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Carrefour Group climate strategy

Helping to achieve net zero through integrated stores by 2040
(Scopes 1 & 2)

Helping to achieve net zero through e-commerce by 2030
(Scopes 1 & 2)

29% reduction in indirect emissions compared with 2019 (Scope 3)
Adapting to climate change
Detailed performance and correspondence tables

Find out more

APPENDIX - History of Group commitments
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Summary - Carrefour Group Climate Plan

The Carrefour Group has put in place a dedicated cli-
mate change strategy — based on an assessment of
CO, emissions — and structured through an approach
enabling climate change mitigation and adaptation
to climate change.

The Group refers to the best available standards for
analysing climate change risks, building action plans
and reporting on them. The Group operates on the
basis of a continuous improvement approach. This is
in relation to the definition of its targets (which are
regularly raised) and its reporting, the coverage rate
and accuracy of which are regularly increased.

The climate plan involves all levels of the Group. It
involves the Group Executive Committee, responsi-
ble for defining the strategy, the Board that validates
it, and the Board's CSR Committee. Each year, this
Committee examines performance and the climate
strategy. It also involves the CEO of each country
tasked with implementing the strategy, together with
the technical teams and the asset teams, alongside
the merchandising department and other key ones
responsible for implementing the roadmaps. A num-
ber of special teams are also involved, with the Inter-
national Climate Committee, the Director of Engage-
ment (Executive Committee member) and the CSR
team.

Tackling climate change plays an essential role in as-
sessing the company's performance via the CSR and
food transition index. This is a tool used to track tar-
gets, assess CSR performance, mobilise teams and
manage various business lines. It is a criterion in the
CEO's compensation package (to the tune of 20%), as
well as those of members of the country and Group
executive committees, Group entity employees
(10%), people eligible for the long-term remunera-
tion plan (25%), and all employees in France eligible
for variable remuneration, i.e. around 10,000 people
(around 10%).

Group's CO, emissions:

The Group’s total greenhouse gas emissions across
all scopes stood at an estimated 97 million tonnes
of CO, equivalent in 2022 (scopes 1, 2 and 3). The
Group’s scope 1 and 2 emissions are from its inte-
grated stores. They account for less than 2% of the
Group's emissions. Scope 3 emissions are from the
Group's upstream and downstream activities. They
account for more than 98% of the Group's emissions.

The Group uses the GHG Protocol methodology, and
relies on the emission factors of ADEME, Agribalyse,
DEFRA and IEA. It measures its CO, emissions for
scopes 1,2 and 3.

CARREFOUR GROUP 2022 CARBON ASSESSMENT

CONDUCTED FOR THE APPLICABLE CATEGORIES OF SCOPES 1,2 AND 3
USING THE GHG PROTOCOL METHODOLOGY

Purchases of goods and
services — integrated
stores
49.3% of scope 3

Purchases of goods
and services - franchise
stores*

19.4% of scope 3

Outbound goods
transport
(warehouses - stores)
0.3% of scope 3

Inbound goods transport
(suppliers — warehouses)
9.2% of scope 3

Use of refrigerants
80% of scope 1

Scope 2
631,402 teqCO,

electricity consumption
100% of scope 2

Upstream energy
emissions
0.2% of scope 3

Purchases of fixed assets
0.6% of scope 3

Business travel
0.0% of scope 3

Commuting
0.2% of scope 3

Gas consumption
14% of scope 1

fuel consumption
6% of scope 1

Franchise stores**

Use of products sold 0.9% of scope 3

18.1% of scope 3

Waste generated during
activity
0.4% of scope 3

Investments
0.8% of scope 3

End of life of the
products sold
0.3% of scope 3

Customer journeys
Not posted to date

Downstream rental
0,2% of scope 3

Upstream activities Consolidated stores Downstream activities

Scopes covered by reduction commitments
aligned with a below 1.5°C trajectory.

Scopes covered by reduction commitments aligned with a
below 2°C trajectory.

* includes emissions linked to the franchise stores in the eight countries where the Group operates directly
** includes scope 1 and 2 emissions linked to the franchise stores in the eight countries where the Group operates directly and with the franchise stores of

international partners.
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Climate change mitigation:

In 2020, the Group committed to reducing its CO, emissions to well below 2°C for scopes 1, 2 and 3, targets that
were validated by the Science Based Targets Initiative (SBTi).

Scope 1 and Scope 2:

In 2021, Carrefour raised its target for its integrated stores (scopes 1 and 2) by aligning itself with a 1.5°C trajecto-
ry. Carrefour has set itself the target of helping to bring about net zero for scopes 1 and 2 by 2040, reducing its
scope 1 and scope 2 CO, emissions by 30% by 2025, by 50% by 2030 and by 70% by 2040 (compared with 2019
value). Carrefour is also committed to helping to achieve net zero through e-commerce by 2030.

These targets will be achieved through the three following commitments:

® Using 100% renewable electricity by 2030

® Reducing its energy consumption by 27.5% by 2030 (vs 2019)

® Reducing refrigerant use emissions by 50% by 2030 and 80% by 2040 (vs 2019)

In 2021, the Group defined the target scenario for achieving its objective of reducing its integrated stores'
greenhouse gas emissions, involving reduced consumption of energy and refrigerants (scopes 1and 2).
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Scope 3:

Carrefour has set the target of reducing GHG emis-
sions resulting from the main aspects of its scope 3
activities by 29% by 2030, compared with 2019. The
Group's targets have been approved by the Science
Based Targets initiative for its alignment with a below
2°C trajectory. More specifically, the Group has made
commitments in relation to the three main perime-
ters covering more than 90% of its scope 3 emissions,
with the following targets:
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® Reduce emissions linked to purchases of goods
and services by 30% by 2030 (vs 2019)

® Reduce emissions linked to product usage by
27.5% by 2030 (vs 2019)

® Reduce downstream emissions linked to out-
bound transport by 20% by 2030 (vs 2019)

Carrefour is working to raise its aim so it can an-
nounce a target aligned with a 1.5°C trajectory by
2050. In 2021, Carrefour committed to the Race to
Zero initiative, an international commitment to the
SBTi to embark on a 1.5°C trajectory. Carrefour is, for
the moment, the only French retailer to have made
this commitment.

The following levers have been identified as ways to achieve the scope 3 emission reduction targets:

ROADMAP FOR A 29% REDUCTION IN SCOPE 3
EMISSIONS BY 2030 (VS 2019)

0%
-10%
-29%
-20%
-30%
Supplier Fuel and green  More plant- Other Sub-total
commitment mobility based diet
and agricultural
practices
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The actions implemented and the commitments associated with each of the categories are as follows:

Priority
scope

Supplier

commitment

and -10%
agricultural

practices

Fuel and
green -9%
mobility

More plant-

_79
based diet g

Other

- -3%
actions

Contribution
2030 vs 2019

Actions implemented

Encourage suppliers to reduce their
GHG emissions by committing to
SBTi trajectories.

Work with suppliers — large and small —
to implement the food transition and
promote low-carbon consumption
patterns.

Develop partnerships with producers
to facilitate the transition to low-
carbon practices.

Promote eco-labels (Bio, FSC, PEFC,
etc).

Tackle deforestation and develop
alternatives to soy for animal feed.

Develop regenerative agriculture
and agro-ecology across Carrefour
Quality Lines.

Increase volumes of biofuels.
Encourage soft modes of transport
and the use of electric vehicles.

Commit our stakeholders to the
transition to a more plant-based
diet (commercial operations, food
transition pact). Foster innovation
and develop a comprehensive
offering.

Improve the efficiency of outbound
transport. Modernise the fleet and
develop a fleet of vehicles powered
by biomethane.

Reduce waste generation, guarantee
sorting of materials for recycling and
zero landfill.

Take action at all levels to reduce
food waste across the value chain, in
stores and among consumers.

Reduce the amount of packaging
placed on the market, promote reuse
and recycling.

Commitments contributing to
achieving the target

Top 100 suppliers committed to a
trajectory of 1.5°C by 2026 under
threat of being delisted

500 suppliers committed to the Food
Transition pact and 20 megatonnes
saved by 2030

50,000 partner producers by 2026

€8 billion in sales of certified
sustainable products by 2026

100% of forest-sensitive production
to be covered by a risk mitigation
plan by 2030

All Carrefour Quality Line products to
be committed to an agroecological
approach by 2025

27.5% reduction in GHG emissions
linked to the use of products sold by
2030 (vs 2019)

Installation of 2000 electric charging
stations in France by 2023

Increase sales of plant proteins in
Europe to €500 million by 2026 (65%
increase compared with 2022)

Reduce GHG emissions linked to
outbound transport by 20% by 2030
(vs 2019)

All waste to be recovered by 2025

50% reduction in food waste by 2025

100% of Carrefour brand packaging
to be reusable, recyclable or
compostable by 2025; 20,000 tonnes
of packaging saved (including 15,000
tonnes of plastic packaging) by

2025 (total since 2017); €150 billion
worth of sales of loose products and
reuse by 2026 (a fivefold increase
compared with 2022)

TOTAL -29%
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Adapting to climate change:

In an effort to improve the resilience of its activities, the Group has carried out risk and opportunity analyses
regarding climate change, notably on the basis of the TCFD expectations and the IPCC scenarios. Carrefour has
conducted studies to identify the sites most exposed to future climate hazards (RCP scenarios 4.5, 2.6 and 8.5)

in all countries where the Group operates.

Carrefour has identified 4 main risks, namely regula-
tory, market, raw material supply, and physical risks
for stores (including acute and chronic risks). The
Group has supplemented the studies with a more
comprehensive review in accordance with the TCFD's
expectations. To address these risks, the Group has
implemented three primary adaptation initiatives:

1. Adapting Carrefour stores to climate change.

2. Securing the supply chain, monitoring raw mate-
rials the supply of which is at risk and deploying a
risk-based procurement strategy

3. Providing the Group’s supplier farmers with sup-
port so as to secure the partnership approach in
the long term.
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1.1 Background and challenges
The IPCC’s 2021 science report’ detailed some of the
irreversible consequences of climate change, such as
rising sea levels. Nonetheless, there are solutions to
global warming, such as curbing rising temperatures,
transitioning away from fossil fuels, increasing the
use of renewable energies, and modifying our energy
models.

In 2015, the COP21 Paris climate agreement set goals
for limiting global warming, advocating reorientation
of the world economy toward a low-carbon model
and the phase-out of fossil fuels. At COP26 in Glasgow,
countries acknowledged the climate emergency and
committed to stepping up their actions to tackle cli-
mate change.

Tackling climate change is one of the major challeng-
es facing usin the 21st century, and consumption and
food play an essential role. Carrefour has therefore
chosen to be a major player in the fight against global
warming and has made a number of powerful com-
mitments regarding climate. These commitments re-
spond to growing demand from citizens and consum-
ers for a transition over to a sustainable model.

Carrefour Group climate strategy

In fact, it means a change in consumption patterns.
A study conducted by HelloFresh published in De-
cember 2022 found that 28% of people in France
are mindful of food waste; 32% pay attention to ex-
cessive packaging used with food products, and 52%
of them are interested in local products because of
transparency and their origins?.

Presentation of the Group's emissions

The Group’s total greenhouse gas emissions across
all scopes stood at an estimated 97 million tonnes
of CO, equivalent in 2022 (scopes 1, 2 and 3). The
Group’s scope 1 and 2 emissions are from its inte-
grated stores. They account for less than 2% of the
Group's emissions. Scope 3 emissions are from the
Group's upstream and downstream activities. They
account for more than 98% of the Group's emissions.
Carrefour's impacts on climate and biodiversity are
therefore mainly indirect. Scope 3 emissions in the
retail sector and particularly food are still above 95%,
unlike other industries.

BREAKDOWN OF THE CARREFOUR GROUP’S GHG
EMISSIONS IN 2022

REPARTITION DES EMISSIONS DE GES DU GROUPE CARREFOUR EN 2022

® Scope 1 GHG emission
® Scope 2 GHG emissions

Scope 3 GHG emissions

W

S ————98.8%

' IPCC, Generalised and rapid climate change that is growing in intensity, PR, 9/08/2021: https://www.ipcc.ch/site/assets/

uploads/2021/08/IPCC WGI-ARG-Press-Release fr.pdf

2 HelloFresh x NellyRodi unveil food trends for 2025, December 2022: https://d1c35e6d994yha.cloudfront.net/arti-
cles/63993/dossier-presse-hellofresh-tendances-food-horizon-2025-1okok.pdf
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2019 - 2022 carbon footprint of the Carrefour Group’s scopes 1, 2 and 3 emissions

Indicator

Scope 1 GHG t CO, 1% 27% 581,593 575376 666,965 794,649

emissions

Scope 2 GHG 0 9

RO tCO, -10% -31% 631,402 701,123 794,276 916,917

Scope 3 GHG &

JE A A, t CO, 3% 3% 96,221,746 93,127,603 94,623,340 93,720,243 g g

et ) SEalpiay 17 - -5% 29% 1,212,995 1,276,499 1,461,240 1,711,565 3 9

GHG emissions o8&
s E

Total Scope 6%

1&2&3 GHG - 3% 2% 97,434,741 94404102 96084581 95,431,808

emissions

GHG emission

intensity Scopes SE0L S -4% -6% 10..6 111 11.6 1.2

per year

1&2&3

The Carrefour Group’s 2022 carbon footprint for the applicable items of the 2022 carbon footprint for scopes
1, 2 and 3, based on the GHG Protocol methodology.

The Group uses the GHG Protocol methodology, and relies on the emission factors of ADEME, Agribalyse, DE-
FRA and IEA. It measures its CO, emissions for scopes 1, 2 and 3.

CARREFOUR GROUP 2021 CARBON ASSESSMENT

CONDUCTED FOR THE APPLICABLE CATEGORIES OF SCOPES 1,2 AND 3 USING THE
GHG PROTOCOL METHODOLOGY

Group's upstream activities
Purchases of goods Purchases of goods Inbound transport .
and services — and services — (suppliers - Purche;ssiségf icd
integrated stores franchise stores* warehouses) o
Scope 1and 2 49.3% of scope 3 19,4% of scope 3 9.2% of scope 3 0ER oif sesipe 3
Outbound transport Upstream ener; . .
Refrigerant fluids, warehouses - stgres : emissions & Coommutlng BUSO'neSS et
gas, fuel 0.3% of scope 3 0.2% of scope 3 V2% eif sepipe & @5 eif seeipe &
52% of scopes 1&2
Electricity ! i
48% of scopes 182 Group's downstream activities
Use of products sold* Franchise stores** Investments Vﬁfﬁigizz’ai;d
. o 9
Group's integrated stores 18.1% of scope 3 0.9% of scope 3 0.8% of scope 3 0.4% of scope 3
Emel @il @i e Customer journeys
products sold
0.3% of scope 3 Not posted to date
Scopes covered by the Carrefour *includes emissions linked to **includes scope 1 and 2 emissions linked to the
Group's current reduction the franchise stores in the eight franchise stores in the eight countries where
commitments. countries where the Group operates the Group operates directly and with the

directly franchise stores of international partners.



In 2021, the Group's greenhouse gas emissions were broken down as follows:

Total emissions for 2021 (%)

Direct emissions from integrated stores:

80% Emissions linked to refrigerant gas
leaks

. — 14%  Emissions linked to gas consumption
(liquefied and natural oil)

\ 6%  Emissions linked to fuel consumption

(%9°0) L @dodg

ASa3ens azew|d
dnoug inojauied

Indirect emissions from integrated stores:

100% Emissions linked to electricity
consumption

(%9°0) ¢ 3doos

Indirect upstream and downstream emissions:

49.3% Purchases of goods and services for
the Group's integrated stores

19.4% Purchases of goods and services for
franchise stores in countries where
the Group operates (G8)

18.1% Use of
products sold

9.2% Inbound transport

0.9% Franchises

0.8% Investments

0.6% Purchases of fixed assets

0.4% Waste generated during activity

7
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0.3% End of life of the products sold

0.3% Outbound transport

0.2% Downstream rental

0.2% Employee journeys to and from work
\ 0.2% Upstream energy emissions

) - Not integrated at this stage:
\ Customer journeys

A - Not integrated at this stage:

-y Purchase of goods and services from
\ international franchise partners,

\ customer journeys

a 0.0% Business travel

o - Upstream location : NA

- Treatment of products sold : NA

Franchise store emissions: Franchise stores are part of our indirect perimeter (scope 3). Franchise stores ac-
count for 75% of the total store base, 41% of total sales area under group banners and 24% of the Group's con-
solidated turnover. Franchise stores are mostly small formats.
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We distinguish two types of franchisees:

® franchise stores in the 8 countries in which the As regards emissions from energy consumption and
Group operates directly: 8800 stores account for the use of refrigerants for all franchise stores (scopes

27% of total sales area under group banners. 1 and 2 of franchise stores), these account for 33%
® our international partners' franchise stores (Car- of the total emissions (scopes 1 and 2) of Carrefour
refour Partenariat International): 1900 stores ac- stores worldwide and less than 1% of the Group’s
counting for 14% of total sales area under group scope 3 emissions. This scope is not included in our
banners. commitments to date, since it is not among the most

material scope 3 emission categories for the Group.

