in Israel with a panel of employees who shared their stories and the challenges they cope with. During the

month, Strauss Chairperson Ofra Strauss spoke at the community's opening event in lsrael.

— This activity supports 1 of the UN Sustainable Development Goals

SUSTAINABLE e
DEVELOPMENT -
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Promoting Opportunities for Members of the Arab Sector in Israel

Orver the past four years, we have made an extra effort to include more lsraeli Arab employees in our ergan . Arabs prise 21% of the population of
Israel, and about 23% of all Strauss ksrael and Group HQ employees, about of Strauss Water employees, and 13% of Strauss Coffee in lsrael.

Following efforts o strengthen diverssity and inclusion, 5% of all professional and management roles at Strauss Israel are now from the Arab sector (79), more
than double the number (36) from 2019, In addition, in 2020, Strauss hired six employees from the Arab sector directly into middle management roles,
compared to only one in 2013, These six new empl include two sl f people, & used to be devoid of employes
diversity.

In 2020, Strauss Israel and Strauss Water contimued with their collaboration with the Co-Impact initiative, in a cross-sectoral partnership that was established
in 3013 to achieve a k in employi of the Arab sector in Israsl.

g9 oy

Initiatives in this area that we continued to promote in 2020 included:

+ A dedicated recruitment coordinator was appointed for the Arab sector.

* Strauss participated in employment fairs targeted at the Arab sector, for example, the employment fair at the Technion Institute of Technology.

= Launch of the Bootcamp Program For Lraining e ists from the Arab sector to take up financial positions at Strauss.

+ Embarking on a unique project to develop an employer brand in the Arab sector.

* Implementing a new kit for diversity onboarding and management for managers. In addition, we continued our managers' participation in the Co-Impact
mentosing program.

« Peer forum activities for employees from the Arab sector, in which 17 employees from the Arab sector committed to assist with leading the change and
building appropriate tools.




Leading in the Socioeconomic Forum

On the national level, the CEO of Strauss Israel heads a work team For the promation of the prosperity of Arab society within the framework of the krael Socio-
Economic Forum ((<rae! fusiness Round Table). The team promotes solutions for diverse procurement and emplayment. Here, the social, business and
government sectors drive joint work processes focused on finding solutions to stimulate more meaningful integration of the Arab sector by promating
employment and dwerse procurement. The proposed solutions were presented at the Israel Socin-Economiic Forum's annual event in the presence of the
President of fsrael Reuven Riviin.

Strauss Water Promotes and Studies the Integration of Arab
Society

In 2020, Strauss Water intensified its search for obstacles to integrating employees from the Arab sector and come up wath solutions. The company's efforts in

this area garmered extemal recognicion when it was awarded the lsrael Forum for Employment Diversity's Dov Lautman Business Diversity Award.

Four aut of the six people recruited For HQ positions in 2020 {66%) were from the Arab sector.
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% OFTOTALETREUSE WATER % OF PROPESIIONAL LINEWOIRERS (% RECRUITED)
EMPLOYEES
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Cur ongeing journey to become a company worthy of trust is based on the understanding that trust is at the heart of any successful business strategy. Often,

trust rs seen as a predictor of the undeslying socioeconomic strength of countnes, which 1s the bass For growth.

The 201% Edelman Trust Barometer Research, conducted among 700 companies and over 34,000 employees, reveals significant data about the important
sense of trust between the company, its executives and its employees. The approach in the study results relates to changes in the average employee's ethics
concept, with three times the number of participants indicating that it is important for themn to trust the comparny's ethical eapabilities in companson to the
research results of previous years, It is important for employees to clearly be aware of the CEG's views on significant topical issues, such as climate change,
employment diversity and Fair wages, Organizations must adapt to the process of supporting these values as a basic condition of interaching with other

organizations.

Subsequent ta the Edelman research, many studies and discussions led us to develop the view that trust is based on three main dimensions: leadership, culture

and corporate g oe. We are ¢ itted to g these three di ions, one at a time, to ensure that Strauss works and continues to actin a

manner that encourages confidence in all levels of the organization

The Strauss Group i working bo maintain and strengthen the trust of all stakeholders in the company. In 2018, a rapid systemalic process was mitiated bo

understand what behaviers encowrage trust, focusing on the food sector. Among other steps, we listened to our stakeholders in formal and informal settings.

We have developed a diverse corporate culture, channels, and tools to help us listen, as well as refine the meaning of a company that enjoys its stakeholders'
trust so that we can work to find ways to meet stakeholders’ expectations. Through the Strauss Trust Survey conducted in 2018, we received in-depth insights

from a vanety of stakehelder groups and continue to work to ensure that its conclusions are embedded in the core of our operations.

fto o g Lo Formulate

‘We understand that this ks an ongoing journey that we must re-examine every step of the way, C g ly, we are

processes that will help us work for constant improvement in providing greater value to our o s, tur employees and our o ities. We believe that as

a company that gains the trust of its stakeholders, we can expand and enjoy sustainable business growth.
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Learning about our employees’ views

Strauss Group companies regularly strive to receive feedback
from employees, through both formal and infarmal channels, as
part of ongoing communication and perfarmance management
processes, and through structured surveys. Organizational
communicatian and & culture of openness are key components
of bullding trust. Fer exampie, (n 2019, Strauss Israel conducted
asurvey of emplayees bo measure thelr perception af emplayers
and food manufacturers and attitudes towards them 88% of
employees chose to participate in the survey, indicating a high
level of involvemnent and mativation to make an impact. The
results of the survey indicate a high level of trust amang
employees in the company, with regard to Strauss's social and

business responsibility, the products that the company offers

and the company az an employer. In addition, some of Strauss's
employees in lsrael took part in warking groups far
implementing trust in our different companies, helping us gain

deeper insights into the causes of trust amaong cur employees.

Strauss’s Social Plan in Israel: Eight Years of Consistent Activity to
Benefit Our Employees’ Economic Welfare

Since 2012, Strauss tsrael has been systematically updating and improving the compensation packages and social benefits it offers to employees, especially
low-income workers, with the aim of improving their quality of life and helping them save For the future. We call this “The Social Plan." The plan is based on a
number of principles, including: avoiding the L of mini Iil ployees in the company and setting 2 "Strauss Minimum Wage™ that is KIS 300

per month higher than the mimimum wage in sraeli improvemnent and construction of incentives: and partioipation i dormitory expenses and long-term

savings plans. All of these measures come in addition to the basic package of social benefits provided Lo employees,

In 2019, we further evaluated progress, and followed up with changes Lo encourage employess to optimize their benefits, especially with respect Lo long-term
savings, as well as enhancing and expanding thelr existing health insurance coverage, In addition, we reviewed base salanes against eur goals and awarded
raises where applicable, as well a5 a special banus for 2019 as a grant For parmanent employees.

In 2019, 74 of our employees’ children received a higher education scholarship in return For volunteer work in
the community.

In the 2019 employee survey, B0% of employees agreed with the statement that "Strauss treats employees fairly,” which represents a 5% increase over the
previous survey. In 2019, Strauss israel invested approximately NIS 5.3 million in benefits under the Employee Social Plan, and over the last four years, its

cumulative i in benefits d to

PP Ay NIS 37 million. (For move information, see Strauss's Homar Hights Chaiter)

This activity supports 1 of the UN Sustainable Development Goals
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AL SLrauss we consider the of our o as l i The o made up of our business partners
and consumers, are the basis For all our orgamnzation’s actoities These activities are based on the princples of being considerate bo obhers and to the
envirohment, cating For women and people, and paying attention bo the needs of all our stakeholders. We believe that strong communities foster strong

businesses. Our goal is Lo improve the Lves of people, including all the local communities in which we do business.

We endeavor bo mantain closs connections with the local communities both in the way inowhich we operate as well as through our initatives. All our actsties

ade (rvestiment of invetvement of one kind o another i locsl communities, through denations, teams of voluntesrs or sockl, stiategic partnerships

Investment in Communities

Huilding trust with cammunities sccurs when the community
feels that the company considers Its needs when making
decisians, when peopla Feel that the company cares about them
- caring that's expressed by adapting the company's products,
but nat anly. It's aksa about concern For the social and econamic
developmaent of the members of the community, and not just for
the business. We strive to maintain close connections with the
toeal communities in which we operate Our community

actlvities are, on the one hand, varied, and on the other hand,

ed an promating con trition and a healthy lifestyle,

as woll as promoting divessity and inclusion

Global Growth

The Corona crists influenced, ameng others, Srauss' global diversity and inclusion strategy. In keeping with the Building Back Better approach, insights from
the period of crisis have been incorparated into our new strategy. At Strauss, we understand that this s the hest time to create opportunities te promote global
growth. As such, we increased our activithes in Hhis area amang employeas in the Arab sector in lsrael and among communities in vanows developing regions of
the world.

™ Trust and Fractcal Lsstenng Community Engagement
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Donations and Volunteering
Dorations and Velunteering
Creating Long-Tarm Valus for Coffée Growers
Project Fiarada

Amazon Communities: Tribos

Local culinary social center

Strauss is active in wath an emphasis on q diversity and inclusion as well as promating balanced nutniton and a healthy lfestyle
Qur community activities range from dozens of projects that we support over time in our areas of focus, and p ing of vol ing assistance,
Food donations and foed salvage, and lating change pi through p hips that we either initiate of participate in. We collaborate with 40 non-
profit organizations in our ongoing community programs,

2016 207 2018 2019 2020

Investment in the community (in milkons of shekeis)}

Monetary donations EX 45 45 48 109
Value of Product Donztions 67 67 [ 77 136
Walue of employee velunteer ours and community outreach 17 L7 15 21 1

Tokal 118 133 12 14,6 255

In 2020, Strauss Group employees invested about 7,000 volunteering hours as part of our various
community projects around the world, Unfortunately, the signifi drop n val g was an

unavoidable result of the social restrictions and lines during the Corona crisis




Strauss CARE - Social Responsibility Week

Social Responsibility Week is held annually in june. In 2020, due to corona virus constraints, lockdowns and changing guidelines from country to country, our
activities focused on virtual or open-air activities and small groups. The activities were For all Strauss Group employees around the world and conformed to
Incal quidelines and restrictions. Strauss CARE Week enabled Strauss employees to reach out, recognize and contribute to the vanous communities in our areas
of activity that needed increased support due to the crisis. This year, Lon, Socal Responsibility Week focused on Strauss' core business and our main spheres -
conscious nutrition and a healthy lifestyle in diverse communities, while adapting the activities and content to the immediate needs that arose from the global

crisis,

Strauss CARE week has four main objectives:

A Promote Strauss’ values and business strategy, while focusing on core activities, and premoting conscious nutrition and a healthy lifestyle among diverse
communities.

B. Providing an epportunity for dialogue with diverse communities and familiarization with different needs, characteristics and expectations

€. Promoting a social impact on the communities in which we operate

D_Emp ing employees and while hening the sense of purpose of the company’s activities.

Examples of Strauss CARE 2020 activities in Israel and Around the World

+ Support for farmers - Assistance with harvesting crops in open fields, in order to reduce the labor shortage gap caused by the coronavinus crisis.

+ Packing Food baskets at food bank organizations and distributing them - The fruit and vegetahles picked from fields were used, for example, for
preparing food packages for about 4,000 families in need, in partnership with Leket lsrael. Additional faod baskets for the needy were packed during joint

activities with the Pitchon Lev the Latet arganization and other aid organizations arcund the world,

« Virtual activities with senior citizens living alone - holding “happy calls” with senior citizens and Holocaust survivors In addition, calls were made 1o
gather information about the lives of senior citizens as part of the “Human Mosaic” project of the VeHadarta organization

+ Online tutorials on balanced diets, healthy lifestyles, vol ing and mutual responsibility - with our ¢ ity partners, using kits designed by
the Shiur Acher organization. These lesson plans, which have been taught by Strauss employees for a number of years, were adapted to the limitations of
remate learning by the Shiur Acher organization. The lessons were run by the emplayees within various framewnrks for children, teens and adults

-.il'n’-:k
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The More than a Cup Partnerships

As one of the largest green coffes purchasers in the world, Strauss places significant effert on strengthening the value chain, including suppert For coffee-

growing communities in Africa, Asia and Latin America. By improving the c ilities of local coffee-growing ities, we help develop women's skills as
well as contributing to local prospenty. In 2016, Strauss Coffee launched the More than a Cup (MTAC) initiative, as a long Lerm strategic commitment Lo

the coffee growers, The initiative is run with the c ion of and at Strauss Cafe, ips with p aid izations and

maintains close contact with the women of the coffee farms. The goal of the project is to support coffee agriculture by improving farming infrastrctures,

np T and p g p i and financial training te the farmers, In this way, the project assists with promoting

]

gender equality and reducing poverty in the communities participating in the project.

The local partnerships within the framework of the MTAC project are directly managed by coffee growing groups and local cooperatives. We communicate with
each greup individuslly, with the aim of providing taillored suppert to local needs. By the end of 2020, MTAC included 10 active partners in eight counties and

aver 14,400 coffee growers, and it helps them make dignified livings for themselves to support their Families and communities.

In 2020, we entered into new partnerships in the Congo that include 500 households of coffee growers who are members of the local cooperative. In addition

to the usual program comp this p ip includes additi SUppOrt comp For the local growers. Gravity water transportation systems were

bult in 2020 to improve access to B tures for h

ds of women working as quality sorters in local coffee processing plants

Cur initiatives in different countries are based on local partnerships, and work directly with coffee grower groups and local cooperatives. We communicate with
each group indnidually, aiming to provide the necessary suppart fior effective growth. As part of Strauss Coffee’s approach ta partnership and respansibility,
our relationships with the vanous groups does not amount to funding alone. The relationship usually includes additional components such as agricultural
trasining, teaching managerial and business skills, technical consulting, and supply of coffee processing equipment, with & constant focus on empowering

women through the coffes value chain



Partnerships in the More than a Cup Project in 2019

Wormen
Country Hosehald/Farm Dipnagng rame Details aF the Projects
Activity
e oty o Support For bullding and Inztalling & coffes drying machine,
an Training and technical suppart
Colombia 1,200 10 Supplying squUipment, training snd Francial sducation

Support For the reatmeent of infected coffes trees and
B Sabvarder 50 50 distribution of 10,000 disease-resistant coffee clants.
agrotechnical support and gathering faciities

Uganda {Eigon Supplying aquipment, agneultural matenal and funding fod a

Mountain and 2.800 2.800
st gender equality gampaign
:;9‘::::9‘_‘. o oy Prowiding sgrtulbunal Eraming and Runding & gender equality
Mcunk:la\':] i
LT - - Training on optimal agrcultural practices and mstalling clay
- oyens
Sl Tempararily on hold i il water : raining
s "mm' due to the Corona 2 an hyglens and . running coffee
T pandemic tutorfals, and sowing coffee seedings
Fuearda 1,823 283 Praviding training and bullding a coffer bean washing station

Launching a gender studie program |GALS] of the volcafe
Fanzania 160 450 company, and aiding In the improvement of coffee quality
and production

Aszisting in erganizing programs and greviding financing for

Vietnam 27 7
= 5 ¥ e equipment
Project launchad in 2020 Creating Access to water {gravity-
fed wystarme) far thiee agricuitunal gouAc, providing batts:
Congs 1,060 o Accass to ganitation \nlrastructuras for hundreds of wamen
warking as guality sarters in coffes proceasing plants
Taral 12,170 5250

Strauss Coffee Adapts its Support of Coffee Farmers to the Corona
Crisis

From 2016, Strauss Coffee has been supporting coffee Farmers in countries throughout the world With the start of the Corona crisis at the beginning of 2020,
the need arose to assist our partners and their familkes with thelr basic needs. Strauss Coffes provided coffee farmers in the Congo with tens of thousands of

sanitation kits that included hand sanitizer, masks snd even solutions fos previdiog clean asd safe water For the home envirenment In addition, Strauss Coffes
provided support to a fund dealing with the Corona virus in East Africa

AL DR s Eme a5 Ehe Corana pandeimic was Fgani i 200, Lnge regions of tha world had to cops with isiricanes Dhat et many cezens without & roof s

hoeit hesads o basic: recessition. Staniss Coles sheapped u (o assise victims of theses disasters in e commnitie
cancenbrated in Handuras, which was badly affected by Hurmcane Era and Hurricane lobs

it operates Mot of the work was

Husricane Eta resulted in severe infrastructure damage in parts of Honduras. Many roads were impassable, and many homes were complataly Alooded. During

thas difficult time, the facilibies of the s by Strauss Coffee served as o refuge for the employees and their families. The company also

provided the Families with supplies - water, food, maktresses, clothing, blankets, alcohol/gel, masks, etc. Furthermore, in order to assist them in returning £o

normal, ol d to p b such as ovens, refrigerators and beds. In addition, Strauss Coffes donated Lo the Fund

o assist the victims of the husricanes in Honduras,

This activity supports 2 of the UM Sustainable Development Goals
SUSTAINABLE
DEVELOPMI

GTALS
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PROJECT

Project Florada was launched in 2018 by the Brazilian coffee company 3coraches (a partnership

between Strauss Coffee 2nd Sao Miguel Holdings) For local female coffee growers and their F‘IA) l
€ ities. Florada is a inable social program that Facilitates the development of a ” La‘éj
]
ol

productive supply chain and fosters the production of high-quality coffee. The goal of the program
is ko enrich the knowledge of the coffee growers in Brazil and to enable them to expand their ﬁ

emplayment horizons, by making optimal use of industry best practices d B °

The program includes the Following components,

+ Digital educational platform: The platform includes training movies that demonstrate recommended agricultural practices and business management
practices in the fields of coffee growing. The platform currently contains about 25 training videos, which are offered free of charge to the program’s
participants

« Enrchment and training’ Lectures and activities for ennchment and knowledge sharing with other coffee growers
* Maonetary grants: An annual competition that includes a menetary prize and recognition, in partnership with the Brazilian Specialty Coffee Association (BSCA)

« Marketing campaign” A campaign to encourage the purchase of the project's coffee beans through online retailers and stores, while emphasizing the unique
qualities of the coffee and the socal benefits of the project. All profits are returned Lo the cofTee growers so they can continue to invest in developing their
capabilities,



In 3020, the project reached peak registration for the annual competition of about 1,000 coffee growers (600 participants in 2019). In parallel in 2020, coffes
sales stgnificantly grew with an increase in monthly sales of coffee purchased from small Farms run by women Farmers totaling about 8 tons per month (up from

3 tons per month in 2019). 100% of the profits generated from Florada coffes sales as part of the abovementioned marketing campaign were transferred to

the coffee growers. The profits were equally divided between 2030's top 50 growers, the winners of the 2030 petiti to i 4y 1,850

Brazlian reals {aboul $350) per grower.

Project Florada won the 2019 ODS prize in Brazil, whose aim is to identify businesses with an influence and contribution to the country. Florada was chosen out
of 800 projects active in Brazil, and was presented at the United Nations in recognition of its major and significant impact on local women in 2020 the project

continued to gain recogmition in Brazil and around the world, and it won the Whow! Innovation prize in Brazil This prize encourages and recognizes companies

and i in Braal that c y gencrate ion with a positive impact on the business environment.

Fiorada coffee is available for purchase, and provides consumers with a unique shopping experience and the ability to make appositive impact, By purchasing
Florada coffee, consumers support a sustainable supply chain and are even able to trace the production process of the coffee they have hought

Meet the coffee farmers al the small farms, who took part w the 2020 activities.
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— This activity supports 2 of the UN Sustainable Development Goals
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Launched in 2019 by Jcoracies (a partnership between Strauss Coffee and Sao Miguel Holdings), Project Tribos focuses on the indigenous tribes in the Amazon

reserve in Brazil

In recent decades, these tnbes have sxparienced significant difficulties making a living and supparting themselves due to Factors including the urbanization
trend, increasing damage to the Amazon's natural environment. and changes in tribal habitats As a result, the indigenous population in the Amazon is tuming

to new employment sohitions

The goal of Project Tribos is to provide these tribes with the means ta make a lving by specializing in growing coffee beans, while presending the emdronment in

a region of important and sensitive ecological value

Propect Tribos s based on three pillars that we beleve in - assisting the community, protecting the emvirenment, and holistically producing a high qualicy

product The project enables the tribal populabions in the Amazon to acouare new bools, equ and k
coffes,

For prof iy gronsing high quakity

The focus of the program thus far has been on the tribes in the state of Rondnia in Brazil, who live in an area of over 200 dunams (50 acres) in the Amazon
forests. As a way to show confidence in the quality and the positive impact of the project, in addition to providing a safety net for the coffes farmers, Jcoracfes
committed to purchasing all the coffee from the crops that originate in the project. In addition, the comparny promised consumers that 100% of the profits

from Tribos coffes will be reinvested in the project in particular and in the indigenous population in general.




