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“Food security exists when all people, at all
times, have physical, social and economic
access to sufficient, safe and nutritious food
which meets their dietary needs and food
preferences for an active and healthy life.”

Source: FAO (The Food and Agriculture Organization)

In a world faced with a growing population, resource origins, into our customers’ factories, through processing and
challenges and climate change, food security is essential packaging to distribution, on to the shelf and into the hands of
to us all. According to the FAO (The Food and Agriculture the consumers.

Organization), “food security exists when all people, at all

times, have physical, social and economic access to suffi- Sidel has developed complete packaging solutions that fulfil
cient, safe and nutritious food which meets their dietary customer needs for delivering safe beverage, food and home
needs and food preferences for an active and healthy life.” and personal care products. For instance, Sidel has developed
Consequently, food security includes both safe food and the Predis™ aseptic technology, and with its FDA approved
food availability. dry preform sterilisation system ensures the highest level of

hygiene and food safety for its customers’ products.
The role of packaging in promoting food security
In this year’s Tetra Laval report, we have chosen to look into DelLaval, being the world leader in milking equipment, develops
the vital role of good packaging as an important theme — to solutions for dairy farmers, which enable them to optimise their

help secure food availability and safety to people all around operations and milk yields — to promote food availability.

the world. In fact, there are a number of examples how Delaval’s VMS™ V300 robotic milking systems, high-quality

our industry groups contribute to food security and safety. milk filters and digital sensor solutions are just a few examples
of how the company addresses food safety by ensuring

Tetra Pak’s core capability is packaging and processing chemicals and bacteria don’t end up in milk.

food safely. Our technologies, processes and expertise

have created a complete system that makes it possible to You can read about these and many other examples

deliver food safely right across the value chain; from food in following sections of the report.

Equally interesting is the interview with Arlene Mitchell, Executive Director of the Global Child
Nutrition Foundation, and her views on the global challenges related to food availability and food
safety, how the pandemic has affected our global food system and how packaging can help secure
safe and nutritious food for almost 10 billion people by 2050. We hope you enjoy reading the report.

READ MORE ON NEXT PAGE
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Arlene Mitchell is Executive Director at the Global Child Nutrition Foundation, where she recently led a
comprehensive Global Survey of School Meal Programmes (available at www.gcnf.org). A thought leader in

the area of child nutrition, education and agriculture, she has previously worked for the Bill & Melinda Gates
Foundation and the UN World Food Programme.

Expert insight on food
availability, food safety and
the packaging industry

Securing the availability of safe and nutritious food for almost 10 billion people
by 2050 is a major challenge that will require over 50 per cent more food.

Arlene Mitchell, a well-respected thought
leader in the area of child nutrition, education
and agriculture, gives her thoughts on the
role of the packaging industry in meeting
these challenges now and in the future.

What are the main global challenges
related to food availability and food
safety today?

| think the biggest food availability challenge
is getting food where it needs to be, when it
needs to be there and to the people who need
it most. This involves overcoming issues re-
lated to seasonality, quality, safety, diversity
and shelf life, which all affect access to safe
and nutritious food. Our global food system
works reasonably well where populations are
wealthy, but often fails to serve vulnerable
and poorer populations.

The system is interdependent at a global
level and requires all elements to work together
— from farming research and fertiliser inputs,
to harvesting, processing, packaging and
transportation. If any of the elements break
down, the entire system can fail, which can
affect quality, safety and supply to the con-
sumer. This makes the global food system
sensitive to social crises or environmental crises,
like drought and water deficiency, often with
disproportional impact on the most vulnerable
and the poor.
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What impact has the COVID-19 pandemic
had around the world?

The COVID-19 pandemic has highlighted just
how vulnerable our global food system is. liness
in the workforce can affect food production
and transportation, and closed borders have
restricted the movement of food. School clo-
sures during the pandemic also prevented
school feeding programmes from providing at
least one nutritious meal per day for school
children. The pandemic has affected many parts
of the food chain and | think we’ve only seen
the tip of the iceberg in terms of its long-term
mental, physical and societal impacts.

What role has good packaging played
in school feeding programmes during
pandemic?