Carrefour has committed to a 30% reduction in emissions linked to purchases of goods and services by 2030
(69% of the Group’s scope 3 emissions). This target takes into account purchases of goods and services for all
stores under banners, integrated stores and franchises across the 8 countries in which the Group operates di-
rectly. These sales are taken into account in our scope 3 estimates and across the scope of our targets.

1.2.  Risks and opportunities linked to climate change

The main risks are identified in the Group's risk analysis

Carrefour is committed to fighting climate change by reducing the Group's GHG emissions and minimising the
climate risks to which its business is subject. The climate change risks for Carrefour are integrated into the com-

pany's risk management process. The subject has been identified as a major risk for the Group and is reflected
as follows:

® Regulatory risk: The Group is subject to signifi- @ Sourcing supplies of raw materials and energy:
cant regulatory pressures, notably regarding the the Group has identified certain sensitive raw
enforcement of the F-Gas regulation on refrigera- materials that contribute to climate change or
tion systems used in stores, the “tertiary” law and that are highly sensitive to the consequences
the new legislation on tackling waste and promot- of climate change (e.g.: drought). Carrefour may
ing the circular economy laws (AGEC). therefore be exposed to a risk of its raw material

® Market risk: The Group is exposed to risk regard- supplies being disrupted or to increases in their
ing new consumption habits, which are to a great- prices. Energy supplies are also sensitive to cli-
er or lesser degree related to climate change: re- mate change. Significant increases in energy pric-
ducing non-electric car use, local consumption, es could therefore affect the Group, and there
low-consumption products, reducing animal pro- might be supply disruptions.
tein consumption, etc. All of these trends have a ® Physical risk for stores: In the countries in which
profound impact on the purchasing behaviour of it operates, the Group may be exposed to natural
Carrefour Group customers; disasters and uncertain weather conditions, with

direct or indirect on its activities, assets, custom-
ers and employees, all of which might result in
consequences for its financial position. Variations
in temperature can create challenges in terms
making adjustments to our opening hours or even
investments for our cooling and heating installa-
tions.
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Risk management mapping table:

Main mitigation actions and associated

Risk categories Reference in this report

adaptation measures

Use of natural fluids for commercial 2. Help to achieve net zero through

refrigeration plants (F-Gas regulations). integrated stores by 2040 (Scopes 1 & 2)

Reduction of energy consumption

and participation in the national effort 2. Help to achieve net zero through
Regulatory risk (example of the EcoWatt Charter in integrated stores by 2040 (Scopes 1 & 2)

France).

Reduction of food waste and
participation in the circular economy
(AGEC law).

4. 29% reduction in indirect emissions
compared with 2019 (Scope 3)

Development of a range of low-carbon
products, particularly in connection with
packaging or a more plant-based diet.

4. 29% reduction in indirect emissions
compared with 2019 (Scope 3)

Development of partnerships with 4. 29% reduction in indirect emissions

producers and more sustainable compared with 2019 (Scope 3)
Market risk agriculture (bio, agro-ecology, local and ' i

ultra-local). 5. Adapting to climate change

Encourage the use of biofuel, including

through the methanisation of organic 4. 29% reduction in indirect emissions

waste. Installation of electric charging compared with 2019 (Scope 3)

stations.

Monitoring at-risk raw materials and

deploying a procurement strategy 4. 29% reduction in indirect emissions

appropriate for the risk. For example: compared with 2019 (Scope 3)
Sourcing supplies of Develop alternatives to soy and zero 5. Adapting to climate change

raw. materials deforestation sourcing options.

Support for the Group’s supplier farmers
so as to secure the partnership approach 5. Adapting to climate change
in the long term.

Physical risk for Adapting Carrefour stores to climate

A in lim han
— change. 5. Adapting to climate change

Detailed analysis of risks and opportunities based on Task Force for Climate Disclosure (TCFD)
criteria

Acknowledging the risk that climate change poses All of the identified risks and opportunities common-

to its business, as well as the potential opportunities ly considered and related to climate within the frame-
that it could present, Carrefour assessed climate risks work of the TCFD have been reviewed to select those
and opportunities in 2021, in line with the TCFD's rec- applicable to the Group’s business over a given time
ommendations. horizon. Physical risks include acute and chronic risks

related to climate change and cover both our oper-
ations and our supply chain. Transition risks include
political and legal risks, reputational, technology and
market risks to our operations and, where applicable,
risks to our supply chain.
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The analysis of climate risks and opportunities has been structured around the identification, assessment, pri-
oritisation and drawing of conclusions in relation to each risk and opportunity, in accordance with six criteria:

The financial impact (low for a local reputational
risk if below €10M, medium for a regional repu-
tational risk if between €10M and €50M, high for
a national reputational risk if between €50M and
€100M, and very high for an international reputa-
tional risk if above €100M);

The time horizon considered (short-term if be-
tween 2 and 5 years, medium-term if between 5
and 10 years, long-term if over 10 years);

The probability (very uncertain if less than 30%
chance of occurrence, rather uncertain if be-
tween 30% and 50% chance of occurrence, rather
probable if between 50% and 80%, and very likely
if more than 80%);

The level of Carrefour control (low if controlled
every 10 years, medium if partially controlled and
mitigated, high if fully controlled and mitigated);
Criticality level (acceptable if not critical, moder-
ate if moderately critical, high if critical, strong if
highly critical);

The level of opportunity (fully realised if the op-
portunity is already fully leveraged, largely re-
alised if the opportunity can still be completed,
moderately realised if the opportunity still needs
to be investigated, under leveraged if the oppor-
tunity has not yet been addressed).

Risks and opportunities have been categorised as follows. They are ranked based on their impact, probability
and level of control, using risk definitions aligned with Carrefour’s risk management processes.

Opportunities:

Details

Resource efficiency

| Time horizon | Financial impact

Recycling Short-term Average
Reduction in water use and consumption Short-term Weak
Use of more efficient modes of transport Medium-term Average
Use of more efficient production and distribution processes Short-term High
Adoption of more efficient buildings Medium-term Average
Energy sources

Use of low-emission energy sources Short-term High
Use of new technologies Short-term Very high
Shift to decentralised energy production Short-term Average
Use of favourable political incentives Short-term Weak
Products and services

iZi\é)e\:llaotpi)cr;:;ent of new products or services through R&D and Short-term Veny high
Ability to diversify business activities Short-term High
Change in consumer preferences Long-term High
E)eer\\//(ie;ce)fment and/or expansion of low-emission goods and Medium-term A
Markets

Access to new markets Long-term Very high
Access to new assets and sites requiring insurance coverage Long-term Very high
Resilience

Resource substitutes/diversification Medium-term Average
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Risks:
Type of risk for the

activity

Transition risks

Details Time horizon Financial impact

Market

Market

Technology

Current and emerging

Increase in raw material costs Short-term Very high
Uncertainty of market signals Short-term Very high
Transition to cleaner technologies Medium-term Average

Mandates and regulation of existing

. . Short-term Average
regulations products and services &
Unsuccessful investments in new .
Technology : Short-term Very high
technologies
. Increased stakeholder concern or . .
Reputation . Medium-term High
negative feedback
Current and emergin . . . :
; 88 carbon pricing mechanisms Medium-term High
regulations
Replacing existing products and .
Technology placing ¢ EP . Medium-term Average
services with cleaner options
Current and emergin Strengthening emission reportin
. ging Nt & P g Short-term Weak
regulations obligations
Market Changing customer behaviour Medium-term Very high
Competition law Exposure to litigation Medium-term Average
Reputation Changes in consumer preferences Medium-term Average
Physical risks
Increased severity of extreme
Acute weather events such as cyclones Long-term Very high
and floods
Changes in precipitation patterns
Chronic and extreme variability in climate Medium-term High
patterns
Chronic Increase in average temperatures Short-term High
Chronic Sea level rises Long-term Very high
Increased probability and severit .
Acute P Y Y Long-term High
of forest fires
To identify risks and opportunities, Carrefour has cov- Risk management options are analysed for all priori-
ered social, technological, economic, environmental tised risks in order to determine appropriate mitiga-
and political dimensions. To analyse them, Carrefour tion measures. We are also assessing priority oppor-
used the International Energy Agency’s Net Zero Emis-  tunities to identify action plans to be put in place as
sions andStated Policies scenarios. These scenarios part of Carrefour’s adaptation strategy. Key risks and
were supplemented by vulnerability and impact anal- opportunities are quantified.

yses, including on energy and carbon pricing markets,
and in relation to physical risks (floods, power outag-
es and water restrictions, extreme heat, droughts and
reduced agricultural production) in the regions where

the Group operates.

Report

www.carrefour.com



Issues clearly identified by our stakeholders

Carrefour updated its materiality analysis in 2021. The Group engaged 110 stakeholders (clients, investors,
unions, suppliers, employees and institutions) to assess the importance of forty issues in relation to the food
transition. The questionnaire was put together on the basis of the seven pillars making the ISO 26 000 standard
(Biodiversity, Climate, Social Engagement, Labour Relations and Conditions, Good Business Practices, Consumer
Issues, Human Rights). An additional analysis was conducted to assess the contribution of the various issues to

achieving the Sustainable Development Goals.

Within each pillar, various issues were identified and
described. For example, regarding Biodiversity, the
"Eco-design of the product and the packaging and the
circular economy” pillar was defined, together with
the following description: “Promoting re-use (reus-
able packaging products, option for the customer to
bring their own container or bag, etc.) and loose pro-
duce, in physical stores and e-commerce. A total of
39 issues were identified. Each was weighted by the
responding stakeholders.

This materiality analysis enables Carrefour to identi-
fy the priority challenges associated with the food
transition for all — which has been the Group's raison
d’étre since 2019 — and to confirm the importance
of the action plans undertaken. Many priority issues
have been identified over several years, tracked and
measured by Carrefour through its CSR and food
transition index and/or due diligence (e.g. food waste,
responsible fishing, sustainable agriculture, human
rights across supply chains, well-being at work).

MATERIALITY MATRIX

Of the ten priority issues, three climate-related
ones are identified as “major” by stakeholders in the
Group's food transition strategy:

® combatting food waste (ranked in third position)

® defining the assortment which favours the nation-
al and regional productions in which we operate
(ranked in forth position)

® reducing atmospheric emissions linked to trans-
port and e-commerce (ranked in seventh posi-
tion).

Finally, customer expectations are particularly high in
relation to the following three issues: “Eco-design of
products and packaging, and the circular economy”,
“Combatting food waste” and “Offering a customer
experience and a storefonline route that facilitates
zero waste purchases, zero plastics for organic prod-
ucts, healthier products”.
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supply chain Packaging A our subcontractors
%) N
4 kel L4 Water Diversity and
i} inclusion Climate - transport
o 35 < management and I"C p Well-being
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g Employees <o Climate - stores and e-commerce [
Transparency, o f f
= a5 traceagility st @ Ethics alerfline
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3
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IMPACT ON BUSINESS ACTIVITY
& Priority challenges handled
within the framework of the
duty of care

@ Priority challenges handled within
the framework of the CSR and food
transition index

A Emerging priority challenges

15



@
3
[
-
(]
(%)
+
=
i)
o+
o
(]
<

0
Q
=
=
(]
-+
o
c
=
(o)
=
o
(=
o

16

1.30
History of commitments

InJune 2015, Carrefour announced an ambitious emis-
sions reduction target at its Shareholders’ Meeting, in
line with the 2°C scenario developed by the IPCC. By
2019, Carrefour had achieved a 39% reduction in its
greenhouse gas (GHG) emissions (its target is a 40%
reduction by 2025) for Scopes 1 and 2. In light of this
performance, the Group updated its climate plan for
2020, raising its aims for Scope 1 and Scope 2 emis-
sions, and stepping up its commitments for Scope 3
emissions. In fact, 98% of the Group's GHG emissions
are indirect, the main sources being products and
packaging sold in stores (65%), the use of products
sold (27%) and upstream transport of goods (3.5%).

At its Shareholders’ Meeting on May 29, 2020, Carre-
four announced a set of new objectives, approved by
the Science Based Target initiative (SBTi) led by the
CDP, the Global compact, the World Resources Insti-
tute (WRI) and the WWF®. Through these initiatives,
Carrefour is committed to keeping global warming
below the 2°C threshold by 2100 (compared with
temperatures during the preindustrial period). This
commitment takes into account for the first time the
Group's indirect emissions (scope 3) with a target of
reducing them by 29% by 2030.

Carrefour Group aims and objectives

Carrefour bolstered its ambition once again in 2021
at COP26. Carrefour has announced a target to re-
duce GHG emissions from store operations by 30%
by 2025, 50% by 2030 (vs. 2019) and 70% by 2040
(vs. 2019) — a target aligned with the 1.5°C warming
scenario. The Group is committed to contributing to
helping to achieve net zero through its stores by 2040
and e-commerce by 2030. The Group’s action plan to
help achieve net zero aims to minimise its emissions
and offset residual emissions.

Finally, Carrefour signed the Race To Zero initiative
at COP26. Consequently, the Group is committed to
defining commitments and putting in place action
plans to help achieve zero across all scopes (1, 2 and
3) by 2050 at the latest, with an emissions reduction
trajectory aligned with a 1.5°C warming scenario. Car-
refour is also committed to having its future Net Zero
targets approved by the Science Based Target initia-
tive.

Helping to achieve net zero through integrated stores and e-commerce by 2040 (Direct and indi-

rect emissions from operations - Scopes 1 & 2)

Under the Group'’s action plan, it aims to reduce emissions resulting from its direct activities by 30% by 2025 (vs.
2019), 50% by 2030 (vs. 2019) and 70% by 2040 (vs. 2019) - aligned with the 1.5°C scenario. The Group is com-
mitted to contributing to helping to achieve net zero through its integrated stores by 2040 and e-commerce

by 2030.

To achieve this, Carrefour is doing the following for its stores:

® Using 100% renewable electricity by 2030. To be
able to do this, the Group will give priority to on-
site production — producing electricity for its own
use or injecting it into the grid —, and will then en-
ter into PPAs (Power Purchase Agreements).

® Reducing energy consumption by 27.5% by 2030
(compared with 2019 levels) — that's equivalent to
more than 1 million MWh per year and a 240,000
tonne reduction in CO, equivalent.

Report

® Reducing emissions linked to using refrigerants
by 50% by 2030 and then by 80% by 2040. In
particular, this will involve replacing fluorinated
refrigerants with new facilities that use CO,, in
compliance with the European F-Gas regulation.

® Finally, in the long term, to reduce the impact of
emissions that cannot be reduced, the Group will
help tackle climate change via a compensation
strategy, prioritising certain projects in its supply
chains.

www.carrefour.com



Reducing indirect emissions linked to its own upstream and downstream activities (Scope 3)

Carrefour has set itself the target of reducing its indirect GHG emissions (scope 3) by 29% by 2030 compared
with 2079. The Group’s targets have been approved by the Science Based Targets initiative for its alignment
with a below 2°C trajectory. In view of the main indirect emissions, Carrefour has structured its scope-3 climate
action plan around three types of emissions, which account for more than 90% of scope 3:

Reduction projects (interventions) r Reduction of
1 Scope 3:-29%
68.7% Procurement
of goods and food
services

0.3% Transport Ecologi -
18.1% Use of clogicaliogistics

products sold Fuel transition

g
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2019 Source of reduced
scope 3 emissions

® purchase of products and services: reduce emis-  Carrefour is working to raise its aim so it can an-
sions linked to purchases of goods and services nounce a target aligned with a 1.5°C trajectory by
by 30 % by 2030 compared with 2019 levels (well 2050. In 2021, Carrefour committed to the Race to
below the 2°C scenario); Zero initiative, an international commitment to the

® product use: cut emissions resulting from the way SBTi to embark on a 1.5°C trajectory. Carrefour is, for
in which products are used - fuels and electron- the moment, the only French retailer to have made
ic products — by 27.5% between now and 2030, this commitment.

compared with 2019 (2°C scenario);

® outbound transport: reduce outbound transport
CO, emissions by 20% by 2030 compared with
2019 (2°C scenario).