The project offers significant benefits to all involved

1. Economic Value - from the production of high quality coffee purchased at twice the price. Prior to 2018 and to the project, local coffee farmers produced a
lower quality of coffes, and sold their products at markets in the cities for a retail price. In contrast, in as sarly as the first year of the project in 2019, 20% of
the local crops were already converted into high-quality, unique coffee, due to the adoption of tools, equipment and knowledge as part of the framework of the
project. In keeping with the company’s promise, the entire annual crop was purchased by participating farmers at a fair price, and higher than the market pnce,
befitting the quality of the coffee. In 2020, the coffee grown as part of the project continued to increase in quality, and B0% of the local coffee crops were
purchased by Jcoragdes as unique coffee.

2. Environmental Value - as a result of the promise to protect the local natural ecasystems. The project ensures that the advanced coffee crops bein
harmony with preserving and pratecting the forests. To achieve this goal, several steps are being taken. Crop seeds are only planted in areas that have already
been converted For human activities; monoculture and increasing the number of variebes in the agronomic system are being avoided; the production of by-
products is increasing: and the crops per area are increasing in order to prevent the conversion of more natural zreas to agriculture

1. Social Value - from emp ing the indig s population and improving their quality of life. The project provides optimal income to the population by
growing umque varieties of coffes wh a purchase promise and a fair price above the markst price, The project includes the significant component of upskilling
byp ] Adh d technical k ledge through on-site and remate training. In addition, the project encourages leaming about the indigenous culture by

telling their stories to consumers arcund the world

As with the previous year, in 2020, a competition between the coffee producers was held in partnership with social technology comp

g f ives, state-owned companies and local The products of the 10 winning farms in the annual competition are currently being

marketed in premium stores. The competition was publicized on digital channels and the winning preducts are zlso being marketed via z digital campaign

00 CORAGAD
DA FLORESTA PARA
QUEM AMA CAFE

This activity supports 2 of the UN Sustainable Development Goals
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The Culinary Center in Karmiel was launched in April 2019 by the Food division of Strauss lsrael. The center’s initial goals were “to open our kitchen” to the

general public so as to encourage transparency, reveal our story and the processes of preparation of Achla salads and hummus, and run an experiential

interactive hummus workshop. In 2020, we hosted over 2,000 visitars at the Culinary Center

Between 2019 and 2020, we worked on partnership planning znd recruitment, and we adapted the center for the development of additional activities. The
current goal is to transform the center into an innovative social center in line with Strauss” uliitional and gastranomies] <tiegy. We are preparing to launch
the Cook4Good program that teaches cooking skills and business management in the culinary sphere, which will provide the initial tools for entry into the
professional field, and will include culinary skills, food security, balanced nutrition, self-branding in the digital world, pricing methods and proper business

conduct

The vision of the program is the be a one-of-a-kind culinary center For the residents of the Galilee that will serve as a regional socio-economic lever, It will

provide an innovative training program and will expose its participants to the culinary world, while providing them with related business and professional skills



Meed Gaoals Target Audience

Populacion; Recalving teols with which to
i linary fietd for the s finary fied from the d
e iyl oSt engciony I
iy hobby into a professionial business PR Al
enkrepreneurs from the Galllee region regicn

Expoze the residents with skilis and Cools an Enlreprenieuts it

Provide prefessional tools and
training ko entregreneurs with
small husinesses to enable them to
ratse their level.

Galilee Regicn: Economic and social
strengthiening of the region and utifization
of cultural, communal and traditional assets

Strauss; Contributes to the community by
connecting the communities through the
culinary arts.

#s a result of the Corona erisis, the Culinary Center was temporarily closed to the public and the staff's activities were adjusted for this periad. The center's
management concentrated on leading the volunteer social activities of the Food division of Strauss Israel, focusing on alternative social activities to answer
current needs, such as packing food baskets, phone calls to senior citizens living alone in the northerm region, and more,

— This activity supports 2 of the UN Sustainable Development Goals

SUSTAINABLE
DEVELOPMENT

GUALS

€ Amazon Communities: Tribos Local culinary social center Soclal Initiatives in lsrael —3
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Partnership with ORT to Promote a Healthy Lifestyle and
Conscious Eating

I 3019, we Formed a collaboration with the ORT netwaork to create a program to promote conscious eating amang students, ORT bullt a comprehensive

progra
encemiages learning through the active invelvement of the students. ln addition, the prageam conducts workshops that teach participants how to build a

of lesson plans that includes nosmal body indices and healthy nutrition, and is supported by professionals from Straoss Group The program.

campaign aimed ab raising awareness of & healthy lifesibe

The initsative includes a website [tailored to mobile) For integrated learning. In 2019, a pilot was conducted at Four schools in the Arab and Jewish sectors.

Buring the 3030 school year, the project was expanded to a further four schools. In addition, activitees For sharing the knowledge acquired by the students with
younger studants at the schoal were added to the project, by creating active student leadership in the area of conscious eating and a healthy lifestyle This

ge was to and, an days, to a number of classes at once, and often entire grades by the members of the

leadership teams.

The program is currently active in eight ORT schools in Ashkelon, Karmiel, Pardes Hannah, Ramle, Abu Talul, Bustan al-Marj, Kfar Saba and Ateret Rachel,
which inchde s diverse vange of studsnts frem different population grougs in srael socisty, For ws a8 Strauss, the diversity of this pepulation i part of the
wormpany’s gosl of improving healthy lifestles inoa wide range of commmnitiss

There are a total of 130 students from all the schools in the local leadership group. About 1,100 students in and about
8,000 students participated in milestone days

- available in Hebrew and Arabic

For more information, please see the program's

Collaboration to Eradicate Hunger in Israel

Latet is a not for profit arganization whose goal is to reduce paverty in lsrael. Gne of the tivities is a comp program to salvage food

and redistribute it. In this way. the i helps to distribute foad b shout 60,000 Families per manth. Strauss isracl partnered with Latet over

a decade ago, and provides the arganization with Food products and assists them in sarting and distributing the feod packages. In 2026, in the shadow of the
Corona crisis, Strauss supported Latet in a sange of projects throosghout the year and with donations estimated at ahout 550 tans of products.



2020, we also d our suppedt bo add | ions that provide Food security i Israel, including Leket lsrael The organization provides haskets

of just fruits and vegetahles at a weight of 10kg per Family of five. During the Corona period, Strauss supported about 11,000 families through Leket israel. and
volunteers from Strauss lsTael assisted

The arg calculates the A and impact of the donation af the baskets and accordingly, estimated that the value of Strauss’
contribution was about 56,600 shekels. The calculation includes the economic benefits of sal g the fruits and tables, and savings on the reduced

environmental impact from reducing greenhouse gas emissions, and reducing loss of water and land resources

For more infermation about Strauss’ activities to promate food security in the shadow of Corona, see the chapter - Corona = Supporting the Community

Partnership with UNISTREAM to Promote Innovation in the Israeli
Periphery

A significant number of Strauss lsrael sites operate in communities on the social and/or geographi i of the country. one part of the Groups®

community investment strategy in lsrael is contributing Lo the i and persanal devel of the resid of those (For example, by

increasing local entrepreneurship in the field of Food - more details 1. &nother is that Strauss has partnered for many years with the Unistream

gani. . Ui [ P hip and Fulfilling the potential of youth in the geographic and social periphery of lsrael, while expanding

honzons 2nd teaching them practical business skills for their futures

Strauss’ different sites are involved in this organizabion’s activities. The Yotvata Dairies support the Unistream center in Eilat, Strauss Dairies in Acre support

their local center, and Strauss Water has a connection with the center in Or Yehudah.

Strauss’ friendship and support of Unistream includes business mentoring youth through an entrepreneurship projects Strauss employees volunteer to give
workshops and lectures and participate in g / hosting students at the company’s sites: and ¥ b for the

Funding of, for example, grants For winning projects, scholarships for participating youth, renovating centers, and funding a campaign to recruit students

Israeli Ambassadors

As one of the feading companies in srael, Strauss regards itseif as an ambassadar of 1srasl, and works to strengthen business and ather ties hetween lsrael and
«countries around the world. As part of this approach, the Elite Turkish Coffee brand launched an ad campaign in partnership with the ISRAELs organization.
ISRAFLIx works Lo improve the connections between lssael and countries areund the world through educationzl activities and increasing awareness among
thousands of young Isracli travelers. The campaign combined conversations with travelers abroad, with ads in different media such as TV, billboards and social
media. We hope that after the campaign, |sraeh travelers' awareness of being ambassadors will increase, and that this positive attitude will manifest itself in
their conversations and interactions with travelers from other countries and with the locals. Part of these conversations and their positive results were already

shown in the campaign.

— This activity supports 4 of the UN Sustainable Development Goals

SUSTAINABLE
DEVELOPMENT

GL:ALS

Social Initiatives in lsracl
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The Sabra Plants with a Purpose Project

As of 2017, Obela in Australia has been participating in an educational community project called Plants with a Purpose. This project organizes educational

activities for school going-age children about correct and balanced nutrition, the imp e of eating and the ad af community

gardening. As part of this project, volunteers from Obela ran classes on these subjects and assisted with setting up a local vegetable gardens inside the school
grounds. Between 2017 and 2019, volunteers from Obela participated in the pragram in six schoals throughout the year In 2020, in spite of the Corona
restnctions that requured social distancing and remaole learming For mest of the year, Obela managed to continue Lo run the program on a hmited basis. The
program is due to conbinue in the coming years, even more so after the Corona ensis.

— This activity supports 2 of the UN Sustainable Development Goals

SUSTAINABLE PT=imm o
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Committed to Protecting The Environment

Climate Action and Renewable Eneroy

Promating Sustainable Agriculture

ing Our

Glabal Environment Community

Office: Strauss Goes Green

Respansibility f
Recycling

r Packaging and Increased

-17% 90% -7% -7%
Greenhoute gas Wirste recycled of reused Water cc
n of in 2020 ton

SUMpLIan per Energy consur 2N pet

uck, since ton of product, since

e 2016
4]
42 -13%
About 43 million shekels ex, Reduction in landfill waste in 2020
in the area of em |compared to 2
— This activity supports 3 of the UN Sustainable Development Goals
SUSTAINABLE gmm
DEVELOPMENT G N
: 3
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Committed to Protec @—ﬂ Ihe Global Environment Cammunity
.y f y = W | :
Environment Ty : Bl coon omice:siauss Gous Sreen

Respanaibility for Packaging and |ncreased

Recycling

Strauss Group produces and markots food and beveragas in many counties and tharaby aesists in IMproving food security around this world. Our production

activity has a significant impact on the stakehold Tk 1 tors, the i which we cperate and otheis,

ewpect Strauss to reduce this impact.

W believe that we can contimie to inoease our activities and provide solutions to the growing reeds of our costomers for healthy and nutritioes produeces,

while monitoring and reducing our impact on the environment. As a result, we work towards aur footprint in all aspects,

and achieving excellence in all areas of ESG social and corp These afforts are made possible by advanced snvironmental

management methods i all our areas of operation, ncluding th following

* Global cimate change is a fundamental issue that poses tangible risks to us at Strauss, to our stakeholders, and to humankind in general Therefore, we place
an emphasis on increasing efficiency ot all the Group's sitss in the areas of energy, emi and water by in energy-
saving dually imph ble energy, reducing indirect emissions throughout the supply chain, and more.

= A banding basis for all e al rmanageiment activities, we ke eveey elTort to comply with all | N el I i all areas of the
Ciroup's global activities

= We run our sites in with an ¥ (ErS}, which that careful be paid attention to all work methads and
CONETOY OWer OUT SrAronmental Impaces

= A sgrificant number of Strouss sites are certified with the 15014007 environmental management standard and undergo penode mspections become
recertified . Even ot sites that are not certified with this standard, we ko use methods n with these
demands We constantly assess the level of eFfectiveness of our mansgement methods, and continually work towards improving them

* A& food tha 1 ispact of packs sks and i general ake fundamental Eo OU SRAraTions, and aw part of the
cireular econoomic approach Uhal we work Lowards Strass has many teans and invests in reducing the packaging of its products,
wnabifing thie pecycling., (meicing fescurcn ConsumpEion whersver possibbe and improviog e eatment of waste a1 e company s sites.

= We seek opportunitics For water savings, of . and imp g thew quality ak the Group's various sites.

= Strauss Dairees in nostherm and southern beael partne with ther milk supgliers and im; ive rnethads of op ing sustairiabile dairy
These methods resalt in significant improvements i the welfare of the animals, and further reductions in envirenmental impacts.

+ Emplopees whose jobs have an impact on our undergo training that assists them in ulfilling their rokes, while
reducing waste emission and the need fon resources.

= The responsibility to implement and perform all the approp miethads abave es in the hands of the managers of the
environmental units at all the sites and the Factory These are far P and p: an this area, while

porting to th the d d Group strauss' Global Unit is also involved in these processes, and
serves as a control, and enticy for all in the Group.
This activity supports 1 of the UN Sustainable Development Goals
&— Probecting Our Plariel . n g The Climiate Action mod Aenewable Cneigy —3
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Climate Action and

Renewable Energy .-

Climate change is a key cause for concern and interest on a global level. Climate change poses vanous risks to differsnt regions of the world. Comman
examples are rising temperatures and the associated problems; the increasing frequency of extreme weather events and associated physical damage;

agricultural challenges in large parts of the world; significant population migration within and outside of countries; and more.

There is consensus among the global scientific o ity as bo the pegenic source of the changs - the group of greenhouse gases (002, N20, CH4,

HFCs, and others). Since the start of the Industnal Revolution, and the massive ensuing growth in the human pepulanon, these gases have heen emitted into
the atmosphere in unprecedented quantities, and cause physical changes that result in cimate change. The largest anthropogenic source of these emissions is

the burning of fossil fusks (coal, oil and its products, natural gas, etc.) to generate energy in industrial plants, automobiles, and more

In the short term, the outbreak of the Corona pandemic in 2020 significantly reduced greenh s emi 25 a result on the drastic drop in air travel, a
reduction in the use of cars, closure of non-essential Factonies and offices, decrease of intemnatonal trade, etc. Yet the expectation is that when the crisis is

aver, global emissions will return, and will even reach their previous levels. Consequently, and in accordance wath the principles of the Paris Agreement {2015),

many countries and companies around the warld are setting themselves ambitious goals to reduce g gas emissions. The iding aim of these
effiorts is te decarhonize the air 5o as to enable continued population growth, and to increase the global standard of lving without increasing the levels of

carbon digvide in the atmosphere, and even reducing them.

As aleading manuFactuning company, Strauss is also committed to do our part to reduce greenhouse gas emissions and to fight against climate change. We are
wnvesting sianificant efforts and resources in energy efficiency initiatives. In 2020, in spite of the challenges of the Corona crisis, we began to qradually

transition some of pur sites te the use of renewable energy. More details below.

Al Strauss, we are working to reduce indirect emissions related to our operations. Part of these efforts are taking place in the supply chain, for example,

seal o makeriols close to our sites, wherever possible, thereby reducing the emissions associated with their transportation. Other efforts in the

ssociabed with our products and increasing our recycling capabilities.
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Shift to Renewable and Alternative Energy

In the past Few years, thanks ko various " af energy has become o realistic economic option. Renewable energy

P , wand energy, hydroelectric, and more - are heing set up at an increasing pace around the world. Strauss Group began to

assess and inplement various options for switching to senewable enedgy.

I 2020, the Sroup set an ambitioss goal of & 100% shift to wnergy at its Facilities in Israsl by 2040 This will result in & 100% peduction in

greenhouse gas ermissions ak Strauss Israel related to energy consumption at permanent facilities (Scope 1) and external electnicity consumption (Scepe 2} To

achiave this goal, the company farmulated 2 multi-year plan to build solar enorgy infrastructures (PW) at most of its production sites and Iogistics conters

throughout israel. sl implementation is planmed st several sites in 2021

AL the same time, =fforts are being made to use renewable energy in other countries that $trauss operates in around the world. Implementation pioneers in the
Group were the Strauss Coffee sites in Eastern Europe:

= The Strauss Coffes Factory In Romania bullt two PV systoms at ibs site in 2019, n 2020, these systams genorated a total of 188 MW, comprising about 11%
of the total electnicity consumption at the site.

« The Strauss Coffee Factory in Serbia built a similar system at the end of 2015 Ths system generated 23 MWh, 4% of the sites total energy consumption.

Producing Biogas from Wastewater

Strauss makes a point of taking advantage of opportunities bo save on fuel o and reduce g pas ding utilizing enery
sources by the [ at the sites.
in srael, there are projects to o biogas from at the Ahibud and Yotvata sites. The gas is used in the sites®

oparations. Tha projects undergo constant inspecticn and improvement, wich the aim of increasing the sutput of biogas and Impreving the utilization of the
Tieagas that's produced. For sxample, o 2009, and whien natursl gas was first biing used at the Ahihd dairy in lseael, the dairg upgraded its steam bailer to
consume three types of gas - biogas, natural gas and hquefied petroleum gas (LPG) - as opposed to only biogas/LPG before the upgrade Depending on the
concontration of pallutants in the chimney, the bumer controlter alters the cembination of fuels bo ensure optimal energy efficlancy . This upgrade resulted n

energy savings, and the reduction of various air emissions as demanded of the site in order to meet sl regulatary requirements

Obela in Australia partners with a local Factory (SA Water) on shared energy efficiencies. Over the past years, Obela has provided the $A Water Factory with
Audge From treatment of th Obela factory's wastewates This shudige is transfereed for anasrabie digestion at the SA Water site, which produces biogas T
Blogas is used te generate electricity, and replaces lfossil Fuels. The combined product saves waste that requires . and reduces. ges

emissions

Comprehensive Energy-saving Solutions

Al Strauss sites invest significant rescurces in identifying and Rulfilling energy saving potential

* N teraol, there is an internal Eeam, From all the company’s sites, and headad by tha Energy Managor in this geography
Crwver the past few years, the beam identified, recommended and received appraval far varous investments in reducing gas and fuel consumptian, which led to
& decrease in Streuss’ carbon Foatprint

ulastured. As & result of

comprehensive effort and in spite of the challenges brought about by the Corona crisis, the company met this goal and even exceeded it, while reducing

COnsUMpLicen intensity by 4% compared to 2019, These slficiency effors ane joined by other such as g inkemal

energy systems, changing lighting methods, shipping, and maore.

= i1 2030, Strauss srael s peduction goal was 2 4% of its ey Consamprion ensity, i Ders ol KW ger ton is

= As follows are a Few examples of implemantations at sitas around the world:

I 2020, the Sabes Ractory in the LS was certified as a LEED gold buildeng For ks green constroction and energy saving. As part of the certification, the factory
implemented comprebensive energy saving steps, which reduced over 800 MWh (or about 44%) of the site®s consumption in 2020. These steps focused on

the sl Lo mregy—s meing LED lights in the vast majority of the lig
Sabra‘s annual water consumption, and an avoidance of the use of paint and coating materials with the potential to reduce ar quality at the site.

1y i e Fackory . Additinnal results of the centilication process weie s 43% seduction in

= Improving the air compressor system at the Ahihud Dairy, Israel: The air compresaor system at the Ahihud Dairy 15 a main consumer of electricity,
camprising 20% of the dairy's total i The dairy p. wath a startup calied EcoPlant ko implement innovative bechnology to control
and improve the system and increase its efficiency. This led to a 13% diop in energy consumption at the Alihud site of about 400 MWH per year. The

y woorbes by g th P and making dynamic changes ta increass efficiency

= Improving the water cooling systems at the confectisnary Factory in Nof Hagalil, israel: Thers are three water cooling systems at the factary
[ q dilferant © t Lo the por of the process. After consulting with all the intermal consumers of the cooled water, the
streams were redirecked to prevent “overcooling” of the water and energy wastage. The current ssvings on these processes are estimated at 1.2 Mwh
Annaally.

= Incremsed shipping sFficiancy in lernel In the ofTort (o educe gas e o the shipping of products, changes were made 1o
this system, The company implamented a solution of adding height ta the shipping trucks, to enable loading 3 larger number of containers and products per

delivery. This resulted in a substantial reduction in truck tnips, which converts to a saving estimated at sbout 10,000 liters of diesel Fuel, which & the
equivalent of about 37 tons of greenhouse gases.