When schools closed, governments and im-
plementing partners had to quickly alter how
they reached children. Systems were changed
to enable children and vulnerable families to pick
up ‘take home rations’ from schools, food banks
and community centres, and door-to-door
delivery systems were also used. The need
for social distancing completely changed the
concept of quantity as instead of serving a
plate with food on it, take home rations in-
cluded a variety of fresh and packaged foods.
Packaging became more important than ever
to deliver safe food to consumers and children,
which involved a different approach in the food
supply chain.

How does packaging help to ensure
food availability?

Packaging is fundamental for the availability
of safe and nutritious food as it reduces the
potential for food to become contaminated
between processing and reaching the con-
sumer. It also reduces spoilage and food
waste by extending the shelf life of seasonal
produce before the consumer can safely eat
it. Then there are the ‘invisible’ benefits of
packaging that we only notice when they
don’t work, for example if a package breaks
or doesn’t stack efficiently. Well-designed and
right-sized packaging enables efficient and
safe transport and storage.




What role can packaging play in
demonstrating food safety for con-
sumers through greater trust?

This issue of trust is particularly sensitive around
food. Whether consumers accept a new food
item on the market or a known product in differ-
ent packaging will depend on if it is trusted.
People are experiencing heightened anxiety
around the world right now due to the pandemic
and political turmoil, which increases distrust. So
it’s incredibly important for consumers to have
access to certain brands and packaging they
know and trust to provide the food they need.

One third of all food is lost or wasted
somewhere along the food supply
chain. What role can packaging play in
helping to reduce food waste?
Packaging can play a major role in reducing
food waste by extending the shelf life of food
and avoiding contamination. In low-income
countries, inadequate processing and pack-
aging solutions result in significant food waste
through post-harvest losses in production and
transport. Packaging can significantly reduce
this waste, particularly if we develop solutions
specifically for low-income countries.

What do you think are the key learn-
ings around food security from the
pandemic?

The pandemic has graphically demonstrated
the need for better nutrition globally to make
us stronger in the face of health threats. It has
highlighted the need to develop resilient
back-up solutions in our food systems that
can be quickly implemented in the event of
crises. We additionally need to develop systems
that are both more local and closer to the
consumer, as well as more resilient systems for
transporting food over long distances with
longer shelf-life packaging. Finally, we need to
build public trust as well as consumer under-
standing of food systems, safety, quality and
nutrition.

How can regulators and consumers be
made more interested in food safety?
Educating consumers to demand quality and
safety will drive regulators. But as regulators are
consumers themselves, we need to engage
them on a personal level. | always recommend
we start with children: Do you want your own
children to have safe food? If so, then what
can we do to ensure that for everyone?

Do you see a potential conflict of
interest between securing food safety
and availability and the climate goals?
Securing food safety and availability while also
protecting the environment and achieving
climate goals presents challenges, but is not
impossible. We have all the knowledge and
tools needed to work towards both at the
same time, and it is critically important that
we do so. The real question is whether we
can muster the will and invest the necessary
resources.

What expectations do you have on
packaging from a climate perspective?
We are seeing a very positive trend of what |
would call climate-friendly packaging. This is
packaging that is made using renewable re-
sources and which is biodegradable and/or
recyclable. We are also seeing a trend in con-
sumer awareness and demand for more climate-
smart packaging. That said, we have a long
way to go in this space, and must step up our
efforts to move towards 100 per cent climate-
friendly packaging.

How can packaging help secure safe
and nutritious food for almost 10 billion
people by 2050?
| think it goes back to how we improve the
vulnerabilities in the food system and ensuring
we have back-up systems when we encounter
crises. This will become increasingly essential
in the face of climate change, which will put our
global food system under greater pressure in
the coming decades. We must also work to
ensure that consumers understand what healthy
and nutritious foods are, to combat the
growing issues of obesity and undernutrition.
The main issue is not the lack of food — it's
more about getting food to where it's needed
when its needed. Here, packaging clearly plays
a crucial role in securing safe and nutritious food
for the global population by providing efficient,
transportable and safe packaging solutions.
| believe the role of packaging in the global
food system will only increase in importance
in the future as we work to ensure everyone
has access to the safe and nutritious food
they need to survive and thrive.
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Lo Tetra Laval

The Tetra Laval Group consists of three industry groups, Tetra Pak, Sidel and Delaval,
all focused on technologies and services for the efficient production, processing,
packaging and distribution of food. The head of each industry group has operational
management responsibility for the respective industry group and reports directly to the
Tetra Laval Group Board. The Group Board is responsible for the overall strategy of
the Group and for controlling and supervising all of its business operations. The
Chairman ensures the implementation of the Group Board decisions and the imple-
mentation of strategy and policy for the Group.