Scope: The Carrefour Group’s commitments apply to its eight integrated countries: France, Spain, Italy, Belgium,
Poland, Romania, Argentina and Brazil. For the “Purchases of goods and services” category, the franchise stores
in the eight countries in which the Group operates directly are integrated, this category being the most material.

Scope 1 Scope 2 Scope 3
. 70% reduction by 2040 (vs 2019) 29% reduction by 2030
S D Gl Net zero by 2040 (vs 2019)
Trajectory 1.5°C 1.5°C Below 2°C
Coverage of the
commitment (% total 100% 100% 871%

emissions in 2021)

Direct emissions from o, Indirect emissions o, Indirect o
. ' % : | % e %
integrated stores: from integrated stores: emissions:
Categories Emissions linked to Emissions linked Procurement
covered by Group refriaerant gas leaks 80 to electricity 100 of goods and 68.7
commitments g g consumption services
(and percentage Ermissi linked t
distribution of mISSIONS lINked to gas Use of
L . i i f products
emissions categories cogsumptllon.l(llqueﬂed 14 sold 181
across the scopein  and natural oil)
2021) Emissions linked to
fuel consumption for 6 Outseunel 0.3
transport

stores

E-commerce is specifically monitored. See section 3 for details of emissions tracked to date.
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1.4. Coalitions and partnerships

To maintain its leadership role on climate issues and achieve its aims, Carrefour has joined a number of interna-
tional coalitions at Group level, mainly:

® Business Ambition for 1.5° is an urgent call to ac- ® Consumer Goods Forum (CGF) Network:
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tion launched by a global coalition of UN agencies,
business leaders and manufacturers, in partner-
ship with Race to Zero. The initiative, which has
more than 900 signatories, calls on companies to
commit to setting ambitious emissions-reduction
targets by setting a net-zero target in line with
a 1.5°C trajectory to limit the impact of climate
change.

Race To Zero is a global campaign to rally busi-
nesses, cities, regions and investors for a healthy,
resilient, zero-carbon recovery that prevents fu-
ture threats, creates decent jobs, and enables
inclusive and sustainable growth. By joining the
initiative, Carrefour is committed at the highest
level of its organisation to achieving net zero
scope 1, 2 and 3 greenhouse gas emissions as
soon as possible, and no later than mid-century,
in line with global efforts to limit warming to 1.5C.
The European Climate Pact is an EU-wide initiative
inviting individuals, communities and businesses
to take part in climate action and build a greener
Europe. Signatories are invited to share and re-
port on their climate commitments through the
CDP questionnaire.

Science Based Target Initiative (SBTi): The Sci-
ence Based Targets initiative is a coalition made
up of the Carbon Disclosure Project (CDP), United
Nations Global Compact, the World Resources In-
stitute and the World Wildlife Fund (WWF) for Na-
ture. It develops methods and criteria that com-
mit companies to setting science-based targets
that are appropriate for the impact that they have
in order to tackle global warming. These targets
cover scopes 1 and 2, and 3. The Group’s objec-
tives were approved in 2020 by the Science-Based
Targets (SBTi) initiative to align with a trajectory
that helps limit global temperature increases to
well below 2°C by the end of the century.

The Consumer Goods Forum is an organisation
that brings together retailers and manufacturers
of consumer goods worldwide. It is made up of
CEOs and senior executives from more than 400
distribution, manufacturing and service delivery
companies, as well as other stakeholders from
more than 70 countries. Across the CGF, compa-
nies are working pre-competitively in a number
of key areas to find solutions, implement actions,
bring about positive change and generate shared
commercial value. Several areas are directly asso-
ciated with tackling global warming: food waste,
plastic waste, and the Forest Positive Coalition.
Carrefour has aligned some of its objectives with
those of the Consumer Goods Forum, particular-
ly with respect to refrigerants and tackling food
waste.

French Business Climate Pledge: The French Busi-
ness Climate Pledge is a voluntary commitment
by companies based in France which are engaged
in concrete initiatives to successfully transition
to a low-carbon economy, catalyse innovation
and develop low-carbon solutions, technologies,
products and services.

Food Transition Pact: launched in 2019 with five
founding members (Nestlé, Bonduelle, Barilla,
Pepsico and Colgate-Palmolive), the Food Tran-
sition Pact is a reciprocal commitment between
Carrefour and its partner suppliers committed
to the food transition for all, to profoundly trans-
form the food system, and thus offer customers
healthy, affordable products that are environ-
mentally friendly. The Pact focuses on five priority
issues (packaging, biodiversity, healthier choices,
healthier products, climate) to help achieve the
United Nations Sustainable Development Goals.

For more information, visit: https://www.carrefour.com/fr/rse/engagements/pacte-transition-alimentaire

Report
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1.5 Our organisational structure

Governance and management

Carrefour announced its new Carrefour 2026 strate-
gic planin late 2022. To meet the expectations of its
customers, and because global warming is a major
concern, Carrefour has renewed and accelerated its
commitments to tackling climate transition as part of
its strategic plan. Carrefour has reaffirmed its com-
mitment to tackling change, combatting all forms
of food waste, combatting deforestation and safe-
guarding the planet's biodiversity.

In order to achieve its ambitions, the Group has put
in place a system of governance specific to managing
the Group's commitments on tackling climate change.
Governance of climate issues is shared between the
various departments involved in the process, from
risk definition to implementing action plans and mea-
suring their effectiveness and performance.

Governance of the Group's climate plan is structured as follows:

Strategic planning:
Body

The Group Executive
Committee defines
strategy, policies and
objectives, and measures
performance.

Party responsible

The Director of Engagement,
Carine Kraus, is a member of the
Group'’s Executive Committee and is
responsible for all functions relating
to the Group’s corporate social
responsibility. She is the deputy
CEO of the Carrefour Foundation.
The Engagement Department is

2022 report

In 2022, Executive Committee met 12
times. Five presentations related to

the Group’s climate and energy policy
were made during the year, including
on the integration of climate issues into
investment policy, energy purchases,
energy recovery from real estate assets
and new climate commitments.

responsible for the Group's climate
strategy, and puts the Group's social
and environmental commitments into

action.

Carrefour’s Board of
Directors approves
the strategy drawn

up by the Group
Executive Committee
and evaluates its
implementation. The
Board of Directors' CSR
committee reviews the
Group’s performance
and climate strategy
annually.

The CSR Committee is made up of five
members, and it is chaired by Aurore
Domont. In 2022, training was given to
members of the CSR Committee on
the challenges of global warming.

As of 31 December 2022, the CSR
Committee had met four times.

In 2022, the CSR Committee adopted
the Group’s aims and objectives on
tackling global warming within the
framework of the so-called “Say on
Climate” resolution approved by the
General Assembly on 3 June 2022.

The CSR Committee also reviews the
Group's climate performance annually.

19
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Implementation:

Body and roles Manager(s) 2022 report

Each country's executive The CEO of each country is In 2022, action plans to achieve
committee rolls the strategy out at responsible for implementing the  the objectives of the CSR index,
local level; The country's climate climate strategy. particularly those to do with
strategy is integrated into each climate, were integrated into
country's strategic plans. countries’ strategic plans.

As of 2023, the achievement of
climate targets is integrated into
the quarterly performance reviews
of each country.

An international climate This committee is chaired In 2022, this committee monitored
committee to: by Bertrand Swiderski, the the deployment of cold storage
@ Share the Group's strate- glarrefoug‘lc‘irog?? Ch|:ef‘ . :lm.zjs tfha;lt wgrk u:ng n;tural -
gy and trajectory towards ustaina ||t¥ icer. It is made uids fo owing the update of the
up of operations teams, energy associated CAPEX roadmaps.

meeting its 2040 net zero
commitment;

® Share the countries’ strat-
egies and trajectories for
helping to achieve the
Group's net zero targets;

® Share views and ideas on
actions and technical issues
about the net zero strategy.

purchasing teams and CSR teams.

Financial planning:
In order to ensure that its climate aim is achieved, the Group has developed a CAPEX trajectory for implement-
ing initiatives to reduce GHG emissions by 2030.

Body Party responsible 2022 report

The Group’s investment Chairman and CEO Alexandre This committee meets monthly
committee approves the Group’s  Bompard, CFO Matthieu Malige and analyses investment projects
projects in terms of CAPEX. The and the CEO of Carrefour Property, against the criteria defined for
Group has developed a CAPEX Jérébme Nanty, are responsible for  implementing the climate plan.
trajectory for implementing this committee.

In March 2023, for example, the
Committee approved a €39
million investment to install
photovoltaic panels on the
rooftops of stores in Spain.

initiatives to reduce GHG
emissions by 2030.

In 2021, the Group revised its aims for helping to achieve net zero through its stores by 2040. A roadmap has
been developed in collaboration with the finance department, the Group's CSR departments and those of the
countries in which it operates, together with all their procurement and operations teams. In 2022, this roadmap
enabled annual CAPEX and OPEX requirements to be projected, alongside associated increases up to 2030. This
work, led by the Group’s investment committee, is used for the financial aspects of the Carrefour climate plan.
This roadmap has been used to allocate budgets for reducing energy consumption and CO, emissions for all
countries.
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The Group’s Investment Committee systematically analyses the climate impact of projects by including cli-
mate criteria in the investment validation phase. A list of environmental criteria (e.g. low energy consumption,
low GHG emissions, etc.) with which all new store projects must comply has been defined. These criteria were
deployed in the second half of 2022 to allow Carrefour to prioritise new store projects that meet these criteria
when making investment decisions. In addition, and to the extent that this is possible, projects that do not com-
ply with these criteria will be encouraged to evolve so that they are more aligned with the Carrefour ESG criteria.

This will help Carrefour boost investment in low-carbon projects.

Operational and management teams:

The Group’s CSR team monitors the implementation
of the action plan through quarterly reports and re-
ports to senior management and countries on their
performance via the CSR and food transition index
every quarter.

The CSR teams in each country are responsible for
reporting performance to the Group on a quarterly
basis and monitoring the achievement of targets at
national level.

CSR and Food Transition Index. Carrefour has imple-
mented a CSR and Food Transition Index to monitor
the achievement of its targets and assess perfor-
mance, and motivate its in-house teams. Designed as
a fully-fledged management tool for the various busi-
ness lines, the CSR index is a means to report exter-
nally on deployment of the Group’s strategies, partic-
ularly regarding biodiversity, climate, health and the
commitment of partners and employees.

The Group's performance in achieving these objec-
tives is integrated - to the tune of 20% - into the
remuneration of the CEO and all members of the
Group and country executive committee.

The technical or asset management teams in each
country are responsible for implementing the energy
efficiency roadmap and gradually phasing out refrig-
erants with the support of the procurement teams.
The non-retail procurement teams are responsible
for implementing the roadmap for 100% renewable
electricity with the support of the operations depart-
ments for on-site production.

The Group's and countries' commodity teams are
responsible for the roadmap for reducing emissions
linked to the procurement of goods and services.
They define the priority areas of the climate scope 3
roadmap in collaboration with the CSR department,
directly managing supplier relations and implement-
ing action plans targeting product mixes.

Compensation criteria and performance analysis

The index is also used to calculate 25% of manag-
ers’ remuneration under the long-term investment
incentive plan. These are plans that involve the free
allocation of shares, subject to presence and per-
formance; the CSR and the food transition index
account for 25% of this performance. The plan con-
cerns the two highest levels of management and all
talented people who make a major contribution to
the Group's transformation. In 2021, nearly 700 peo-
ple benefited from the plan, and nearly 80% of them
were outside senior management. Starting in 2023,
20% of the collective share of the annual variable re-
muneration for employees in France is based on the
“CSR and Food Transition” index. That's equivalent to
between 4% and 12% of the bonus, depending on em-
ployee scope and level. This remuneration criterion
now plays a part in determining the salaries of 10,000
people in France.

Those of the Group's managers who are eligible for variable remuneration have 10% of this variable based on
Carrefour's performance, tracked using this CSR and food transition index. 626 managers therefore had a direct
interest in this non-financial performance through this variable remuneration in 2022.
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More than half of the objectives making up this CSR and food transition index are directly or indirectly linked to
climate. Overall, 55% of the index score is linked to the Group's climate performance. The following objectives
are directly linked to climate and are integrated into the CSR index:

Weight in

the CSR
index

Climate - 50% reduction in scope 1 and 2 GHG
Scopes 1 emissions by 2030, and 70% by 2040
and 2 (vs 2019)
20 megatonne reduction in CO2
emissions linked to products sold in
Climate stores by 2030 (compared with 2019)
Scope 3 Top 100 suppliers committed to a

trajectory of 1.5°C by 2026 under
threat of being delisted

Integrated stores in the Group's eight
integrated countries.

6%

GHG emissions linked to purchases of

goods and services.

100 largest Carrefour suppliers.

Total weight of these criteria in the CSR index

3%

3%

12%

The following objectives are indirectly linked to climate and are integrated into the CSR index: These objectives
have an impact on the Group's climate footprint, particularly its scope footprint 3. The exact contribution of
each of these objectives has so far not been quantified in terms of tonnes of CO, equivalent.

Weight in

the CSR

Food €8 billion in sales of certified
transition sustainable products by 2026
Plant-based €500 million in vegetable protein
nutrition sales by 2026

100% of forest-sensitive production,
animal welfare, soil, marine resources
and human rights to be covered by a

Raw materials .\ mitigation plan by 2030

All packaging to be reusable,
recyclable or compostable by 2025

20,000 tonnes of packaging to be
saved by 2025 (total since 2017)

Packaging
€150 billion worth of sales of loose
products and reuse by 2026 (a
fivefold increase compared with
2022)

Supplier 500 suppliers committed to the food

commitment  transition pact by 2030

Reduce food waste by 50% by 2025

R WES (compared with 2016).

Waste Recover all waste by 2025

Partner 50,000 partner producers by 2026
producers

Sales under group banners in the
Group's eight integrated countries.

Sales under group banners in the
Group's eight integrated countries.

Implementation evaluated through
procurement rules for the food
transition. These rules apply to all
products controlled by Carrefour
and for national brands, depending
on the individual case.

Packaging for own-brand products.

Sales under group banners in the
Group's eight integrated countries.

Sales under group banners in the
Group's eight integrated countries.

National brand providers in the
Group's eight integrated countries.

Integrated stores in the Group's eight
integrated countries.

Integrated stores in the Group's eight
integrated countries.

Partner producers in the Group's
eight integrated countries.

Total weight of these criteria in the CSR index

index

5%

5%

5%

5%

6%

6%

6%

5%

43%
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2. Helping to achieve net zero through integrated stores by
2040 (Scopes 1 & 2)

2.1 Our emissions

The Group's scope 1 and 2 emissions are from its in-  The share of each category in the direct and indirect
tegrated stores. More specifically, scope 1 emissions emissions of the stores (scopes 1 & 2) is detailed in the
are direct emissions linked to the use of gas, fuel and figure below:

refrigerant gases from integrated stores. Scope 2

emissions are indirect emissions linked to the use of

electricity from integrated stores.

DISTRIBUTION OF SCOPE 1 & 2 EMISSIONS CATEGORIES o
38% 52% T£"
Refrigerant gases Electricity

3%
Fuel

7%
Gas

2.2. Our performance
Direct emissions from stores (scopes 1 and 2)
Carrefour reduced its store emissions (scopes 1 and 2) by 29% in 2022 compared with 2019, and is targeting a

70% reduction by 2040 and a 50% reduction by 2030. Carrefour is ahead of its own target and is in line with its
GHG emissions reduction trajectory of 1.5°C.