Lifecycle Assessment (LCA) of Existing and Potential Savings in
Greenhouse Gases using Strauss Water Products

In 2020, as part of its commizment to reducing its environmental impact, Strauss Water carried out an environmental audit across its entire lifecycle (LCA) for
the water bars it supplies to its customers. The assessment was carried out by the ECO-08 company, which is a specialist in this field, and focused on the
comparative carbon path of the water bars. This carbon path includes greenhouse gas emissions resulting from the consumplion of a hiter of drinking water
compared to alternative options. The results of this comprehensive project demonstrated that the company's water bars offer substantial savings (over 70%)
on greenhouse gas emissions, compared to mineral water cansumption from various types of hottles. The company is currently considering the prospect of an

even more significant reduction in carbon emissions related to the various stages of life of the water bars, and options for balancing casbon.

Reduction in Greenhouse Gasses Combined with the
Implementation of the Montreal Protocol

The Maontreal Prococol, which went into effect in |srael and in other countries in which we operate over the past few years, focuses on a global phase-out of the

use of gases such as HCFCs, which deplete the ozone layer, as well as being greenhouse gases with a high climate impact coefficient (Global Warming Potential
- GWP). The most widely used of these gases is R22, a long-time commonly used cooling gas. In lsrael, Strauss has implemented a multi-year plan to cease the
use of R22 and to replace it with more environmentally - friendly solutions. Over the past few years, 22 was replaced at the Ahihud dairy, at the Confectionary
factory, at the salads and coffee factories and at other sites. The company plans to complete the process at the rest of its sites as part of its environmental
investments in the coming years. In addition to complying with the requirements of the protocol and regulations, this process will result in another dramatic

reduction of greenhouse gas emissions,

Knowledge Partnership and Leading Processes with External
Partners

Out of the understanding that the reduction of greenhouse gases is a global effort, Strauss participates and even leads various forums on the subject. For
example, Strauss is one of the founders of the Energy Efficiency Forum in Isragl. This forum was established in 2020 and is run by the Afeka College. It deals
with enrichment and promoting projects among leading companies in lsrael. The Energy Manager in lsrael serves as the chairperson of the forum. In 2021, with
the anticipated end of the Corona crisis, the forum plans on expanding its activities to frontal meetings and site visits. Further mformation about Strauss

participation in environmental and other Forums can be found here

— This activity supports 2 of the UN Sustainable Development Goals
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Sustainable Dairy Farming

A @ leading Food manufacturer, Strauss Group plays a vital part in the global aspiration of zera hunger and reducing the lack of Food secority. Howsver, the
ongoing dialog we have with © i d the

values and censiderations we are expected to lead. Cne of them is the

of I-based food. which is expressed in increased animal welfzre in our supply chain. At Strauss, we take
responsibility for what bakes place in our dairies. In 2017, we mapped the processes of our dairy supply chain and launched the Sustainable Dairy Farming

pragram for improving the living conditions of the cows and reducing the emironmental impact of cowshed activities among partnering dairy producers

This program included criteria that were gradually implemented at over 60 external dairies that provide milk to Strauss dairies in northern lsrael, and at over 20
external dairies that supply milk to the Yotvata Dairy in southern lsrael. The program grew cut of a 380 *responsibility approach of the dairies For what is taking
place in the cowsheds and at the milk suppliers. The program can anly be implemented thanks to the close partnerships that the dairies created, including the
years with these suppliers. As part of this program, the dairies were required to implement sustainability criteria that set a new and leading standard on an
international level. The criteria foous an defining the living conditions and care for the cows in order to provida them with tha highest levals of walfare within

the limitations of the life of an industrial animal, along with regular guidance and training.

Strauss srael and the Yotvata dairies invested over 1 million shekels in improving the
infrastructures and in training the dairy Farmers, while placing an emphasis on expanding the
implementation to Yotvata's milk suppliers. We are pleased that we succeeded in implementing
over 90% of the oriteria, among them even the most complex, at Yobvata's suppliers. To follow the
goals and achevenents of this initiative, see the 5

The Criteria for Sustainable Dairy Farming:

o1

Purchasing tools to manage the day-to-day
Foutines aecording b e norrrs of “Mutual
Dairy Farming ™, professcmal consulting from Dr
S con, the Founces of thes Magual Daay
Farmiing initiative, which inchdes & training

serias and monthly wisits to 23 cairics. Mutust
Dairy Farming prosides dairy farmers snth
appiied mathods Por smproving tha welfss of
Ehair cows 4nd cahves Based on the behaviar and
Ehysiciogy of 2nimas.

incressmg the frequency of tresting cow manuse

{eultrwatian apwintion) with (£ aim oF crentiog &
dry, hygienic serface, which resultsin a
reductaan of greschouse gas amssens il

smpraves the el of the cows.

Cessing the practice of freeze branding cows

whe i idenification thal
monitars & range of data shout the health of the
o, xb wel v 05 itk production, enastiing the
parscral treatment of esch cow.
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day, depending o Che Season and tha tow's B opposed bo il Being scheduled bwice o yrar
ety Lanparatire.
07 —— 08 - os
In order to alleviate bovine mashibe. » gradual Feadng cows and calves on feed brom dake
dryasg up oF mik production daring panods CUttings, in & way that strongrhens 8 crouisr for the cows.
Wit e oo s not being milked invg & {0
Froem th ares raar the dairies thal hawv't beee.
previciesty utilired
10 11—
Treatmere of sastemater and greschaims gaves Rmductian af e of ant ibiatee Selectusty
In the vicinky of the dairies in dedicsted doming the cows with antibintics and net
Faciibes ang swstching to salar enargy PMBECgY B8 Was donn in the past

All the critaria ara basod on international research, on norms recommanded by the United Mation's Food and Agricultural Organization as well as by
assniations of dairy procucers arourd e sorld that ate eading fe changes Taking place in industrial daiies Whee implementing the criteria, we realied
that this change nok only enables us ta hive up to the moral ity o take action for the benefit and welfare of the cows, and to reduce
our enviranmental impact, but also offers dairy producers business benefics, and ensures that the cows are healthier. And thanks to some of these changaes,
itk yields are highes

N 2020, we chose to share this initiatoe with our and we a L welmite (in Hebrew) that transparently presents the criteria, what

prrcentage have been applisd, snd our future gosls For the program. in addition, we ivited ous consaimers bo come and visit Yotvata's open cowshed in order
to experience, first hand, what was taking place {and in line with Corona guidelines).

In addition to these criteria, we work to implement sustainability values in our supply chain. At the majarity of sur dairy Farms that supply mitk to Strauss, solar
roafs were installed to craate anergy for use in tha cowshads, with the aim of expanding this initative to all our daires in the coming years. Wa began a pilot to

o lectiiity s energy indep W Treaim agricultural and bovine wasts, (o berselt Uhe srironment.
W regard the “Sustainable Daley Farms™ program as a process thal requites coanstant updating, and Ies have been
substantially upgraded since the start of the p and we are o with the imp . s Follows are a fumbar of ways in which

wie plan to expand this program

Increased transparency In 3071, we hope to begin the implementation of piot to imstall cameras for online broadcasts from the Yotvata dairy, bo provide
transparency to the general public (the project was planned For 2020 but was frozen due to the Corona crisis).

Walfare of the cows:
therm wnbil the weaning phase This i an innovative, groundbreaking initistive that doesn't currently exist in industeial dairies. The pilot is espected to last for

n-separation of calves in 2021 - We are about b begin a pilot where calves are not separated from the cows and rather stay with

20 munths, with close by iti medical pr d ather experts

Enviranment In 2021, we will begin o pilob o include verbical farms o the production of food required For thi nutntion of the cows. Thes i an nnovative
initiative and has not been done anywhers in the waorld to date. The goal is to enable the praduction of fresh, local, higher—quality Faod for the cows, while

4 the use of 1 ~ land, water and transport
ducational ke the young, ion of dairy farmers in tsrasl The Yotwata Daity launched a project to adopt the dairy of the
Exhel Hanan youth villuge, whers youth whe study in the dairy Farring track, will bensft from an omy Fram the af it
and conscious dairy Farming, training of the ol the studlenits, snd o i1 dsrmel ancd ahroad. Yotvats launched this progct with the sim of

training a new generation of lsracl dairy farmers on innovative prnciples of sustainable dairy farms, and an understanding of the importance of bovine
devalopment and the dairy Farm environment, and out of & desirs te strengthen the Mutues of the dairy Farming  profession in lsrael This project endeavors Lo
b madel For implementation o a nationat ket

Imilac™ antibiotic substitute |Introdur of & rew substance aimed st drastically reducing the use of antibiotics given to cows Lo treal bovine mastitis:

Arcording to the results of these projects and plors, we may add goals and expanmd sctivity in Uiese aneas

For more wformation on sustainable dairy Farming. elick |

This activity supports 4 of the UN Sustainable Development Goals
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Establishing a Global Environment Community for Strauss Group

As part of the Group's constant efforks b improve our snviranmental management sctivities, we canied out an in depth study of the inbernal work processes

for the and g of projects in all relevant spheres (wastewater and water quality, energy and climate change,

waste and the crcular economy, and more) Along with the importance of mantaining an T q cultire, we saw a neod to

Lal

wovement I 301%, we started plan

s ool all

G ko | i ant, Stauetured anid eross -

Conmpanines w

96 Group companies. Thi goal of Ehis commmunity & te pavi the wiy far envionm

wniite flie

enviFenment comamunity of all St al exealienes and SHaUss Group's

bility principles together, bo ensire success ayer time and to adapt to the svery-changing challenges and risks we face.

in 2020, the sctivities of the Globsl £ [= y was lsunched, and its goals were defined as 3 platform for knowledge sharnng, inspiration,

tocating business For the of while mecting as well as p the

challenging goals that the vanows mambers of the Group wish to take on

The is of and kay who are fox tha feld of the envieonment, or related Helds, and who are part of the

b el thee ¢ s bl lasis of &

Tl The e ¥s inll

wth

Wl

warinus circls

Fessinnal and limited this cirche i the wider environmental eommunity which additional managers ane mambers of and

support aspects of the emaronment that focus on procurement, marketing, and more

The community operates around thres central Focuses, lod by three work teams, in the Flelds of packaging, energy, and water and wastewater. Communication

in the community i via a monthly newsletter and frequent meetings that Foster lively discussions on the topics of sustainability in the Group, knowledge

sharing and eonclusians regarding | propects, mautual growth, and wodking togather b achieve the qoals of the Group and its companies

The eomimunity startod eporating witl

3 wiatual h e thaough: 1 50 the themes of the content worlds relevant o the Group, The

themes were decided upon along with members of the community, for example, the impoct of the Corona crisis on the . ¥ P

to promote a circular economy, snd promoting product lifecycle assessment (LUA). These LUAs include assessment of the environmental impact of the

company's products, from selecting raw materials through to the and of the products* lives. In 2021, the work toams will continue to Function via jeint laarming

¢ Lt koo, i oades b0 xeatie i argarizationsl map that will assist in achisving the Grouges gosls Simall professional tearms will alsa
meet For in-depth discussions on a wide range of topics. An annual cross-organizational mesting s also planned to summarize the activities and to discuss

majer projocts

—  This activity supports 3 of the UM Sustainable Development Goals
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Respensibility for Packaging and Increased
Recycling

AL Strauss, we want to set an example for our employees by
intraducing a sustainable wark culture within aur daily activities.
In 2019, we made some changes to work practices for the favor
of employee and environment welfare, such as switching to
reusable mugs, @ move that resulted in savings of approximately
245,000 disposable cups for hot drinks in the headquarters
building alone, adopting recycled printer and copy paper, which
reduced the use of one million pages. In addition, we adopted a
Meatless Manday menu, which involves a reduction in meat

consumption in the company on every Manday of the week,

along with enriching the menu with vegetarian dishes.



From the corporate mitigation perspective, we expanded the layout of recycling Facilities for packaging, plastics, glass, paper and batteries, as well as the
maintenance of existing facilities, In order to reduce plastic use, we are piloting placing waste collection points in central bins, along with reducing the number

of waste disposal perscnal points in small bins.

In terms of prganizational culture, renewed efforts have been made to refresh the company's procedures regarding lights and air conditioning when leaving

offices and conference rooms. In addition, our employees have been commissioned to digitize pay slips, potentially saving about 24,000 pages a year.

Lt}

In addition, Strauss Coffee is working to establish a culture of sustainability among coffee company employees in lsrael by deepening their knowledge in the
field in order to create a foundation for making and implementing green solutions in the work environment. In 2019, the implementation of a learning program

for staff and management hegan with The Matural Step (TNS) program, with three additional workshaps scheduled for 2020. Amang the topics discussed are

inability challenges, waste management, and the opportunities created by these challenges.

And what about the customers?

Examples of Measures Taken in Strauss Coffee Israel;
Elite Coffee Network customers are currently switching to using a unique coffee cover that eliminates the need to use straws.

As part of the changes done at the Beanz Café brand, packaging has been reduced (saving seven grams of cardboard per unit), eco-accessories products have
been introduced and the number of CuPZ magazine hard copies has been reduced,

In addition, Strauss Coffee’s online customers have the option of receiving a green invaice via email rather than receiving printed invoices, The green invoices

will also be used for purchases for the Beanz Café brand,

However, the activity does not end here and there are many plans that will be implemented in the coming years

— This activity supports 1 of the UN Sustainable Development Goals !

SUSTAINABLE 130
DEVELOPMENT i

GLALS

Respansibility for Packaging and Increased

& Global Enaronment C Green Office: Strauss Goes Green =

Acassibiity Statement | Temnsof Use | PrvacyPoliy | Report Summary § ’ in @

S[.m* Shraus: Broup 2021, Al rights rezerved m‘



= aw i@ Social Environment =" Governance # COVID-19 DGs =
- @ ® AD O o W

& Protecting Our Planet
Committed te Pratecting The Environment
Climate Action and Renewable Energy

Promoting Sustainable A

Global Environment Community

Green Office. Strauss Goes Green

p ility for ging and
Recycling

As a leading food and beverage manufacturer, Strauss Group is aware of the gravity of the issue of ing as part of its Footprint. We

recognize that we have a responsibility to reduce packaging waste connected bo the company's activities, bo increase our recycling capakalities, and to Facilitate
waste treatment. These issues are important to the company’s stakeholders, and dealing with them is necessary for promoting responsible global consumption

and a reduction of the impact of this consumption on all farms of life on land and in water

To this end, we are setting up forems and other initiatives to identify and implement innovative packaging solubions. Strauss packaging experts often take part

n local and global Forums that Focus on mutual learning the field of packing, and cross-industry and country improvements.

W ane aware of the P and the ad of dealing with packaging, Mong with its many challenges and complesbies A key aspect of
the ahifity to improve in the area of packaging is the recycling infrastructure in the varous countnes in which Strauss operates. Another challenge is the desire

ta preserve the proper ratio between the packaging and levels of i ing a product in large packages can reduce the package's waste relative

to the weight of the preduct, on the other hand, this could result in increased food wastage. Consumer awareness of the importance of recycling s an
additienal challengs that could lead bo & significant improvement in the success of packaging initlatives. At Stravss, we are determined bo overcome thess

chablenges and find the optimal selutions for reducing our environmental impact

Strategic Packaging Project

In 2019, a work team was sot up to Formulate a strategy For reducing the ervironmental impact of Strawss packageng throughout the value chain. This team
examines ways Lo reduce the enviranmental footprint of Strauss® packaging by reducing the quantity and size of the packaging, switching to recyclable and/or

pre-recycled Iy Friendly packagi and imp 0 handling options after use, In 2020, the team finished formulating the
strateny and action plan For the coming year, developed decisi aking aivd started to work with product development teams in companies
thraughout the Group

Dedicated work beams were set Up in the Group's companies to examine the bocal chal toals and latad | ledne, and they started to Farmulate

locad work plans. For example, the Strauss israel worl team mapped 28 types of packaging, assessed thewr usage, and defined prionities for dealing with each
type of packaging, including partially implementing the LCA principles and adapting them to the treatment infrastructures in lsracl. Accordingly, a priontized

map of all the challenges in handling packaging was created Based on this analysis, 4 was For i ut and long

tasks in the field of packaging at Strauss israel. Fusthermore, efforts were made to make the program’s implementation simpler and more accessible b the
product development units at the different divisions. The work team developed a number of teols to improve the development wnits’ decision making process.
These tools include a mechanism For classifying materials, testing critena For purchasing new machines for a Factory {that will affect Future recycling
capabilities), and more, The tools were implementad at the start of the projects and training was carried out for all intemal stakeholders invalved in packaging

development processes



i addition, the team set long-term improvemaent goals for Strouss larael for reducing and treating packaging, by 2025:

= 100% recyclable and/or degradable packaging
= 85% of packaging made of recycled material
= W additicn, targets were set For increased collection, sorting and recycling of all packaging materials in lrasl

Total packaging at Strauss Isacl was 28,260 tons in 2020, As follows 1 a breakdown of packaging according to current recycling capabilitios.

Shace of Lakal packaging - includes ssed Fos

Current recycling capabilities (in share of packaging
the infrastrictures i ) eaching the consumers s o FHE cheske’ sk inching
Regyclable 0% 7B
Rafuse Derived Fuel (RDF) 355 209
Cannct be recycled or reused £ 2%
Another key initiative at Strauss srael was the of a steering to exarmine every enviranmental claim (Claims Committee) The

commitbes dealt with issues including requests For approval of packaging where there are deubts about its enviconmental impact

In 2021, the team will continue bo expand iks purview, monitor the integration of its activities in the work plans at Strauss bsraed divisions, support and guide its
I bt Fesll i B0 with the bargets set for each division The tearm will expand the daks and information infrastructure
wsed to manage this area. in addition it will complete all the mapping of the various while between recy and

nomn=recyclable matesials that can be replaced, and thase for which no aggropriate replacement has been Found

Packaging Labeling and Promaoting Recycling

In 2020, ab Strauss lsrael we starbed Lo add labeling information
to products to increase the awareness of the option to recycle
the packaging in arder Lo bocl assist eonsurmers in locating an
appropriate recycling bin, Wa believe that this labeling can alsa
encourage local autharities ta increase their supply of recycling
binz, expecially thoze who have not yet made thesa bins
available to their residents. This was dore in partneship with the
local lsraell Tamir Recycling Corporation, This project s expected

to continue into 2027

This instiatiee was by a welile that provides information bo the general public on Strauss package recychng options in lsmel and on how
to camertly separate waste in order Frect ling, and includes frequently asked i

The Salty Snacks Factory Received an Award for Separation and
Recycling

In December 2020 the Salty Snacks Factory in Sderot received
the "2020 Recycling Award” as the leader in separating
packaging waste for recycling, from the Tamir Recycling

C 1 This an srvestment in Pavin

implementing processes to stteamiine the recycling process at Y IR DINOWY
W e B A

the factory, and to reduce, as much as possible, the amount of T TR WP A

waste headed for a landhfll The Factory allocated separate
contalners bo the various Lpas of waste, started wsing

compressars Lo reduce the valume of Lhe packaging, (thereby

alzo reducing the need for ransportation); connected with
suppiiers who provide recycling services or enable the reuse of
warious elements of the Factory's products from transforming

Food -production residues to compasting, and mors



Tha improvement could atso be seen in the factory*s products, which hava been going through a process of packaging reduction over tha past two years. The
award even recagnized the factony's work culture that encourages increased recycling. and the effort to keep the site as environmentally friendly in other ways.

For more infarmation, click |

Additional Steps For Improving Packaging and Increasing Recycling
at Strauss Israel

« ¥ad Mardechai also uses 50% recycled matenal in its plastic contamners its glass jars contan 60% recycled matenal, and the company is considering rewsable
alternatives to these containers.