NUMBER OF EMPLOYEES, DECEMBER 2020

TETRA LAVAL GROUP

35,007

TETRA PAK SIDEL DELAVAL OTHERS

¥ o5300 5 266 4724  §o58

NET SALES 2020, MILLION EURO

6

TETRA LAVAL GROUP '] 8’ 1 46
|

Il TETRA PAK SIDEL DELAVAL

10,805 1,250 1,115
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TETRA LAVAL COMMENTS BY THE CHAIRMAN OF THE BOARD

Excellent performance during
an unprecedented year

We are pleased to report that all three industry
groups exceeded expectations given the specific
conditions they operated under. The Group’s
net sales amounted to €13.1 billion, which is
a nominal decrease of 6.0 per cent compared
with 2019. The strengthening of the Euro,
especially versus the Brazilian Real and the
Mexican Peso, had a significant impact. At
comparable exchange rates, sales decreased
by 2.7 per cent. However, the operating profit
increased by 2.7 per cent, mainly due to lower
operating costs. The Group generated a strong
cash flow, thanks to a strong operating profit
and lower working capital. On behalf of the
Board | want to express our gratitude to our
dedicated employees for the outstanding
performance and their commitment during
an unprecedented year.

The COVID-19 pandemic effect
Despite the disruptions brought about by
the pandemic we managed to support cus-
tomers in various ways to minimise disruption
in their operations. We swiftly adapted our
ways of working by expanding remote digital
services to our customers, including virtual
solutions for activities such as product trials
and equipment installation. We leaped several
years forward in utilising digital tools and
remote working. Our supply chains proved to
be robust and capable of adapting to large
swings in volume as well as a changing
product mix. During the year, we gained
market share as customers increasingly
turned to us for reliable deliveries.

During the crisis, we have taken extraordi-
nary measures to protect our employees by
encourage and facilitate for them to be working
from home and in adapting workplaces to
ensure safe working environments. Efficiencies
and new ways of working driven by the re-
sponse to COVID-19 are expected to be
maintained after the pandemic.

The theme of this year’s Annual Report —
food security — covers both food safety and
food availability. The pandemic has high-
lighted the vital role this and therefore our
products play in any society and it has long
been our mission, and we will continue to
innovate to fulfil this.

8 TETRA LAVAL 2020/2021

Geographical development

All geographical markets were impacted by
lockdowns, while China stood out in terms of
the earliest and strongest recovery. Long lock-
downs caused significant declines in markets
like India and South East Asia. In Europe, the
lockdown during the spring triggered a surge
in demand for Tetra Pak’s products, but for the
full year demand remained on the same level
as last year. The Americas delivered a slight
growth in sales. During the whole year, the
Middle East struggled with political instability,
declining purchasing power as well as taxes
that hampered consumption, in addition to
the pandemic.

Tetra Pak - Higher operating profit
and cash flow

Total net sales amounted to €10.9 billion, which
is an overall decline of 1.9 per cent excluding
currency effects compared with 2019. At the
same time, we managed to increase our market
share and improve our cash flow compared
with last year, driven by strong operating profit
and a further reduction in working capital. We
achieved great results in terms of productivity,
delivering a reduction in operating costs for
the first time in many years.

Packaging Solutions sales decreased 1.4
per cent, with number of packs declining by
3.7 per cent, ending the year with 184 billion
packs. This was largely driven by changes in
consumption patterns during the pandemic,
with an overall decrease in demand across our
core categories, even as we saw a reduction
in ‘on-the-go’ consumption offset by an in-
creased demand for ‘in-home’ packaging.

Processing Solutions net sales declined
4.5 per cent due to customers postponing
investment decisions as well as delayed in-
stallations caused by lockdowns.

The Services business recorded net sales
growth of 1.6 per cent, which was a great
achievement by the team, considering the effect
of restrictions on the movement of people. Our
services played an important role in ensuring
customers could maintain their operations
during the pandemic.