Target
for 2022 | for 2030 | for 2040

Indicators

Scope | tCOeq 794,649 666,965 575376 581,593 1% 635719 397,324 238,394
€emissions
Scope 2 o

Pe tCOeq 916,917 794,276 701123 631,402 (10%) 733,534 458,458 275075
emisSions
Scope 1

. tCO,eq 1,711,565 1,461,240 1,276,499 1,212,995 (5%) 1,369,252 855,783 513,470
& 2 emissions

Reduction of
scopes 1&2 % - (15) (25) (29) - (20) (50) (70)
(vs 2019)

In view of the Carrefour Taiwan divestiture agreement signed in July 2022, the data has been reprocessed. Data
audited with reasonable assurance.
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Use of refrigerant fluids for in-store cold storage systems:

Refrigerant fluid emissions increased slightly in 2022 due to leaks in some stores. The Group has continued to
convert its commercial refrigeration systems into systems that operate using 100% natural or hybrid fluids (465
natural or hybrid stores in 2021, a figure which increased to 525 in 2022).

Change

Indicators 2022 vs
2021

Emissions intensity due to

2 o,
B kg CO,/m 68 58 62 7%
Intensity of refrigerant kg/1000 m? 37 36 40 1%
a1 consumption
o3
‘:, e % Leakage rate % 19% 19% 20% 1 pt
20% 9 B t f st ith natural
g 5 § ercentage of stores with natura % 18% 19% 20% 1 pt
S or hybrid refrigeration systems
0O =
- oS . .
o =g
283 Number of.stores equipped with Units 180 249 297 6%)
PR natural refrigeration systems
NS @
Ba . :
® o Num'ber of store.s equipped with Units 246 223 208 34%
hybrid refrigeration systems
Total emissions from refrigerants tCO,eq 534,557 447527 464,908 4%
. . ; e
Reduction in emissions linked to % @7 (34) 37) 2 s 50% in

refrigerant fluids (vs 2019) 2030

In view of the Carrefour Taiwan divestiture agreement signed in July 2022, the 2020 and 20217 data has been reprocessed. Data audited with rea-
sonable assurance. Scope: Comparable BUs 2020, 2021, 2022. 77% of consolidated 2022 revenue, incl. VAT. Except Brazil Atacadao

DISTRIBUTION OF DISTRIBUTION OF CO,
REFRIGERANT GASES USED EMISSIONS LINKED TO THE
0% REFRIGERANT GASES USED

20% CFC1 0%

Natural 23% Natural 26%
(CO, and HC) HCFC (CO, and HC) HCFC

— —

57%
HFC

74%
HFC

Carrefour does not use CFC11 type refrigerant gases. In 2018, 2019, 2020, 2021 and 2022, the Group’s consump-
tion of CFC11 gases was O teq. CFC11.
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Energy consumption and store energy efficiency:

Emissions from gas and electricity consumption at integrated stores decreased in 2022, with a 10% decrease
in total energy emissions compared with 2021. Energy intensity (per square metre) remained stable compared
with 2021.

Indicators Units 2020 2021 2022 202.212.021 Target
variation

Emissions from gas consumption  tCO,eq 99,001 93,968 80,487 (14%)

EmISSIeIn el =] el tCO,eq 33,407 33,881 36,198 7%

consumptlon

AEIONS MR GlEeels) tCOeq 794276 701123 631,402 (10%)

consumption

Total emissions linked to energy tCO,eq 926,684 828,973 748,087 (10%)

09
Ry
gov
. @ Ul
consumption @ & qg:_
Energy consumption GWh % ¥4
®.So
: . . St
Intensity of emissions linked to kg CO,Jm? 97 86 84 2%) '5_'508
energy consumption S9 >
z<*
Energy intensity (monetary)? Wh/€ 86.36 84.72 70.05 (17%) =
CO, Intensity (monetary)* gCO,eq/€ 17.37 15.89 12.82 (19%)
Share .of renewable e!ectnaty in % 0.2% 0.4% 0.5% 01pt
electricity consumption
Energy intensity kWh/m? 480 457 457 0%
Reduction in energy intensity % (27.5)%
compared with 2019 kwh/mp © ® Opt in 2030

In view of the Carrefour Taiwan divestiture agreement signed in July 2022, the 2020 and 2021 data has been
reprocessed. Data audited with reasonable assurance.

Scopes: 2020 and 2021: 100% of consolidated 2022 revenue incl. VAT: excluding Brazil Supermarkets, 99.5% of
consolidated 2022 revenue incl. VAT).

2.3. Our action plans

In 2021, the Group defined the target scenario for
achieving its greenhouse gas emission reduction tar-
get for its stores. This scenario is based on forecasting
the Group’s emissions until 2040, based on current
emissions and the Group’s estimated growth up until
that time (Business as Usual + Projected Growth). This
scenario breaks down the various actions to be putin
place in order to achieve net zero and the reduction
in GHG emissions associated with each action.

3 Consolidation scope for scopes 1 and 2: energy consumption and turnover from significant integrated store formats in
the eight countries in which the Group operates directly.

4 Scope 1and 2 consolidation scope: GHG emissions in CO, equivalent and turnover of significant integrated store formats
in the 8 countries where the Group operates directly.
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Breakdown of the action plan to achieve net zero through stores by 2040

2,500,000 -
1
2,000,000 - 2
3
1,500,000 -+
4
1,000,000 - 5
(=
g3 T 6
< 0 =
neo
556 500,000 1 7
o5
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. § o oSV o8 48F 401 81 8L 401 81° gl (01” G1Y (07 40P 48P 07 48P 40P 070 82 (O%° 0% poF
o
B o a 1 Greening of the energy mix 2 Improved efficiency 3 Renovation of the store 4 Renewable energy
&0 store energy refrigeration systems supply in Europe
5 ——— Renewable energy 6 Removal of polluting 7 Onn-site solar 8 Supply of renewable energy
supply in Brazil refrigerants power generation in Taiwan and Argentina
==o== Reduction target for 2030 =mgmm Reduction target for 2040
aligned with the 1.5°C scenario aligned with the 1.5°C scenario
Use of renewable electricity
The Group is stepping up the amount of electricity In order to achieve its target of 100% renewable elec-
that it produces itself on site for its own consump-  tricity by 2030, Carrefour will also enter into Power
tion or for injection back into the grid as a priority. In Purchase Agreements (PPA).

France, the Carsol project, launched in 2020, has so
far equipped seven hypermarkets with photovoltaic
power plants. 10% of the consumption (21 GWh) of
these stores is covered by this initiative. As of 2022,
18 hypermarkets worldwide were equipped with pho-
tovoltaic plants. Within the framework of the Carre-
four 2026 plan, the Group plans to speed up devel-
opment of photovoltaic energy production, with the
installation and operation of 4.5 million solar panels
on shade structures in its car parks in France, Spain
and Brazil. These will account for nearly one TwH of
theoretical electricity production per year in 2027.
Atacaddo in Brazil has also initiated a plan to develop
solar panels with a store equipped in 2022 and sever-
al others are expected in 2023. In Europe, five shops
are equipped with solar panels in Poland, four in Bel-
gium and one in Italy.
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Reduction in energy consumption

Since 2013, Carrefour has been implementing a glob-
al strategic plan designed to encourage the whole
Group to become more energy efficient. Group
countries have been issued with a list of five priority
in-store action and technology recommendations:
phasing out high-impact HFC refrigerants for cooling
systems, installing doors for cooling systems to limit
coolant fluid leaks, using electronic speed controllers,
low-power LED lighting and sub-metering systems. As
part of the Carrefour 2026 strategic plan and in order
to accelerate the Group's energy transition, Carre-
four is doubling its investments in reducing its ener-
gy consumption to €200 million per year from 2023
to 2026. This will reduce its consumption by 20% by
2026 at Group level. And France will reach this 20%
target by 2024.

In Europe, France, Italy and Belgium are ISO 50001
(Energy Management) certified for their integrated
shops (hypermarkets and supermarkets), as well as for
head offices and warehouses. This represents 35% of
the total sales area of the Group's integrated hyper-
markets and supermarkets.

In France, in order to contribute to the supply of elec-
tricity to all, Carrefour is among the signatories of the
EcoWatt Charter, a scheme that guides individuals,
businesses and communities, helping them to adopt
measures to reduce electricity consumption during
periods of high demand. A warning system gives in-
formation about which times and days people should
reduce or postpone their electricity consumption.
That way outages can be avoided, or at least their du-
ration can be reduced. Carrefour is the first retailer
to sign up to such a scheme. The brand is commit-
ted to reducing its energy consumption during peak
times. It might, for example, lower the lighting in its
stores and reduce the heating — that would reduce
power by between 2.1 MW and 10 MW. Or it could
make its own production capabilities available, which
are worth more than 60 MW of electrical power. And
customers will be told when the scheme is triggered.

Reducing emissions linked to the use of refrigerants

The Group has committed to replacing ‘refrigeration’
equipment with installations that use natural fluids
(CO,) and which generate significantly lower emissions
by 2030 in Europe and by 2040 in other geographies.

The enforcement of the F-Gas regulation in Europe
aims to phase out hydrofluorocarbon (HFC) refriger-
ant gases in order to replace them with lower-emit-
ting alternatives. Each country has drawn up its own
roadmap in this regard.

When a CO, power plant is replaced, additional en-
ergy savings are expected, thanks to the new, more
modern power plants, with an estimated 8% reduc-
tion in electricity consumption for food refrigeration.
Attention is also being paid to limiting refrigerant
leakage through improved maintenance and more ef-
fective water tightness of installations in all countries.

Typical case of converting store refrigeration systems

® Comparison between systems using CO, and systems using fluorinated refrigerants On average,
1 kg of fluorinated fluids is equivalent to 3000 kg of CO, (1 kg of CFC = 6500 kg of CO, /1 kg of
HCFC =1700 kg of CO, /1 kg of HFC = 2700 kg of CO,).

® Energy savings: A CO,-based refrigeration system can generate up to 20% savings on a store's
annual electricity consumption. For a hypermarket, this represents average savings of 680
MWh per year, and 180 MWh for a supermarket.

® Leakage rate: The leakage rates for natural and fluorinated systems are the same, but the leak-
age rate is higher for an antiquated fluorinated system than for a new refrigeration system. The
leakage of 1 kg of gas from a system using fluorinated fluids is equivalent to the leakage of 3000

kg of gas from a CO,-based system.

® Efficiency in high temperature countries CO, operates at room temperature. In summer (35°C)
it uses more energy than HFC and operates at high pressure. In some countries where the aver-
age temperature is higher —in Spain, for example — hybrid systems are used which use a mixture
of natural and fluorinated fluids with lower emissions.
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3. Helpingto achieve net zero through e-commerce by 2030
(Scopes 1 & 2)

3.1 Our emissions

Carrefour carried out an initial analysis of emissions linked to food e-commerce in France in 2021. Following
the mapping of all carbon emissions for e-commerce (from when the customer clicks on Carrefour.fr, right up
until the order is picked up from a drive outlet or delivered), the Group has quantified the total CO, emissions
resulting from all the Group's food e-commerce activities in France (scope 1, 2 and 3 partial-excluding products).
Since 2022, Group-wide reporting has been structured for scope 1 and 2, as well as for part of scope 3 by includ-
ing outbound transport and home delivery.

DISTRIBUTION OF THE CARREFOUR GROUP'S SCOPE 1
AND 2 E-COMMERCE EMISSION CATEGORIES (2022)

11%
Electricity
consumption (Scope 2)

16.64% 74.36%
Leakage of refrigerant—— Fossil fuel
fluids (Scope 1) consumption (Scope 1)

DISTRIBUTION OF THE CARREFOUR GROUP'S SCOPE 3
E-COMMERCE EMISSION CATEGORIES (2022)

1%
Last-mile deliveries

(Scope 3) Outbound

3% transport (Scope 3)

Customers picking
up orders (Scope 3) g

96%
Products sold
(Scope 3)

Scopes 1 and 2 for e-commerce: the Group’s direct emissions linked to e-commerce are to do with warehouse
operation and stores involved in e-commerce (74.36% linked to fossil fuel consumption, 16.64% linked to refrig-
erant leakage and 11% linked to electricity consumption). Data from Group-wide reporting conducted on 2022
data.
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Scope 3 e-commerce: the Group's indirect e-commerce emissions are as follows:

3.2.

96% of scope 3 emissions are linked to products
sold by our e-commerce services throughout the
Group, based on an estimate calculated on the
basis of 2021 sales.

3% of scope 3 emissions are linked to customers
travelling to stores to pick up Drive orders, based
on an estimate calculated on the basis of the
number of Drive orders per format in France in
2021.

Our performance

As part of its Digital Retail strategy, the Group is com-
mitted to helping to achieve net zero in its e-com-
merce activities by 2030. This commitment covers
e-commerce emissions for scopes 1and 2. Itis part of
the Group’s overall scope 1 and scope 2 emissions re-
duction roadmap, with the aim of helping to achieve
net zero by 2040 for integrated stores.

® 0.7% of scope 3 emissions are linked to last-mile

transport for the purposes of delivering custom-
er orders to their homes, based on data from
Group-wide reporting on 2022 data.

0.5% of scope 3 emissions are linked to outbound
transport for the supply of our e-commerce
warehouses and stores, based on data from the
Group-wide reporting on 2022 data.

Direct emissions from warehouses and stores engaged in e-commerce (scopes 1 and 2)

Indicators

Scope 1 emissions — emissions linked to
refrigerants, gas and fuel consumption

Scope 2 emissions - emissions linked to electricity
consumption

Share of renewable electricity

Scope 1 & 2 emissions

tCO,eq

tCO,eq

tCO,eq

2022/2021
104.489 223.401 114%
26.310 26.457 1%
014 % 0.24 % 71%
126.112 249.858 98%

The increase in greenhouse gas emissions from e-commerce can be explained by the increase in online sales,
and thus the weight of the share of emissions from stores involved in this activity. Indeed, growth in business is
driven mainly by Brazil and Argentina, along with the greenhouse gas emissions generated. The Group’s objec-
tive is to triple its e-commerce Gross Merchandise Value (GMV) by 2026 compared with 2021, to reach €10 billion.

3.3.

Our action plans

The action plan for reducing direct emissions from our e-commerce activities for scopes 1 and 2 is differentiat-

ed on the basis of the order preparation logistics circuits:

For e-commerce emissions generated by stores
(supply, order preparation, making orders avail-
able), our action plan is that of physical stores in-
sofar as the activity is shared between online and
offline sales.

For e-commerce emissions generated by ware-
houses (supply, order preparation, making orders
available), the action plan covers the reduction of
our energy consumption (electricity and fuel), the
increase in the share of renewable electricity con-
sumed — in line with the Group’s commitments in
this respect — and preventing leaks of refrigerants
or replacing the refrigeration units with hybrid
products or ones that use completely natural
coolants.
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The 'Responsible e-commerce’ roadmap also helps to reduce indirect emissions linked to e-commerce. The
action plan is differentiated according to the emissions categories:

Carrefour informs customers about the envi-
ronmental impact of products purchased and
encourages them to purchase products with a
reduced environmental impact. Since May 2022,
Carrefour.fr has been selling “Mieux Manger”
baskets (products can be substituted for others
based on nutritional or sustainability criteria).
Emissions generated by customers travelling to
pick up their Drive order from stores: Carrefour
informs customers of the environmental impact
resulting from having their orders delivered or
from them picking them up, so they can make an
informed choice.

® Emissions generated by e-commerce products: ® Emissions from last-mile transport: Carrefour is in-

creasing the numbers of biomethane and electric
vehicles, as well as bikes used for last-mile deliv-
eries. And it is encouraging customers to choose
delivery slots with a reduced environmental im-
pact (for example, green delivery slots have been
available on Carrefour.fr since the beginning of
2023, and there are incentives for customers to
choose certain delivery slots to increase the den-
sity of delivery routes and so optimise them).

Emissions from outbound transport for supply-
ing e-commerce sites: Carrefour is optimising the
way in which lorries are loaded and its deliveries.
And it is increasing the share of vehicles running

on biomethane.

As regards offsetting the impact of e-commerce activities in 2030, the residual emissions from scope 1 and
scope 2 e-commerce activities by 2030 will be offset by the financing of carbon sequestration projects in the
agriculture and forestry sectors. Carrefour will prioritise compensation across the value chain (insetting).