« in lirael, Strauss participates in several different foruims on the circular scanomy as a réprésentative oF the Food industry. These Forums include discussions
and knowledge sharing in an attempt b promace the circular economy in the rest of the market, incleding through partnenships between different industries

Reducing Packaging Materials and Increasing Recycling at Strauss
Coffee

= In 2020 Strauss Coffes completed a piot in Issael to switch the Chite coffee capsule from pastic and l toa 100% i capsule This
will be Fully mmplemented in 2021, and will include s mechamsm for collecting copsules from consumers o ensure they are being recycled

« AL Strause Coffes Ramania, in 201% efforts were already being made to reduce the coffee vacuum pack by 7%, without changing the contents of the coffes

The successful result was a reduction in the quantity of matenals used and of the total waste that was after coffes by
= Also in Remania, tho company ks looking ito radicing ik use of thi plastic shoets it wiaps its coffes W Tha ar hag 50 far baan
suduced by 20% Thie goal ks to cantinugs to reduce this thck et develop a system that completoly eliminates the naed Far Hhis plastic shoet

« At various coffee Factories arountd the warld, =fforts have been mode to recycle the coffes shells that are left after the coffee s masted, and ather by-
Preaduces of Ui productinn process

= AL the Elite Coffee chain in Brasl, the of the impact of o bie coffer cups soid by the chain ia being encouraged. In partnership
with the cup suppliers, the packaging matenial used for tramporting the cups has been reduceds there has been a shift to cups that are easier to recycle; and
the size of the straws has been decreased The chain even launched an option to purchase a reusable cup, I order Lo encourage Conscious consumerism
among the company’s customers (frozen during the Corona penod)

Reducing Packaging Materials and Increasing Recycling at Sabra
and Obela

o Chume Kl past few years, Sabia has reduced thee packaging mateisls ussd in Ghe burmms and spreads that it manufactures and markets 0 2079- 2020, the
compary succesded in reducing over 240 tons of material in o frove b lghter matirials For its 300-500m1 salads Sabia sven redesigned its persorl
salad containers [Shackers), reducing the msss of the previoos by 15%., which nto o tolal ion of about 100 tons of material
11 acdeditiesty Lo B savings on plastic, Ehase reductons i e weight of e contaimess male i aasier to lransport Bhe products and reduce the associated

s Tha i weorking to ensars that its products are flly recyclabibe

n addition, Sabra s ncreasing the recyching in ks pr and in their offices. In 2020, the company completed a

comprehensive survey of all the types of wasts it generates, and lﬂilld sotutinns for reducing same of its waste runoffs, and directing additional runoffs to

recyching and composting About 20% of the company*s building materals used in projgects on the site in 2020 came from recyced sources.

= Obela in Australia and Mew Zealand - In 2049 the company installed squipment that anabled 3 30% reduction in the plastic packaging that had boen
p— The company works with its main suppliers to reduce packaging in the supply chain as well. For example, as a result of one

S i nurtnzrshlm, the humus beans supglied Lo Obda were sent in significantly larger bags, reducing the packaging per kilogram of raw material

= Obela Europe w currontly making changes to iEs 1754 hummas containes. Tha new containar will be made From 1005 recyclable matoerial, and will wilgh
about &% less than the previous container, whils reducing the plastic consumed by this custeme, and reducing the gresnhouse gases from transport. Thi
naw containe i plannaed for launch b mid- 2031

Promoting Recycling at Strauss Water

I the past year, at Strauss Watsr we upgraded our processes for recycling the filters and LED lights used in the water bars in order to best promote our

recycling goals in the company . As of March 2020, thess companents are collectsd from the homes of o by o provide re

parts ot the same tane Furthemmars, from March 2021, customers whe use ths servics will recenee s bonus, in ordes (o anconrge the meycing of companents
And Eo FUIMT Ehe COMPany*s Serice promiss to the recycle Mitors and LED lights in the appliances. The soda cylinder found in some of the water bars that
dispense carbonated water, have also been collected by messengers on a regulas basis For the past few years. In addition, customers have the option of using

e ap that shows the
winske}

kup pont closest to their s where this weaste s recycled by the (which specializes i the collection and recycling of slectrorc

This activity supports 4 of the UN Sustainable Development Goals
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It is through innovation that we are able bo deliver diverse food and beverage solutions that provide real value to the consumer and the industry, while adhering

o the ipplom of the and o ttural I izl inmovation o the basis for malntamning the Strmiss Croup e s

reach new audiences around e wordd oo » oo ol the significant englnes or

dynanmse and vilirant food company that conbinues to expar

business growth

There are various sspects of Innovation that are eedent st diffemnt stages of the product devsiopment cycle, We maintain s systematic approach that aliows

Pt WAL

u s and gaps and bo develop sl 1o promote ¥ of aur existing produces portiolio tog

to mxarmine all o possibh

the entmn valus chain and ous commitment to pod

product divelogime n better products

bwiys Eaking inte acesunt the anvireimenial impact o

Q thire inovation channe

ur innovation framework consi

key
1. Brand Innovation:

Daveloping new products to expand and diessify product supply. Product innovation s a resull of concepts presented by our RE&D experts, smployaes,

comianEs 0f suprpliens, aking ks account the changlog techiology and trends i Hie weibd of Food Thess idoas are pressnted i a dedicated i

Promotion path, lsading to e Lsuncli of ower 200 products i pes)

2. Target Audience Innovation:

This chanrml Focusis on sddransng commuimer nnads, SUER o6 mproving TuEitonsl composition and sdapting products Lo uniges Target pepulations by using

Ernerging techpologies, new raw materials, and new preduction methods

3. Open Innovation in a New Madel

Strauss has antablshed and led the Food Tech sector in iseasl since 2091 Under an inibative called Alpha Strauss, we have croated an extonsie relabionsbip

With scientists, entieprenenis, ahd start-ups i the FoodTech commainity with thies masin dicections

. ¥ ton b 3 and group point o of technal, ro sobve 3 I

product ideas, sch a5 new sesame varieties, enegy saving soltions, salt and sugar reduction, et ;

v for milvance

. Strauss's arm and i P hovelops & techiological ides which s i marketed by

e G cip's bnnewatisn ar, with thie snboeps s geeting gaid joyalties.

Establishing start-ups within The Kitchen Incubator: raining, investing in and sceompanying startups From the Food Tech eld undes the suspices of e
mcubator team, tegether

FoodTreh incubator feunded by the Strauss Group in collaboration with the Chief Scentist of e five yeai ngo. The Ki

with sxtjparts in various armas of SE ampaniaes in th process of produce g-up (shiftang te © wealn,
condunting ilot mperiments, adsiiing the rew bechinelogive in the Group's plants, soanecting Vit g KA et hased an the company's

A ko oo the startups' profs 1 and business activities. The companies ars

s, aEcEMpany th

1 pe 0 the pany s expert
generating innovation that br-nqs walue alang varisus stages in the value chain,

This activity supports 4 of the UN Sustainable Development Goals
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Respansible Marketing

Corporate Governance

Ethical Infrastructure Update

Preventing Corruption

Innovation has always been one of our ways to influence and smprove the ives of people - 41 g and the search

fior Bether raw materials b sxpand our mnge of products as an answer t evolving needs. 0 the past few years, the Geoup has imcested in Food Tech, out of 2

tar devetop e Fraauct, wihisch Fulfits tlie needs of diverse conssmens and his grown o been praduced while taking the environment into

consderation

Our innovation can be seen in the Groug’s activities, in the products we produce and market, in the services we provide and the way in which we reach sur
CUSLOMINS. CVar the PRSE Year, we've sxpanded our range of D20 options, and our abiliy Lo TOAER our Consumars in real Bme, whars IE & convenient for tham
and in a way that is For them to p and products

W incroased the activitios of the Strauss + apg, wa expanded the volume of Elite Caffes’s anline activitios - Elite CoPfoa‘s site added now categories this yoar,
thes GIFT IT st For anline gift packages enabled pecple B0 send 4 warm massage o other in spite of the distance We imereased the range of our products and

activities out of a desire to listen to and respond to our customers in real time, This year, we our and our of

the consumes thiough use of data en our platfonms ak Strauss Wator, Strauss krael, the Coffes Company, and Sabra and Obola. We strangthansd our prassnca
and

a the number of ta our BEANZ project, & startup within Strauss that provides people with fresh, high—quality coffes, hand
around at the home of the coffee farmer and delvered directly ta their homes.

Chur i a comes from the wish e produce bettar Feod and to create a healthier food system For the coming generations as well
This is what we are trang to create in the FoodTech sphere. FoodTech is based on on the desire of consumers who are seeking food that's healthier, tastier,
more natural and better for the planet. and FoodTech will provide the sols The Strauss branch, which includes Alpha Stravss and
The Kitchon incubator in Ashdod, is based an the deep understanding that is at the heart of the food - Startups and ical

companies that we have guided to success, to launch products, deals and capital around the warld, are trailblazers in every aspect of the
FondTech world

Chur mneation framesork i commprised of three channes: Food innouation, innovation in adapting o targer maskets, amd o s medil of open ionoation in
the Alpha Strauss - FoodTech Community

— This activity supports 1 of the UN Sustainable Development Goals
SUSTAINABLE
DEVELOPMEN

GOALS

Dioing Good by Doing Food The Ritc
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The Kitchen
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Respon: Marketing

e Update

Preventing Corruption

The Kitchen

Our incubator, The Kitchen, was founded in 2015 in collaboration with the Chiel Scientist of

Israel, and since then has heen a hospitable and productive home for @ wide range of FoodTech
projects, ram haalthy Foad sub tor

a that maintain the quality of Food
we consume. One of the benefits Strauss’s ncubator companies enjoy is the internation s
connections Strauss helps them generate with the Group’s internaticonal partnerships, slong with
a wide range of opportunities for partners and investors from all ever the world. The incubatar
graduates end their period in The Kitchen with substantial achievements in recruiting investors,

each in its own fielid, and each one of them, itsell, is 2 local and groundbreaking success story




Food Safety

The issue of food safety that comes to the consumer is hugely important. There are two companies providing innovative solutic

chin its awn Figlds

sarmlining Food safety in the kitchen, e.

Bactusense

Bactusense is a company that has developed technalogy for the

rapid detection of bacteria in food. The company improves the

testing process and reduces the waiting times Far ks resulls,
saving the need for shipping, cooling and storing the product or
raw matenal until the results are receved ln 2019, the

technology was successFully tested as part of a pilot program at

has demonstrated thal similar,

Strauss Dairy. The experir
and even identical, results can be achieved as with the

traditional methods used in dairy of Petri dishes), but in a

much shorter period of time: 5 hours instead of 72

Less Sugar - Great Taste

Vanilla Vida

Althaugh Vanilla is thie w: popular scent and taste, var
praduct changed = the 1960%. The tra
growing and curing of Vanilla leads te limited 2upply which in b
leads to var 5

synithetic

increase yield and contrel the entire growing and curing processes
from seed to custome

Torr

FoodTech

for improving

Inspecto

Inspecta has developed a mabile device far the immediare
detection of towins in Food ar raw matenals. The testing 1s
simple, and can be done independently by the manufacturer,
without a third party. The device can, for example, detect the
acrylamide boxin in processed food products, and perfosm the
test by analyzing the selected specimen and in compliance with
all regulatory requirements. The company will begin product

marketing In 2020

VANil|A ViDA

Torr Foodtech

Clean lasel bars and foods wsing energy ta replace binding ages
manufacturing methods and innovative f lations are putting Focus
an nutrizional content 5@ novel player in this space, providing an
ssible and smart production process for clean label bars using

y Lo replace Binding agents and snabl

presenvatives



Anina

Ready to cook meals wrapped in pauches made from damaged
vegetables. At Anira we aim to increase the usage of ugly produce in
thie Food industry. We create a unigue fuslon of innovative technology,
expertise in design and krowledge in culinary to create disruptive
foad solutions based on ugly produce We use the Righest quality
ingredients regardiess of how they look but rather for how they tasts
Nature is our motivation for innovation|

Better Juice

Amai Proteins

Amai Prateins began its incubator initiation period in 2016 after
praducing a sweet protein that has the highest sweetness in the
waorld: 15,000 times more than sugar. The protein s stable at any
temperature and daes not have any of the health disadvantages
of white sugar. The technology develaped by the company, by
means of biotechnologies, mimics proteins found In tropical
Fruits and produces a sweet protein without compromising the
quality of the taste. Unlike sugar, this sweetener breaks down in
the body as amine acids, so it is healthier and does not affect
glycemic levels. Due to the high levels of sweetness It produces,
the protein replaces high leveis of sugar, thus iowering the
calories in the product. The company markets the product ta
beverage and dairy producers, and collabarates with leading
companies in the market. During August 2019, the company
expanded its development lab and is currently raising $10

millian

Imagindairy

real milk. no cows.

C ULI NARY A R T

Better Juice

Better Juice completed the incubator accompanying period in
2012 with impressive achievements. As part of the incubator
program, success has been achieved with exceptional
technology that, using natural processes, removes sugar from
Frult products (they are currantly concentrating on orange juice)
and enables the sugar to be converted inta low calorie dietary
fiber With the collaborations created during the company's
inaugural periad, Better Juice has begun the process of
increasing its volume of operations in partnership with
Citrosuco, the world's largest orange juice maker, and is set to

ftaunch a pilot in Citrosuce's plants in Brazil in 2020,

O
Mal

Proteins

Imagine Dairy

Healthy, inable and nutritious cultivated dairy proteins. Mo Cows
Imaglindairy integrate Al technology with system biology to develop 2
enmmercial and viable high-gquality real milk proteins at affardable
prices and free the dairy world from being dependent on animals
Wmagirdairy brings a future of naw possibilities and mnovation to every
dairy lover in the warld!
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Protecting our source of life
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The Future of Food: Animal Food Substitutes

Zero Egg

In late 2019, we bade farewell to Zero Egg in the incubator, after

they launced a product that has achieved great success Zero

o

Egg's product is & |
and iz suitable For baked goods, omelets, patties, sauces ar any
prople with egg allergies. During 2019, Zero Egg signed

whain. By 2020, Zero # product will egin to be

b Far sl ngg vse

nat is a quality subs

manubacbured iU

Gries after the campany pilated it

b which 1t ramed

product i a larges LS. Fast food nelwark, th

ivvestimnts 17 Ehe Futuie, 1F plans b market 1o e Euiopean

audiance

Rilbite

arian, tacty and nutritious substcuta th

Rilbice producs

can ba used 10 Many recipes instead of the Famiiar ground beef

The product boasts a Clean Label and is made of anly eight

natural components, low in sodium and without presenatives,

sugar or addad oil. The product allows to provida hoalthy snd
delicious plant-based Food, without harm to animals or negative
impct on the enviranment. Furthermore, the plant —besed

s

titube complies with the lsiael standards of the Director
General of the Ministry of Health and correspand to the

recommended diet for children in educatianal ir 1ans in

201%. a prod

ion plant was built in Isreel and cormmercial

marketing of the product bBegan

AlephFarms

Aleph Farrms is a g young cempany in the feld of
nmnovatiees bood seurce development. The campany produces the

17 First cultured steak by growing e sing e beef cell in o

sty WItREUE Rarming The animals, s allewing en

e besbure o meat From e

ALEPHFFARMS

in June 2019, after rasing $17 7 millon to bring

e at Strouss also invested CLEANMN MEAT GROWERS

develop into a product with the

slaughtered animal Aleph Far

hato

o

the prodisct b markes 0 three yea

i thim project

This activity supports 3 of the UM Sustainable Development Goals
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In the past year, Strauss Water has established an advisory committee with leading academics and business professionals to advise on water quality and

accompany the company’s product development process. Among the members of the commattee are Prof. Uri Shani, an israell Water Researcher who served as

the first Director of the lsrael Water Authority and who works with many startups in the field of water and envitonment, Dr. Michael 2vi‘eli, an international

expert on Flavars and smells, and Mrs. Madanna Hovel, farmer CEQ of Maccabi Care.

This activity supports 2 of the UN Sustainable Development Goals

SUSTAINABLE q s
DEVELOPMENT e
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& The iitcher Innowation at Strauss Water
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Responsible, innovative and flexible supply chain

Cur extended supply chain includes tens of thousands of suppliers who partner with Strauss Group te supply products and services in the markets in which we

operate. This supply chain is an integral part of cur ability to offer tasty and nutritious food and beverage products that provide the optimal solutions for our

customers every day. Cur supplicrs are partners in fulfilling our mission, se we expect them to Follow the same af moral, resp and
business operations according to which we conduct ourselves at Strauss Group We ensure that we behiave with integrity towards our suppliers. We make sure

we act honestly towards our suppliers and we choose bo work with suppliers with values that are common to ours

The Corona crists, whech started m early 2020, was a challenge For the food industry because of the need to meet the heavy demands in the shortest time while

being dependent upon a wide global supply chain. Our supply chains around the world coped with many challenges, from operational difficulties in light of

lockdowns and illness, to logistical problems regarding t porting the raw iaks that the company needed to import, and availability of technicians to

service the Factories. The successful management of the supply chain in this challeng

g time proved Strauss Group's ability b respond quickly, to best meet

the growth in demand, and even to gain titwve advantage, all while g ding a sense of security and stability o our customers in a period of

uncertainly

All the Group's companies worked to guarantee business continuity and respond to the neads of consumers who enjoy Strauss products all over the world. The

Group's sites throughout the world were compelled to adapt their operations te the changing directives in each country, and based on the severity of the

while this was also an

pandeimic throughout the crisis, It was clear that we needed ta create uniformity in our operations and in dealing with the o

opportunity to learn and implement uniform processes and standards queckly and efficiently

‘We formulated a clear and immediate plan for a gradual response

* Preventative measures - to maintain a clean, safe and healthy factory for our employees

Backing up the workforce - in cases where employees are diagnosed with Corona, and to prevent closure

Utlizing inventory - when employees aren't allowed to work on site, managing inventory bo ensure product delivery.

s« Back-up production plan - based on wadespread mapping and formidation of a detaded workplan sccording to the praducts that are essential for dedivery,
and based on six scenarios - from total shut down of the Factory, to partial shut-down due to shertages of raw materials. Solutions include contracting with
new suppliers, enlisting the help of other factones in the Group, etc

w Practice Good Business

Responsible Supply Chain
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In addition, we decided to implement a mutual leaming processes and expand initiatives that were successfully implemanted at various sites

The Corona crisis that started in China, compelled Strauss Water to immediately respond to concemns about shortages in parts that onginated in the East.
Consequently, the company formulated an operational model and defined a front office in China that includes processes for handling shipping challenges,

defining the operabional models, reporting mechamsms and more.

The company formulated an immediate and comprehensive plan for providing a solution to the volatility in the supply of raw materials from China. The

company's inventory plan for this period includes a distinction between device components and inventory management. For example, the policy included a

two-week increase in device security y, maintaining an of

q ¥ parts, risk and mare frequent approvals, In addition,

tighter procurement processes were defined to prevent shortages and ensuring complete coverage For all the company’s sites in China, England and lsrael. The
Strauss Water supply chain implemented procedures for close monitoring of suppliers for increased transparency, reporting, real time feedback about critical

shertages, installing a dashboard to show all factory data, and presentation of changes for optimal decision making.

As soon as the COVID-19 crisis began, Strauss Israel set up a Corona “situation room* in the Supply Chain division that included the most relevant senior
managers. The team analyzed the ongeing events and began managing the risks in the supply chain using a clear and orderly methodology. identifying risks,
assessing them, managing them quickly and controlling them. Ths later proved to be the right decision,

The situation room team identified the foll main ct

« Difficulty transporting raw materials and packaging materials Lo lsrael (as a resull of disruptions in maritime and air transport).
« Concemn over shuttering the factery, halting production lines andfor shift shutdowns in 1srael and abroad.
* Potential disruption of supply sources for the organization's factories/suppliers

« Coping with supply chain overloads in lsrael (transportation, logistical center, distribution)

In order to manage these challenges, the management of the Strauss israed Supply Chain tock the following steps:

« Support of local suppliers: We connected with all our local suppliers and gave them access to vital information bo ensure the continuity of their business
activities. In addition, the suppliers were updated about the support fund that Strauss Group established to assist them in coping with the challenges of the
new and complex reality (we support our suppliers with all our heart and in every situation).

Suppliers Abroad: We connected with all our suppliers abroad, and increased our orders and deliveries where relevant. We maintained kashrut supervision in
our factories using mobile kashrut supervision units from lsrael and sent supervisors from country to country based on the limitations of their lockdowns. We
maintained direct contact with our suppliers abroad, and frequently monitored their production yields.

* Close suparvision of delivery supplies: The delivery center increased the frequency of supervision of maritime, air and land deliveries, and even closely
monitered the state of the parts in the various countries (activefinactive). The center provided & daily overview of the number of containers, their location,
and estimated arrival in Israel. These increased tracking methods facilitated optimal production timing based on the dynamic availability of raw materials.

Supply assurance: The Strauss Israel Supply Chain management, along with the Business Unir, created alrernative production plans for unavailable products

Increased production capacity” Strauss |srael provided 2 suitable response to the increase in demand for products by adapting a varisty of products and
focusing on, among others, the production of essential products. These adjustments reduced assemply times of the machinery on the production fines, and
contributed to a significant increase in output.