We continued to lead the sustainability
transformation within the industry, achieving

many new milestones. We sold more than
one billion Tetra Rex® plant-based packages
globally — the world’s first carton package made
entirely from renewable materials. We continued
our focus on mitigating climate change — not
only with our low-carbon packaging solutions
— but also through our commitment to achieve
net zero greenhouse gas (GHG) emissions in
our own operations by 2030. During the year,
we launched a comprehensive sustainability
campaign — ‘Go nature. Go carton’ — which
signifies our ambition to create the world’s most
sustainable food package. We will continue to
make significant investments in R&D, particularly
focused on sustainable packaging that is fully
renewable, fully recyclable and carbon neutral.

During 2021, we expect Tetra Pak to grow
both capital sales and services.

DelLaval - Record sales and profitability
Sales excluding currency effects grew 4.0 per
cent compared to 2019, making 2020 an ex-
traordinary year. The underlying demand for our
products increased during the pandemic. Auto-
matic milking has become even more relevant
today given the difficulties of having personnel
on farms. At the same time, farmers continue
to produce milk as always and our aftermarket
products experienced double digit growth.
The cost reductions from 2019 transforma-
tion programme were in full effect in 2020.

We experienced strong growth in every region
of the world. In China and South East Asia in
particular, a record number of large farm
contracts were signed. This was driven by
increased self-sufficiency policies introduced
in Asia, and in China in particular. The need
for domestic food production was already an
issue due to the international trade disputes
but has become even more apparent due to
the pandemic. The success of the VMS™310
continues with the addition of new innovations
such as Delaval RePro™, an in-line measure-
ment tool to increase reproduction.

With the important acquisition of milkrite | Inter-
Puls, we are establishing a separate global
channel to the aftermarket with its own assort-
ment. The company has for many years, very
successfully served dairy farmers with a very
attractive offering of products and services.



The subsidy programmes that remain in place
in the EU, the US and Asia ensure a stable market
in 2021. The subsidies in combination with

our innovative product portfolio mean that we
anticipate a fourth year of consecutive growth.

Sidel - Extraordinary challenges
addressed with speed and determination
The effects of the COVID-19 pandemic have
been severe, both for Sidel and its customers.
To overcome these challenges our organisa-
tion has shown great commitment and agility.

Sales fell by 12 per cent at comparable ex-
change rates. Despite order intake being down
by about 20 per cent on capital goods and
sales of services decreasing by about 10 per
cent, Sidel managed to achieve net sales of
almost €1.3 billion. Region Americas as well
as product group Food, Home and Personal
Care delivered good growth. Through our ‘Fit
for Business’ programme, we managed to
substantially reduce costs and thereby achieve
a small operating profit. Another achievement
was to achieve a positive cash flow.

During the year, we made significant prog-
ress in digitalisation, sustainability and in aseptic
technology. Moreover, we launched our own
packaging design agency, Gentlebrand, to
meet our customers’ branding design needs.

We have developed a number of sustainable
packaging solutions. X-Lite™ is an extremely
light-weight 500 ml PET bottle that is com-
patible with tethered caps. We have devel-
oped it with 100 per cent recycled PET (rPET),
with reduced cost and impact for the environ-
ment. In addition, we are building a smaller-
scale real life PET recycling line, to serve as a
service laboratory to support customers to
transition to recycled PET packaging.

Given the low order backlog, we expect
that 2021 will be another challenging year.
We do not believe that the market will re-
cover until 2022.

Growth, sustainability and innovation
- remains our focus for 2021

Several of our customers are struggling with
subdued growth and profitability due to chang-
ing consumer behaviour, combined with the
effects of the pandemic. Our commitment is

“Our commitment is to support our
customers to introduce more innovative
products at competitive prices - to
ultimately generate growth for them.”

to support our customers to introduce more
innovative products at competitive cost — to
ultimately generate growth for them. Indeed,
innovation is the foundation for our long-term
success in our industries. Through our expertise,
we also contribute to improving our customers’
operational efficiency. Finally, the Group’s ini-
tiatives within sustainability, be it the increased
recycling of packaging material, light-weighting
of PET bottles for reduced plastic consumption
or more efficient milk production for lower CO,
emissions, will help our customers to outper-
form their competition.