4. 29% reduction in indirect emissions compared with 2019
(Scope 3)

4.1 Our emissions

In 2019, Carrefour conducted a diagnosis of its indirect emissions linked to the Group's activities. This diagnosis
is updated annually so as to refine the way in which the impact is measured. These diagnoses show in 2022 that
more than 98% of the Group’s GHG emissions are indirect, the main sources being the production of products
sold in stores (69%), the use of products sold (18%) and the transport of goods (9%). Since 2019, the Group
has carried out a diagnosis of all Scope 3 emissions. This diagnostic has enabled the Group to identify priority
emission sources and to assess changes in the Group’s footprint in the light of changes in sales and product mix.
Scope 3 emissions will increase slightly in 2022 compared with 2019 (+3%). This increase is mainly due to the
Group's growth. A decrease of -5% in 2022 compared with 2019 in the intensity of Scope 3 emissions per euro
of sales demonstrates a positive trajectory.
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2023 diagnosis of indirect greenhouse gas emissions (scope 3)

Category

Total Scope 3 GHG

100% 3% 3% 96 221746 93127603 94623340 93720243

emissions

Scope 3 GHG emissions o o

intensity (gCO2/€) . s -5% 10,5 10,9 1,4 1,0
Purchasesofgoodsand 450 49 gy 66101437 63642943 66271541 62378357

services

of which Purchases of goods
and services - Integrated  49,3% 4% 6%
shops

47 460832 45695633 47582967 44787660

of which Purchases of goods
and services - Franchised ~ 19,4% 4% 6%
stores* (in thousands of euros)

18640605 17947 310 18688575 17 590697

Use of products sold 18,1% 1% -8% 17 422 277 17303528 15551526 18 984 841
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Category

of which Use of 9 9 9
products sold - Other 2,9% 1% 3% 2742 648 2215 348 2499 991 2663 255

Franchises 0,9% 7% -15% 849 512 796 022 1051919 998 995

Purchases of fixed assets 0,6% 39% 7% 621000 446 760 585 360 669 960

::I“’ff Litclofiprodics 0,3%  27%  28% 308826 243 588 250 736 240736
Downstream rental 0,2% 13% 17% 208 421 184 668 213 050 252 611

Upstream energy

. 0,2% -6% -13% 144 801 154 548 161 200 166 427
emissions

Upstream rental

o
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with 2019 (Scope 3)

Moving customers Not yet integrated
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*excluding international franchises.

Details of scope: Following the agreement to sell the Taiwan BU in 2022, data has been excluded from the scope
for all years since 2019. Following the acquisition of Grupo BIG in Brazil in 2022, the data has been restated for all
significant scope 3 categories. Since 2019, the data has been restated to take into account the emissions asso-
ciated with Grupo BIG's activity in the following categories: purchases of goods and services, inbound transport,
use of products sold, end-of-life of products sold and purchases of fixed assets.
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DISTRIBUTION OF SCOPE 3 EMISSIONS IN 2022

Franchises (scopes 1 and 2)

Inbound transport \.\

Use of
products sold ———

Purchases of goods
and services —
franchise stores (G8)

Scope 3 data for the Carrefour Group constitutes the
best possible estimates, and is the result of currently
available methodologies, in particular regarding the
impact of products sold. Carrefour is continuously
working with experts and suppliers on improving this
reporting. The data available does not yet provide a
detailed account of the actions implemented by the

agricultural practices, reducing packaging, etc). This
dicator, but it does provide a more accurate picture

of the Group's footprint. The methodologies used to
estimate GHG emissions are described in section 6.1.

Group or by the suppliers (e.g.: tackling deforestation,

data cannot therefore be used as a performance in-

Other

Purchases of
goods and services
- integrated stores

Purchases of food goods and services are the main
source of emissions: 80% of emissions in 2021. Within
this scope, the main categories are shown in the fig-
ure below.

DISTRIBUTION OF SCOPE 3 EMISSIONS IN 2022 AND
FOCUS ON FOOD PRODUCTS

Other

emission\

Emissions
linkedto —
fuel

Emissions
linked to food

32 Report

30.2% SSP (self-service products)

23.9% Grocery

23.1% Meat and poultry
6.6% Drinks

6.6% Cooked meats
3.6% PetCare

2.2% Bakery - patisserie
1.5%  Fruit and vegetables
1.3 % Other

11 %  Cheese cut to order
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The Group identified six priority product categories responsible for 50% of Carrefour’s scope 3 emissions. These
categories will be the focus of specific action plans. The graph below shows the share of each of these six cate-
gories (for a total of 50% of the Group's scope 3 emissions).

PRIORITY PRODUCT CATEGORIES REPRESENTING 55%
OF THE GROUP'S TOTAL SCOPE 3 EMISSIONS

Fruit and vegetables

- \ \%W Beef

Cereals ~— &k Fuel

Dairy products

The remaining 45% are subcategories, which are considered individually and are not significant for the Group. By way

of example, this category comprises other emissions resulting from food products, other emissions linked to the use &
of products sold, emissions linked to investments by Carrefour Banque, upstream emissions from energy, etc. % Te
£88
EEQ
c 09V
4.2. Our performance 8%&
655
52
Emissions linked to products: E é s
X g 3
Indicators 2020 2021 2022 2022/2021| Target & -
Numt?er of Food Transition Pact partner 26 14 204 29% 500 by
suppliers 2030
Shgre of suppliers committed to a 1.5°C ) New 34% ) 100% by
trajectory 2026
Number of partner producers 36,277 38,580 37,758 2)% 50’20002% 55
o Reporting
Prociucts engaged nan sgroccologieal - Meihodolgy oo | ey
E roach g3g S & currently being e 2025
PP developed
Percentage of sensitive raw materials 100% b
covered by an action plan to tackle New 55% 61% 6% i
/ 2025
deforestation
Tonnes of packaging saved (total 2017) 6212 11,068 16,390 50% 20,20002()5by
Percentage of reusable, recyclable or 100% b
compostable packaging for Carrefour 44% 46% 57% 11 pts ° by
2025
branded products
. Reporting
Eercentage of recycledl plastics N . 30% by
included in the packaging of Carrefour - - 7.7% -
currently being 2025
branded products
developed
Percentage reduction in food wastage o o o (50)% by
(kg/m?) compared with 2016 )% (7% ) I 2025
o 100% by
Percentage of store waste recovery 66.2% 68.2% 74.5% +6pts 2025
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Emissions linked to outbound transport:

2022/2021

Indicators Unit 2020 2021 2022 arget

variation

Emissions linked to

I T tCO,eq 332,531 306,872 294,193 (4%)

e ™
. % (1.35) (8.97) (12.73) -3.8 pts 2030 vs

transport compared with 2019

2019

Emissions linked to o

sutseurd sengpe . ez tCO,eq 315,437 296,149 281,758 (5%)

Emissions linked to

outbound transport — tCO,eq - 1 1 (26%)

electricity

Emissions linked to

outbound transport - tCO,eq 17,094 10,340 12197 18%

biofuel

Emissions linked to

outbound transport - rail tCO,eq - 382 237 (38%)

and boat

Emissions intensity per tCO,eq/ 6,4 6.0 57 (4%)

pallet transported pallet

Distance travelled km 420,283,393 409,202,428 410,072,990 0%

4.3. Our action plans

The Group has a climate scope 3 action plan to reduce its main indirect emissions, mainly from the products it
markets. The levers identified to contribute to the reduction of scope 3 emissions are as follows:
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ROADMAP FOR A 29% REDUCTION IN SCOPE 3
EMISSIONS BY 2030 (VS 2019)

0%
-10%
-29%
-20%
-30%
Supplier Fuel and green  More plant- Other Sub-total
commitment mobility based diet
and agricultural
practices
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The actions implemented and the commitments associated with each of the categories are as follows:

Contribu-

Priority scope | tion 2030
vs 2019

Actions implemented

Encourage suppliers to reduce their
GHG emissions by committing to
SBTi trajectories.

Work with suppliers — large and
small - to implement the food
transition and promote low-carbon
consumption patterns.

Commitments contributing to achieving
the target

Top 100 suppliers committed to a
trajectory of 1.5°C by 2026 under threat
of being delisted

500 suppliers committed to the Food
Transition pact and 20 megatonnes
saved by 2030

Suppli.er Develop partnerships with producers 50,000 partner producers by 2026
commitment . to facilitate the transition to low-
and. P— §0% carbon practices.
agricultura . P = :
practices Promote eco-labels (Bio, FSC, PEFC, €8 billion in sales of certified sustainable
etc). products by 2026
Tackle deforestation and develop 100% of forest-sensitive production to
alternatives to soy for animal feed. be covered by a risk mitigation plan by
2030
Develop regenerative agriculture All Carrefour Quality Line products to
and agro-ecology across Carrefour be committed to an agroecological
Quality Lines. approach by 2025
Increase volumes of biofuels. 27.5% reduction in GHG emissions linked
Fuel and Encourage soft modes of transport to the use of products sold by 2030 (vs
green -9% and the use of electric vehicles. 2019)
mobility Installation of 2000 electric charging
stations in France by 2023
Commit our stakeholders to the Increase sales of plant proteins in Europe
transition to a more plant-based to €500 million by 2026 (65% increase
More plant- 7% diet (commercial operations, food compared with 2022)
based diet ° transition pact). Foster innovation
and develop a comprehensive
offering.
Improve the efficiency of outbound  Reduce GHG emissions linked to
transport. Modernise the fleet and outbound transport by 20% by 2030 (vs
develop a fleet of vehicles powered  2019)
by biomethane.
Reduce waste generation, guarantee  All waste to be recovered by 2025
sorting of materials for recycling and
zero landfill.
Take action at all levels to reduce 50% reduction in food waste by 2025
Other actions 3% food waste across the value chain, in
stores and among consumers.
Reduce the amount of packaging 100% of Carrefour brand packaging
placed on the market, promote reuse reusable, recyclable or compostable
and recycling. by 2025; 20,000 tonnes of packaging
saved including 15,000 tonnes of plastic
packaging by 2025 (total since 2017);
€150 million in bulk sales and reuse by
2026 (multiplied by 5 compared with
2022)
TOTAL -29%
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The action plan consists of:
Fuel and green mobility

To address GHG emissions from the combustion of
traditional fuels, the Group encourages consumers to
choose green-powered vehicles.

In 2022, Carrefour launched Carrefour Energies, an
electric charging service for all of its hypermarkets
and Carrefour Market stores in France. Carrefour is
speeding up rollout of infrastructure for charging elec-
tric vehicles by gradually building charging stations
next to all of its hypermarkets and Carrefour Market
supermarkets. Between now and 2025, it will build
5000 charging stations to make mobility easier for its
customers. This is France's leading electric charging
network with more than 700 stations and 5000 actual
charging points, half of which are high-power ENEDIS
ones. This comprehensive electromobility infrastruc-
ture ranges from 22kW to 300kW and has the follow-
ing features:

® 222 kW “comfort” charging service that is free for
the first hour for customers with loyalty cards or
Carrefour PASS cards. So for a period of one hour,
customers with city cars can charge their battery
for free to up to around 50%;

® 2a 50 kW to 300 kW ultra-fast charging service.
These terminals will deliver a complete recharge
in between 20 and 60 minutes, depending on the
vehicle;

® a free service for charging soft mobility solutions,
such as E-bikes and electric scooters.

A more plant-based diet

Foods of animal origin — particularly red meat, dairy
products and farmed shrimp — are generally associat-
ed with the highest greenhouse gas emissions. In con-
trast, foods of plant origin have a lower greenhouse
gas intensity®.This is why encouraging people to adopt
a more plant-based diet is a major issue for Carrefour.
This is consistent with a strong societal expectation
which sits at the crossroads of major climate issues,
the safeguarding of biodiversity, the sharing of re-
sources at global level and major public health issues.
This expectation is already reflected in a significant in-
crease in demand that is impacting markets. Carrefour
is committed to developing vegetarian ranges with
a view to offering an alternative to the consumption
of animal proteins. These products are intended for

Carrefour has teamed up with two leading partners
to build and operate the electric vehicle charging in-
frastructure at its stores: ALLEGO for stations next to
its hypermarkets and DRIVECO for stations next to its
Carrefour Market supermarkets.

The first Carrefour Energies station will be available
to customers in the car park of the Troyes - La Cha-
pelle Saint-Luc hypermarkets, starting on 8 April 2022.
Each hypermarket will get an average of ten electric
charging spaces, while each supermarket will get five.
Customers will be able to access the service via the
Carrefour Energies* mobile app. In 2021 for exam-
ple, thanks to a partnership with Meridiam, Carrefour
Property, the Carrefour Group's property manage-
ment company, allowed the installation of charging
stations in the parking lots of 211 of its hypermarkets,
worth total investment of €117 million.

All of these initiatives also enable the Group to get
ahead when it comes to future regulations, such as
the ban on thermal engines in new cars by 2035.

a wide variety of consumers: vegan, vegetarian, peo-
ple concerned about animal welfare and flexitarian.
Carrefour pays great attention to the quality and nu-
tritional profile of these products. As the first French
retailer to launch its own vegetarian range, Carrefour
now has more than 115 products - the widest vegetar-
ian range available in supermarkets and smaller retail
outlets. Since 2021, Carrefour has been speeding up
its growth in the imitation meat segment by launching
more than 10 innovations to meet consumer demand
for eating better and consuming more effectively. For
each type of meat or dairy product, there is a plant
alternative. These alternative products are available in
all the European countries in which the Group oper-
ates, and in all formats.

5 United Nations, Climate action: Food and climate change: healthier eating for a healthier planet: https://www.un.org/fr/

climatechange/science/climate-issues/food
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Building on its rationale of supporting the food tran-
sition for all, Carrefour accelerated the development
of its plant-based nutrition in 2022. In March, Carre-
four kicked off its new international Plant-based Con-
test, aimed at the most innovative start-ups involved
in producing plant-based food. Start-up companies
from all over the world submitted their innovations
in plant-based food. Once the contest was over, ten
innovations were showcased on Carrefour supermar-
ket and hypermarket shelves, (as well as its e-com-
merce websites), and consumers got to test them. In
November 2022, as part of its Carrefour 2026 stra-
tegic plan, Carrefour announced a new ambitious
target: increase sales of plant proteins in Europe to
€500 million by 2026 (65% increase compared with
2022).

To convert consumers over to a more plant-based diet,
Carrefour teamed up with Danone and the WWF for
the “Lundi c'est veggie, mais aussi le mardi, mercre-
di... ” campaign (Monday is vegetarian, as are Tuesday,
Wednesday, etc.). The purpose of the initiative to pro-
mote the consumption of plant-based protein and to
get us all onto a more vegetable-based diet. It is being
implemented within the framework of the Food Tran-
sition Pact, a Carrefour initiative involving 38 interna-
tional suppliers designed to run concrete projects in
areas to do with the climate in particular. Initiatives
to encourage more plant-based diets are also being
run locally. In Belgium, for example, the product mix
includes 179 vegetarian products, and every Thursday,
customers can get a 20% discount on the whole vege-
tarian range at the refrigerated food counter.

lllustration: Encouraging innovation to support the food
transition with the launch of the international Plant-Based

Contest

Buoyed by its purpose — to facilitate the food transition for everyone — Carrefour has just an-
nounced the launch of its new international Plant-Based Contest, which will run from 31 March
until 8 May. As part of the contest, start-ups from all over the world interested in showcasing their
innovations to promote a plant-based diet will be able to register on a dedicated website. They will
then be shortlisted by a panel made up of people committed to a more plant-based diet and will

get to take part in the finals on 9 June.

The panel*, chaired by Carine Kraus, the Carrefour Group's Executive Director of Engagement, and
Guillaume de Colonges, Executive Director of Merchandise, will include suppliers and partners
such as the BEL Group, Unilever via The Vegetarian Butcher, Oatly, Proveg, Daphni Venture Capital,

Beyond Animal, Capital V and Unovis.

Once the contest is over, five innovations will be showcased on Carrefour supermarket and hyper-
market shells, (as well as its e-commerce websites), and consumers will get to test them.

During the contest, the panel will award prizes to selected start-ups in three categories. These in-
novations will be assessed on the basis of a set of criteria:

® Range of vegetable protein-based products
® Marketing concept

® Innovative service offering which encourages consumers to transition over to plant-based

products.