+ Inerease in direct supply from fz ies to The supply of vol ic products (e g., Tapuchips, Doritos, coffee, etc.) directly from the
factories, The increase in direct supply provided an immediate answer to the rise in demand, and reduced the pressure on the logistics centers

Arranging work teams in capsules: Staffing permanent wark teams for wark in shifts (in the Factories, logistics centers, and HOJ). First and foremaost, this
aimed to safequard the health of the employess, reduce the risks of infection and infecting others, and of course, to prevent the shut-down [partial or full) of
the operational and supply systems,

. ing supply wi [ of work hours for suppliers and customers to 24 hours a day. This allowed for unloading and loading goods in the

evenings and at night, [t provided Aexibility for ta the logistics centers and distribution of goods to customers, and reduced

congastion in the supply processes.

« Advanced monitoring of supply status and service levels: Regular monitoring of inventary, supply and sales. The monitoring takes place using advanced
control systems, which display daily performance based on a variety of performance metrics (KPIs), The KPIs measured include sales categonies such as
quantity of daily aggregate sales, daily aggregate delivery rates, levels and freshness of inventory, daily aggregate returns rates, and more. These advanced
monitering methods enable us to make the best possible decisions and to improve our service to our customers, even in this challenging time.



A Partnership in the Shadow of the Corona Crisis

Supporting Suppliers and Strengthening the Supply Chain in the Shadow of the Corona Crisis

Our suppliers are integral partners in our successful continuity and maintenance of food supply and in our operational continuity. Strauss is committed to its

suppliers, and as such, as soon as the Corona crisis began, we set up support systems for them. At Strauss lsrael, we launched a 7 million shekel fund to suppert

with pr loans e, et In addition, we defined a rapid approval mechanism to assist the suppliers who requested immediate

L

payment to expedite their cash flow.

As soon as the Corona cnsis began, we realized that there were suppliers who needed information and explanations about the best way to conduct their
business during the crisis period in light of the changing guidelines of the Health Ministry and other authorities. Therefore, we provided our small and medium-
sized suppliers with a website with information and benefits. This is in addition to respending to them by telephone and ing every enquiry as needed.

In addition, several initiatives were taken in lsrael, including:

- From the Field to You - connecting Farmers and consumers through Lhe “Taste of Nature™ marketplace to support medium and small supphers during this

challenging time.

= A move to acquire small chocolate and food manufacturers to support the Confectionary Division's initiative During the first lockdown in lsrael, dozens of
packages of chocolate were purchased from small chocolate businesses, The packages were distributed to medical teams and youth institutions, in addition to

Elite candies

- Support of small dairies - Strauss Dairies launched a oo ect

to support small dairies and family dairies whose stability was significantly impacted by a drop
in consumption outside the home [dairies focused on the institutional market), a drop in the purchase of premium products, and the lack of infrastructures for
direct sales to consumers, The imbiative included a call ba the general public to buy products from these small daines, while Strauss subsidized 75 shekels of the
total purchase. In order ko ensure the effectiveness of this project, the participating dairies created *purchase kits" at a cost of close to 75 shekels, so that the

consumers only had to add a small amount themselves.

- Projects providing to our suppliers in the fields of media and production, for example, the Milky Summer Events.

Responsible Purchasing and Human Rights

Dur global supply chain includes over 14,000 suppliers of materials, products and senvices, to the value of aver $1 billion per year, and is an integral
component of our abiity to offer tasty and nutribonal food and beverages that will Fulfill the expectations of our consumers every day. The majonity of our

production takes place at our 26 Factories around the world, and is supported by an operational chain of t Ingistics and distribution to supply our
products to aur consumers.
We believe in the value of all individuals and their inalienable rights as rep 1 in the United Nations® Universal Declaration of Human Rights and

acknowtedge the importance of the intesnational frameworks for the safety and security of all girls and boys, men and women and work tirelessly to promote

and ensure full respect of human nghts and the fulfillment of related duties. “rauss duman fight Policy is based an the United Mations Guiding and Principles
on Business and Human Rights. By upholding human rights, we help Strauss Group become the first choice for employees, consumers and other husiness

partners.

We expect our suppliers to operate according to same standards of ethical activity, responsibilicy and sustainabilicy as Strauss Group. Partnership and integrity,
as well as working with suppliers with similar values to ours, enable us te gain the trust of our consumers and of our other stakeholders. In addition, we are
committed to respecting human nghts throughout our supply chain and in the communities in which we operate. We comply with the human nghts laws in the
countries in which we operate and run our business operations out of a respect for human rights and in line with the principles of the Global Compact initiative
of the United Nations, which Strauss joined in 2008. Our approach s supported by the Group's Responsible Procurement Charter (published in january 2020 -
see here) as well as by the Strauss Ethics Charter for Suppliers, which, in recent years, has increasingly been included in the terms of the agreements with our

suppliers in the Group's areas of actinty (for more, see "Supplier Commitment to the Ethics Charter®).

As part of the Group's new sustainability strabeqy, Strauss’ procurement organization set a goal to increase transparency and respansibility along the supply
chain. Among the leading projects of the past year:



Supplier Commitment to the Ethics Charter

All Strauss Group®s new suppliers are requested to sign the Ethics Charter for Suppliers. AL Strauss lsrael, 83% of the suppliers have already signed, and this s
due to the implementation of the charter over a number of years. The charter has also been used by Strauss Water, where it is included as a condition in every
new or updated agreement, and has also been widely used by the Group's Sahra and Dbela companies (for more, see the

Strauss Growp's Ethics Charter for Supphiers)

Strauss |srael has a preference for procurement from businesses owned by women. In 2020, procuremant from suppliers owned by women at Strauss
Israel was 123 million shekels, while those businesses made up 8% of all suppliers in this area of activity. Furthermore, we are heavily investing in the

development and expansion of our projects that focus on fostering female business initiatives in communities around the world (for more, see Florada,

Managing Climate Risk in Procurement

In 2020, as part of its general risk management process, Strauss lsrael started to examine managing climate risk on a geographic level, with an emphasis on the
physical threats that climate change creates for parts of the supply chain. Supply chain appointees at Strauss lsrael studied relevant methodelogies in the field
and began fermulating practical risk reduction measures, by mapping and locating additional supply sources and distributing procurement ameng suppliers
from different geographies. For example, a decision was made to add cocoa raw material purchasing from Eurepe to the existing purchasing based on crops in

thee hiory Coast, and this is partly to reduce the impact of potential climate risks.
In 2021, the supply chain in Israel is expected to expand its activities and internal implementation in this area

As part of the process of examining climate risks, we will zssess the proportion of food ingredients saurced from areas at high or very high risk of & water crisis,

Accordingly, we are monitoring procurement from Ghana and the ory Coast (cocoa), which have been identified as potentially risky

At Strauss Coffee, a similar test was carried out about water risk, and the level of procurement in countries at high risk or very high risk of a water crisis was
calculated at around 2. 7%, and therefore, the risk at this stage was classified as neglighle.

Diverse Procurement

The activities of the Strauss Israel work team, headed by the company CED, to increase productivity in the Arab saciety in lsrael, made it clear that a key
apportunity lies in encouraging diverse procurement. Consequently, Strauss lsrael announeed increased support of diverse precurement on a national level,
and, with the team, began to promote, guide and develop a platform that connects a diverse population of suppliers (who undergo a process a process of due
diligence] with large companies, with the goal of increasing purchasing from them. The platform, called Wesource, enables companies to promote procurement

from diverse entities, and thus mitigate nisk, increase matching between diverse suppliers and diverse o encourage dy ¥

and quick responses to market needs, a5 well as fulfilling the expectations of the stakehalders in this area,

Diverse procurement enables local economic development, increased growth and prosperity, while nurturing c ities and creating jobs.

As part of this process, various suppliers were identified as mesting the following criteria-

Social Criteria Business Critena

« Small and medium sized businesses « In business for over 3 years

« Owned by wormen/minorities * Mare than 3 employees

# Located in the periphery/locally « fnnual tumover of 300,000-20 million shekels

* Soco-economic model * Legally registered and pays salaries according to the law
= Employees from underemployed pof - wamen, disabled, Arahs, + Shows growth

Ultra-Orthodox. Ethiopians, new immigrants, youth with no family support o o past experience / trained by Wesource

+ Approved as a diverse business by Wesource « Active in the internet sphere



(For more about Strauss lsrael's commitment to diverse procurement, see the CEO discussing this lssue on 112 news 10 Hebrew after participating in the

"Populations Panel’ at the Israel Economic and Social Conference on December 28, 2020.)

In addition, the Strauss lsrael supply chain began a process of seeking ways to strengthen and empower its diverse suppliers, This included supporting the
upgrade of a local warehouse in Yarka, in Morthern |srasl to ane with leading safety SAP-hased food and safety s that mests the company's

g as a central h . As part of this successful partnership, the Strauss Procurement department centributed its know-how, experience and
accumulated capabilities to assist with local economic development and to provide social and business resilience to the suppliers. These steps are slated to be
expanded to additional suppliers in 2021

The following picture llustrates the success of cur warehouse project in Yarka

In the coming months, the Supply Chain will complete the Formulation of its vision for diverse procurement, implementation of improvements to the

management and control of procurement data from diverse businesses, and setting Strauss lsrael's goals for dwverse procurement

Sustainable Local Procurement

of and the local As

Strauss |srael promotes procurement from local suppliers with the view that a local supply chain beosts the .

a result, we are primarily committed ko our farmers. For example, Strauss lsrael set a goal of 20% of all procurement from local Israehi agriculture. For instance,
B7% of the potatoes used at our Tapuchips Factory in Sderct are sourced from local Farms (for more information see the Strauss Israel Salty Snacks wetsite).

The local procurement vision and Strauss' commitment to strengthening Israeli agriculture is expressed in the Tapuchips ad campaign aired in 2020 - see the
following examples (1, 2, 3).

[A wide range of locally grown raw materials

Hummus Achia (local hummus)

Tapuchips {local potatoes)

Taste of Nature Products (Al vegetables are localiy grown) |

Another example of local procurement is Strauss” ¢

resli organic hwmmus and spreads brand that is marketed in Europe. As part of the organic
distinctiveness of this brand, the procurement activity For the Florentin brand aims to reduce transportation distances and its resuling envirenmental footprint,
and to increase local

ploy in the EL 1 0 this palicy requires lncating suitable arganic supphiers in the target reqions. A clear example where,

in the past years, we moved from purchasing the majority of our organic hummus beans needed for production from Turkey to organic growers in ltaly. Another
example is the shift of part of the procurement of avocados from Mexico to Spain,

"My senze of purpose as a farmer has been strenathenad by
working with Flarentin. Uitimately, every one of these hummus
heans becames a healthy, figh-quality faod product for
consumers. | am so happy to see how my wark supports chis.

Salvatare Larenz, italy.

A5 part of our activities in Australia and New Zealand, the Obela spreats company aspires to local procurement practices, Based on a company assessment,
about 20% of the raw matenials and packaging that the company uses are produced in South Australia (where the company's center of production is located),
and over 65% of all raw matenals and packaging are manufactured in Australia. This high rate of local production saves the need for long-distance maritime
transportation and consequently, significantly prevents the emission of greenhouse gasses. This 1s in addition to strengthening and supporting the local
Australian farmers.



High-quality Coffee Beans Directly from the Fields to Beanz Café

Beanz Café s Strauss Coffes's innovative and first-of-its-kind venture in the world that was launched in 2019 in lsrael to enable consumers to enjoy high-
quality fresh coffee at home. This project provides fresh coffee beans from small, selected farms around the world directly to the home (Farm to Cup). The
beans are ground in a dedicated, innovative machine just before preparation, at the home of the consumer. This project is based on long term, Fair and
responsible relationships, and a close connection with the coffee Farmers in countries such as Colombia, Indenesia, Brazil, India, Costa Rica, and others. We
adapted the most sultable type of roasting 1o each of the unique types of coffee, In small servings. while ensuring its ulimate freshness. The project was
developed as part of the global trend of consumption of gher guality coffes, a developing coffee culture and increased interest in quality, the source of the
coffee bearns, coffes vaneties, different methods of preparation, and the people and brands behind them
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Supplier Conference

In July 2020, we held our annual Strauss Israel Supplier Conference, with a focus on small women -owned businesses. The conference was held digitally due to
social distancing requirements, with the participation of about 50 lecal entrepreneurs. The opening remarks of Strauss lsrael VP Operations and Supply Chain
touched on the importance of open dialog: listening to opinions, ideas and ways to improve our work together: and providing added value to the entire

organization. in light of the crisis and the related needs of the suppliess, tools for coping with the directives for aperating during the Corona period were

presented along with a range of ways in which Strauss Israel assists its suppliers. In addition, lectures were given by non - production p on

how to improve. with p gani. in the company $o as to provide additional support for engoing supplier engagement

The Home of the Suppliers

Within a framework innovabon and progress, in 2020, the Strauss lsrael Supply Chain developed a website to strengthen the direct relationships between
Strauss and its suppliers. The purpose of this website is to implement business value-based leadership for the company's suppliers, which will help strengthen
the relabionship and cpen and ongoing dialogue, along with providing them with knowledge and tools. This is out of an understanding that the suppliers are the
company's central partners and stakeholders, and are a wtal part of Strauss’ business activities

The wehsite offers the suppliers access ta information, know-how and tools; an open digital channel, Feedback and potential for efficiency and improvement of
work processes with the aim of improving our senice and accessibility. in addition, the website offers bransparency of Strauss lsrael’s Supply Chawn systems as

per the expectations of the suppliers, cpenness in all that is required from a business relationship with ws, and more. Furthermore, the website offers access to

infi about pi g corporate among owr suppliers

Promoting Sustainability Practices among our Suppliers

Our responstbility bo ack ethically flows throughout cur supply chain. Consequently, we were pleased to suppaort the Maala non-profit orgamzation in ksrael,

which eneourages companies that embrace corporate resp ility to promote i i small and medium-sired businesses in Israel Over the past two

years, we've mapped all our refevant suppliers, and encouraged the key suppliers to become part of Maala’s practice of reporting and increased sustainability
practices, and corporate responsibility. In 201%, 86 small and medium-sized companies took part in Maala's reporting 2nd ranking process, of which 37 {23%)
were Strauss suppliers. In 2020, these activities were suspended because of the Corona criss, but we intend to continue to encourage corporate resporsibality

among our suppliers

This activity supports 2 of the UN Sustainable Development Goals

SUSTAINABLE
DEVELOPMENT

Responsible Supply Chain leesponsibile Mark
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As a global food company, Strauss Group is committed bo respecting our consumers and endeavors to gain their brust throughout all our activities and products
‘We update our consumers ahout new or improved products wia the vanious electronic, digital, print and voice marketing and advertising channels.

Dur products are meticulously and clearly labeled, beyond what is required by law when relevant, and always provide accurate data about the product’s
nutritional valwe in order to enable the consumers to make informed choices. Following any adjestment to a product’s ingredients, clear information about the
changes are displayed on the product packaging. Strauss Group complies with the product labeling laws in every market in which it operates, and enlarges the

Iabeling print when the packaging permits, in order ta make this vital information mare accessible to cansumers

Promoting a Responsible Marketing Approach

The way in which we market our products influences the way in which people consume food. As part of our ibility to wous nutrition, we

voluntarily created our marketing charber in lsrael, which includes a commitment to the following

+ Encourage use of positive messaging and promaote a positive social impact via our brands.

+ Avoid advertising and marketing aimed at children under the age of 16 in all medsa channels.
= Avoid distributing marketing matenial at schools or i their vicinity,

» Cancel the use of gifts targeted at children in prometional packages.

* Encourage inclusion by avoiding gender stereotypes in our products

= Fosber a conscicusness of inclusion via our marketing communications,



il ations in ychi

In addition, cur marketing charter requires transparent product labeling: ethical, truthful and resp |

ing our producks:
and guarding the privacy of our consumers. Since we began implementing this new approach, we stopped included gifts of TV characters in our product
promations, stopped using gender-specific packaging (such as white princesses and white superheroes on our Actimel products), and we moved key nutritional
labeling to the front of children’s products such as the Gemadim products. Just as importantly, we included these new directives in cur marketing and

advertising processes, so that right from the planning stage, our respansibility to our consumers is front and center

(For mare information, see SErauss Group's fespo harter]

In addition, Strauss lsrael and Strauss Water are signed on the Marketing Charter of the Manufacturer's Association of lsrael's Food Industries Association, and
an the charber of the lsraeli Marketing Association, which deal with the principles of responsible marketing

In 2020, there were no i of non il with industry guidebines or local ding labeling or marketing processes at any of Strauss’

companies around the workd

Based on the Responsible Marketing Charter, Strauss avoids targeting advertising at chaldren under the age of 16, In every marketing initiative, where media
planning ard buying is carried out based on the characteristics of the target audience, we avoid specific exposure to children under the age of 16. For example,
Strauss |srael targets all its advertising at adults, and not at children. In TV advertising, placement of ads is scheduled to avoid the viewing hours with a high
propartion of children. When advertising digatally, the algonthms are adjusted to remove children as potential campaign targets, based on their browsing
cookies, It must be noted that Strauss Water deviates from the charter in order Lo encourage children Lo drink water, and in the past year, van an educational
campaign via digital media {on the Instagram and Tik-Tok platforms) highlighting the positive health benefits associated with the campaign bo encowrage

drinking water

Consciousness-building Marketing - Promoting Diversity

As ane of the largest advertisers in lsrael, Strauss understands the responsibility we have Lo encourage values-based thinking and conscousness. Consequently,
we include messages that correspond with our vision and values in our ad campaigns. We are careful to include spokesmodels whe represent the full rainbow of
the communities and populations that comprise the fabric of society in the countries in which we operate, in order to instill the message of divessity and
inclusion. For example, in the Danone PRO brand campaign in tsrael, people from different communities are included. The brand also provides support to
Paralympians in lsrael as part of its sporsorship of Olymplc athletes. In 2020, Sabra included der spok lels in its national paign as part of the

company's and the Group’s (1

In 2020, Achla Salads decided to change its long -time advertising direction. For many years, the entire salads category conveyed & message of “authenticiny™
that often included ethnic/gender stereotypes. These ads were characterized by men of eastern decent or Arabs presenting the hummus products, and there

was virtually no female representation. The women who appeared in these ads also ypes that typify | perceptions of family. The
brand chose a spokesmodel (actress Liraz Charhi) who helps to convey the message of diversity and breaking the social conventions that inhibit inclusion The
current campaign represents Strauss’ approach to the values of diversity, inclusion and empowering businesses owned by women in the food sector and in

general,
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An ad that received high public acclaim was the Symphony brand campaign that showed a same-sex couple in a common everyday relationship situation of

choosing what out of a wide range of products to buy in a supermarket, while ane member of the couple isn't present. The campaign hints at the connection

between launching a new range of flavors of the well-known cheese brand and the diversity in the different communities in which Strauss operates.

— This activity supports 2 of the UN Sustainable Development Goals
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A o thie sad of 7020, the Strauss Gronp Board of Duectors had 13 membees, of which seven ars women Sone of Ehe membses of e board have s ssoosd

s nansger

Strauss Gooup Besides Ui Clallperson of e Board, sight ditectors were defined by the comparmy as having espertise B aceounting and

Mnance as per tho company’s regulations

n 2020, one director resigned, and one director was appointed to the Board of Directars of Strauss Group. Thers are three external directors on the board, and

ane addition: mbers of the

fependent director, so the number of independent directors who serve in the company stands st four The need to recruit m.