We forecast that sales development will be
slightly positive while operating profit will
decline somewhat after a very good 2020.
We expect that the world have to live with
the impact from the pandemic during 2021
and at best see an improved demand towards
the end of the year. Hence, we will continue
to prioritise the health and well-being of our
employees while continuing to serve our
customers with as little disruption as possible.

Lars Renstrdm
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01. Lars Renstrom

Chairman of the Board since 10 June 2016.

Lars Renstrém joined the Board as non-executive director in 2013.
Lars Renstrém was President and CEO of the Alfa Laval Group
2004 - 2016. He has previously held positions as President and CEO
of Seco Tools, President and head of Atlas Copco’s Rock Drilling
Tools division and head of Ericsson’s Telecom Cables Division.
He is currently also Chairman of the Board of Assa Abloy AB.

02. Paul Conway

A non-executive director since 2014.

Paul Conway OBE. Former Vice Chairman of Cargill Inc and
Chairman of Carval Investors Llc.

Vice Chairman of the US-China Business Council and board
member of the US-India business council. In his 36 year Cargill career,
Paul worked mainly in Food & Agriculture supply chain businesses in
East & West Europe, Asia and the USA. He had Executive supervision
of Asia-Pacific as well as Strategy & Capital allocation and approval.
Paul has been a frequent external speaker on Food Security &
Sustainability issues worldwide.

03. Nigel Higgins

A non-executive director since 1st August 2016.

Nigel Higgins is Chairman of Barclays plc. Prior to that he was
Deputy Chairman of Rothschild & Co having been Managing Partner
and Chairman of the Executive Committee since 2010. He worked
at Rothschild upon graduating from Oxford University in 1982. He was
a member of the Advisory Board for the Commercial Directorate of
the UK’s National Health Service from 2002 —2007. He is a member
of the Trilateral Commission. He is Chairman of Sadler’s Wells, the
world’s No. 1 venue dedicated to international dance.

04. Ola Kallenius

A non-executive director since 1st June 2016.

Ola Kéllenius has been Chairman of the Board of Management of
Daimler AG since 22 May 2019. He is also Chairman of the Board
of Management of Mercedes-Benz AG and Chairman of the Super-
visory Board of Daimler Truck AG. He has been a Member of the
Board of Management of Daimler AG since 1 January 2015. In his
prior position he was leading Group Research & Mercedes-Benz Cars
Development and until 1 January 2017 Marketing & Sales. Before his
assignment in Marketing & Sales, he was the CEO of the performance
and sports car division Mercedes-AMG GmbH for three years after
having led Mercedes-Benz U.S. International, Inc., the Mercedes-Benz
production plant in Alabama in 2009. From 2005 — 2009, Ola Kallenius
was the Managing Director of Mercedes-Benz High Performance
Engines Ltd. in Brixworth, UK - Daimler’s Formula 1 powertrain
operation. He assumed this position after his role as Executive
Director of Operations for McLaren Automotive Ltd. and after holding
several Management positions within the Procurement and Con-
trolling organisation of Mercedes-Benz Cars.

05. Jorma Ollila

A non-executive director since January 2013.

Jorma Ollila is Chairman of Aima Media Corporation since 2019.
He was Chairman of Outokumpu 2013 —2018, Chairman of the
Board of Directors of Royal Dutch Shell plc 2006 — 2015, Chairman
of Nokia 2006—-2012, Chairman and CEO, Chairman of the Board
of Directors and Group Executive Board of Nokia Corporation
1999-2006, President and CEO, Chairman of the Group Execu-
tive Board of Nokia Corporation 1992—-1999. He is Advisory Part-
ner of Perella Weinberg Partners as of 2014. He is Chairman of
Miltton as of 2015 as well as Chairman of the Board of Xinova LLC
since 2016. Board member of TBG AG since 2016.

06. Dr. Bernd Pischetsrieder

A non-executive director since 1999.