Agricultural practices and regenerative agriculture

Carrefour has several levers to reduce the scope 3
carbon impact. Carrefour is supporting its organic
and Carrefour Quality Lines in order to facilitate im-
plementation of sustainable, environmentally friend-
ly farming practices. In particular, the Group has set
itself the target of having all of the products in its
Carrefour Quality Lines produced using an agroeco-
logical approach by 2025. There are 844 CQL prod-
ucts throughout the world involving a total of 22,176
producers. They are fresh, core-market products
that meet strict requirements in terms of traceability,
quality and flavour

For more information on agroecology, CQLs and
other environmentally friendly agricultural practices,
consult the “Protecting biodiversity” report. It can be
accessed at the CSR library at https://www.carrefour.

com/fr/bibliotheque-rse
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Supplier engagement: the “20 megatonnes” project and the Food Transition Pact

Special attention is paid to products sold by Carre-
four and supplied by leading national brands. Indeed,
Carrefour gives preference to the partnership ap-
proach for these products with the development of
the Food Transition Pact. As of the end of 2022, more
than 200 suppliers have signed up to the internation-
al pact and local pacts. The Group’s aim is to have
500 suppliers signed up by 2030.

In 2019, Carrefour launched the Food Transition
Pact, a network of Carrefour suppliers committed
to the food transition for all. The Pact offers a plat-
form for engaging in discussion, sharing best prac-
tice, discovering new opportunities for collaboration
with Carrefour and sharing progress with consumers.
The Pact is structured around four pillars: packaging,
biodiversity, climate, health / nutrition. Suppliers (of
food or non-food products) wishing to join the Food
Transition Pact must submit an ambitious action pro-
gramme focusing on at least three of the four pillars
making up the Pact. This programme is validated by a
panel of internal experts, and suppliers are required
to report regularly on their progress. Working groups
meet throughout the year.

As far as climate is concerned, the 20 megatonnes
project, launched in 2020, sets out to encourage sup-
pliers to make commitments to reduce their emis-
sions, measure their progress, involve consumers and
suggest patterns of consumption that generate lower
CO, emissions. In 2021, Carrefour launched a collab-
orative platform open to all its suppliers on a ded-
icated website. This platform enables the Carrefour
Group to monitor the commitments and progress
of its suppliers in tackling global warming and high-
light their most innovative actions. It was developed
as part of the Food Transition Pact Climate Working
Group co-led by PepsiCo. The group is made up of
Johnson & Johnson, Essity, Beiersdorf, Mars, Danone,
Soufflet, Coca-Cola, Kimberly Clark, Heineken, Reck-
itt, Innocent, L'Oréal, Kellogg’'s, ANDROS and Saven-
cia. Each supplier is able to report its greenhouse
gas emissions and reduction targets, as well as the
progress it has made in reaching these targets year
after year. The method used is aligned with industry
benchmarks (Greenhouse Gas Protocol and Carbone
Disclosure Project).

Supplier engagement: the commitment of the Group’s 100 largest suppliers

In November 2022, Alexandre Bompard announced Carrefour's commitment to discontinuing products sup-
plied by our 100 largest suppliers unless they are on a 1.5°C trajectory (as certified by an independent third
party) and scheduled to achieve it by 2026. This promise has profound implications for our relationship with
our largest suppliers. Carrefour's 100 suppliers accounted for 11% of its scope 3 emissions and 28% of its total
revenue in 20271. Achieving this target will enable it to reduce its scope 3 CO, emissions by about 6 megatonnes
—that's a 4.4% reduction in scope 3 emissions as a whole.
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Focus on Carrefour & Bel

Innovative trade agreement

Through a business agreement entered into on 1 February 2023, the Bel Group and the Carrefour
Group are renewing the foundations of the retailer-manufacturer relationship to enable everyone
to enjoy a healthy and sustainable diet and help tackle climate change. The combined measures
will form a comprehensive platform for consumers, while protecting the dairy sector and helping
to keep global warming to within 1.5°C.

The agreement signed by the two groups covers several areas:

® A broad and diversified product portfolio that meets all consumer needs — in particular, a
broader crop offering and formats that meet accessibility requirements across all distribution
channels

® Support for the milk sector with an increase in the price of milk in line with the 2023 agreement
between Bel and the Association des Producteurs de lait Bel Ouest

® A revision clause factoring in changes in the price of milk, in accordance with the "trickle-down"
principle, and in accordance with the principles established by the EGALIM 2 Law

® Managing targets via business indicators, as well as lower carbon footprints for Bel products
sold at Carrefour
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Outbound transport. Carrefour is aiming for a 20%
reduction in transport-related CO, emissions by
2030, compared with 2019, by optimising its logistics
models and developing alternatives to diesel. All out-
bound transport logistics providers are committed
to Carrefour’s greenhouse gas emissions approach. In
each country, supply chain teams work closely with
carriers to improve truck filling, optimise distances
travelled and promote alternative modes of trans-
port, in accordance with the Group's policy. In France,
Carrefour is modernising its fleet of 710 lorries (as of
the end of 2022) which are now PIEK certified, run
on biomethane and generate less pollution and noise
(under 60 dB). Increasing numbers of such vehicles
feature in the Group’s fleet and the total share is ex-
pected to reach 24% by the end of 2025 and 30% by
the end of 2030.

Carrefour has committed to using alternatives to
diesel so that it can phase it out completely by 2030,
particularly by expanding its fleet of vehicles running
on biomethane - a fuel produced from non-con-
sumable organic waste generated by its stores. Bio-
methane-powered vehicles eradicate fine particle
emissions and cut CO, emissions by 75%, as well as
reducing noise pollution by 50%.

In addition to biomethane and in order to complete-
ly phase out diesel by 2030, in 2022 Carrefour was
involved in bringing France's first hydrogen-powered
lorry into service. Supported by an investment plan
from the ADEME and born from a consortium be-
tween GreenGT, Transports Chabas and Carrefour,
this hydrogen-powered electric truck is refrigerated
and is used to transport perishable foodstuffs. The
target set with the Group is to make two 500-km
loops between Salon-de-Provence and Nice every
day.

Two other projects are underway designed to enable
hydrogen to be used as a fuel: H2Haul, supported by
the European Commission, and Hyammed, whose
aims are to industrialise the production of heavy hy-
drogen vehicles and produce enough decarbonised
hydrogen in a distribution network to be developed.

Miscellaneous initiatives. This category of action, shown under “Other” in the graph above, includes various

initiatives to combat the effects of global warming.

® Challenges linked to deforestation. Carrefour is
implementing a series of action plans to reduce
the climate impact of its own brand products. In
2022, the Group accelerated its commitment to
responsible raw material sourcing and 61% of its
action plans targeting sensitive raw materials have
now been deployed (up 6% compared with 2027).
This percentage includes the Group'’s priority raw
materials for deforestation, namely palm oil, Bra-
zilian beef, soybeans, cocoa and trader traceabil-
ity.
For more information about the Group’s zero de-
forestation policy and the targets it has set itself,
consult the related report on ‘Tackling deforesta-
tion”. It is available in the Group's CSR library at
https://www.carrefour.com/fr/bibliotheque-rse

® Challenges linked to short supply chains and lo-
cal seasonal products. By 2026, the Group plans
to double the quantities of fruit and vegetable
that it sources via short supply chains in Europe
(whereby the supplier is located less than 50 km
from the store). In France, this nationwide system
has gone hand-in-hand with the launch of a fresh
local fruit and vegetable format known as ‘Po-
tager City’. These new city-centre stores feature
highly specialised fresh produce, on sale at prices
customers would expect to find at a general store.
In Spain, Carrefour promotes seasonal products,
while helping to create regional jobs and reduce
greenhouse gases. To this end, Carrefour has
maintained commercial relationships with more
than 1000 Andalusian suppliers, worth some €1.5
billion.
To expand its range of local and seasonal prod-
ucts, the Group is committed to entering into
contracts in all countries where it operates with
50,000 partner producers by 2026.
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Issues linked to food wastage and waste re-
covery. Carrefour shares the Consumer Goods
Forum’s goal of reducing food waste by 50% by
2025 (compared with 2016). Carrefour’s overall
food waste reduction policy is based on three
pillars: in-store action, constructive collaboration
with suppliers and raising customer awareness. In
2022, the Group's food waste rate stood at (40)%
vs 2016 (vs (28)% in 20217) and the quantity of do-
nations was equivalent to 45 million meals world-
wide (+3.4% vs 2021). The Group’s action plan to
tackle food waste is implemented along the en-
tire length of the product’s life cycle From when
the store selects the product through to the end
of its life — the Group implements solutions to
recover foodstuffs. This includes reducing the
amount of in-store markdown and making use of
food products that do not get sold in stores (e.g.
converting them into biomethane).

For more information about the Group’s ini-
tiatives to tackle food waste, see the report on
‘Combatting food waste’. It is available from the
Group's CSR library at https://www.carrefour.
com/fr/bibliotheque-rse

Issues linked to promoting low-carbon products:
retail has an important role to play in raising con-
sumer awareness of the importance of responsi-
ble eating. This is why in 2021, through a partner-
ship with the WWF, Carrefour France promoted
low-carbon vegetarian recipes every month in
Envie de vacances magazine. These recipes are
shared on the page all about sustainable eating
on Carrefour.fr. And in all store formats, Car-
refour has a calendar on display letting people
know which fruit and vegetables are in season.
An experiment is under way in Belgium to guide
consumers towards products with low emissions:
"Veggie Thursday”, which promotes vegetarian
products through a loyalty scheme. In France a
special catalogue promotes these products.

And Carrefour is taking action to steer consum-
ers towards low-carbon alternatives by promot-
ing products on display or on its websites. To pro-
mote low-carbon vegetarian products in stores
and on the website, Carrefour has made changes
to the hierarchy in which products are displayed
on its website (it now highlights products that
have been awarded an eco-score of A) and has
implemented initiatives to flag up certain prod-
ucts visually in stores.

The Group has also developed initiatives to pro-
mote the consumption of local products. Carre-
four has launched the O km project, for example,
which encourages stores to list and display a range
of products made under 30 km away, as well as
initiatives celebrating locally made products in all
types of Carrefour stores in France: these involve
promoting local products and expertise via in-
store events and tastings.

1
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Issues linked to recovering, reusing and recycling
electrical and household products. Manufactur-
ing electrical and electronic equipment gener-
ates significant carbon emissions. For example, a
laptop computer is responsible for 169 kg of CO2
equivalent throughout its life cycle, or a 600 km
journey by plane. In France, the Carrefour Group
works alongside eco-organisations to collect
neon lights and batteries from each integrated
store. The Group's hypermarkets recover small
and large appliances and, as of 2022, large furni-
ture with no purchase obligation. To encourage
consumers to bring their devices back, Carrefour
launched television and sound bar recovery cam-
paigns in October in exchange for vouchers.
Carrefour is working with Cash Converter on
setting up “second-hand” corners in its stores
throughout France. So far, 27 second-hand cor-
ners have been introduced in hypermarkets with
an average area of 100 m2 (11 more than in 2027).
These second-hand corners give a new lease of
life to telephony equipment, small appliances
and computer equipment, as well as books, DVDs,
games, jewellery and leather goods.

www.carrefour.com



5. Adapting to climate change

Carrefour has identified several types of risk associated with climate change, including physical risks affecting stores,
regulatory risks, market risks and risks involved in securing raw material supplies (1.3. Risks and opportunities).

Adapting Carrefour stores to climate change

A study on emerging climate risks was conducted in 2021 and again in 2022 at sites under group banners, ware-
houses and head offices in the eight countries in which the Group operates directly. The findings of this study
present the actual and prospective physical risks affecting Carrefour sites, i.e., the risks associated with weather
events that could cause the destruction of buildings and/or disruption to business.

Focus on physical risks

Physical risks resulting from climate change may be linked to events (acute) or longer-term (chronic)
changes in climate models. Physical risks can have financial implications for organisations, such
as direct damage to assets and indirect impacts due to supply chain disruption. Financial perfor-
mance may also be affected by changes in water availability, supply and quality, food security, and
extreme temperature changes affecting the assets and operations of organisations, the supply
chain, transportation needs and employee safety, etc.

In 2021, Carrefour conducted the first risk assessment of climate change on its assets. This study
analyses the current exposure of its sites to natural disasters by country and the long-term risks in
accordance with the IPCC SPC 4.5 climate scenario. The figure below details the risks and impacts
analysed for more than 8000 sites across the Group's integrated countries.
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Based on the analysis of current site exposure, river flooding is the predominant acute risk. The
main conclusions are as follows:

® Fires: Overall, Carrefour’s current exposure to natural fire risks is relatively low. A few assets in
specific countries are slightly more exposed than the rest of the portfolio (Spain in Europe, Ar-
gentina and Brazil in Latin America), but the risk is not a major priority for the Group at present.

® Heat waves: Similar to fire risks, the Carrefour portfolio’s current exposure to heat wave risks is
relatively low in Europe. By contrast, some stores in South America are already exposed (Brazil,
Northern Argentina).

® Precipitation and bad weather: The risks associated with heavy rainfall and bad weather are
relatively high for the Group'’s portfolio, particularly for stores in Taiwan and certain parts of
Europe (south-eastern Europe, west coast of the Iberian Peninsula) and South America (north-
ern Brazil, northern Argentina).

® Rising waters: the risks linked to rising sea levels and flooding are already high for Carrefour. Ar-
eas of northern France, Belgium, as well as the Atlantic coast in France, the Buenos Aires region
in Brazil and Taiwan are exposed.

By 2100, river flooding will be the predominant acute risk. Significant chronic risks to Carrefour over the
longer term are heat waves, droughts and rising sea levels (see section 4. Adapting to climate change

1



The study concludes with a look at prospective risks waves are a significant risk for the South American
in accordance with climate projection scenarios RCP portfolio that can impact employee productivity
2.6 - 8.5. By 2100, river flooding is the predominant and store attendance, and lead to losses due to cold
acute risk in all Group countries, also linked to rising chain disruption, as well as air conditioning and refrig-
sea levels. Fire risks are low for the Group, while heat eration costs.

Number of sites at acute risk and distribution of risk level in 2100

PERCENTAGE IN VALUE OF ASSETS AT ACUTE RISK
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Distribution of the level of risk for sites at risk of heat waves, drought or rising sea levels in 2100
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Risk of heat waves
To tackle the risk of heat waves, Carrefour is inves-
tigating some adaptation initiatives to improve the

wellbeing and health of its employees and customers,
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while reducing the costs and emissions associated
with air conditioning and refrigeration. For example,
the retailer is thinking about anticipating orders of
basic necessity products, modifying store opening
hours during heatwaves, rotating employees during
hot periods of the day and replacing refrigerants.

Risk of flooding and water shortages

Thanks to this study and a 2020 study analysing wa-
ter stress and flood indicators (using the WRI's Aque-
duct tools) at Carrefour sites, Carrefour has a com-
prehensive overview of its sites in flood zones. All
Carrefour sites have Business Continuity Plans (BCPs),
a common emergency management framework for
maintaining site supply in the event of an incident. In
addition, Carrefour monitors water consumption in
all countries.

Case studies:

|

{_ Spain: An action plan has been
launched to anticipate the consequenc-
es of regulations that might be intro-
duced to combat future water shortag-
es. This action plan has been rolled out
in all hypermarkets and is currently be-
ing applied to supermarkets (297 sites,
i.e. 51% of all Spanish sites).

-s Brazil: Carrefour Brazil conducts

online monitoring of water consump-
tion at all of its stores and has started
work on upgrading its water supply lines
to improve the management of water
consumption under the current con-
ditions of growing water scarcity in the
country.

Monitoring at-risk raw materials and deploying a procurement strategy appropriate for the risk

The Group monitors raw materials exposed to social
and environmental risks in consultation with stake-
holder NGOs. The risk of contribution and/or sensi-
tivity to global warming being one of the seven risks
considered, together with deforestation, impact on
biodiversity and land use, local water consumption
and pollution (soil, air, water), human rights and work-
ing conditions, living wage and consumer health and
safety. A materiality study for the Group is then used
to define the raw materials to be prioritised. To date,

action plans have been produced for around ten
raw materials exposed to environmental risks (see
3. Low-carbon consumption). This strategy involves
co-developing action plans with suppliers, so that
less impactful agri-environmental measures can be
prioritised, and finding alternative raw materials that
are less sensitive to these problems, while at the same
time avoiding shifting supply pressures onto these
raw materials.
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Support for the Group’s supplier farmers so as to secure the partnership approach in the long term

Carrefour contributes to the development of local
economies and boosts the ecosystems and regions
in which it engages in its activities. Each store has the
independence necessary to adapt its product assort-
ment portfolio of services to local needs and build
close relationships with its customers. Carrefour has
therefore set itself the target of having 50,000 region-
al and local partner producers by 2026 for organic
farming and its Carrefour Quality Lines. Carrefour
continues to strengthen its partnerships with local
businesses around the world. In particular, the Group
is committed to helping small and medium-sized
companies expand by implementing specific SME
plans. These plans are designed to strengthen the
way in which Carrefour works with SMEs operating in
all sectors, food and non-food. In addition, the Car-
refour Group's financial services company Finifac has
developed credit solutions for SMEs and farmers.

