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people over the age of 18 worldwide were overweight, and 13% were

considered obese (WHO, 2017). This epidemic is no longer contained
to high-income countries, with overweight and obesity rates increasing in
middle- and low-income countries, in urban areas and amongst children.
Childhood obesity causes even greater concern as it is associated with a
higher chance of diabetes, disability and premature death in adulthood. At
the same time, undernutrition continues to be a global issue. This presents
the industry with an opportunity for growth and increasing social impact.
Companies can use their experience to provide healthful, affordable and
highly nutritious food and increase awareness off the importance of healthy
and proper eating. Furthermore, the global agricultural supply chain poses
significant threats to the environment and society. Deforestation due to the
spread of farmlands and human rights violations at these farms are all
current consequences of having to feed a growing population.

The world’s waistline is getting bigger. In 2016, more than one in three

The tobacco industry is also found in this sector. The tobacco epidemic is one
of the biggest and most serious global public health threats. With 12% of
deaths worldwide in adults over the age of 30 years old attributed to tobacco,
its negative contribution to sustainable development is unavoidable. As
governments across the world ratify and implement the WHO Framework
Convention on Tobacco Control to reduce demand for tobacco, companies in
the sector are being forced to rethink their place in society and the role they
wish to play.

Major Sustainability Challenges for the Sector
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Sustainability Opportunities

@ Health and Nutrition

The increasing number of obese and overweight people is causing a global
health epidemic. According to the International Diabetes Foundation,
“Diabetes and obesity are the biggest public health challenge of the 21st
century.” Studies have shown that there is a clear link between obesity and

1 6 mI//IOn type 2 diabetes - with this form of the disease resulting from excess body
" weight and physical inactivity. However, effective approaches such as policies

deaths were directly and practices promoting good health for everyone are available to prevent

attributed to diabetes in type 2 diabetes, the most common type of the disease (WHO, 2016).

2015

Figure 1 : Prevalence of diabetes globally

(WHO, 2017)

H1980 m2014
13.7%

8.6%

8.3% 8.4%
7.1% 7:3%
5.9%
5.3% 59
9
4.4% 21%
] I I
J ‘ ‘ ‘
Africa Europe Americas Western Pacific Southeast Asia Eastern

Mediterranean

Source: Mirova / (WHO, 2016)

In order to address this increasing epidemic, governments are looking for
ways to influence their populations to adopt healthier lifestyles, particularly
with regard to food intake. Measures include taxes on certain added
ingredients and mandatory nutritional labelling. One example is a sugar tax
involves governments increasing tax on food and beverages based on the
amount of sugar added to products. Mexico, France, Norway, Finland, and
Hungary currently have sugar taxes in place and many other countries
considering introducing one. In certain markets, sugar taxes have had
2'8% the share of immediate effects on the consumption of products with high sugar content,
thereby also representing a material financial risk for companies whose
product portfolios contain high levels of sugar. However, longer term effects
of these taxes are still to be determined. Another measure used is mandatory
labelling. While nutritional labelling is already implemented, governments are
(World Obesity Federation, 2017) currently considering ways to make labels easier to read and more
representative of the actual nutrition content of the food in question.
Compared to the sugar tax, mandatory labelling generates slightly less
resistance from companies as it aims to increase consumer awareness rather
than directly discouraging the purchase of products. Furthermore, this
measure also addresses the issues of fat and salt content, which are not
affected by the sugar tax, but that are also controversial when it comes to
health.

healthcare budget of
European countries directly
spent on obesity

. *o*
Document intended for professional clients only in accordance with MIFID IIII’IHIE(RY?



Responsible investment research

There is also an increasing demand by consumers for healthier food options
such as fresh, natural, functional and minimally processed foods. Consumers
are increasingly realizing that their diet is an important factor in staying
healthy and this is reflected in their consumer buying patterns (Figure 2).
Furthermore, studies show the negative effects eating animal products can
have on health. The WHO's categorisation of red meat!' as Group 2A
(probably carcinogenic to humans) and processed meat as Group 1
(carcinogenic to humans) is an example of this. Consumers are also thus
cutting back on their meat consumption and choosing more plant-based
alternatives for protein. The desire to stay healthy is more than a trend and
is only likely to increase as life expectancy rises and people become more
conscious of the long-term effects of their dietary choices.

Figure 2 : Sales changes between 2012 - 2014 for selected relatively
healthy?, partially healthy? and least healthy* categories
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Companies have roles to play in contributing to a healthier population. One
is by responding to the increasing demand for healthier products. Companies
are reacting by reformulating their products to have less sugar / salt / fat
content (i.e. “better for you” products). While these reformulated products
are less harmful, the nutritional content should still be improved on to
positively contribute to the health of those who consume it. Companies
should focus on ensuring that the products they provide positively contribute
to the health and nutrition of their consumers. Fruits, vegetable and plant-
based proteins are examples of such products.

Companies can also negatively contribute to the global populations’ health
through the products they manufacture and sell. Two products in particular
have been identified as detrimental to human health: tobacco products and
sugar-sweetened beverages.

The tobacco epidemic is one of the biggest and most serious global public
health threats - its effects counteracting the advances in health made in the
past. The WHO estimates that roughly 12% of all deaths among adults over
the age of 30 are due to tobacco. Of the estimated 1 billion smokers

!Red meat refers to all mammalian muscle meat, including beef, veal, pork, lamb,
mutton, horse and goat.

2 Relatively healthy: water, dairy-based shakes, fruit, tea, vegetables, yogurt

3 Partially healthy: bread, cheese, cereal, granola bars, juice, popcorn, pretzels

4 Least healthy: carbonated soft drinks, chips, chocolate, cookies/biscuits
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worldwide, 80% live in low- and middle-income countries where the burden
of tobacco use is heaviest. Furthermore, in some countries, tobacco farms
frequently employ children from poor households. They and other tobacco
farmers are exposed to “green tobacco sickness” which is caused by the
absorption of nicotine through the skin from the handling of wet tobacco
leaves.

Figure 3 Trends in Tobacco Prevalence amongst Adults aged 25-39 in
certain African Nations, 2000-2025
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Source: Mirova/ (WHO, 2015)

Figure 4 Trends in Tobacco Prevalence amongst Adults aged 25-39 in
certain Asian Nations, 2000-2025
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In 2005, the WHO Framework Convention on Tobacco Control (WHO FCTC)
came into force. Its main objective is to protect present and future
generations from the devastating health, social, environmental and economic
consequences of tobacco consumption and exposure. Ratified by 174
countries covering 90% of the world’s population, the WHO FCTC is a legally
binding treaty by which these countries commit to developing and
implementing a series of evidence-based tobacco control measures to
regulate the tobacco industry, reduce demand for tobacco and provide
alternatives to those involved in growing and producing tobacco. Since then,
the fight for tobacco has been gaining ground, as countries have put in place
measures such as plain packaging, increased taxes, ad bans, etc.

. *o*
Document intended for professional clients only in accordance with MIFID IIII’IHIE(RY?