Bernd Pischetsrieder was Chairman of the Supervisory Board of
Munchener Ruckversicherungs-Gesellschaft, Aktiengesellschaft in
MUnchen 2013-2019. Dr. Bernd Pischetsrieder has been Chair-
man of the Board of Management of Volkswagen AG from 2002 to
2006. He has been Chairman of the Board of Directors of Scania AB,
Sweden from 2002 to 2007. Dr. Pischetsrieder is a member of the
Supervisory Board of Daimler AG since April 2014. Dr. Pischetsrieder
retired from the Tetra Laval Group Board in December 2020.

07. Finn Rausing

A non-executive director of the Tetra Pak Group Board from 1985
to 1989 and of the Tetra Laval Group Board from 1995.

Finn Rausing, who is the chairman of the Audit Committee of the
Tetra Laval Group Board, is also a board member of Alfa Laval AB,
Delaval Holding AB, EQT AB, Excilum AB and SwedeShip Marine AB.
Mr. Rausing is also chairman of the Stockholm Institute of Transition
Economics (SITE).

08. Jorn Rausing

A non-executive director of the Tetra Laval Group Board since 1991.
He was an alternate director of the Tetra Pak Group Board 1985 — 1991.
Jorn Rausing is also a board member of Alfa Laval AB, DelLaval
Holding AB and of Ocado PLC. He is the Tetra Laval Group’s head
of Mergers and Acquisitions. He is also the chairman of the Remu-

neration Committee of the Tetra Laval Group Board.

09. Kirsten Rausing

An alternate director since 1985 and a non-executive director
since 1991.

Kirsten Rausing is a Member of the Jockey Club and a Director of
the British Bloodstock Agency. She is the Chairman of the Interna-
tional Thoroughbred Breeders’ Federation, a world-wide organisation
with some 40 members states. In addition, Ms. Rausing is the Hon.
President of the European Federation of Thoroughbred Breeders’
Associations (Paris), as well as a past Chairman of the Thoroughbred
Breeders Association of Great Britain. She was a Trustee of the newly
formed Racing Foundation (UK) from 2012 to 2017; this Foundation
handles the proceeds of the British Government’s sale of the Totali-
sator Board.
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L TetraPak

PROTECTS WHAT’S GOOD

Tetra Pak is the world leader in food processing and
packaging solutions. For more than 65 years, we have
worked with customers around the globe to help
make food safe and available, everywhere.

We continuously innovate to deliver on our promise
— PROTECTS WHAT'S GOOD™ - to our customers,
consumers, partners and people all over the world.
To us, our commitment is to protect food, people
and the planet.

OUR APPROACH

Our commitment means protecting food, through
our processing, packaging and service activities. It
means protecting people both inside and outside
our organisation, as well as protecting the future of
our planet, our customers and our company.

We work together with our customers to provide
food and beverage processing and packaging solutions
that reach all corners of the world. We’re passionate
about delivering food of the highest quality and safety
to people, wherever and whenever it's needed.

LONG HISTORY OF WORKING WITH
SUSTAINABILITY

Tetra Pak was founded by Dr. Ruben Rausing on
the idea that ‘a package should save more than it
costs’. Armed with this mindset today, our ambition
is that our commitments, solutions and partnerships
help protect our planet by leaving a positive impact
on our climate and resources.

TETRA PAK NET SALES BY GEOGRAPHY, 2020

Europe &
Central Asia

30%

Americas

25%

Greater Middle
East & Africa

We are committed to reduce the environmental
footprint of our products and services, and consist-
ently pursue and initiate collective actions that will
help create a sustainable tomorrow without com-
promising food safety or quality.

PRODUCTS & SOLUTIONS

Our customers come from across the food industry,
providing consumers with a broad range of dairy
products and dairy alternatives, beverages, prepared
foods, cheeses, ice creams, wines, spirits and pow-
dered products.

Tetra Pak is uniquely equipped to provide solutions
that meet our customers’ entire needs. We provide
solutions for processing, packaging and distributing a
wide range of food products. We are experts in mini-
mising raw material and energy consumption during
manufacturing and distribution — to maximise oper-
ational and environmental performance.