To develop business with SMEs, each country has
implemented project discussions and specific con-
tracts. In France, to facilitate these partnerships, the
Group has launched a simplified two-page ultra-local
contract template that can be used by all stores. The
contracts with these partners guarantee fair prices.
Partner producers enjoy special relationships with
Carrefour, enshrined by specific multi-year contracts
with commitments in relation to price and volume,
simplified 48-hour listing terms and faster payments
within seven days. In 2022 in France, the Group re-
asserted its commitment by signing more than 4038
contracts with local and regional SMEs (represent-
ing 3264 suppliers). Carrefour has also made these
multi-annual agreements permanent: in 2022, they
accounted for 50% of all regional agreements in
France. This three-year commitment provides all
types of supplier with additional security.

Report

Carrefour also offers financial support for various
organic and/or agroecological projects. In 2019, the
crowdfunding platform JeParticipe.carrefour.com
was launched in partnership with MiiMOSA, to fund
agricultural projects for the food transition. More
than 230 projects had been funded through this plat-
form by the end of 2022. 30 projects have been listed
and about 20 events took place in Carrefour stores as
part of the Zero Kilometre weeks (June and October
2022). A total of €6.5 million has been raised through
this financing method.

Carrefour also invested €5 million in 2021 in the Mii-
MOsa crowdfunding platform to support the food
transition. One year later, 29 projects had been
funded through this platform and 52% of these proj-
ects are supported by Group suppliers. Through this
platform, Carrefour has become the largest private
investor in the fund, contributing 10% to all funded
projects.

The Carrefour Foundation supports associations that
promote agricultural practices such as agroecology,
switching over to organic farming and urban agricul-
ture. In 2022, 24 sustainable and community farming
projects were funded by the Foundation for a total
amount of €2,125,140 (41% of the overall budget). In
Belgium, for example, the Carrefour Foundation helps
advocate for and train Belgian agricultural stakehold-
ers so as to promote regenerative agriculture along-
side three associations (Farming for Climate, Ren-
egacterre and Farm for Good). In Brazil, IDH supports
veal producers that respect forest resources. The
Carrefour Foundation helps ensure fair and regular
remuneration for producers.

www.carrefour.com



6. Detailed performance and correspondence tables

6.1 Methodology and performance evaluation

Performance evaluation Quarterly reporting is conducted in all of the Group's eight integrated countries to en-
sure that the situation is properly assessed with regard to the environmental issues identified. The Group's CSR
teams regularly review the performance of the Group’s countries in order to ensure that the objectives of the
CSR index and food transition are properly implemented. Audits are conducted by an independent third-party
organisation twice a year to confirm the reliability of the consolidated data for the Group.

Carrefour fills in questionnaires from rating agencies in order to assess its economic, social and governance
performance. In 2022, the Group received an “A” rating from the Carbon Disclosure Project (CDP) for its com-
mitment to combatting global warming.

Reporting methodology - Carbon assessment
Scope and Method

The group uses the GHG protocol methodology to calculate its carbon assessment for scopes 1, 2 and 3. The
carbon assessment covers emissions associated with the Carrefour Group’s activity over the entire calendar
year from 1 January to 31 December.

The Group's activities include retail, financial and merchant services (Carrefour Banque and Carrefour Voyages),
logistics and supply chain, as well as property. Due to the significance of their emissions for the Group, certain
activities were not included in the scope when conducting the assessment. These are financial and merchant
services, and particularly the activities of Carrefour Voyages and Carrefour Banque, as well as the activities of
franchisees outside the Group's eight integrated countries. Operating operational expenses (e.g. delivery of
services) were excluded from the perimeter.

Breakdown of emissions sources in compliance with the GHG Protocol methodology

Direct emissions:

® Emissions generated by the leakage of refrigerant gases in Carrefour stores:
B Refrigerant refill data (for food cooling or store air conditioning)(kg fluid)
B Emissions factors from the IPCC (Intergovernmental Panel on Climate Change)
® Emissions from liquefied petroleum gas (LPG) consumption:
B Data about MWh of HHV consumed
Scope 1 B Emissions factors from DEFRA (Department for Environment, Food & Rural Affairs - UK)
® Emissions from natural gas consumption:
B Data about MWh consumed
B Emissions factors from DEFRA (Department for Environment, Food & Rural Affairs - UK)
® Emissions generated by fuel consumption for stores:
B Data about MWh consumed
B Emissions factors from DEFRA (Department for Environment, Food & Rural Affairs - UK)
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Indirect emissions:

® Emissions from electricity consumption:
B Data about MWh consumed
Scope 2 B Emission factors from:
O The AIB for European residual mixes
O The Ministry of Science, Technology and Innovation in Brazil
O The transparency report on climate, based on CAMMESA data for Argentina
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The following items have been taken into account:

® Purchases of goods and services: This item takes into account emissions linked to the pur-
chase of goods and services for all shops under the Group’s banners, both integrated and
franchised, in the 8 countries in which the Group operates directly.

Upstream energy emissions

Upstream transport

Waste generated during operations

Employees commuting to and from work

Business travel

Downstream transport

Use of products sold

End of life of products sold

Downstream rental

Franchises: Scopes 1 and 2 for franchised shops, corresponding to emissions linked to en-
ergy consumption and the use of refrigerants. This figure takes into account consumption
by franchised shops in the 8 countries in which the Group operates directly, as well as by
franchised shops in partner countries.

® Capital expenditure

® Purchases of fixed assets

Scope 3

Upstream leasing and the processing of products sold have been excluded as they are not rele-
vant to the Carrefour Group’s business. Customer travel has not been included in the analysis at
this stage due to a lack of data. Data concerning purchases of goods and services by franchised
shops in partner countries are not included.

Scope 3 data (excluding downstream transport) has been calculated on the basis of operational
activity data for France (e.g. units of products purchased for the main product categories) and
Agribalyse emission factors relating to the “Transport” stage. For other countries, emissions
have been extrapolated on the basis of data calculated for France and financial data.

E-commerce data reporting methodology

The reporting methodology used is based on the organisational logistics structure of the e-commerce site and
differs depending on the order picking route. If all or part of a country’s e-commerce orders are prepared in an
e-commerce order preparation warehouse, we collect all data on energy consumption and refrigerant leakage
from the warehouses concerned. If all or part of a country’s e-commerce orders are prepared in stores, then
we collect all data on energy consumption and refrigerant leakage from the stores concerned as a proportion
of the share of e-commerce revenue generated by the stores. Data for downstream transport is calculated on
a pro rata basis as a proportion of the country’s share of e-commerce revenue. Finally, the transport data for
last-mile deliveries are collected for each country on the basis of actual data (this transport being specific to
e-commerce activity).
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6.2  Scope 2 emissions categories and calculation methodology

Scope 3 emissions
categories

Purchases of
goods and
services

Purchases of fixed
assets

Upstream energy
emissions

Inbound transport

Waste generated
during the activity

Commuting to
and from work

Business travel

Downstream
transport

Use of products
sold - Fuels

Use of products
sold - Other

Calculation methodology

Food: The calculation of emissions begins with France. It has been possible to determine
the tonnages of products within this perimeter, as well as the associated ex-cash sales
excluding tax (€) for 53 food categories. Combined with this base, the use of Agribalyse
Emission Factors (agricultural, processing and packaging stages) provides the carbon
footprint for France for these 53 product categories. These results are then used to de-
termine monetary Emission Factors for the 53 food categories. This new base of Emission
Factors, readjusted using Purchasing Power Parity by country, is used to calculate the
GHG footprint of all the countries in which the Group operates (Brazil, Spain, Belgium,
Italy, Romania, Argentina and Poland).

Non-food: The calculation of emissions begins with France. Within this perimeter, the
data is provided in units sold associated with sales ex-case excluding tax (€) for 45 cat-
egories. Combined with this base, the use of Emission Factors from the Empreinte Base
(ADEME, excluding transport) gives the carbon footprint for France for these 45 product
categories. These results are then used to determine monetary Emission Factors for the
45 product categories. This new base of Emission Factors, readjusted using Purchasing
Power Parity by country, is used to calculate the GHG footprint of all the countries in
which the Group operates (Brazil, Spain, Belgium, Italy, Romania, Argentina and Poland).

Emissions are calculated using total operating investments associated with ADEME mon-
etary emission factors.

Emissions are calculated on the basis of the Group’s energy consumption combined with
the upstream and downstream components of the ADEME energy emission factors.

Food: Emissions are calculated on the basis of data on purchases of goods and services
associated with the "Upstream transport” part of the Agribalyse emission factors.

Non-food: Emissions are calculated on the basis of data on purchases of goods and ser-
vices associated with the “Inbound transport” part of the emission factors in the Empre-
inte database (ADEME).

Emissions are calculated using data on waste generated during the activity at global level,
combined with emission factors from the Empreinte database (ADEME) corresponding to
the different types of waste and Ecoinvent 3.4 (other waste).

Emissions are calculated using the number of Global employees combined with an
ADEME emission factor for commuting.

Emissions are reported by the agency responsible for business travel in France. These
emissions are then extrapolated to the global level via sales.

These data are calculated using operational reporting carried out in all the Group’s coun-
tries. Downstream transport data has been calculated using operational data for the
entire Group. Data on litres consumed (L) OR, failing this, data on distances travelled (km)
X national emission factor or one provided by the transporter and, failing this, standard
DEFRA (Department for Environment, Food & Rural Affairs - UK) emission factors.

The data is calculated for France using the volumes sold by fuel type combined with the
ADEME EFs corresponding to the fuel type. Emissions are then extrapolated to global
level using sales per country per fuel type.

Travel agency: emissions are calculated using the Carrefour travel agency’s sales in France
combined with an ADEME monetary emission factor for air transport.

Using EPCS: emissions have been calculated using sales data, excluding VAT, divided into
14 categories. Each category (e.g. camera, loudspeaker, refrigerator, etc.) is associated
with an average lifespan in years and an average consumption, making it possible to
calculate total consumption over the lifespan. This consumption is associated with
ADEME emission factors relating to energy consumption.
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Scope 3 emissions
categories

Calculation methodology

Downstream Emissions are calculated using the surface area leased by Carrefour, combined with the
rental group’s Scope 1 and 2 on the m2 occupied by the group.

Emissions are calculated using Carrefour Life Insurance data combined with a monetary
emissions factor from ADEME.

Investments
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6.3

TCFD correspondence table

1CFD . TCFD subcategories URD This report Sl
recommendations sources
Governance
Disclose the a) Describe the board’s oversight of 2.2 Governance 1.5. Our organisational CDP
organisation's climate-related risks and opportunities. and methodology structure Climate:
governance around of the vigilance plan C11a,
climate-related risks and CSR C1.1.b
and opportunities. 2.1.3.1 Summary of
objectives
Processes and frequency by which the 2.1.1.1 CSR method 1.5. Our organisational CDP
board and/or board committees (e.g., structure Climate:
audit, risk, or other committees) are Cl11.b
informed about climate-related issues
Whether the board and/or board 2211 CSR 1.5. Our organisational CDP
committees consider climate-related  governance structure Climate:
issues when: C1.1.b
1. Reviewing and guiding strategy:
major plans of action, risk manage-
ment policies, annual budgets, and
business plans as well as
2. Setting the organisation's perfor-
mance objectives, monitoring im-
plementation and performance,
and
3. Overseeing major capital expen-
ditures, acquisitions, and divesti-
tures
How the board monitors and oversees 2.1.3.1 Summary of  1.5. Our organisational CDP
progress against goals and targets for  objectives structure Climate:
addressing climate-related issues C11a,
Cl11.b
b) Describe management’s role in 1.3.1.4 Dialogue with  1.5. Our organisational CDP
assessing and managing climate-related our stakeholders structure Climate:
risks and opportunities. 2.2 Governance C1.2,
and methodology C1.2a
of the vigilance plan
and CSR
Whether the organisation has assigned 2.2.1.1 CSR 1.5. Our organisational CDP
climate-related responsibilities to governance structure Climate:
management-level positions or 2.21.4 Organisation C1.2,
committees; within countries, C1.2a =
If so, whether such management business lines and S
positions or committees report to the stores [T}
board or a committee of the board E S
and whether those responsibilities £ 9
include assessing and/or managing é ]
climate-related issues o -g
Description of the associated 2211 CSR 1.5 Our organisational CDP 'g- o
organisational structure(s) governance structure Climate: % g
2.2.1.4 Organisation C1.2, &
within countries, C1.2a a
business lines and
stores
2.21.5 Organisation
of stakeholder
dialogue and
collective initiatives
Processes by which management is 2.211CSR 1.5. Our organisational CDP
informed about climate-related issues  governance structure Climate:
C1.2,
C1.2a
How management (through specific 1.3.1.4 Dialogue with  1.5. Our organisational CDP
positions and/or management our stakeholders structure Climate:
committees) monitors climate-related C1.2,
issues C1.2a
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TCFD
recommendations

Strategy

TCFD subcategories

This report

Other
sources

Disclose the actual
and potential
impacts of climate-
related risks and
opportunities on
the organisation's
businesses, strategy,
and financial
planning where
such information is
material.

50 Report

(a) Describe the climate-related risks
and opportunities the organisation has
identified over the short, medium, and
long term.

Description of what they consider to
be the relevant short, medium, and
long-term time horizons, taking into
consideration the useful life of the
organisation's assets or infrastructure
and the fact that climate-related
issues often manifest themselves over
the medium and longer terms,

Description of the specific climate-
related issues for each time horizon
(short, medium, and long term) that
could have a material financial impact
on the organisation

Description of the process(es)

used to determine which risks and
opportunities could have a material
financial impact on the organisation.

Organisations should consider
providing a description of their risks
and opportunities by sector and/or
geography, as appropriate.

b) Describe the impact of climate
related risks and opportunities on the
organisation’s businesses, strategy, and
financial planning

1.3.1.4 Dialogue with
our stakeholders
21.1.2 Content of
the Group’s CSR risk
map

1.2.6 The need to
preserve natural
resources

1.3.1.4 Dialogue with
our stakeholders

1.3.1.4 Dialogue with
our stakeholders
211.2.2 Group's
CSR risk map

21.1.2.3 Definition
of Group corporate
risks and associated
policies

1.2.6 The need to
preserve natural
resources

1.3.2.3The
transformation
of production
and consumption
patterns

2.1.3. Climate

1.2. Risks and
opportunities linked
to climate change
5. Adapting to
climate change

1.2. Risks and
opportunities linked
to climate change
5. Adapting to
climate change

1.2. Risks and
opportunities linked
to climate change
5. Adapting to
climate change

1.2. Risks and
opportunities linked
to climate change
5. Adapting to
climate change

1.2. Risks and
opportunities linked
to climate change

5. Adapting to climate
change

1.2. Risks and
opportunities linked
to climate change
1.3. Carrefour Group
aims and objectives
2. Commitment

1: Help to achieve
net zero through
integrated stores by
2040 (Scopes 1 & 2)
3. Commitment 2:
Help to achieve

net zero through
e-commerce by 2030
(Scopes 1 & 2)

4. Commitment 3:
29% reduction in
indirect emissions
compared with 2019
(Scope 3)

5. Adapting to
climate change

CDP
Climate:
C21a,
C21b,
C2.2,
C2.2a,
C2.4a

CDP
Climate:
C21a

CDP
Climate:
C21b

CDP
Climate:
C.2.2

CDP
Climate:
C2.3a,
C2.4a

CDP
Climate:
C2.3a,
C3.3,
C3.4,
C41,
C4.3b,
C12

www.carrefour.com



TCFD
recommendations

TCFD subcategories

Organisations should consider
including the impact on their
businesses and strategy in the
following areas:
_ Products and services;

Supply chain and/or value chain;
Adaptation and mitigation activities;
Investment in research

and development;
_ Operations (including types of
operations and location of facilities)
_ Acquisitions or divestments
_ Access to capital

Organisations should describe how
climate-related issues serve as an
input to their financial planning
process, the time period(s) used, and
how these risks and opportunities are
prioritised. Organisations’ disclosures
should reflect a holistic picture of the
interdependencies among the factors
that affect their ability to create
value over time.