Responsible investment research

Nevertheless, the use of tobacco is still increasing among adults in
developing countries (particularly in some African nations and Indonesia),
demonstrating that the fight against the use of tobacco still has a long way
to go.

Tobacco companies play a big role in promoting tobacco use. It is claimed
that they have long known of the negative effects of tobacco use on human
health but decided to suppress this information and publicly deny it (WHO,
1998). While regulation has been increasing in developed countries, thereby
decreasing the number of smokers in these countries, regulation is still
limited in many developing countries where several tobacco companies have
found new markets. Tobacco companies have also branched out to other
technologies that would still allow the intake of nicotine and tobacco such as
e-cigarettes and heat-not-burn. Consensus on the health impacts of these
new products is yet to be made. Until an independent consensus is agreed
upon, precautionary principle would consider that these products be as
harmful as their predecessors.

The overconsumption of added sugar> has also been proven to have negative
impacts on human health especially due to their link to type 2 diabetes and
obesity. Further studies also show a relation between a high-sugar diet and
a higher risk of dying from heart disease while clear connections are yet to
be determined (Harvard Health, 2018). There are also links to other
noncommunicable diseases such as hypertension, non-alcoholic fatty liver
disease and polycystic ovarian disease.

Furthermore, added sugar is not a required nutrient for a healthy diet - its
use, as such, is for other purposes like flavour/taste or increasing the shelf
life of the product. The WHO recommends that the intake of added sugars
should be reduced to 10% of daily energy intake for both adults and children.
Reducing added sugar intake to 5% of daily energy intake would provide
further health benefits. 10% of daily energy intake translates to roughly 50
grams of sugar for an adult depending on their daily activity.

The previous paragraph outlines the impacts these has on society, the
different measures that countries use to curb consumption of these products
and the potential financial consequences these would have on food and
beverage manufacturers. Sugar tax, in particular, has been highlighted by
several regulators as an effective way to bring down the consumption of
sugar. Sugar taxes, in particular, target sugar sweetened beverages. While
added sugars are found in almost all manufactured foodstuff, sugar
sweetened beverages are the main source of added sugars. Furthermore, the
consumption of sugar sweetened beverages is highly linked to weight gain
as it tricks the body’s appetite-control system. Liquid calories are not as
satisfying as calories from solid foods thereby tricking the body to consume
more. Thereby resulting in a double impact - not only is a person consuming
a beverage made with nutrients not necessary for a healthy diet but that
person is likely to consume more calories because its body is not satisfied
with the liquid calories ingested.

> Added sugar, also known as free sugars, are defined as sugars that are added to food
or drinks by the manufacturer, cook or consumer as well as sugars naturally present
it honey, syrup, fruit juices and fruit juice concentrates.
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Figure 5 American Average Intake of Added Sugars as a Percent of Calories
by Age Group (Both Sexes) vs. WHO Daily Guidelines
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Source: Mirova /(USDA, 2015)

Beverage companies have had a long history with regards to attributing the
rise of global obesity and type 2 diabetes to the increasing consumption of
added sugars particularly through their products. While increasingly
sedentary lifestyles also played a role, both factors played major roles in the
rising obesity and type 2 diabetes. Due to regulatory and public pressure,
companies have begun efforts to decreasing the amount of sugar found in
their beverages and have started offering alternatives that use low-calorie
sweeteners to produce zero calories. While decreasing the amount of sugar
in these beverages would make them less harmful, they still remain harmful
for as long as they contain added sugars. With regards to alternative
products made with low-calorie sweeteners, it has yet to be accepted as a
solution to their regular products with regards to health. Until something
more conclusive exists, these products will be treated the same as the
products they aim to replace.

Figure 6 : Food Category Sources of Added Sugar in the US Population
Aged over 2 years
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We look for companies that sell food and Key indicators

ingredients with strong health and b % of product portfolio

nutrition positioning, including organic, that positively
fortified foods, medical nutrition, contributes to improved
naturally healthy foods (e.g. fresh fruits health and nutrition

and vege_tables,_ plant-based prot_eilfs), b % of product portfolio
natural ingredients (e.g. probiotics, that contribute
omega-3s, antioxidants, etc.), and other negatively to health
ingredients that increase the nutritional
content of foods. The portfolio mix of the
companies will be analysed between the
% that positively contributes to a
healthier population and the % that
negatively affect this goal.

> % of R&D dedicated to
increasing exposure to
the theme

Companies that manufacture and sell
tobacco products and sugar sweetened
drinks pose negative health
consequences on its consumers.
Therefore, companies involved in the
production and sale of tobacco and of
sugar sweetened drinks are rated as
“negative” with regards to sustainability
opportunitiessS.

BOX 1: Alcohol

With regards to harmful products, alcohol is also a product of concern. The
consumption of tobacco is harmful in all its forms and its consumption must be
reduced and eventually eliminated. Sugar, on the other hand, is slightly different.
The consensus is more to reduce the daily intake of added sugars from the human
diet. The most effective way to do so is by reducing and even eliminating the
consumption of sugar sweetened drinks, given their characteristics. Additionally, both
industries have similarities in overlooking the effects their products have on human
health.

Alcohol and its industry is a different story. First, the degree of its harmfulness is
dependent on its usage. As such, the WHO'’s policy recommendations are towards
creating an environment that would promote the responsible consumption of alcohol.
Furthermore, the industry has a long history of collaboration with civil society towards
promoting the responsible consumption of alcohol products.

Taking our lead from the WHO's position, Mirova analyses how alcohol companies
take the WHO's policy recommendations on the responsible consumption of alcohol
into consideration in their communication with consumers. Other measures that
companies can put in place to encourage and promote its responsible consumption
are also analysed in the sustainability risk review. This is further elaborated in the
section on Responsible Marketing below.

6 This applies only to the manufacturing and production of tobacco and its derived
products, this does not apply to component manufacturers (e.g. filters).
. *o*

Document intended for professional clients only in accordance with MIFID IIII’IHIE(RY?



Responsible investment research

@ Sustainable and Sustainably Certified Products

There are various ways in which current agricultural supply chain impact
negatively on the environment and on society. The most common of these
are: deforestation; damage to natural habitats of animals; water and ground
pollution; and impacts on the rights of smallholder farmers. Consumers’
awareness of these topics is gradually increasing, partly due to campaigns
by concerned non-profit organizations and the increasingly common media
reports on these issues. The best-known examples are the impact the palm
oil industry has on the natural habitats of orangutans and the continued
presence of child labour in cocoa farms. Additionally, more public attention
is being paid to how much smallholder farmers are paid for their produce. All
this has led to an increasingly conscious consumer who wants to ensure that
the products he/she buys do not contribute to the negative impacts listed
above and that the farmers at the end of the chain get fair pay and treatment.

Figure 7 : Levels of Clean Label and Food & Beverage Sales Growth vs. One
Year Ago, in the U.S.