Our portfolio is broad, and includes:
e Carton packages

® Processing equipment

e Packaging equipment

e Distribution equipment

e Automation solutions

e Services

NET SALES 2020

€10.6

BILLION

SALES IN

>100

COUNTRIES

NUMBER OF EMPLOYEES
DECEMBER 2020

20,309

CUSTOMER INNOVATION CENTRES

®

TECHNICAL TRAINING CENTRES

3

RESEARCH AND DEVELOPMENT
CENTRES

e

PRODUCTION PLANTS

53

TETRA PAK PACKAGING MATERIAL NET SALES PER CATEGORY, 2020

Liquid Dairy Products ‘
65% N

Dairy alternatives

9% 4L

Juice & Nectar P Food SS
Asia Pacific 1 2 % y 5 % G
35%
Still Drinks Wine & Spirits

10%
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7% w

2%

@Y

* Production plants: packaging material converting factories 30, closures (caps) factories 4 (stand alone), additional
material strips & films 3, addiitional material straws factories 2 (stand alone), Processing Solutions production facilities 14.



MARKET

In 2020, Tetra Pak sold products and services to customers in more than 160 countries, in a broad

range of food and beverage categories:

DAIRY PRODUCTS
‘ White Milk grew by 1.7 per cent in volume in 2020, driven
by growth in Asia (e.g. China and India) and overall position
®> as a nutritious staple food.

Cheese market has been growing, driven by trends such
as transparency, convenience, and healthy choices. Baby &
Toddlers Dairy drinks grew 4.6 per cent during the last years
as parental concern for their children’s health increased. Food
Supplements Nutrition saw reduced demand for some
products due to a reduction in out-of-home consumption,
despite strong growth in previous years.

JUICE, NECTARS AND FRUIT FLAVOURED
STILL DRINKS

The decline of the ambient juice and nectar category has
slowed down since 2017. Innovation around health and
sustainability trends drove new product launches.

ICE CREAM
/ Ice cream is growing as innovation keeps producers ahead of

commoditisation. Consumers are looking for indulgence and
convenience, while balancing health and ethical solutions.

TECHNOLOGY

‘ \ V\ ’| , .

Lisbon factory fully converted to
manufacture paper straws

Tetra Pak’s factory in Lisbon, Portugal, was converted from the manufacture

of plastic straws to paper straws during 2020 and only produced FSC™
certified paper straws by January 2021. Our paper U-straws are made

from FSC™ certified paper and are recyclable with the rest of the package.

The transformation to paper straws is a significant step forwards in our

sustainability journey, and ensures we will comply with the EU’s single-use

plastics directive by July 2021.

. o PLANT-BASED PRODUCTS

“ : Plant-based beverages have grown during the last years,

driven by the global focus on health and environment. Soymilk
grew 0.3 per cent driven by China in the last few years, how-
ever a decline in 2020. There are significant opportunities for
other plant-based beverages mainly in America and Europe.

SS SOLID AND VISCOUS FOOD
G Growth in Food has increased over the last five years and

has strong growth potential with increasing focus on health
and sustainability.

V POWDER
A Driven by infant formulas, with growth in the overall demand

for ingredient powders.

WATER

a a Growth in water was driven both by plain and flavoured/

functional water in countries such as USA, China, and
France. Growth in other beverages is driven by Asia and
Americas (mainly Japan, China, and USA).

First non-aluminium foil packaging
material starts commercial test

In October 2020, a customer began the verification of our first non-foil pack-
aging material for aseptic use, including its commercial production and
distribution. The new packaging material has a coated polyethylene tere-
phthalate (PET) film instead of an aluminium barrier. This allows the pack-
ages to enter the chilled recycling stream after use to ensure higher levels
of recycling. Moreover, the material contains no aluminium and will help
reduce the carbon footprint of our Tetra Brik® Aseptic 200 Slim package.

TETRA LAVAL 2020/2021 13



L+ Sidel

NET SALES 2020

HIGH-PERFORMANCE PACKAGING
PRODUCTION SOLUTIONS €71.3

Sidel helps package beverages, food, home and personal care products in PET, can,

glass and other materials. We are passionate about providing complete solutions that

fulfil customer needs and boost the performance of their lines, products and businesses.

With over 40,000 machines installed in more than 190
countries, we have nearly 170 years of proven ex-
perience, with a strong focus on providing our business
partners with state-of-the-art equipment, services
and innovations that they need to reach their goals.

OUR STRATEGY

Our strategy is customer driven through partnership,
a complete and innovative portfolio and performance
orientation. Our aim is always to deliver the perfor-
mance our customers need to reach their goals. To
do that, we must first understand each challenge
they face as a producer.