Board in an opportunity o add new skills and to ceate 8 divesn, optimal composition. Th task of selecting and sppeinting o @nrckar s an engoing process,

wehiie:h Fesc i alsi o assi that ar

it crily

14 the speecific o 4t comnprosition of B ertine boacd The aim ol s process s b e

Any given time, the Board of Difectors is 1or Bors with divessa ¢ and talents, who are able o officiontly cope wAth the business and

strategic opportunities, and the challenges facing SErauss Group. The recrulbment process takes place with Full transp ¥ bowards the and
includes internal and external communication of the process, and of the profiles we are lsoking For. In order ko expand the search parameters to bring about
areatsr diversity in the composition of the board, we contact o wide range of stakeholders including leaders in various sectors, as well as using the services of

apeciatized rec

sibment agencies. The newest members o the board, who was sppoimted in 2020, brought wikh her extersive mqensnce in b Relds of

strabegy, technelogy, misrketing and qlobil management

W el Lo o processes regarding the composition of the board, we work intersively in the Beld of ditector Eraning, fronm on-hoatding new direceorns to
enrichment and updating processes for incumbent directors to ensure that they become very familiar wath the company, the business emarcnment in which it

operates, and the demands and expectations we have of them

af

With e gesal oF anseasing ancd rvireg Ui effiec iy wel i welf-

saanel s wikk, s carty GUE sl - anamam T e

asseas salEar e Khe elfectiveness of the work of the board, the committees, s the

ik priocess guided by an eapert o

aim Ehe LS. The process exanm

tTeaders

Ip oF the chairperson of the board As 3 product of Bhe process, an act mss OF Ehe board was Formislated

s plan bo improve the effective

For more infonmation abeut our new board members, please see our website: [

bion about the Board oF D

Far more mFor

cearn, plemnn s s webisbe

The murmnlsers of the Board af Dt

Uy ugscliated aliout the Groupts aceivitios, and anm Garmilias with cur work anid business status, se bhat they can

o bively COnDHbULe £0 e ereation of value For i Group and its stakoeholdars i th leng Lenm. In 2030, a8 a st of th constaints of e Cormna criss,

Board's ackivities were manty canmed out on digital platfo

5, |0 & peried of uncertanty and rapid changes, conlinuous on-time reparting and updating ans

. We imp the ‘s reporting systems, the scope and freq v of updates to the board,
in order to give the board a broad picture of the developments both within and outside the company. The b

wdl sbepped up to support and assist the

mAnAgEmEnE Wi sel up an a6 Boc committes of the Do of Dire

= 10 closely assisk the management in every aspect of the csis - sk managemen

ments and updating the company’s wark plins, proteceing the hanlth af t

mmiloyees, HI, and cashilow mansgement 1n addition, we mcrossed the
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trequency of
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This activity supports 3 of the LN Sustainable Development Goals
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Strauss sees great mportance in ensuring the implementation and assimilation of the ethics infrastructure, which demonstrates the company™s commitment to

ethical conduct, wakues and transparency, while also being e key building block of tust fon oo employess, consuiners, investors, and comimunity partners n

2020, we finalized the process of af our ethics ture and imp our updated Code of Ethics, a series of position papers on substantive

issues For our stakeholders, as well as updating our work supporting procedures and our ethics hatline. This update was based on & re-examination of the
substantive issues that reeded Lo be included in the Group's ethics lramework, and was in sccordance with the main changes Lo business, society and the

environment

Strauss’ new

< represent the Group's standpoints and prinaiples on a number of core issues, including human rghts, diversity and inclusion,

product safety, i | Lainability, it i tainabbe raw Is, health and safety, investment in con

unities, and

animal welfare, as well as serving as an updated policy on preventing brbery and cormaption and protecting privacy.

Implementing the [ Ethecs and thee policy papers was carmed out using implementation tools and an extensive training senes, along wich widespread

communications In lsrael, a new tutorial was developed along with upgrading the Ethics Trustes infrastructure at the different sites, in order ta deepen the

knowdedge in the units and ensure responsveness

At the Coffee Company, Lraining was run by HR, and tests were given on the content. In addition, a new system was implemented to brain employees on ethics
prnciples, compliance and guidelines on data protection and privacy, including tests on the material At every site in the Group, the physical ethics stands were
updated with the Codes of Ethics in the languages relevant to each site.

This activity supports 1 of the UN Sustainable Development Goals
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Prevention of Corruption

A5 a global company that operates in over 20 countries and employs about 16,000 people, Strauss Group has a very wide reach. Therefore, we are obligated to
ensure that our business activities throughout the world are carmed out in line with highest moral standards, and that we prevent potential risks associated with

corruption.

Strauss Group complies with all laws and regulations for the prevention of bribery and corruption applicable in all our regions of operation, including the US
Faoreign Corrupt Practices Act (FCPA, 1977) for the prevention of corruption abroad, the British Bribery Act {2010} for the prevention of bribery, and other laws
and regubations. Vislation or alleged violation of the laws for the prevention of corruption could result in damage to the reputation of Strauss Group and te its

and could eulminate in p h by faw, including y fines ar Wialation of ¢ Iaws wall lead
te significant disciplinary action being taken against employees, that could inchude dismissal (for more see the Group's

Charter for the Prevention of Bribery and Compbion). In 2020, no significant instances of cornuption or bribery were reported in the Group.

Ethics, Compliance and Prevention of Corruption

‘We make every effort to comply with the laws and regulations relevant to our activities, as well as with our organizations internal standards, in every country in
which we operate. Strauss Group managers are responsible for adhering to the enf plan and

o g Lo the gers and directors, or bo the Board
of Directors accordingly. Strauss Group®s intemal controller performs regular reviews to assess the scope of the implementation of the company’s enforcement
programs.

W work according to our Code of Ethics, avadable in 11 languages, which quides our employees on the hehawors that are expected of them as a member of
Strauss Group. All new employees undergo training on the Code of Ethics, and all emplayees receive bi-annual refresher courses. Each business unit has an

Ethics Officer who is the point of contact For empl and reports on suspected ethical il The Ethies Officers run local ethics courses and

make sure that employees work according to the procedures.

W run our business with integrity, without resorting bo bribery, Therefare, we will not receive from or give to any person, directly or indirectty, anything of
wvalue with the intention of receiving or granting an advantage thiowgh misconduct or any other unfair advantage.



Relevant employees participate in training on Strauss Group's anti-bribery and cormupbion policy, on specific policies, as well as on specific procedures on the
subjects of giving and recaiving gifts, donations and contracting via third parties who act on our behalf. The training includes a frontal class, enline training and
reqular updates,

The hotline for reporting potential violations of the Code of Ethics and/or laws that the Group is subject to, was established in 2009, and has been run by an
internal controller since January 2011, We encourage Strauss Group employzes around the world te submit reports via the hotline, without fear or retribution.
As part of an upgrade of our ethics infrastructure, the hotling platform was updated, including making the website easy and convenient to use and available to

all employees in a number of languages, supported internally In 2020, no calls to the hotline were received

We transparently report on the influgnce of gur activities in this Sustainability Report, which also serves as an annual report on our progress in the United

Nations' Global Compact. We believe in P y towards our and in providing all the | ion they require to make informed decisions

regarding Strauss Group. From time to time, we publish additional reports or local reports.

Protecting Personal Information

With the entry into force of various data protection laws, including the General Data Protection Regulation (GDPR) in Europe and privacy requlations in srael,
which set strict rules and limits for the collection and use of personal information, we analyze our activities to identify the changes that will be required to
ensure full compliance. In 2018, we defined contractual and administrative frameworks to ensure compliance with information privacy requirements. In 2019,

the implementation process, including writing procedures and policies on the subject, was completed, while compret training for hundreds of employ

in positions affected by the i ion protection law requi was 1. In addition, we strictly apply the Strauss Group Information Privacy

Charter, which sets out the basic goals, expectations and principles that reflect Strauss's approach to information protection and privacy. (For more

infarmation, see the Strawss (i tion and Privacy Charter)

Protection of Private Information

In line with the global emphasis placed on the protection of personal identifying information, we act and continue to work towards implementing the field of
privacy proteckion in the company, including formulating policies and procedures on the subject, requinng suppliers to commit to personal privacy standards,
and conducting training of employees in roles impacted by legal requirements and privacy protection requlations. In addition, we are rigorously implementing
the Strauss Group Information Privacy Charter (for more information, see the Strauss Group ).

— This activity supports 2 of the UN Sustainable Development Goals

SUSTAINABLE
DEVELOPMENT

GOALS [eo) K%

€ Ethical Infrastiucture Update Praventing Corruption General Risk Managenan
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= Practice Good Business

Creating lImpact Through FoodTech
Innovation

Responsible Supply Chain

Responsible Marketing

Ethical Infrastructure Update

Preventng Corruption

General Risk Management

Strauss Group lommulated official and unified policies and procedures in the area of Enterprise Risk Management (ERM), based on the COSD sk management
methadalogy The policy is based an s relevant benchmark and recognized madels as well as on tallor-made adjustments to the organtzational and cultural
struchure of Strauss Group.

The Group’s sk : vision is to ae taking rasks while ap ging those risks, and is characterized by the following
principles

= Risk management as a *ling” process embedded in ongang business conduct

Taking of business with proper sk decisien making support

Maintaining & proper and strong risk culture, bypified by the “tone at the top®

= A corporate structure that supports executing the work framework

« Continued development of the leading risk management framewark in lsrel, while adephing relevant aspects of global industrial practice

Strauss Group camies out annual and multi-year risk mapping processes, while the risks are dwided into the primary groups of- financial, strategic, operations

and compliance, as well as secandary risk groups including risk associated with the Group's activities in the spheres of quality and Food safety, consumer

trends, production, regulatian and mare,

Risk management procedurss ak Strauss Group includs and Fisk {earmied out In annual and M- year processesl,

manitanng control and reduction (carmed out en an ongomng basis) and reporting to the management and Board of Tirectors of the Group at pre-arangod

tumes b addition

e Group lsunched s taining program on the b

i of risk management and set up a monthly risk forum on the HQ and subsidiary Tovels as

part of an overall process to strengthen the risk culture in the Group.

s part of the everall risk managemant process, th Group defined the probability of svery ek and its severity on o scale of 1-5. Risk severily wis dotermined

by multiplying the kevel of impact by the degree of probability, taking inte how the risk matenalices (velocity). The degree of severity was divided

nta three management ranges: low {1-2): medwm (31 and hgh {4-5), on the

pany's rsk matrx. A, plan is relative to any

sk identified as part of the overall sk Mmanagement process and requines management

Reparts shout emerging risks and the actions to mitigate them are provided bi-annoually ta the Sroup’s management and to the Group's Finance Cammittee,

and annually to the Board of ieectors

— This activity supports 2 of the UM Sustainable Development Goals

SUSTAINABLE mrmcan
DEVELOPMENT  [LLar-t5i

Gi:ALS [fe'e)

| CorpL General Risk Management
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Supparting stakeholders Supporting Strauss People Supporting Suppliers Mnm Continuity Supporting Commillnities “Doing Good, Tegether™ Community events

Unexpected global events such as the Corona crisis, which have grave impacts on ic, social and e | systems, compel us all to unite, to

support and to aid in coping with the situation. The challenges we faced in the Corona waere complex and d

anow to

handling of this situataon.

AL the outbreak of the pandemic, we understond the necessity of adapting our bebavion, and we immedistely book steps to Formolate s sction plan. We

facused our efforts on maintaining business eontinuity while meticulousty safegquarding the health of Strauss men and women In parallel, we took seeps

ding our external because the pandemic did not ignore a single segment of the population.

As early as February 2020, we adapted our work plans in order to maintain business and operational continuity. AL the same time, we Fformulated a stuctured

and arganized aperational plan vis-A-vis all aur stakeholders: first and Foremast, our employees, the heart of our as well as the that

surround us; our suppliers: our stomers: our food eco-systam

Protecting our employees

Protecting our suppllers & customers

Protecting the food Eco-System
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Supporting Strauss People

Supporting stakeholders Supporting Strauss People i i Business Continuity Supperting Communities "Doing Good, Together™ Community events Good Heslth

When entire towns in which the families of our employees live in tsraed, such as Deir al-Asad, Bi'ina, as well as other settiements, went into lockdown for first
the first time, we sent food baskets to our employees' doors, mainly during the period of the festivals of Pesach (Passover) and Ramadan, During that time, our

employees’ needs were real.

AL that time, we also noticed the distress amang employees whose spouses had been dismissed from their jobs, or put on unpaid leave, So, we set up a Corona
Fund, to whech employees could turn to request various types of assistance - changes in shifts, payment for habysitters, and even monetary grants. 250 of the

290 (86%] of the requests submitted by our emp were app d. The grants from the fund were in the range of 1,000-5,000 shekels, and in total,

qrants were given to the value of 500,000 shekels. The employees wha began workang From remate, recetved an 800 shekel assistance grant from the Fund ta

purchase office equipment for their homes.

Moreover, in order to assist the employees in coping with this stressful period, we increased the awareness of mental health and we provided professional
counseling and subsidized psychological treatment to those who requested it, along with a program for a healthy lifestyle. We also supported our employees by
adapting all our welfare actities for this penod through remote events for our employees and ther children, such as workshops on parenting and on
appropriate economic behavior, events, shows and more. Throughout the yeas, we orgamized dozens of virtual events, work milestones, team-building evenings

and lectures.

Throughout the Corona crisis, we made sure to maintain the numbers of our employees and we even continued expanding and recruiting new employees.
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Supporting Suppliers

Supparting stakeholders Supporting Strauss People Supporting Suppliers Business Continuity Supporting Communities “Doing Good, Together™ Community events Good Health

Our suppliers are integral partners in our successful continuity and maintenance of fead supply and in our sperational continuity. Strauss is committed to its
suppliers, and as such, as soon as the Corona cnsis began, we set up support systerms for them. Ak Strauss lsrael, we launched a 7 million shekel Fund to support
our suppliers with pre-payments, loans assistance, etc. In addition, we defined a rapid approval mechanism Lo assist the suppliers who requested immediate

payment to facilitate their cash Row.

In addition, several initiatives were taken in Israzl, including

» From the Fleld to You - connecting Farmers and cor

urmers through

the “Taste of Nature” markatplace

* A move to acquire small chocolate and food manufacturers to
g

suppert the Co tionary Division's init

Sugpert of small dairles - Strauss Dairtes lnvested in a project to

suppert small dairies and family dairles whose stabilicy was

significantly Impacted by 2 drop in consumptlon outside the home

# Projacts praviding employment to our suppliers in the fields of media

ana production, for sxample, the Milky Summer Events
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Business Continuity

-

Business Continuity ' Supporting Communities

#s soon as the Corona crisis began, alongside the health of our employees, we focused on the effort to maintain our production and Food capabilities for our

customers around the world, all while demands were increasing as more and more people remained at home,

An E y Steering C was established in the Group to manage the crisis, headed by the Group's VP Technology. In each of our subsidiaries, a

;

steenng committes was set up that regularly reported to the Group as part of the risk v process, The ¢ and the teams quickly formulated

relevant wark procedures, reqularly communicated updated directives and contrals to the employees, implemented work standards in lkeeping with the
limitations of the pandemic with signage and dedicated systems installed at all sites, and established mechanisms for the immediate and effective handling of

cases of exposure of employees to patients diagnosed with Corona, and mare.

In parallel, the Information Systems division was recruited to assist with the required infrastructures for this massive and unexpected transformation, in order to

facilitate Full business continuity.

The Corona crisis and the increasing demand for food at home, emphasized, more than ever, the need for inr

in the food sphere, and optimally

adapting it te various commurities and pepulations and changing life situations. One of the most relevant examples in the Corona period is the limited editions

that were launched in 2020 by the Actimel (Danone) brand, that included Vitamin C and D, to strengthen the body's natural defenses.
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Supporting Strauss People Supporting Suppliers Supperting Communities “Doing Good, Together” Community events

Straiss Grou, Siruuss laral and Sliaiss Wills: essited [ uatioes comimundies 7 wWhich the company operees. We adjusted Uhis sssistancs Lo Uhe reeds hat chrged Wih the differsnt wiey of Coroni

Suppact Inchuded o Aanateny b the ey, whs weim &

mpcsi by tha pandamic, mong with denations to medical teams that were on thi front lines of tha Nght sgarst Cerra. In e sammar of

2020, w Increased Gut SUPETT of Famiies that wero Tacing masona GITeullss m a ¢ unBmpoymEnt and the continuing eca criils. Albng WK sSstannl food dorasions, we alkg Famecssd our
techrchogy Lo fight i pandamic

Bralstance for Senler Cltizant in Newsd

I b, Strawes bramed s with B Latut prganizatssn and te limel Assocation ol Community Centnrs in a0 affart to assist this pogilation. Atead of Pasach (Fassever) anid Ramadan, 4,000 Tocd baskats
wern cletribubed b senikrciaens i) need I tha |awish and Asab communites Bofore the festaal of St (Tabermaces), Straucs, along with the Food industries Association, iniiatad and was one af the
Ioachn. of i pouri pragect of about 50 companies disteibuting 10,000 pddibane facd baskets bo tha sidety

On Rosh Hashanah (Jewish Hew Year), we joaned the social impact project ealled “Sweet for the Soul” (Matok Le'neshama). Within the Framework of this
project, people received home balkang kits to prepare 450 cakes and baked goods, which they distributed to the elderly. In addition to material assistance,
Stravses employses volunteered Lo assist the elderly going through emotionsl difficaltes. About 70 Stracss emplogess uwluntesred to hold “happy calls” with
seor citizens living alone. Furthermaore, 850 Strauss- made cakes were donated to Helocaust survivors as part of the “Memones in the Living Room ™

(Zichronot Be“salan) inibative

St

Good Health




Supporting Medical Teams

In March 2020, d the first wave af Corona in lsrael, Strauss

launched a Far=réaching campaign to donate packages to
miadical teams in hospitals around lsrael, and to the teams and

vl

sl the Magen David Adom (MDA} ambulance sendce

an 70 madical institutions and

The packages reached mare th

MDA centers throughout lsrael, and about 5,000 members of

medical teams, voluntoers and cther support staff onjoyed the

conmpany's products

s Ty 0 £

It Mo rnibes 3020, Stemuns e Furtbes dost ot Ieranl rs achidis Stemums Wiater inatalled 37 Weates Bars for e by

al ety b1 Coeora wisrds in Rive hospitals in bsast

Ir China, Strauss Water, along with its local partner Haier, worked to punily water in vanous commnities during the crisis. This included donating wates

sysken

to hospitals in Chana, and sewage systams to local villages

AL the saie e as thie Corona pandeimic wis faging in 2020, karge reglons of the world had o cope with haimicanes that et oy citizens without a reaf over

i Wl T operabes Mast of e werk was

Dk Bl OF biasic focutithes Stoauss ColTos Stopmd up Lo ARGl et of Chie disaabm i B commr
concantrated i Honduras, wiich was badly aTected by Hariesns BB and Hareans lota Th company also provided Families with sugplies Dy needad —

water, food, mattress

s clothing, blankets, alcohol/gel. masks, et Furthermore, in order to assist with a return to normal, donations were collected to

p Basic ¥ such as ovens, raffigeratons and bads

Additional Assistance in Closing the Food Security Gap Support measures for
additional populations:

= Strausa continued bo provide ongoing support to the Latet
organizaticn. This support included providing thousands of products

ABEUL L Bupire Lo Autist BUELIKILOAE in N

nations ta additional poputatic

tance and chapglng needs

tributed to various retinemen
Badouin community of Rahat (in collaboration with tha Ajsec

organization), and ta the israel Celiac Association

= 75,700 Foad ba

fetn ware danated during the Fastivals in

collaboratian with tha Latet, Pitchon Lev, and Ear #i;

Tram the Leket

arganizatans, ms well as froit and vegetable packag
Izragl organization. 5,500 families enjoyed a variety of Strauss Dairy

products sves the course of fivie manths
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“DoingiGoad, Together”

Supparting stakeholders Supporting Strauss People Supperting Suppliers: Business Continuity Supparting Communities “Doing Good, Together" Cemmunity events Good Health

The economic crisis that accomy the Cormna f = resulted in o sigriticant increase in poverty levels i lsrael and other countnes According to the

Albernabive Poverty Re stek prganizaton, over 420,000 new households in tsrael (over 38% of all Israeli households) were affected by economic

hardships. The tsraeli middle class shrunk, while many tsiashs dropped on the socio-economic scale. According to thas report, over 10% of kraeli households

were forced to Forego Food duning the crisis, and about 23% of Families live with a lack of Food security

Lack of food security is the mast drastic sign of poverty, expressed by a lack of econamic means and the regular access to basic food required for a balanced

and healthy existence. The outhreak of the Corona pandemic expanded and exacerbated the ack of food securnty in larsel

One of our main efforts to deal with this societal problem is the *Doing Good, Together™ initiative, in p hip with the Latet org 12,000 Families,

most of which never needed assistance before Corena, recenved food security assistance. These families were given digital smart vouchers tor purchasing

Strauss products at lsrael's leading food chains For four months from September tll December 2020

oy yren s was in direct touch wath every Family, and via the
vouchers, enabled every one of them to choose the Food that

'\'/' = was maost appropriate Far them, including healthy, fresh and
LATETRNY nea uhnf 110 YNaaY even indulgent options,

— —
207101
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Supporting Strauss Peopls Supjasting Suppliers Business Continulty Supperting Communities "Dolng Good, Together" Community events

Examples of Strauss CARE 2020 activities:

Strauss’ global Social Responsibility Week - Strauss CARE - enabled Strauss employees (o reach out, get to know and contribute to the different communities in
our area of activity that nesdod additional support in wake of the crisis. This year, Socal Responsibility Week also focused on Straves’ core business and o

central themes - corscious nutrtion and a healthy lfestyle in various communities

Examples of Strauss CARE 2020 activities:

= = Support for farmers and gathering crops in cpen felds
« Packing 4,000 food baskets in food banks and distnbuting them to families in need, in partnership with Leket bsrael, Pitchon Lev and Latet.
= Virtual sctivities with senios citizens living alone.