Label Description Food & Beverage Sales vs. 2016
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(e.g. sodium oleyl lactylate

481)

Made from:

- Recognizable ingredients 1-3%
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Certified and labelled:

- Non-GMO

- Organic

- Fair trade

0-1%

6-9%

Source: Mirova

Companies can appeal to the conscious consumer by ensuring the traceability
of where these products are sourced from, increasing their transparency on
how their products are sourced and produced, and making sure that their
products are sourced and produced in a responsible and sustainable manner,
for example through third-party certifications. Companies can further
promote sustainable living and sustainable choices through their well-known
brands.

Consumer confidence in the ability of companies to sustainably source and
produce their products is low. As such, the best and most credible way for
companies to reassure consumers that they adhere to certain standards is
through third-party certifications. Third-party certifications provide
consumers with the transparency and credibility required so they can be sure
that their purchasing decisions do not negatively impact upon the
environment and/or society. While third-party certifications are not perfect,
they remain the best way of reassuring external stakeholders on the
sustainability of a company’s supply chain.

. *o*
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Third-party certifications vary depending on the underlying theme, but all of
them have minimum social and environmental standards that must be
respected. What usually varies is the focus of these standards (e.g. social
certifications, such as the Fair Trade certification, have a stronger focus on
the social aspects of the supply chain, whereas Certified Organic, focuses
more on the use of pesticides and fertilizers).

Furthermore, more and more consumers are becoming aware of the negative
impacts animal-based products have on the environment (e.g. carbon
emissions, animal welfare) and have therefore decided to change their diets
to have less of an environmental impact. This is done either by reducing the
amount of animal products consumed (i.e. reducetarian), eliminating animal
products (i.e. vegetarianism) or eliminating animal products and by-products
(i.e. veganism). Many countries have recorded an increase in people
identifying themselves as vegetarians or vegans in recent years. According
to the UK’s Vegan Society, there were three and a half as many vegans in
2016 as compared to 2006 - amounting to more than half a million people.
Health is seen to be a strong driver for this with the environmental impacts
of animal products coming a close second.

Figure 8 : Global Average Water Footprint of Food Items (litres per 1 kg)
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Source: Mirova / (Hoekstra, 2008)
We look for companies that have third- Key indicators
party environmental and/or social
certifications beyond the local legal
requirements. Companies that provide
more environmentally friendly
alternatives to animal protein (i.e. plant- > % of products that are

based proteins) are also considered. sustainable (e.g. -
plant-based proteins)

> % of products with a
third-party sustainably
sourced certification
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Populations in low-income (i.e. bottom of the pyramid) areas have difficulty
accessing formal markets, with most people in this section of the population
working in the informal economy. Being detached from formal markets, those
in low-income populations pay a poverty premium for basic commodities
(e.g. food, water, housing, energy). A poverty premium is when prices for
basic products are higher for the poor than for those with higher incomes.
Studies estimates that the low-income population accounts for around 2.7
billion people. For companies this represents an untapped market of both
consumers and labour. Companies can use market-based practices to help
incorporate this population into formal markets. One way they can do this is
through integrating them as different actors in the value chain either as
suppliers upstream or as distributors further downstream.

Global health is facing what at first glance seems to be a contradictory battle:
there are more than 800 million people suffering from malnutrition, and at
the same time there are 671 million people that are obese (2.1 billion are
overweight). While the prevalence of malnutrition is found mostly in
developing and emerging economies, the prevalence of obesity is not isolated

62 % of the world’s to developed countries, with overweight and obesity rates increasing in both
developing and emerging economies, especially amongst children. As such,

obese live in developing it is not uncommon to find certain national and local governments fighting
markets both obesity and malnutrition at the same time. Furthermore, those affected
(WHO, 2016) in developed markets are often low-income groups. The irony is that the

cheapest food available on the market is not necessarily the most nutritious
and healthful, sometimes leading to undernutrition despite a high calorie
intake. Lack of awareness is also another obstacle in this area as people are
not aware of how their diets can affect their own health. Food and beverage
companies can play a significant role by not only providing nutritious and/or
fortified food but by increasing awareness of health and nutrition and making
it affordable and available to low-income markets where access to certain
nutrients is currently limited.

Inclusive business models aim to further include people with low-incomes in
their overall business strategy either as consumers or business partners (in
the value chain). Experience has shown that achieving financial success in
these markets is not easy. Nevertheless, if well integrated into the overall
business model and strategy, inclusive business strategies can be a source
of innovation and can lead to improved customer loyalty as incomes rise.
We look for companies that provide Key indicators
affordable and nutritious food to low-
income populations and/or integrate Susiness fedl 26 pa:
these populations in their value chain of the company’s core
through innovative inclusive business strategy
models. Furthermore, companies that
allow for food manufacturers to produce
at lower costs without sacrificing on
health and nutrition are also
opportunities.

Presence of an inclusive

% of revenues coming
from this initiative

x o ¥
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Exposure to Opportunities

Indicators considered :

- % of product portfolio that contributes the health and nutrition theme
- % of products with a third-party sustainably sourced certification

- % of revenues coming from inclusive business models

High >50%
exposure
No presence of products with high sugar,
fat or salt content The analysis of the
Sl Between 10% and 50% CompanyEoreial
exposure strategy together

with its R&D focus

would complement
<10% the quantitative

indicators.

Negative
H Presence in tobacco and sugar sweetened beverage production and marketing

exposure
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Environmental and Social Risk

° Food Safety and Quality

Product quality and safety refers to spoilage, contamination, supply chain
traceability, allergy labelling, and antibiotic use in livestock. These issues
usually arise from companies’ supply chains and, with the increasing
globalization of supply chains, are becoming a greater concern. Furthermore,
Europe’s horsemeat scandal in 2013 and the fipronil contaminated eggs in
2017 show how issues such as adulteration and contamination are not
isolated to developing and emerging markets and can, in fact, be found in
developed markets where standards and supervision are generally deemed
200+ diseases are to be more robust. Controversies in this area can have a direct impact on
financial performance through the costs stemming from product recalls,
fines, and loss of sales due to a decrease in consumer trust. Improved
(WHO, 2016) disclosure around companies’ food safety measures can give the public,
particularly investors, a better understanding of how a company is mitigating
risks and minimizing incidences. Food traceability also plays an important
role in being able to quickly determine the source of the problem. Alignment
with international standards on food safety management provides a good
indication of companies’ performance in this area.

spread through food

Figure 9 : Proportion of OIE Member Countries authorising antimicrobial
growth promoters in animals
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57 /O of Americans Other issues such a_s products that contain or are _derlved from GMQS a_nd
o products that contain sugar, fat and salt are considered controversial with
think it is _genera//y _u_nsafe to regards to the safety of their consumption. For products that contain or are
eat genetically modified derived from GMOs, the verdict has yet been delivered on if they are indeed
foods bad for human health. They have not been present in the food system for
(Pew Research Center, 2017) long enough to study the long-term effects of their consumption on human

health and the scientific community has yet to reach a consensus on the
results of the studies that do exist. Nevertheless, consumers are increasingly
keen to know if GMO is found in the food they consume. As such,
transparency (i.e. GMO labelling) is the recommended route to allow the
consumer to make an informed decision on what they consume and for the

7 GMO : genetically modified organisms
. *o*
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company to avoid any possible reputational repercussions. For other
controversial ingredients such as sugar, salt and fat, there is a clear
consensus that the consumption of these ingredients needs to be reduced.
Companies need to put in place programs and targets aimed at reducing the
sugar, fat and salt contents in their products today and further reduce the
amount used in future products.