Organisations should describe the
impact of climate-related issues

on their financial performance

(e.g., revenues, costs) and financial
position (e.g., assets, liabilities) .If
climate-related scenarios were used
to inform the organisation’s strategy
and financial planning, such scenarios
should be described.

Organisations that have made GHG
emissions reduction commitments,
operate in jurisdictions that have
made such commitments, or

have agreed to meet investor
expectations regarding GHG
emissions reductions should describe
their plans for transitioning to a
low-carbon economy, which could
include GHG emissions targets and
specific activities intended to reduce

GHG emissions in their operations and

value chain or to otherwise support
the transition.

c) Describe the resilience of

the organisation’s strategy, taking into
consideration different climate-related
scenarios, including a 2°C or lower
scenario.

URD

1.3.2.3 The
transformation
of production
and consumption
patterns

2.1.3. Climate

21.3. Climate

211.2.2 Group's
CSR risk map

21.3. Climate
2.2.3.2 Risk
prevention and
mitigation measures

This report Ofher
sources

1.2. Risks and CDP
opportunities linked Climate:
to climate change C3.3
2.3. Our action plans
3.3. Our action plans
4.3. Our action plans
5. Adapting to climate
change
1.2. Risks and CDP
opportunities linked Climate:
to climate change C34
5. Adapting to climate
change
1.2. Risks and CDP
opportunities linked Climate:
to climate change C34
5. Adapting to climate
change
1.3. Carrefour Group ~ CDP
aims and objectives Climate:
2. Commitment 1: C2.2,
Help to achieve C41,
net zero through C4.3b,
integrated stores by C12
2040 (Scopes 1 & 2)
3. Commitment 2:
Help to achieve
net zero through
e-commerce by 2030
(Scopes1& 2)
4. Commitment 3:
29% reduction in
indirect emissions
compared with 2019
(Scope 3)
1.2. Risks and CDP
opportunities linked Climate:
to climate change C3.23,
1.3. Carrefour Group C3.3,
aims and objectives C34

2.3. Our action plans
5. Adapting to climate
change
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TCFD

Other

. TCFD subcategories This report
recommendations sources
Organisations should describe how 21.3. Climate 1.3. Carrefour Group ~ CDP
resilient their strategies are to climate  2.2.3.2 Risk aims and objectives Climate:
related risks and opportunities, taking  prevention and 2.3. Our action plans  C3.23,
into consideration a transition to a mitigation measures 5. Adapting to climate C3.2b
lower-carbon economy consistent change
with a 2°C or lower scenario and,
where relevant to the organisation,
scenarios consistent with increased
physical climate-related risks.
Organisations should consider 211.2.2 Group's 1.2. Risks and CDP
discussing: CSRrisk map opportunities linked Climate:
(1) where they believe their strategies  2.1.3.1 Summary of  to climate change C€3.3,
may be affected by climate-related objectives 5. Adapting to climate C3.4
risks and opportunities; change
(2) how their strategies might change
to address such potential risks and
opportunities;
(3) the potential impact of
climate-related issues on financial
performance
(e.g., revenues, costs) and financial
position (e.g., assets, liabilities); and
(4) the climate-related scenarios and
associated time horizon(s) considered.
Risk Management
Disclose how a) Describe the organisation’s processes 1.3.1.4 Dialogue with 1. Carrefour Group CDpP
the organisation for identifying and assessing climate- our stakeholders climate strategy Climate:
identifies, assesses, related risks. 211 CSR method, C21a,
and manages Risks and C21b,
climate-related risks. Non-Financial C2.2,
Performance C12.3a
2.1.31 Summary of
objectives
2.2.2.1 |dentification
and definition
of risks linked to
the environment,
human rights,
people's health and
their safety
Organisations should describe their 1.3.1.4 Dialogue with  1.2. Risks and CDpP
risk management processes for our stakeholders opportunities linked Climate:
identifying and assessing climate- 2.2.2.] Identification to climate change C21a,
related risks. and definition C21b,
An important aspect of this of risks linked to C2.2,
description is how organisations the environment, C2.2a
determine the relative significance human rights,
of climate-related risks in relation to people's health and
other risks. their safety
211.21 Group's
risk analysis
methodology
21.1.2.3 Definition
of Group corporate
risks and associated
policies
Organisations should 21.31 Summary of  1.2. Risks and CDP
describe whether they consider objectives opportunities linked Climate:
existing and emerging regulatory to climate change C2.23,
requirements related to climate C12.3a

change (e.g., limits on emissions)
as well as other relevant factors
considered.

Report
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ICFD . TCFD subcategories This report Ofher
recommendations sources
Organisations should also consider 211.21 Group’s 1.2. Risks and CDP
disclosing the following: risk analysis opportunities linked Climate:
(1) processes for assessing the methodology to climate change C21a,
potential size and scope of identified 1.3. Carrefour Group  C2.1b,
climate related risks and aims and objectives C2.2
(2) definitions of risk terminology
used or references to existing
risk classification frameworks used.
(b) Describe the organisation's 2111 CSR method 1.2. Risks and CDP
processes for managing climate-related 2.1.1.2.2 Group’s opportunities linked Climate:
risks. CSR risk map to climate change C2.2,
21.3. Climate 1.3. Carrefour Group ~ C2.2a
2.2.3 Presentation aims and objectives
of risk assessment, 1.5. Our organisational
prevention and structure
mitigation measures
Organisations should describe their 2111 CSR method 1.2. Risks and CDP
processes for managing climate- 21.1.2.2 Group's opportunities linked Climate:
related risks, including how they CSR risk map to climate change C2.2,
make decisions to mitigate, transfer, 21.3. Climate 1.3. Carrefour Group ~ C2.2a
accept, or control those risks. aims and objectives
In addition, organisations 1.5. Our organisational
should describe their processes structure
for prioritizing climate-related
risks, including how materiality
determinations are made within their
organisations.
c) Describe how 2.1.1.2 Content of 1.2. Risks and CDP
processes for identifying, assessing, the Group’s CSR risk opportunities linked Climate:
and managing climate-related risks map to climate change C2.2
are integrated into the organisation’s 2.2.3 Presentation 1.3. Carrefour Group
overall risk management. of risk assessment, aims and objectives
prevention and 1.5. Our organisational
mitigation measures structure
Organisations should describe how 21.1.2 Content of 1.2. Risks and CDP
their processes for identifying, the Group’s CSRrisk opportunities linked Climate:
assessing, and managing climate- map to climate change C2.2
related risks are integrated into their 2.2.3 Presentation 1.3. Carrefour Group
overall risk management. of risk assessment, aims and objectives
prevention and 1.5. Our organisational
mitigation measures structure
Metrics and Targets 2.
Disclose the metrics (a) Disclose the metrics used by the 11.7 — Social 1.3. Carrefour Group CDP § %
and targets used to  organisation to assess climate-related Responsibility aims and objectives Climate: e 2
assess and manage risks and opportunities in line with its - Growth of 1.5. Our organisational C4.1a, E §
relevant climate- strategy and risk management process. commitments and structure C4.33, Lo
related risks and results 6.1. Performance C4.3c, ] 2
opportunities where 1.5.5 Non-financial ~ evaluation C8, .g' §
such information is performance 6.2 Detailed data C11.3a 20
material. summary tables CDP 86
2.1.3 Climate Water: 8 -
Wa.
Organisations should provide the key  1.1.7 — Social 1.3. Carrefour Group CDP
metrics used to measure and manage  Responsibility aims and objectives Climate:
climate-related risks and opportunities — Growth of 1.5. Our organisational C4.1,
as well as metrics consistent with the ~ commitments and  structure C10.2a
cross-industry, climate-related metric  results 6.2 Detailed data CDP
categories (GHG emissions, transition  1.5.5 Non-financial tables Water:
risks, physical risks, climate related performance W8
opportunities, capital deployment, summary

internal carbon prices, remuneration).
Organisations should consider
including metrics on climate-related
risks associated with water, energy,
land use, and waste management
where relevant and applicable.
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1CFD . TCFD subcategories | URD | This report oLl
recommendations sources
Where climate-related issues are 1.5.5 Non-financial ~ 1.5. Our organisational CDP
material, organisations should performance structure Climate:
consider describing whether and summary C1.3
how related performance metrics
are incorporated into remuneration
policies.
Where relevant, organisations should - - CDP
provide their internal carbon prices Climate:
as well as climate-related opportunity C11.3
metrics such as revenue from
products and services designed for
a lower-carbon economy.
Metrics should be provided for 2.1.3 Climate 1.5. Our organisational -
historical periods to allow for structure
trend analysis. Where appropriate, 6.1. Performance
organisations should consider evaluation
providing forward-looking metrics 6.2 Detailed data
for the cross-industry, climate- tables
related metric categories (GHG
emissions, transition risks, physical
risks, climate related opportunities,
capital deployment, internal carbon
prices, remuneration) consistent
with their business or strategic
planning time horizons. In addition,
where not apparent, organisations
should provide a description of the
methodologies used to calculate or
estimate climate-related metrics.
b) Disclose Scope 1, Scope 2, and, if 21.3 Climate 2.2 Our performance  CDP
appropriate, Scope 3 greenhouse gas 2.2.4.3 Summary of 3.2 Our performance  Climate:
(GHG) emissions, and the related risks vigilance indicators 4.2 Our performance  C4.a,
2.4 Reporting 6.1. Performance €5,
methodology evaluation Ce, C7
and information 6.2 Detailed data
verification tables
Organisations should provide their 2.1.3 Climate 2.2 Our performance  CDP
Scope 1 and Scope 2 GHG emissions 2.2.4.3 Summary of 3.2 Our performance  Climate:
independent of a materiality vigilance indicators 4.2 Our performance  C4.a,
assessment, and, if appropriate, Scope 6.2 Detailed data Ce6,C7
3 GHG emissions and the related tables
risks. All organisations should consider
5 disclosing Scope 3 GHG emissions.
L GHG emissions should be 2.4 Reporting 6.1. Performance CDP
‘2‘; % calculated in line with the GHG methodology evaluation Climate:
5a Protocol methodology to allow for and information C5.2,
S5 aggregation and comparability across  verification C6.5
e go, organisajcions andjyris'dictions‘ As
2 3 appropriate, organisations should
e 8 consider prowdmg relatgd, generally
&8 acgepted mdgstry—specnﬂc GHG
o ® efficiency ratios.
= GHG emissions and associated 21.3 Climate 6.1. Performance CDP
metrics should be provided for evaluation Climate:
historical periods to allow for trend 6.2 Detailed data C51
analysis. In addition, where not tables

apparent, organisations should
provide a description of the
methodologies used to calculate or
estimate the metrics
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TCFD
recommendations

TCFD subcategories

c) Describe the targets used by the
organisation to manage climate-
related risks and opportunities and
performance against targets.

Organisations should describe their
key climate-related targets such as
those related to GHG emissions, water
usage, energy usage, etc., in line with
the cross-industry, climate-related
metric categories (GHG emissions,
transition risks, physical risks, climate
related opportunities, capital
deployment, internal carbon prices,
remuneration) where relevant, and

in line with anticipated regulatory
requirements or market constraints or
other goals.

Other goals may include efficiency

or financial goals, financial loss
tolerances, avoided GHG emissions
through the entire product life cycle,
or net revenue goals for products and
services designed for a low-carbon
economy.

In describing their targets,
organisations should consider
including the following:

—whether the target is absolute or
intensity based;

- time frames over which the target
applies;

- base year from which progress is
measured; and

— key performance indicators used to
assess progress against target

Organisations disclosing medium-
term or long-term targets should also
disclose associated interim targets in
aggregate or by business line, where
available.

Where not apparent, organisations
should provide a description

of the methodologies used to
calculate targets and measures.

URD
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performance
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2.2.4.3 Summary of
vigilance indicators
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summary

2.1.3 Climate
2.2.4.3 Summary of
vigilance indicators

2.1.3 Climate

2.4 Reporting
methodology
and information
verification

This report

1.3. Carrefour Group
aims and objectives
6.1. Performance
evaluation

6.2. Detailed data
tables

1.3. Carrefour Group
aims and objectives
6.2. Detailed data
tables

1.3. Carrefour Group
aims and objectives

1.3. Carrefour Group
aims and objectives
2.2 Our emissions

6.1. Performance
evaluation

Other
sources

CDP
Climate:
C41a,
C6.5,
C7.2,
C12
CDP
Water:
W8

CDP
Climate:
C41a,
C121a,
C121b,
C121d

CDP
Climate:
C4.a
CDP
Water:
W8

CDP
Climate:
C41a,
C4.33,
C4.3b

CDP
Climate:
C5

7. Find out more

Carbon Disclosure project

Other elements

® Food Transition Pact with suppliers

® Food Transition Pact’s 20 Megatonne Platform

® Plant-Based Contest
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APPENDIX - History of Group commitments

® Goal: Eliminate HFCs

from refrigeration units ® Target achieved: -39

by 2015 with the Consum- 2020

® First meeting of the :
international technical
directors and deploy-
ment of the energy and
climate plan across all
Group countries.

er Goods Forum.

Goal: 40% reduction in
CO, emissions across the
G4 for scopes 1 & 2 and
outbound transport by
2020 vs 2009.

® New SBTi approved target
and 2°C aligned: -30% for
scopes 1&2 by 2030 and
-29% for scope 3 (vs 2019).

Goal: Equip 75% of
French hypermarkets
with closed refriger-
ators and freezers by
2020.

® Implementation of
a greenhouse gas
emissions reporting
system based on
the guidelines of the
GHG Protocol, an
international GHG
accounting standard.

Introduce a carbon price (for 2
years) for CAPEX with the Group'’s
Investment Committee.

Goal: 40% reduction in CO, emis-
sions (scopes 1 & 2 and outbound
transport) in 2025 vs 2010 and
70% reduction by 2050 (vs 2010).
Goal: Deployment of 200 bio-
methane trucks by 2017.

Result: 31% reduction in energy
consumption in stores since 2004
(in kWh/m? of sales area).

Book published with
the CGF: “Low-car-
bon solutions for a
sustainable consum-
er goods sector”.

New targets:

B Help achieve net zero through its stores
(scopes 1&2) by 2040, with a GHG emis-
sions reduction target of 50% by 2030
and 70% by 2040. Target aligned with a
1.5°C trajectory.

B Help achieve net zero through e-com-
merce by 2030.

B 100% renewable electricity by 2030.

Signing of the Race To Zero initiative.

Launch of the 20 Megatonne platform with
our suppliers to manage scope 3, more

than 100 suppliers to be members of the
Food Transition Pact.

600 trucks running on biomethane in
France at the end of 2021.

Key:
Key results / Action taken

History of Carrefour's commitments regarding refrigerants

Environmental Investigation Agency’s Chilling Facts — a report to encourage retail-

ers to implement the CGF's resolution.

2015: joint work conducted with the CGF starting in 2015 to pick up the pace on

the basis of the first tests carried out to demonstrate the utility of switching over

to natural fluids. Common objectives defined:

® All new refrigeration systems must utilise natural fluids,

® Retrofitting is used before replacing refrigeration systems so as to make instal-
lations last longer while emitting less, replacing them with CO2 systems if the
current systems are obsolete

® Five priority actions defined: under-metering, general LED-based lighting,
electronic speed regulator, doors on the majority of refrigeration units and
installation of CO2 systems (natural refrigerant)

® Global agreement to have closed
refrigeration units with the FCD in
France: the aim is to renovate the
refrigeration system and add doors
to cold storage units.

® Aim to add doors to 75% of refriger-
ation units by 2020. When installing
CO, systems, new units always have
doors.
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Installation of leak detectors in stores with
good results to avoid accidents.
Carrefour’s commitment made within the
framework of the Consumer Goods Forum
(CGF): Carrefour elects to use natural fluids
(CO,). Implementation of an action plan for

fluid replacement, with the launch of in-store

tests to identify the best natural and hybrid
technologies for different climates. The

Group approves the roll-out of natural or hy-
brid systems in warmer climates. In both cases,

the technology prevents leaks.
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Book of best practices
published with the
CGF to align industry
practices.

Action plans deployed for the
installation of natural refriger-
ation systems and five priority
actions in stores.

New target to reduce
refrigerant emissions by
50% by 2030 and by 80%
by 2040.

www.carrefour.com
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