= Onlig butonals on balanced diets, healthy ifestyles, g andl mistual resp ¥
= Activit For

ppRorting needs of various global communities.

i

CARE

it ey

Community. Activity. Respansibility > Engage

Milky Summer Activities and Positive Impact on Stakeholders

Al Strauss, we advocate the of vArious st and having an impact on as broad circles of influence as possible throwgh o

actnibies. One example o the Milky Sy

st and hiow we madified it to Corona constrants. Families in Israel wers offered the chance to enjoy o vanety

of events ak drove-in which to the Corona of the F was offered at a symbolic cost only, and
thia indtiative efferad work and a livelihnod to dozans of stage workers, artists, production people, advertisers, and more - sactors that ware particutarty hard bt
by Corona mstrictions. in addition, tickets were donated to the Families of medical teams as a token of appreciation for their dedication during the angoing

crisis. All proceeds of the events were donated to Latet, for the purchase of food baskets for Families who Fell wictim to Corona.

By the end of the Milky brand summer initiative, 1% shows had heen staged that provided work for about 130 peaple from the stage and production world and

over

000 messengers, and danations of many food baskets
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Supparting stakeholders Supporting Strauss Peaple Supparting Supplisrs Business Continuity Supparting Communities Community evants Good Health

Strauss developed and donated disinfiect cleyices

c spitals
Strauss Water developed a groundbraaking device for

sterilization and disinfection of equipment for megical teams in

cpitals. The device i based an the disinfaction capability o

the UV bull in the company’'ds water bars. The company adapted

its disinfection capacity by modifying the number of bulbs and

the wavelength. These adjustments proved highly efMicient
i= on tha

espacially In sterilizing pathagens, with an emp

Corona virus. The device proved itselF efective in slerilizing
medical equipment such as spectacles, stethoscopes, mobile
phones and protective masks

Use of the device significantly reduced the risk of transmitting

the virus to those that the medical team came into contact with

after working hour ing their Far

Health and Innovation Around the World in Time of Crisis

T Seoracies company (the joint venture of Strauss Colfes and otter partners) slso adapted ks business to 2020 hygene challenges. As soon as the crasis

Disgan, e compary converted Tt Nova Factory, which geserally manulactses colfes flters, o produes disposalibe masks. This trans! wias Loy ot of

& recognition of the hardships the disad: ped lation in near the site in Bio De Janeiro were trying bo cope with, including o =hortage of

basic hygiene supplies required to prevent infection. 3coragses immediately set up a partnership with a local g (Ahistrom- L P gin

fiber-based solutions and products. The company suppliod the Nova factory with raw matenals for the manufacture of protective masks. At the mnitial stage,

the faetory produced SO0.000 masks that were distibuted bo oeside s Midigal and Rocinha quarters of metrapoltan R de oo

AR
i
=
—
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Michael Strauss 1934-2020

Michael Strauss i es from b A Letter Maneging Abaut the 2020

Chairperson of the “ stai :
1934-2020 Board from the CEQ 5 Report

e world
& environment

t
ogether. Together fora

Michael Strauss

This year we lost Michael Strauss, who was one of the founders and developers of the food industry in lsrael, a second generation founder of Strauss Group, and
along wath his great love for the industry, dedicared the last decades of his life to public and social service

Througheut the years, Michael saw fit to not only promote Strauss, but alse its business and human emvirenment, out of a belief that a fruitful business
enviranment creates true value. Out of this belief, he always acted on behalf of the welfare of the farmers, i and the ¢ ity at large.

We, at $trauss, parted from a man whe shaped the company i his image and over many years, was a leader who paved the way For us, on a path on which he
labored his whole life to ensure that the company his parents founded would continue te grow and succeed, have a positive impact, and care for people. We are

committed to conbinuing his journey into the future.

May his memory be a blessing
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A Letter from the

Chairperson of the Board

A Letter from the Managing y Sharing Wealth AL Aqainst
Chalrperson of the Pl Sustainabllity at Abofts with our Performance Data peRa0 Hreres

Board e Strauss Group b Stakeholders Rapurt Targets

Michael Strauss
1934-2020

This past year has certainly been unprecedented and unusual in almost every aspect. Concepts that used to enly be in the domain of the medical and biological
professions became common discourse. We all became experts, talking about the effectiveness of the vaccine in reducing the viral load, calculations about
mortality rates, correlations between lockdowns and the drop in hospitalizaton admissions. The COVID-19 pandemic took aver our lives and the public

discourse, and it seemed that somebmes, important subjects we would deal with as part of our normal routine, were pushed aside until the chaos passed.

But, in fact, even though it seemed that everything stopped, life has its way to keep on going. The year dealing with the COVID-1% pandemic was also a year in
which we all, as individuals, a society and as a company, extensively dealt with issues of personal reckoning and of vision. It was a year that enabled us to look
Inward, to hone our thoughts about what separates the wheat from the chalf, about what is truly impartant in our lives. We thought about what It is that makes
us happy, about what 15 good for us. We contemplated on how to create stability within the chaos, we searched for foundations to lean on, and mest of all, we

wanted certainty
We, the generatien that was used to talking in terms of progress, ion and positive found {ves in a state of reqg - it seemed
that life was coming to a detill, and we experienced true exi l Fear - we wanted to make sure we will be able to support our families, and to be able to

put food on the table and feed our children. In previous years, when we talked shout sustanability, we were privileged to mainly discuss the issue saving the
planet and our environment, as everything else seemad quaranteed, this year, for me, the term “sustainability” took on a much wider and deeper meaning: Our
health and our existence was being called info question.

From now on,

ity is not just the wellbeing of the planet, rather also the health and wellbeng of people. The Coronavirus taught us about the clear
connection between the health of peopie and animals, and the vitality of nature's resources. This year taught us that one cannot be advanced at the expense of
the other. On the contrary, true sustainability preserves the value chain and the health of the people that drive it. Sustainability is essentially our ability to find
the balance that will enable us, as a food company, te continue to feed the world's population with nutritious, healthy, high quality food that's accassible to all,

without damaging the life and natural resources around us.



The discourse about sustanability must ead us on  jourmey of creating & healthierand safer future. Ths misson can onlysucceed from a place oftrue
coopeation beween al sectors, countris and those who aperate in the public sphere. The Caronavirus vaccine i an exampl of a result of ths kind of
cooperation, hich s no s than a ing mirace - vaccine that was produced and marketed withinlss than a year, whilethe pandemi continued to spread

around the workd. The vaccine i adivect result of an unprecedented partnesshipcreated for one purpose - eving humny.

When m latefather, Michael,Founder o the company, was asked what kind o company e saw Straussbecoming, he emphasisd the importance o caningfor
others, acknowledging our impact onthe environment, and how impartant it i to maintainthe connection with the communiies i which we aperate It was
important b him thatwe preserve our unqueness and our togetherness. To me, this s everything, these e ourFoundation, and we continuetostrengthen

them and to grow from that place. Me, personally, and us, as a company.

| would ke o thank everyone n the company who warks everyday,every hour, hand in hand, o support our basi o existence - the ongoing,safe and
responsible supply of heathy and nutrtious food Fom the famto our customers” tabls around the world. Thank you. You help us e the best version of

Ourseles.

Yaurs,

(fra Strauss

.Q)UM
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A Letter

from the CEO

E = ALetter from the Managing Sharing Wealth e
Michael Strauss A Letter Sustainabilty at itk olie Performance Data About the 2020 Progress Against

o nts Chairperson of the g
1934-2020 Board from the CEQ e Crci it Report Targels

2020 was a tumultuous year for all of us. Challenges we have been Facing for a long time, such as the climate erisis, inequality, discrimination, loss of brust, and
social injustice, have only intensified. The COVID-19 pandemic plunged the world inte ongoing trauma. Uncertainty, event chasing event, quarantine alongside

vaccinies, fake news and lies alongside science and k e, exp qside solidarity, despair alongside hope.

The past year has sharpened our understanding of just how pivotal our role in the lives of pople is. The rele of food is to bring joy and confidence. The power
of food and drink lies in its capacity to form a bridge between people. The meaning and importance of healthy eating and maintaining a healthy festyle for
physical, mental and resilience of us all.

Life during the ongeing crisis erystalized the deep meaning of sustainability, The COVID-19 pandemic serves as a test for businesses, governments,
communities and people around the world. It has completely changed the way we wark, buy, learn, and manage relationships and collaborations between
people and groups

The values and vision that have accompanied Strauss since its inception have guided our management and team from the onset. We pledged not to let the
mask cover our eyes. At the start of the orisis, we designed an impact policy that correlates to the “new normal”. We decided to continue pushing for

Wp n gside this, we realized that this is the time to increase and deepen our investment in the communities i which we operate
and support the food eco-system to maintain its resiience. First and foremost, we focused our activities on our peaple, espedially those at the forefront, who
dedicated themselves every moming to a tremendous sense of purpose, maintaining business continuity and creating confidence for cur consumers and

suppliers.



During 2020, we led collaborations with large food banks and developed innovative ventures such as the ‘Doing Good, Together' venture, for tens of thousands
of families significantly affected by the crisis through our wide range of customzable products. We have created collaborations to promote ventures that
promote inclustve employment, based on our understanding that the weakened populations in this pandemic have become even more weakened, and the only
way to recover is by way of inclusive recovery. We have assisted our suppliers, farmers and manufacturers, with the understanding that we must strengthen the

food ecosystem.
AL the same time, we made sure to look beyond the mask.

We understood how important it is to produce a long-tem channel that will allow us to strengthen our impact in creating a better future. We have refreshed
our ethics infrastructure, buil a long-term sustainability strateqy and set ourselves ambitious goals in the field of mindful nutrition, sustainable value chain,

water, environment and packaging, diversity, equity and inclusion, impact and many other issues,

We have deepened our investments in FoodTech and innovation with the understanding that the world must develop a stronger food system, and advanced
technologies will help s to create better food through better industry. Food that will be tailored to the needs of diverse populations.

Sustainability is just one step in an endless journey, and we understand that our success as a company and the prosperity of the communities in which we
operate go hand in hand. Successful companies must do more than produce profit. They must create value and improve the lives of thase they influence. This is
our vision. That's what we do.

| fieel fortunate to wark alongside women and men who are so committed, driven by a common purpose, and understand the magnitude of our respansibility,

and the value we at Strauss strive to create for the world. | want to thank our stakeholders who help push us Farward all the time. You make us better,

I hope you enjoy reading,
Glora Bardea,

CEOG President, Strauss Group
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About the 2020

of 2 new ility strateqy for Strauss Groop. After assessing and identifying the global trends, and analyzing

the United Nations’ Sustainable Development Goals, we focused our key areas of influence and defined where we have an intinsic impact and can create vabue

W identified the topics we would cantinue with and in parallel, we chase areas of activity where a significant leap Forward is required, while the whole process

is influenced by the main mission that we've taken upon ourselves - o be a company that improves the lves of people

The COVID-1% aur ing of the of running a of planning products and relationships

with the people in the company, with o suppliers and everyons who is part of our ecosystem. The pandemic strengthened our approach Lo mutual

respansibility. The struggle to maintain iesilience, and enable recovery and a better future, accelerated the realization that we had to set extended goals and

implement additional improvement plans. Accordingly, we set broader sustainability goals, which translated into goals for our subsidiaries and are currently

being validated and approved in the Group's senior managament Forwms

As pait of our commitment to promoting sustainability, we defined a series of key and significant ESG (Enviromment, Social, Corporate Governance) goals for

our Group ackivities, We chose five major areas in which we set ambitious goals For 2000

Mutrition and Health Over decades, the Group has been developing, manufachuring and marketing high quality food praducts. In the past few years, we

Increased our investment in improving the nutritional composition of our products out of the understanding of the increasing connection between food and

public health

Wa intend to increase our in i the

improved about 75% of aur product portfolio

and value of the Group's products, so that by 2030, we will have continuously

Unigue dietary preferences and needs: in parallel, we are working to create vaned chowes and to provide solutions for populations with unique dietary needs or

preferences. Following the investments that were made in the past year in this area (seen in our full Sustainability Report), we will expand the range of products

that are tailored to vanows needs and target markets so that at least 30% of our product portfolio will offer solutions for special distary needs and will offer

people a broad range of cheices. We will also continue the Group's effoits to promete conscious nutrition among diverse communities.

Az part of our ongoing commitment to promoting conscieus nutrition, we have committed ourselves to improving Inclusae design and accessible packaging,

and we will assess all our products packaging with the aim of testing and adapting them For use by all peaple

Sustainable Supply Chain- We understand that in order bo manufacture faod in the best way possible, we have to Inok at the entire food supply chain. Mapping

the challenges of our supply chain led us to take action in a number of areas of focus.



Reducing food waste; At every company in the Group, we will perform ks and make ad) to processes, starting with the diatog with suppliers
and farmers, to manufacturing processes in the Group’s factories, logistics chain and distribution, and points of sale, in arder ko enablz us te reduce our food

waste to 0%.

Sustainable Packaging: Alang with fond, one of the challenges of the food and heverage industry is the impact of plastic on the environment. We will work ta
develop and use sustainable packaging, aiming at 100% recyclable, reusable or compostable packaging

Climate: Climate change and global warming are glebal ¢ As part of our to reduce our emaronmental impact, we will promate a number
of issues including a commitment to 0% landfill waste by 2030, We will work with partners to reduce our carbon footprint, and we will join coalitions and

endeavor to become a company with zero carbon emissions by 2050,

Water. Is a significant part of our activities and the future of us all. We believe that everyone deserve access to safe, good drinking water. Therefore, we will
make every effort Lo significantly improve the water management and aim for 2 20% reduction in water per ton of product. We will work to promote the
accessibility of safe, clean and tasty drinking water, and we will continue te invest in developing technologies to offer more people access to good water,
including in developing eountries and emerging markets. In every area of activity, we will encourage and assist with educating the public on drinking water as
part of a healthy lifestyle.

Peaple: They were and will always be part of our way, our partners in fulfilling our mission, whether they be our employees, suppliers, customers or anyone who
1s part of our positive way of producing food, Fifteen years ago, we chose the issue of diversity and inclusion out of a moral commitment to helping people
create a better future, alongside a deep belief that a company without diversity cannot succeed in the long run,

Looking ahead to the coming decade, we will continue to promote gender equality within and cutside the Group. Today, after a decade of internal investment
in the organization, the rate of women in management positions in the Group is 45%. Working with communities within the company, we set a goal of 50%
womer in management positions by 2024, and we will expand this with the goal of 50% women in middle and senior management roles by 2030 We will also

promate diversity and inclusion in order ta reach 10% rep ion of diverse populations in the Group's {paople with disabilties and

populations from diverse sectors in line with the Group's areas of activities),

Out of a respansibility to our sources of raw materials and how they are manufactured, we will implement a gradual process full coverage of human rights due

diligence in our Group 2ctivities and among our suppliers (Level 1).

We will continue to assist and create partnerships with Civil Society Organizations that promote diversity and inclusion and socio-economic resilisnce in the

main countries we operate in,

Through these goals and commitments, we will work to become a trustwerthy company. A company that creates value for the lives of people, a company that

Lakes bility for its actions, regarding the env as well, and is committed to a better future for Future generations as well.

This report is another milestone en our continuing journey towards sustainability. Many good people worked on the many activities and compenents that can
be seen in our 2020 sustainability efforts, and it's important to me to thank them from the battom of my heart for all their work. Without you, none of this
would have happened

Sincerely,

Osnat Golan

VP Communications, Sustainability and Corporate Branding
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About Strauss . Aboul the 2020
Group Repart

SErauss Group is an | food and b pany, which aims to improve the lives of people with fresh, tasty, nutritious and innovative products.

The Group's home base is in lsrael Its companies manufacture at 29 sites around the world, and market and sell products in 22 countries In 2020, the Group's

consolidated sales turnover was approximately 8.6 billion shekels. There are over 16,000 people employed by Strawuss Group, and indirectly, the Group provides

pl Lo independent distributors, suppliers and thowsands of business partners around the world, Strauss Group is traded on the Tel Aviv Stock
Exchange and is one of the companies an the TA-25 index, which Lracks the largest public companies in ksiael, The group is rated IAA+ stable by Maalot, a
subsidiary of Standard & Poor's

Ab Strauss, we ascribe great importance bo our strabegic partnerships, out of the belief that they create opportunities to expand o supply for the henefit of

consumers aiound the world. We have partnerships with leading and highty-regarded multinati e~ i 1) Danane, PepaiCo, Virgin and Haier,
as well as leading local entities such as Sao Miguel in Brazil, and Yobvata and Yad Mordechai in fsrael
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Strauss Group manages a portfolio of four companies:

nllf")(;ﬂl >
Strauss Israel

The largest food and beverage company in lsrael in terms of sales,
operating in the areas of milk and dairy products, fresh dips and
spreads, salty snacks and confectionary, coffes, alive oil, honey and

more

“mh
Strauss Water

Specialipes in filtered water solutions and offers bot and cold water
coeders for heme and business use. Strauss Water leads the market in
Issael, and operates in Chins through a partnership with Haier and in
the U.K_through a partnership with Virgin

QUR VISION

Make wonders out of the most bass: things

OUR VALUES

Caring and Daring | Fervor snd Responsibility | Teamwork
OUR MISSION

Improve people's lives

1Al rights e

Strauss Coffee

Operating in 10 countries with 16 brands, The company leads the
coffee markets in israsl and Brazil and s among the top 10 coffen

companies in the world in terms of market share

Sabira Obola

Sabra and Obela

Companies co-owned by Strauss and PepsiCa in the fresh dips and

sproads sectars: Sabra in Marth America (United States and Canadal),

and Obela in Meaco, Austratia, Mew Zealand, the Metherlands and

Germany
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R'M wrnloads

Most of the financial valus we generate as a group is hack bo our stak fers. Most, about 63% is used 1o pay for products and services we ieoeve
to support our operations, and 33% is paid to our employess as a reward for their activities, About 0.2% of our revenue represents direct investment in our

communities, in the Form of employes donations and veluntees hoors

Millions of
HIS

2007 2018 2019 2020
::::::r:‘:lo‘ln)mlc walue ganerated by the company (incoma, interest on assats, 5,488 5,635 5,700 5,679
Dizeributed Econamic Yalue
Diperating expenses (payments to cupplies] 3,604 3,578 3,54

Employen salaries and benefits 1213 VAT 1,373 %277

Payme

capital praviders 449 418 364 443

Payments to shareholders 228 204 254 229
Paymants to gouermmaents 100 a5 [:F] a7
Invieatments in communitien 13 12 15 25
Tatal econamic valug distributed 5,605 5,574 5,536 5,602
Economic value remaining in the o -119 61 170 7
jf Stz Growp 2021 All ights reserved % | Accossbility Ststumant | Temms ofUse | SrvmcyPolicy | Roport Summary §f 9
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A Letter from the Managing
Chairperson of the

Board

A Letter
from the CED

Paople

Total employees at year end

Ermployees on permanent ¢

Women
ncluded)

managamen

Mew employees

Employee turmaver

Sustainability at
Strauss Group

Performance Data

Sharing Wealth
with our
Stakehalders

About the 2020

Performance Data Report

Employees who received pes

Unignized employees

Empleyees above age 50

aink ventures in Brazi are not

People Safety Enviranment

::';5:‘_1 2017 018 2019 2020 ;’E;ﬂ;ge "
& 14,13 14,657 16,281 16,542 160%
o 99% 59% 99% 95% 0%

% 43% 43% 45 50% 45.50% 0.00%
% 4% 41% 47% 41 0%

L 0% 3% 25% -2%
% 13% % 2%
% 19% 8% 8% a5% 3%
% 60% 62% 63% G1% 3%
% 15% 1a% 1% 15% 10%
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People Safety Environment
Safety Unit of Measure 017 2018 2019 020 Change in 2020
Injory rate % to 100 employee 21 287 2.08 22 3%~
Lostof working Days S to 100 employee 61.23 Gh.at 465 3408 17.4%-
Deaths - a 0 0 a
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Performance Data

A Letter from the Managing Sharing Wealth
Michasl Strauss A Letter < About the 2020
1934-2020 Chalrperson of the From the CEO Sustainability st with our Performance Data

Board Strauss Group Staksholders RRpE

People Safety Environment

- Unit of Change in
wironm 1 1 139 2
Enwironment miin aote 2017 2018 0 2020 s630

Dérect energy

e o o 1,309,042 1,308,407 1,337,000 ECETE] 1,469,580 2 0%
:;:'_‘q" e 03,608 5 628,078 B68,265
1Oy consumption +,872,890 1,902,903 1,966,088 1,070,504 320%
Energy intensity 14 Ton 326 316 302 31 305 -1.70%
Seope 1 GHG CO4e tons 85,697 86 402 B0, B62 2 BO%
Scope 2 GHE er COge tona 68143 65 480 4. 70%
Total GHG emissions COge tone 150,662 151 709 151,365 151,882 153,967 3.80%
0263 0.252 0234 0278 0,219 -1 409
Water conaumption m? 1,868,063 2002 620 1, 2,125,256 320%

Warerintensiry

ize 1.23 308 2

Waste to recyele and feuse Tons 78,202 82,704 78,985 11.90%
1 Tons " 10,439 1,075 5 50%
Teony 75,896 89,842 93,143 20,060 5,004 230%
ecycled/ re % B5% aro B9% BE%
& intensity Tona / Tan 013 0.5 014 D34 016 14.80%
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from the CED s

This is Strauss Group’s 1 3t sustainability report. It describes the impact of the Group®s business, social and environmental activities on its stakeholders in
2020 This report was prepared in accordance with standards of the Global Reporting Inibatve {GRI): Core Opbon: Furthermore, the repert represents the
Group's annual report to the Global Compact propect of the United Nations, which it has been a member of since 2008,

The information in the report refers to the 2020 calendar year. Our previous full sustainability report was published in 2020 and referred to 2019, We intend to

continue to pulblish our sustainability repoit on an annual basis

In this report, we kept to the same essential framewerk from 2014, Based on strategic work that was carried out in 2019 and on internal venfication, we found
that this ramework is still relevant today. The parameters of this report are unchanged - the reparts deals with all the companies in Strauss Group thal are

under our operational control, including joint ventures that are reported as full entities. Mo ial retroactive werz made to data that was

presented in previous reports, Minor adjustments that were made are indicated alongside the data as they are shown,

The 2020 Sustainability Report is not part of Strauss Group's financial, immediate or periodic staterments

In the event of a discrepancy between what is stated in this report and the fore mentioned reports, the wording of the financial ststements is binding

We thank you For your interest in this report and we would be pleased to receive your Feedback.