There is also growing concern about the use of antibiotics in the food system.
While this is an issue of animal welfare, which is touched upon the next
section, it also impacts significantly on overall global human health.
Antimicrobial resistance (AMR)8 is one of the biggest threats to global health,
food security and development. AMR leads to new resistance mechanisms
that threaten our ability to treat common infectious diseases. Without
effective antimicrobials for prevention and treatment of infections, medical
procedures such as organ transplants and major surgery become very high
risk. While AMR occurs naturally (through genetic changes), the misuse of
antimicrobial drugs, such as antibiotics, in humans and animals has
accelerated the process. Misuse in animals is mainly due to the prophylactic
80% of antibiotics used use of antibiotics and the use of antibiotics for growth promotion rather than
in the US are given to farm treatment. The prophylactic use of antibiotics in livestock and involve animals
animals being given antibiotics to prevent diseases mainly caused by close
confinement and unsanitary conditions. The WHO recognizes that the high
proportion of antibiotics given to animals is a significant public health
concern. Consequently, legislation has followed suit with the EU banning the
use of antibiotics as growth agents from 2006 and voting to ban the
prophylactic use of antibiotics in 2011. Furthermore, certain consumers
consider the use of antibiotics in their shopping choices. In response to
increasing health risks, consumer preferences and regulations, companies
must therefore work towards eliminating the prophylactic use of antibiotics
and antibiotics as growth promoters in their supply chains.

(FDA, 2012)

For companies in this sector, we ask Key indicators

them to put in place a good and robust
food safety management system
including adherence to international
standards such as the Global Food Safety

Policies and
implementation on:
(1) food safety and
quality, (2) GMO use

Initiative, the Good Manufacturing
Practices, the Hazard Analysis and
Critical Control Points, or the WHO’s
Codex Alimentarius, effective product
traceability systems, responsive product
recall procedures, and a comprehensive
overall management system. Suppliers

and transparency, and
(3) the prophylactic
use of antibiotics and
of antibiotics as
growth promoters

Certifications or
adherence to

international
standards and full
coverage of own
operations

should also be chosen based on the
quality of their food management
systems, especially their adherence to
certified food safety management
systems. Food recalls - their frequency,
reasons and how they are handled by the

8 AMR : happens when microogranisms (e.g. bacteria, fungi, viruses & parasites)
change when they are exposed to antimicrobial drugs (e.g. antibiotics, antifungals,
antivirals, antimalarials, & anthelmintics)
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company are also factored into the Inclusion of food
assessment of the company’s risk safety management in
management. supplier selection
With regards to controversial Notice of food safety

violations received and

ingredients, the company’s policy on
percentage corrected

transparency on such ingredients and

how it is implemented will be analysed Number of recalls
along with the programs they have in issued, reason for
place to reduce the use of these recall, and total
ingredients in their products. amount of food

product recalled
In terms of the use of antibiotics in

livestock and fish stocks, the strength of .
L. . i sourced from suppliers
policies banning the prophylactic use of that have certified
antibiotics and the use of antibiotics as food safety
growth promoters will be analysed. management systems
These policies need to be accompanied
by time-bound goals to implement them
throughout their supply chain for

% of ingredients

% of ingredients that
are traceable

livestock and fish stocks and to eliminate The elimination of the

the use of antibiotics important to human use of antibiotics

medicine. important to human
medicine in supply
chain

Primary raw materials for food and beverage companies come from the
agricultural sector. While, due to their high importance, some of the impacts
of products that come from the agricultural supply chain will be discussed in
more detail below (labour rights in the supply chain and water stress
management), the impact of agricultural produce is so vast and varied that
it is important to address all environmental and social impacts. These impacts
can include impacts on soil quality and biodiversity (particularly through
deforestation), on farmers and on local communities surrounding farmlands.
The Sustainable Agriculture Initiative Platform (SAI) defines sustainable
agriculture as the efficient production of safe, high quality agricultural
products in a way that protects and improves the natural environment, the
social and economic conditions of farmers, their employees and local
communities, and safeguards the health and welfare of all farmed species.
The underlying themes are: farmers’ skills and income, rural social and
economic conditions, crop and animal welfare, biodiversity, and soil
management. Investing in these themes will ensure access to key raw
materials in the future as negative consequences of unsustainable
agriculture, such as land degradation and soil deterioration have been shown
to have lasting effects on the quality of produce and on yields.

While farms are not usually directly owned and/or operated by food and
beverage companies, they nevertheless have a role to play in promoting
sustainable agriculture by incorporating the adoption of sustainable
agriculture practices into their sourcing and purchasing decision-making
process.
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We expect companies in this sector to Key indicators

have a sustainable agriculture policy in
place, adapted to the crops they use.
Partnership with societal organisations
such as the Forest Trust are positively _
welcomed. We look at the type of % of agricultural raw
performance indicators used such as TR i &

- . , traceable to the farm
evolution of supplier ratings over several

Mapping of raw
materials and their
impacts

years, share of purchases from suppliers Sustainable agriculture
with high sustainability ratings, etc. We and/or sourcing policy
also wish to see policies implemented with a zero

deforestation for raw

throughout companies’ supply chains. i
materials clause

Disclosure of the methodology used to

measure the level of supplier conformity Suppliers conformity to
to policies is appreciated. Furthermore, company policies and
we encourage companies to make the implementation
quality of the sustainable practices NEEEES
implemented a factor in supplier Inclusion of sustainable
selection. Finally, to have a truly agricultural practices
sustainable agricultural supply chain, it into the supplier
is important that it be traceable. decision making
process

Performance indicators

Labour rights (child labour, excessive working hours, forced labour, modern
slavery and human trafficking) are the most common human rights violations
in the agriculture sector. Work in this sector is often labour-intensive and
occurs on a seasonal basis, meaning it attracts many temporary and migrant
workers. 80% of farmland in Sub-Saharan Africa and Asia is managed by
smallholder farmers (farmers with lands less than or equal to 10 hectares),
71 % of global child labour which increases the likelihood of child labour and undocumented labour in
these farms. In these countries, it is not uncommon for the children of
farmers and neighbouring families to work on farms to earn extra income.
(ILO, 2017) Increasing media focus on these issues have brought reputational risks to
the companies involved (e.g. modern slavery in fish feed for shrimp in 2014).
However, these risks have yet to fully translate into financial risks for

companies.

occurs in the agricultural sector

While not many companies in this industry directly own and exploit farmland,
as buyers of produce, they have the leverage to ensure that their purchases
are not a product of these violations. They can also work with their partners
on the ground to put in place the necessary measures to mitigate these risks
and create conditions that discourage the hiring of child labour and
undocumented workers.
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Figure 10 : Sector of Forced Labour Exploitation

B Begging
Mining & quarrying
B Personal services
B Wholesale & trade
B Accommocation & food

service activities

B Agriculture, forestries &
fishing

B Manufacturing

Construction

Domestic work

Source: Mirova / (ILO, 2017)

We expect companies in this sector to put Key indicators

a robust supply chain management
system in place that includes a section on
how to minimize and eventually

> % of raw materials that
are “high risk” from a
social perspective (e.g.

eliminate the incidence of human rights
violations, forced labour, child labour and
excessive working hours in their supply
chains, particularly at the farm level. The
use of certification processes is
recommended where possible.
Furthermore, seeing as these issues are
systematic and not specific to one
company or group of companies, we
expect companies to collaborate within
the industry and with external
organizations to fully eliminate these
violations from the agricultural supply
chain.

cacao, seafood), or that
are certified from a social
aspect (e.g. Fair Trade)

Code of conduct for
suppliers

Publication of supplier
rating methodology and
measures in place to
tackle non-compliance

Risk mapping of social
risks and level of
exposure

Collaboration with other
stakeholders through
multi-stakeholder
initiatives or direct
partnerships

Performance indicators:
evolution of supplier
ratings, decrease in the
number of non-
compliance events, etc.
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° Water Stress Management

The food and beverage industry is highly reliant on water for the different
phases of their products’ lifecycles. It is in high demand for crop cultivation,
is needed for cooking, processing, and cleaning finished goods, and is also
used as the final ingredient for beverage companies. The total amount of
water use depends greatly on the food or beverage being prepared.

Water demand is projected to outstrip supply by 2030. Furthermore, the
impact of climate change on our water supply is slowly taking form - the
6 9 % of water withdrawn clearest example of which is the drought in California over the past four years
- and thereby gradually provoking society to question the role that
companies play (especially water-intensive ones) in guaranteeing the local
water supply for communities. As such, it is in their best interests - for the
(FAO, 2017) sake of their own longevity - for companies to put in place a water
management system that is not only transparent, but also sturdy enough to
ensure their water supply for future operations, and to justify their license to

operate in highly water stressed regions.

globally is for the agricultural
sector

Figure 11:Proportion of Total Water Withdrawal Withdrawn for Agriculture
(%)

Source: Mirova / (FAO, 2017)
We encourage companies to have a Key indicators
robust water management system in
place, including regular water risk
assessments and a strong focus on
efficiency and water treatment.
Furthermore, companies need to show > Percentage of “water
how they are addressing water efficiency il @S W MEEens
and water risks throughout their of high-water stress

) Percentage of operations
found in high-water
stress regions

agricultural supply chain. This is ) Percentage of

especially important in water stressed agricultural supply in

regions. regions of high-water
stress

) Quantitative indicators
on water performance
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Globally, a third of all food is either lost or wasted from farm to fork. Food
loss occurs within the agricultural supply chain and happens mainly in
developing countries. To address food loss, investments need to be made in
already available technologies when it comes to mechanization,
transportation and packaging of produce in developing countries. Food
waste, on the other hand, occurs at the consumer level and happens mainly
in developed countries. For food waste, two types of change are required:

USD 1 tri//IOn o first, behavioural changes in which awareness is created at the consumer
level, and second, technological changes that would prolong the shelf life of

the annual estimated cost of foods.

the nearly 1/3 of all food that is

lost or wasted globally Companies in this industry have a role to play by promoting the necessary

investment at the supply chain level to address food losses in developing

(FAO, 2014) countries, encouraging anti-food waste behaviour amongst their consumers

and introducing new technologies that increase the shelf-life of food (such as

appropriate packaging) in developed markets.

On this subject, we ask companies to Key indicators

develop strategies to reduce food loss

within their supply chain and food waste

amongst their consumers. Additionally,

we encourage companies to quantify

food loss and waste, monitor their

progress, and to promote these practices
to other players in the industry.

Responsible marketing encompasses several themes: marketing to children
(particularly high sugar content products), marketing breast milk substitutes,
marketing alcoholic products and honest marketing.

Presence of a Food Loss
and Waste (FLW) strategy

Quantitative indicators
measuring food loss and
waste, and its progress

Marketing is a powerful tool by which companies can inform their costumers
of the benefits of using their products. While common practice, it can be
worldwide aged 15 or older controversial when companies use aggressive methods to persuade
engage in heavy episodic consumers to use products to the detriment of their health. As such, it is the
drinking responsibility of companies to ensure that their marketing practices are
responsible and truthfully depict the benefits and consequences of using their
products, particularly when targeting more vulnerable groups.

[ 1 6% of drinkers

(WHO, 2016)

We encourage responsible marketing Key indicators

policies that outline how a company
ensures that their marketing practices
portray their products in a truthful
manner, without misleading their
consumers.

For companies that have products with
high sugar content in their portfolios, we
expect a more specific policy about their
true nutritional content, their advertising
to children and the availability of their
products in schools and nearby vicinity.

For alcohol companies, special attention

Presence of a
responsible marketing
policy

Scope and coverage of
the responsible
marketing policy

Performance
indicators: % of
marketing department
employees that are
trained on the
responsible marketing
policy, % of third-

i
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is paid to the following elements of the party media partners
company: 1/ a good understanding of trained_on the'
how the company ensures responsible marketing policy

marketing practices beyond the legal Controversies
requirements, particularly in high-risk

markets (i.e. countries with Ilow

regulations, low-end price ranges, etc.)

and 2/ information on detailed risk

mappings concerning this issue and

subsequent management plans. If the

information provided on these two

elements is not sufficient, then a "Risk”

rating will be given.

For companies with breast milk
substitutes, we expect their policy to be
in line with the WHO'’s Code of Marketing
Breast Milk Substitutes and the WHO
position recognising the superiority of
breast milk.

Companies in the food and beverage industry are big direct employers in
their markets. Furthermore, most of the jobs created tend to be physically
demanding, low-skilled and low-paying, thereby attracting the most
vulnerable groups in any labour force. This means that companies need to
put in place measures and programs in place that ensure a safe working
environment and policies that protect workers’ rights. Studies have shown
that companies investing in their labour force can bring about operational
benefits to the companies that do so. Examples of these are higher labour
productivity and increased customer satisfaction. It is therefore clear that
companies benefit from proper and responsible management of their human
resources.