Shay Bialik

Director for Global Sustainability and Ethics, Strauss Group Sha

Bialilstrauss -group com

Tel - +972-3-6752400

wiww straliss - roup.com
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About Strauss
Group

Progress Against

Targets Dawnloads

Performance Data

Board

Strauss lsrael

Stakeholders

Strauss Coffes Strauss Water

Goals For 2019

Promate heslthy hfestyle awsrensss

» Irnprove nutritional p
products [salt, sugar

« imprave product affardsbifity

proving the financial well-Eeing
oF emplo

Reduce environmental performance
per tan of product (versus to 2018)

= \Wiabet -3%

» Waste toia

Execution For 3019

+ Reducing ax tona of sodm in bhe sevory nacks

* Red

cing 100 tans of sugar

+ Impraving employes benefits

Lawnch: 246 gl -Friee products, 136 |
11 low -factese products and one lactase -free

+ For the aighth consecutive year, Strauss lsragl i launching the
Social Plan bo improve employee conditions and improve
employes benefit packages

» Energy -1.5%

= Clge -37%

> Water -

“ g b0

on thiz sse have bean updatoed.

o

Accessitility Statement | Tenma of Use | Privacy Policy |

Sabra Obela

Goals for 2020

- Promote heaithy lifestyle
awareness

Files of

prove nutritional p
cts fsalk, sugar, f;

+ Improve product affacdability

the financisl well-being

Redyce environmental performance
par i [ 9]

> Energy: -2 2%

> COge =3 5%

> Water. -2%

» Waste to tandfill. -2%

Report Summary
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Board

Strauss Israel

Goals for 2019

Maintaen / expand “More than a Cup”

Reduce enviranmental performance per
ton of product (versus te 2018)

> Energy -8.3%

About Strauss
Lroup

Strauss Coffee

Execution for 2019

Tpin

> The pr
and reache:

Strauss Water

Sharing Wealth
‘with our
Stakieholders

About the 2020

Performance Data Report

Sabra Obela

Goals far 2020

ablishing two new partnerships in 2013 Tanzania and

ready includes 10 partnerships in eight countres
300 coffee growers and their fa

HES

Expected reduction of 201%
targets va, 2030 targets

» Energy: -4.9%

e -B 7% « *L0y2 =31% > OO0 -4 3%
=\Water -9.7% = Water, -1 = Water, -4.3%
> \Waste to landfill =1, 2% > Waste to landfill —49 9% > Waste to landfill: -6%
D to imp of intarnal e, pap's oalk o Hhis v have bean ypdated

7. all rights resmrved
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Sustainability at
Straiss Group

Strauss Israel

Goals for 2019

» Promobe healthy Hfestyle
awErensas

« Maintain o improve customer
sarvice

+ Replaca filters with Maze
olagy for all custamers in
Israst at no extra charge

* Intreduce consumables
coliection platform far recycling

im Social & Enviranment

About Strauss
Group

Strauss Coffee

W Governance

Strauss Water

#* COVID-19

Progress-Against Targe(s

About the 2020 Progress Against

Performence Date Report Targets

Sabra Obela

Execution for 2019

* Launching a Drinking Wister Fromotion
Campaign in Summer of 2019

= improverment n three quality
satisfac
center, technician service within 48 hours

= Complecion of all customers {domestic ware) to
Maze technolo

» Making & filter / bulb recum placform availzbla
For recycling posts

* D £ improvement of inbemal infovmation, the compeay's gasfs an K issie Aave been updeted

G

Goals for 2020

+ Continuing promoting healthy |fes

+ Continuing improving customer service and

satisfaction

« Launching @ mechanism [ platform that enables and
encourages customers to recycle the water purifier /
UV brulb by returning it ta the Tami 4 courier

*Im. _:-ierw niing Environmen: 12l sustainahi :if‘,‘ initiatives
within the organization

+ Answering B0% of senice requests within 2 minutes
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Progress Agalnst

Targets Downloads

Performance Data

Chalrperson of the
Board

S

Strauss Israel Strauss Coffee Strauss Water Sabra Obela
Gaals for 2019 Execution far 2019 Gaals for 2020
+ Continue artivity with lunch programs in U3 scheals
Continuing prometing healthy lifestyfe

Promaote healthy lifestyle Bwarensss

Impraving nutricional profiles of

products

A
miakerials

local sourcing of Key raw

sh baseline metvics for waste to
| and utilicles

v Con

inuing spantanng relevant, reliable nuention
research on hummus o

mption

Sadium reductian in sll of the eompany's hummus
products

Focus an estabh ateqy far

Tahini the US

hing a sesame growth

» Determining haseline measures for landfill waste and
energy consumption

+ Launching a broader sustainability strategy

Achieved

Py’ ol an ts e Aave boon updatod.

2

awareness

Managing nutritional profile of progucts

Contact sesame farmers in the LLS

+ Devefoping targets for landfill waste and
energy consumption

+Completing the company’s broad
sustamnability strategy
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GRI index

GR1 2020 index

Summary

Sustainability Report for 2020 Summary

2021, Al ight
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Strauss' Framewaork to Promote ESG

im Social & Environment W Governance #* COVID-19

Strauss’ Framework to Promote ESG

Partnerhips and Relationships with
External Entitiss

Strauss Group supports fdl transparency in presenting its actovities for adwocating sustainability among all member of the Group. This transparency s reflected
in the rankings camied out by international and local ratings and analysis companies that snalyze the Groups ESG performance in accordance with the
reports and this sustainability report. The dislog that takes place with these analysis companies enables learning and intensifying the activities along

els.

with cffectively identifying gags, and Familarity with the leading expectations and trends in our sphere on both the global and lecal

I 2020, Strauss Group conducted an ongoing dialog and was ranked by several ratings and analysis badies

We used Uhe various grodps® rankings and analyses 1o formulate an impsovement plan and to close gaps, and this has aleady been partially implemented within

the framework of the updated practices presented in this report

Protect our Planet E [Emvironment)
People and Communities & {Socal)
Practice Good Business G {Governance)

Sustainable Leadership

The Group’s Board of Directors, headed by Chairpersen Ofra Strauss, axamines the key moves bo manage the issue of sustamability, gusdes and approves our
strategy and action plans. Dur management teams report their progress to the 8.0 0 once a year. Management's members are responsible for promoting

sustainability in their aieas of operation, and each subsidiary company in the group has 2 built-in system Lo promete e sustaiability strategy

In addition, each comparny operates accarding to the three pillars we formulated in the process of aping the global bility strategy, a process which

hegan in 2619, was temporarily delayed due ta the constraints of the coronavirus crisis and is currently in the final stages of approval

The 2030 Sustainability Strategy

Ak the end of 2019, we embarked on the process of developing a new sustainability strateqy for the Strauss Group, which takes inte consideration global and
local agende, global megatrends, leading initiatives and, opportunities to improve our impact on significant issues, among other sswes. For the Strauss Group

sustainability is a key pillas in our activithes and is an integral part of the stiategy. Accordingly, we have diafted & long -term steategy.
The strategy sets ambiticus goals so that we can create a positive impact s part of the new strategy, sess were defined in which we will continue to expand

our achievements, alongside areas in which a significant leap s required. KPls wera set to examine our performance and progress per the objectives. This

process was built with the group’s management and is in the final steps of approval

(% | Accemsbility Ststemert | Temsoflse | PrvacyPolicy | Report Summary
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Strauss’ Framework bo Promote ESG

Material Issues

i@ Social 3 Environment %" Governance #* COVID-19

Material Issues

Partnerships and Relationships with
External Entities

The wssues we identified in 2014, which represent our most important and most significant
Impacts for our stakeholders are still of utmost Importance, making a balanced diet and healthy
lifiestyle the heart of our priorilties, These issues have been defined Following consultations with
our stakeholders, which are reviewed annually as part of the management survey, and Strauss's

Annual Trust Research, and are central to our ongaing activities across a variety of channeds.
These preferred topics are used to define the strategic goals of the Strauss Group companies, and
they serve to guide us in achieving the annual geals that are relevant to our business activities
based on the specific areas of focus of stakeholders.

Substantial wsues are regularly assessed, and duning 2020, an update to Strauss's sustainability
strategy will be made, which will also examine the substantial (ssues and will be updated
accordingly




0

Advancing healthy lifestyles

Improving quality of ifi for our

colleagues and consumers

%

Ethical supply chain

Managing social and environmental risk

Product transparency & responsible

marketing

Helping consumers make informed

choices

Diversity in everything we do

Supporting innovation, creatiity and

inclusive opportunity

&

Reducing resource consumption &
waste

Preserving the planet

9

Engaging our employees

Hligning cur organization to meet
sustainabulity goals

Key interests amang stakeholders included in this report

Consumers and nutrition professionals

Employees

Suppliers

Regulators

Inwestors

Social Organizations

toup 2021, Al ights recerved

Slwuss* :

Healthy food options, affordable pricing

Equal opportunity, living wage, personal development

Opportunity to engage, partnership, fair commercial dealings

Compliance, sharing of knowledge

Rabust corporate gavemance, risk management, ethical conduct

Supporting ¢ 5, protecting the

(3 | AcessbityStatement | Temsof Use | PryPolicy | Report Summary
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Partnerships and Relationzhips with

Strauss' Framework to Promote ESG Materizl lssues I
External Entities

ESG Ratings

Strauss Group believes in partnership relationships based on tust, honesty, mutual benefit and learning. These princples are implemented bath in joint

business ventures and in company initiatives that furction in o ion with profit izatiens as well as our membership in external frameworks and

Initiatives that promote vanous sustainability and ESG ssues
Business Partnerships

= Since the 1970s, Strauss Dairies has had a long term mutwal relationship with the global Danone corporation. This partnership was strengthened in 1996
when Danone acquired 20% of the Strauss Daires

The partnership betweaen Strauss and PepsiCo has continued for over 30 years in our Salty Snacks division in 1srael, along with the joint establishment of the

Sabraftibela company in the ares of salads and spreads in North America, Australia, New Zealand and current in Europe too.

In Brazil, Strauss runs 4 30%-30% joint venture with the Sio Miguel company. The joint venture, Café Trés Coraces (or 3C), is currently the leading coffee

company in Brazil

®  Strawss Water operates in China via the partnership with Haier, and in Britain through a partnership with Virgin,

These partnerships and relationships support cur constant improvement processes, provide access to advanced technologies and research, faster pint product

development and promote nutn and |,

Relationships and Partnerships for Prometing Sustainability and Corporate Responsibility

Strauss is a member of vanous international and local frameworks that aim te promate social and/or envirenmental goals using the joint strengths of the

varnous sectors of the economy (g , business, profit ]

# The United Nations' Global Compact Initiative Strauss Group has been a signatory since 2008. For more information about Strauss’ implementation of

the compact’s 10 principles, cligkg

Consumer Goods Forum: The Consumer Good Forum is @ global organization that supports partnerships between manufacturers and retailers to ensure

consumer confidence and to generate positive change

Veluable 500 An initiative in partnership with the Warld Economic Forum (WEF) that brings tegether the CECs of the leading companies of the world as a
catalyst for promaoting the influence of glabal corparations on reducing inequality among peopie with disabilities, through their business activities. It was

faunched at Davos and 1s comprised of ahout 250 CEOs from 26 countries.



*  The Israeli Socio-Economic Forum: Leading a work team to promote employment in Arab society, headed by Strauss lsrael’s CEQ. The goal of this team
1 Lo generate national and cross-sectoral selutions For reducing socio-economic gaps between the Arab community and the |sraek economy in order to
increase the Arab sector’s share in the lsraell economy's productivity. In 2020, the team developed a platform to encourage diverse procurement as well as
initiatives to promote employment solutions for the Arab sector.

In addition, Strauss Israel joined the lsrael Business Round Table, a new project of the Socio-Economic Forum to establish business-economic feadership to
lead and formulate national solutions Lo the main challenges Faced by the State of lsrael.

The Maala Organization: Strauss wes a partner in the establishment of Maala, which works to promaote corporate responsibility activities in Israel, Strauss
has heen a member of Maala since its establishment and participates annually in the corporate responsibility rankings of Maala's public companies. In the
past eight years (including 2020), Strauss received Maala's highest ranking - Platinum + . Strauss Chairperson OFra Strauss served in the past as the
chairperson of Maala, as part of Strauss’ commitment to promoting the area of corporate responsibility in |srael, and VP Communications and Sustainability

Osnat Golan is & member of the organization’s Board of Directors.

Israel-American Chamber of Commerce. Strauss has joined various initiatives connected Lo study and partnerships for thesmotion of alobal challsnges
In 2020, this initiative dealt with promoting work groups on the issue of the circular econemy as part of its membership in the Chamber of Commerce's CSR
{corporate responsibility) forum

* The P itute of ion and Technology (EIT): EIT is an entity of the European Union set up in 2008 to increase innovative capabilities. It
is an inseparable part of the Horizon2020 program, within the EU's research and innovation framework:
Strauss promotes joint innovation projects with the organization. In 2020, Strauss took part in a preject for the promotion of research and implementation

of solutions to increase trust between the food sector and consumers

-

Energy Efficiency Forum in Israel: The forum, which was established in 2020, deals with mutdiatt gy , enrichment and encouragement of activity in the
field among lsrael's leading commercial companies, and is led by the Afeka College. The director of the energy field at Strauss lsrael serves as the forum's

chairperson,

Circular Economy Forum of the “Environmental Arena™: Strauss is active i this |srael Forum, an wibiative of the Tel Aviv University's Porter Scheol of

Emvironmental Studies. The purpose of the forum s to create cross-sectoral dialog to promote the issues of sustanability and the crcular economy in lsrael
change sl
*  Co.lmpact Initiative: Established in 2013 with the aim of creating a breakthrough in employment in the Arab sector.

*  Other organizations that Strauss is a member of are DSF (a framework bo encourage sustainability in the dairy field), the Fooed Industries Association, the
tsraeli Marketing Association, and the Global Coffes Platform (GCR).

Joining non-profit organizations to fulfll different needs of communities around the world

As part of aur responsbility as a leading company, Strauss is very active in investing and volunteering in the various communities that the Group's companies
operate in around the world. These support initiatives are carried out in cooperation with dozens of non-profit arganizations from different countries that assist
us with identifying the needs and target audiences to support: organization and logistics for optimizing our investment. and measuring the levels of

effectiveness and success of the various initiatives

Amaong these partners are the following organizations: Latet, Leket Israel, the Israel Association of Community Centers, Ezer Mizion, Ajeec, Unistream, ORT,
Access Israel, Women's Spinit (Ruach Nashit), WIZO, Women Against Violence, fasmine, Founders Give, Feedmore, Chesterfield Food Bank, Seeds for Progress,
Sustainable Harvest, BedFord Industries, The Social Foundation Ralmunda Fagner, and mose.

More details about these initiatives and partnerships in our various areas of actwity can be found in this report in the chapter on “Deepening the Connections

with Communities* in general and on the page “Supporting Communities During the Corena Crisis” in particular
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Connecting Sustainable Development Goals to Strauss Activities
and Reporting

The United Nations Sustainable Development Goals in 2015 include 17 goals and 169 sub-goals, aiming to close global development gaps by 2030. Thesa
goals represent a global work plan for achieving a better and sustainable future for all These goals address the global challenges facing us, including thase
related to poverty and hunger, inequality, climate change and environmental degradation, peace and justice. The 17 goals are inkertwined, and the aim is to
address them all by 2030 so that nobody is left behind

The Strauss Group believes that connecting to global sustainability goals is a business opportunity, and a significant one, enabling it to identify where
significant gaps exist in ils areas of business, so that it can focus and develop its activities in dwections that generate maximum value. Connecting Lo the goals

helps the Group communicate in a global language and deepen meaningful actuaties in global ways

This year, we performed an in-depth mapping of the Growp’s actiities in refation to the 17 global targets and 169 sub-targets derived from them, in order to
identify the most relevant targets for the Group. In the first stage, we perfermed a review of all the group’s activities and matched them with the sub-goals, in
order to produce an accurate and comprehensive mapping. In the second phase, a matmix (SDG Heat Map) was built based on bwo parameters: the ability of the
Group to influence each of the objectives and the relevance of each of the goals to the business activity, as well as the business opportunities inherent in them
These parameters were rabed based on current and potential work, The resulting matrix helped identify the Group's position with respect to each of the goals
and identify the goals that are most closely aligned to the Group’s core work. We believe that this mapping will help create the most realistic image for
identifying the opportunities that exist for us, in order to establish shared value projects for maximum value creation. In addition, the process will be used by

the company in planning and developing its Future sustainability serateqy



For further reading regarding each geal, click an the selscted goal

Clean water and sanitation (6)

Develosing and manufacturing diverse and accessible water bars for the use of different population, and encourage the quality and delicious water drinking. »
Developing innovazive soluticns to encourage water drinking. « Denating water bars for the community to rajse access to water, « Progress in water and water
waste management towards the goalks,
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ESG Ratings

Strauss’ Framewark to Promote ESG

. el
"""E o m_pm ESG Ratings

Strauss Group supports full " inp ing its activities for o inability among all member of the Group. This transparency is reflected
in the rankings carmed out by miernational and local ratings and analysis companies that analyze the Group's ESG performance in accordance with the Group's
reports and this sustainability report. The dialog that takes place with these analysis companies enables learming and intensifying the activities abong with
effectively identifying gaps, and familiarity with the leading expectations and trends in our sphese on both the global and local leveds.

I 2020, Strauss Group conducted an engoing dialeg and was ranked by several ratings and analysis bodies, We used the various groups’ rankings and analyses
to formulate an improvement plan and to closs gaps, and this has already been partially implemented within the framework of the updated practices presented
in this report

As follows are the results of the most updated Strauss Group ESG ratings:

Ratings and Analysis Body Score Range Strauss 2020 Score/Rank

CCT-AAA AR

MSCI ESG Score MSCI

SUSTAINLYTICS T AIRALTTICE 0-40 ne

Bloomierg E5G D

FTSE4GOOD ESG Score 155 4

FTSEAGoad

Maata Indax Platinurm+
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ESG Datas

Strauss' Framework to Pramote ESG FATSIeShiEs 890 Kelatiprships vith

Sustainable
Decisions
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