We expect companies to have a labour Key indicators

management policy that is, as a
minimum, in line with the ILO’s eight
Fundamental Conventions. It should

Presence of a labour
management policy

address the following issues: freedom of Scope and coverage of
association and the effective recognition Al TR e
of the right to collective bargaining, L

elimination of all forms of forced and Performance indicators:
compulsory labour, effective abolition of % of global workforce
child labour and elimination of that is covered by
discrimination in respect of employment collective bargaining

and occupation. We place importance on SOISELS

freedom of association and collective
bargaining, as this freedom is not always
respected in all labour markets.
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In line with the quest for a healthier global society, increased transparency
on lobbying efforts and donations to organisations and studies is highly
recommended. Several controversies have arisen over the food and beverage
industry funding attempts to downplay the role of sugar and overeating in
the global obesity epidemic. Transparency in these areas would enable
investors to have a better idea of companies’ overall strategy.

Furthermore, considering that companies in this industry are global
organisations, we also appreciate more transparency about their measures
against bribery and corruption as well as tax optimization strategies,
particularly as this is becoming a topic of concern for many governments and
citizens across the world.

Beyond policies in place (business ethics, Key indicators
lobbying and donations, etc.), we
appreciate more information as to how a
company ensures that these policies are
implemented throughout its value chain.

Presence of the following
policies: business ethics,
lobbying and donations

On-going business ethics
Furthermore, we encourage companies litigations

to have a transparency policy in place

about their lobbying efforts, to donations Leaaleyine) i) clemeer

. - t
made to third-party organisations, and e
country by country reporting on taxes in Ethical controversies
the countries where they operate. around the company and

their response
Effective tax rate

Tax country by country
reporting

In the food and beverage industry, the responsible marketing of products
and their benefits is of genuine concern, particularly when it comes to the
role the industry can play in a healthier society. While already detailed in the
previous section, we reiterate this since marketing practices in terms of the
health benefits and consequences of products are rarely state regulated. This
means that the industry is highly reliant on self-regulation. Therefore, in
complement to their responsible marketing policies, companies must ensure
that their governance structures enable not only the enforcement of their
policy, but also ensure, as a minimum, that the policy meets within
international standards (where available).

It is important to have an overall understanding of how companies
incorporate sustainability into their core strategy and how it is put into
practice in their operations. Good governance of sustainability, with support
from top management, is more likely to lead to a robust and credible
sustainable strategy.
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We encourage companies to have both a Key indicators
top-down and bottom-up approach when
it comes to sustainability: we look for
both support from the CEO and Chairman
to effectively put into place a _
sustainability strategy that is in line with Integration of extra-
the company’s overall strategy and for financial performance

. objectives in the annual
employees to be encouraged to use their .

L. . report and variable
creativity and experience to better compensation of
integrate  sustainability into their executives
everyday working life.

Management to whom
the director of
sustainability reports to

Presence of an
administrator or an
advisement committee in
charge of CSR

Criteria

Not be eligible for a Risk rating AND

- Evidence of robust environmental and/or social management systems that effectively
address the company’s environmental and social issues in the entirety of its operations and
include a majority of its supply chain

- Productive responses to ethical controversies with evidence towards improvement OR

- Absence of ethical controversies

All other cases

- Responses to repeated ethical controversies that are deemed as insufficient or
inappropriate OR

- Company practices that go against any of the issues outlined above OR

- For alcohol companies, insufficient product/market risk assessment and responsible
marketing practices and measures OR

- Weak governance structure of sustainability to allow for sustainability practices to flourish
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Opinion Breakdown

Based on this framework of analysis, a “Sustainability Opinion” on a five-
level scale is defined for each issuer.

Negative Risk Neutral Positive
Strongly opposes Hinders In line with some Contributes Contributes very
>ngly opp of the Sustainable positively to favorably to

achievement of achievement of s -

the Sustainable the Sustainable Development achieving the achieving the
Goals, but impacts Sustainable Sustainable

Development Development

Goals Goals are low or Development Development
unquantified Goals Goals

The following figure illustrates the distribution of Sustainability Opinions in
the companies in this sector’s companies found in the MSCI World index as
against the entire index.

Figure 12 : Sustainability Opinions of Food & Beverage Sector vs. MSCI
World Index

100% -+
Food & beverages
90%

80% - MSCI World
70% -
60% -
50% 4
40%
30% A
20% A
10% 4
0% - - —

Negative Risk Neutral Positive Committed

Source: Mirova, 2017

Companies in this sector tend to have a “Neutral” Sustainability Opinion as
the product portfolio of these companies tend to be fairly diverse with no
clear trend towards increasing the portion that is healthy and nutritious and
divesting from products that have negative health consequences.
Furthermore, most of companies have certain measures in place to improve
the sustainability of their supply chain, but at the same time these efforts
are not enough to address all the issues the industry faces. "Committed” and
“Positive” companies are those that have a healthy product portfolio and
further investments toward improving it and/or a more proactive stance
towards addressing their environmental and social risks, both in their own
operations and throughout their supply chain. “Risk” and “Negative”
companies are mainly alcohol and tobacco companies and companies that
have had controversies related to food safety, without the proper measures
and responses to address them.
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Conclusion

The food and beverage and food retail industry has an important role to play
in ensuring the sustainability of the food system. One aspect of this is the
health and nutritional quality of products. This can have financial benefits as
governments are cracking down on the amount of sugar in food products
through taxation. Companies can also find growth through third-party
certifications that provide guarantees to the increasing number of conscious
consumers that the products they are buying are produced, manufactured
and/ or procured in a sustainable manner. Companies that provide
sustainable alternatives to commonly used food products have good
opportunities for further growth in today’s world of changing consumer
preferences. Furthermore, it is equally important to ensure that nutritious
and fortified products be accessible to low-income populations where access
to certain nutriments still poses concerns. Companies can also help bring
populations with low incomes into the formal economy by incorporating them
into different parts of their value chain. While the financial benefits of this
are yet to be proven, this has been shown to provide other benefits, such as
being a source for innovation and building a loyal customer base.

In terms of environmental and social risks, food safety remains the most
important issue, as it can directly affect consumers - impacting upon the
economic performance of the company. It is thus very important that
companies ensure that their food safety mechanisms are robust and reactive
to external events. Companies must also work on increasing transparency in
the ingredients used in their products, such as the presence of GMOs and
sugar, fat and salt content. Companies should also proactively work towards
ensuring that the prophylactic use of antibiotics and the use of antibiotics as
growth promoters is eliminated from livestock and fish stocks. Other major
social and environmental risks can be linked to companies’ supply chains:
labour rights, water management, overall sustainable agricultural practices,
and to a certain extent, food waste. For companies to better mitigate these
risks, they must ensure close ties with their key suppliers and increase
traceability within their supply chain. Investing in a sustainable supply chain
also brings economic benefits for companies as it secures their access to key
raw materials. In companies’ direct operations, food waste, labour
management and issues around responsible marketing have to be taken into
consideration. Along with comprehensive policies and best practices, a stable
and robust governance structure overseeing these measures is needed to
ensure their effectiveness.

Levels of transparency are very important when it comes to determining the
sustainability of companies. As such, even if the products of the company
clearly provide opportunities for sustainable development issues, it may be
that companies are not in the investible universe due to their lack of
transparency on environmental and social initiatives from a risk management
perspective. This is particularly the case when companies have operations in
countries that are considered as being “risk” from an environmental or social
perspective, due to the country’s overall environment. Furthermore, a
company may also be considered as not investible when their environmental
and social risk management is not deemed sufficient given the level of risks
they are exposed to. This is usually determined after regular discussions with
companies on certain issues that pose a serious concern. When possible,
discussions with the company are established before giving the company in
qguestion a “Risk” rating.
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Sustainable Development Goals

1. End poverty in all its forms everywhere

2. End hunger, achieve food security and improved nutrition and promote
sustainable agriculture

3. Ensure healthy lives and promote well-being for all at all ages

quauy
EDUCATION

L]

5 GENDER
EQUALITY

@' 5. Achieve gender equality and empower all women and girls

4. Ensure inclusive and equitable quality education and promote lifelong
learning opportunities for all

6. Ensure availability and sustainable management of water and sanitation for

E all

7. Ensure access to affordable, reliable, sustainable and modern energy for all

600D JOBS AND
ECONDMICGROWTH

=
o
%%,

“] REDUGED
INEQUALITIES

8. Promote sustained, inclusive and sustainable economic growth, full and
productive employment and decent work for all

9. Build resilient infrastructure, promote inclusive and sustainable
industrialization and foster innovation

10. Reduce inequality within and among countries

11. Make cities and human settlements inclusive, safe, resilient and sustainable

12. Ensure sustainable consumption and production patterns

13. Take urgent action to combat climate change and its impacts

14. Conserve and sustainably use the oceans, seas and marine resources for
sustainable development

15. Protect, restore and promote sustainable use of terrestrial ecosystems,
sustainably manage forests, combat desertification, and halt and reverse land
degradation and halt biodiversity loss

16 Te” 16. Promote peaceful and inclusive societies for sustainable development,
! provide access to justice for all and build effective, accountable and inclusive
o= institutions at all levels

17 PARTNERSHIPS
FORTHE GOALS

17. Strengthen the means of implementation and revitalize the global
@ partnership for sustainable development

http://www.un.org/sustainabledevelopment/sustainable-development-goals/
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Disclaimer

This document is intended for professional clients only in accordance with MIFID. If no
and you receive this document sent in error, please destroy it and indicate this breach
to Mirova.

Products and services do not take into account any particular investment objectives,
financial situation nor specific need. Mirova will not be held liable for any financial loss
or decision taken or not taken on the basis of the information disclosed in this
document, nor for any use that a third party might make of this information. This
document in no way constitutes an advice service, in particular an investment advice.

This document is a non-contractual document and serves for information purpose only.
This document is strictly confidential and it may not be used for any purpose other
than that for which it was conceived and may not be copied, distributed or
communicated to third parties, in part or in whole, without the prior written consent
of Mirova. This document may not be used in some jurisdictions where such offers or
promotions have not been authorized by the competent authorities. Each investor must
ensure he complies with these requirements and prohibitions.

No information contained in this document may be interpreted as being contractual in
any way. Information contained in this document is based on present circumstances,
intentions and beliefs and may require subsequent modifications. No responsibility or
liability is accepted by Mirova towards any person for errors, misstatements or
omissions in this document or, concerning any other such information or materials, for
the adequacy, accuracy, completeness or reasonableness of such information. While
the information contained in this document is believed to be accurate, Mirova expressly
disclaims any and all liability for any representations, expressed or implied, with
respect to this document. Prices, margins and fees are deemed to be indicative only
and are subject to changes at any time depending on, inter alia, market conditions.
Mirova reserves the right to modify any information contained in this document at any
time without notice. More generally, Mirova, its parents, its subsidiaries, its reference
shareholders, the funds Mirova manages and its directors, its officers and partners, its
employees, its representative, its agents or its relevant boards will not be held liable
on the basis of the information disclosed in this document, nor for any use that a third
party might make of this information. This document has been created and prepared
by Mirova based on sources it considers to be reliable. However, Mirova does not
guarantee the accuracy, adequacy or completeness of information obtained from
external sources included in this document.

Additional Notes

This material has been provided for information purposes only to investment service
providers or other Professional Clients, Qualified or Institutional Investors and, when
required by local regulation, only at their written request. This material must not be
used with Retail Investors.

In the E.U. (outside of the UK): Provided by Natixis Investment Managers S.A. or
one of its branch offices listed below. Natixis Investment Managers S.A. is a
Luxembourg management company that is authorized by the Commission de
Surveillance du Secteur Financier and is incorporated under Luxembourg laws and
registered under n. B 115843. Registered office of Natixis Investment Managers S.A.:
2, rue Jean Monnet, L-2180 Luxembourg, Grand Duchy of Luxembourg. France: Natixis
Investment Managers Distribution (n.509 471 173 RCS Paris). Registered office: 21
quai d'Austerlitz, 75013 Paris. Italy: Natixis Investment Managers S.A., Succursale
Italiana (Bank of Italy Register of Italian Asset Management Companies no 23458.3).
Registered office: Via Larga, 2 - 20122, Milan, Italy. Germany: Natixis Investment
Managers S.A., Zweigniederlassung Deutschland (Registration number: HRB 88541).
Registered office: Im Trutz Frankfurt 55, Westend Carrée, 7. Floor, Frankfurt am Main
60322, Germany. Netherlands: Natixis Investment Managers, Nederlands
(Registration number 50774670). Registered office: World Trade Center Amsterdam,
Strawinskylaan 1259, D-Tower, Floor 12, 1077 XX Amsterdam, the Netherlands.
Sweden: Natixis Investment Managers, Nordics Filial (Registration number 516405-
9601 - Swedish Companies Registration Office). Registered office: Kungsgatan 48 5tr,
Stockholm 111 35, Sweden. Spain: Natixis Investment Managers, Sucursal en Espaia.
Registered office: Torre Colon II - Plaza Colon, 2 - 28046 Madrid, Spain.

In Switzerland: Provided for information purposes only by Natixis Investment

Managers, Switzerland Sarl, Rue du Vieux Collége 10, 1204 Geneva, Switzerland or its
representative office in Zurich, Schweizergasse 6, 8001 Zirich.

In the U.K.: Provided by Natixis Investment Managers UK Limited which is authorised
and regulated by the UK Financial Conduct Authority (register no. 190258). This
material is intended to be communicated to and/or directed at persons (1) in the United
Kingdom, and should not to be regarded as an offer to buy or sell, or the solicitation
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of any offer to buy or sell securities in any other jurisdiction than the United Kingdom;
and (2) who are authorised under the Financial Services and Markets Act 2000 (FSMA
2000); or are high net worth businesses with called up share capital or net assets of
at least £5 million or in the case of a trust assets of at least £10 million; or any other
person to whom the material may otherwise lawfully be distributed in accordance with
the FSMA 2000 (Financial Promotion) Order 2005 or the FSMA 2000 (Promotion of
Collective Investment Schemes) (Exemptions) Order 2001 (the "Intended
Recipients"). The fund, services or opinions referred to in this material are only
available to the Intended Recipients and this material must not be relied nor acted
upon by any other persons. Registered Office: Natixis Investment Managers UK
Limited, One Carter Lane, London, EC4V 5ER.

In the DIFC: Provided in and from the DIFC financial district by Natixis Investment
Managers Middle East (DIFC Branch) which is regulated by the DFSA. Related financial
products or services are only available to persons who have sufficient financial
experience and understanding to participate in financial markets within the DIFC, and
qualify as Professional Clients as defined by the DFSA. Registered office: Office 603 -
Level 6, Currency House Tower 2, PO Box 118257, DIFC, Dubai, United Arab Emirates.

In Japan: Provided by Natixis Investment Managers Japan Co., Ltd., Registration No.:
Director-General of the Kanto Local Financial Bureau (kinsho) No. 425. Content of
Business: The Company conducts discretionary asset management business and
investment advisory and agency business as a Financial Instruments Business
Operator. Registered address: 1-4-5, Roppongi, Minato-ku, Tokyo.

In Taiwan: Provided by Natixis Investment Managers Securities Investment
Consulting (Taipei) Co., Ltd., a Securities Investment Consulting Enterprise regulated
by the Financial Supervisory Commission of the R.O.C . Registered address: 16F-1,
No. 76, Section 2, Tun Hwa South Road, Taipei, Taiwan, Da-An District, 106 (Ruentex
Financial Building I), R.O.C., license number 2012 FSC SICE No. 039, Tel. +886 2 2784
5777.

In Singapore: Provided by Natixis Investment Managers Singapore (name
registration no. 53102724D) to distributors and institutional investors for informational
purposes only. Natixis Investment Managers Singapore is a division of Natixis Asset
Management Asia Limited (company registration no. 199801044D). Registered
address of Natixis Investment Managers Singapore: 10 Collyer Quay, #14-07/08
Ocean Financial Centre, Singapore 049315.

In Hong Kong: Provided by Natixis Investment Managers Hong Kong Limited to
institutional/ corporate professional investors only.

In Australia: Provided by Natixis Investment Managers Australia Pty Limited (ABN 60
088 786 289) (AFSL No. 246830) and is intended for the general information of
financial advisers and wholesale clients only .

In New Zealand: This document is intended for the general information of New
Zealand wholesale investors only and does not constitute financial advice. This is not
a regulated offer for the purposes of the Financial Markets Conduct Act 2013 (FMCA)
and is only available to New Zealand investors who have certified that they meet the
requirements in the FMCA for wholesale investors. Natixis Investment Managers
Australia Pty Limited is not a registered financial service provider in New Zealand.

In Latin America: Provided by Natixis Investment Managers S.A.

In Chile: Esta oferta privada se inicia el dia de la fecha de la presente comunicacion.
La presente oferta se acoge a la Norma de Caracter General N° 336 de la
Superintendencia de Valores y Seguros de Chile. La presente oferta versa sobre valores
no inscritos en el Registro de Valores o en el Registro de Valores Extranjeros que lleva
la Superintendencia de Valores y Seguros, por lo que los valores sobre los cuales ésta
versa, no estan sujetos a su fiscalizacion. Que por tratarse de valores no inscritos, no
existe la obligacion por parte del emisor de entregar en Chile informacién publica
respecto de estos valores. Estos valores no podran ser objeto de oferta publica
mientras no sean inscritos en el Registro de Valores correspondiente.

In Uruguay: Provided by Natixis Investment Mangers Uruguay S.A., a duly registered
investment advisor, authorised and supervised by the Central Bank of Uruguay. Office:
San Lucar 1491, oficina 102B, Montevideo, Uruguay, CP 11500. The sale or offer of
any units of a fund qualifies as a private placement pursuant to section 2 of Uruguayan

law 18,627.
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In Colombia: Provided by Natixis Investment Managers S.A. Oficina de
Representacion (Colombia) to professional clients for informational purposes only as
permitted under Decree 2555 of 2010. Any products, services or investments referred
to herein are rendered exclusively outside of Colombia. This material does not
constitute a public offering in Colombia and is addressed to less than 100 specifically
identified investors.

In Mexico: Provided by Natixis IM Mexico, S. de R.L. de C.V., which is not a regulated
financial entity or an investment manager in terms of the Mexican Securities Market
Law (Ley del Mercado de Valores) and is not registered with the Comisién Nacional
Bancaria y de Valores (CNBV) or any other Mexican authority. Any products, services
or investments referred to herein that require authorization or license are rendered
exclusively outside of Mexico. Natixis Investment Managers is an entity organized
under the laws of France and is not authorized by or registered with the CNBV or any
other Mexican authority to operate within Mexico as an investment manager in terms
of the Mexican Securities Market Law (Ley del Mercado de Valores). Any use of the
expression or reference contained herein to “Investment Managers” is made to Natixis
Investment Managers and/or any of the investment management subsidiaries of
Natixis Investment Managers, which are also not authorized by or registered with the
CNBV or any other Mexican authority to operate within Mexico as investment
managers.

The above referenced entities are business development units of Natixis Investment
Managers, the holding company of a diverse line-up of specialised investment
management and distribution entities worldwide. The investment management
subsidiaries of Natixis Investment Managers conduct any regulated activities only in
and from the jurisdictions in which they are licensed or authorized. Their services and
the products they manage are not available to all investors in all jurisdictions. It is the
responsibility of each investment service provider to ensure that the offering or sale
of fund shares or third party investment services to its clients complies with the
relevant national law.

The provision of this material and/or reference to specific securities, sectors, or
markets within this material does not constitute investment advice, or a
recommendation or an offer to buy or to sell any security, or an offer of any regulated
financial activity. Investors should consider the investment objectives, risks and
expenses of any investment carefully before investing. The analyses, opinions, and
certain of the investment themes and processes referenced herein represent the views
of the portfolio manager(s) as of the date indicated. These, as well as the portfolio
holdings and characteristics shown, are subject to change. There can be no assurance
that developments will transpire as may be forecasted in this material. Past
performance information presented is not indicative of future performance.

Although Natixis Investment Managers believes the information provided in this
material to be reliable, including that from third party sources, it does not guarantee
the accuracy, adequacy, or completeness of such information. This material may not
be distributed, published, or reproduced, in whole or in part.

All amounts shown are expressed in USD unless otherwise indicated.

. *o*
Document intended for professional clients only in accordance with MIFID H}}ﬁ?\‘(?



MIROVA

French Public Limited liability company with board of Directors

Regulated by AMF under n°GP 02-014

RCS Paris n°394 648 216

Registered Office: 21 quai d’Austerlitz — 75 013 Paris - Tel.: +33 (0)1 78 40 80 00
Mirova is a subsidiary of Natixis Asset Management.

NATIXIS ASSET MANAGEMENT, S.A.

Limited liability company

Regulated by AMF under n°GP 90-009

RCS Paris n°329 450 738

Registered Office: 21 quai d’Austerlitz - 75 634 Paris Cedex 13 Tel. +33178408000
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