We are known in the market as a knowledgeable
partner for our customers — offering the best service
to them, which also includes support to improve our
customers’ sustainability performance. We do this
through our innovation capabilities and our long-
standing packaging expertise.

We offer complete and innovative packaging solu-
tions with equipment that is easy to service, has an
increased focus on digitalisation and lowers our
customers’ Total Cost of Ownership. Our end-to-end
packaging contributes to a better environment and
our complete solutions minimise water, energy and
material consumption.

Our concept ‘Performance through Understanding’
is also part of our strategy. With our expertise,

SIDEL EQUIPMENT NET SALES BY GEOGRAPHY, 2020

Europe &
Central Asia

19%

Americas Asia, Oceania

) & Africa
43% 38%
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BILLION
SALES IN
knowledge Ian'd undelrstandmg of our customers, COUNTRIES
we can optimise their products and help them
develop their business and competitiveness. Our
1 [ t rf t t thei
fllrange of nesds whie nover compromising on | NUMBER OF ENPLOYEES
9 P 9 DECEMBER 2020

food safety and security.

OUR PRODUCT SOLUTIONS 6 2 6 6
Sidel serves brand owners, manufacturers and )

co-packers, active across beverage businesses as
well as in the food, home and personal care (FHPC)

industries. We are a leading provider of blowing, TECHNICAL TRAINING CENTRES
filling, labelling, material-handling, end-of-line and

engineering solutions for multiple applications. We

deliver equipment and services within primary,

secondary and tertiary packaging, and we also offer
processing equipment, supplied by Tetra Pak, as

well as automated warehousing solutions with our RESEARCH AND DEVELOPMENT
partner Elettric80, enabling customers to work CENTRES

end-to-end with one partner.

OUR CUSTOMERS /] O

We support both non-alcoholic beverage producers

Fvyater, carbonat'ed soft drinks, Iiguid dairy products, PRODUCTION PLANTS

juices, nectars, isotonics, soft drinks and teas) and

alcoholic beverage producers (beer, wine and spirits),

as well as FHPC producers across food, home and

personal care markets.

SIDEL EQUIPMENT NET SALES BY MARKET SEGMENT, 2020

Water Carbonated Soft Drinks =
% 16.6%

21.4% 6%

Beer, Wine & Spirits Food, Home and Personal Care ‘

11.4% [ | 13.0% &=

Juices, Nectars, Soft Drinks, o )
|sotonics & Teas Liquid Dairy Products

17.0% @ 206% &




MARKET

In 2020, the Beverage, Food, Home and Personal Care industries continued to innovate through new thinking
around in-home drinking, increased sustainability and health concerns. In 2020, beverage, foods, home and
personal care market segments amounted to 3558 billion units of consumer-packaged goods sold. Global data
analysts forecast that approximately 284 billion additional units will be sold by 2023 (2 per cent compound annual
growth rate — CAGR - from 2019 to 2023), Source: GlobalData.

WATER

Overall demand is driven by increasing health trends and
sugar taxes. Growth is expected from Asia, but also the
USA with better-for-you alternatives to CSDs and juices,
notably through flavoured waters. Water brands are in-
vesting in sustainability, which is driving packaging inno-
vation. Kid’s water, premium brands and home delivery are
other growth drivers among others. In 2020, the total mar-
ket was 349 billion units, with projection to increase to
423 billion units in 2023.

é

CSD - CARBONATED SOFT DRINKS

Despite growing health awareness, the industry is expected
to experience growth in Africa, Asia, and Eastern Europe:
Premiumisation, low-calorie variants and smaller optimised
pack formats (more convenient for ‘on-the-go’ consump-
tion) are driving product innovation. In 2020, 263 billion
units were sold with a projection of 280 billion units in 2023.

@)

BEER, W&S - WINE & SPIRITS

The industry was impacted by trade closures in 2020 and
faced an increasing health-conscious trend, which required
innovation through more moderate low- or no-alcohol
products, new flavour options (notably local flavours in
Asia) and broadened sustainability claims (beyond recy-
clable packaging). Hard/Spike seltzers are growing in
popularity. In 2020, the total market was 409 billion units,
with projection to increase to 438 billion units in 2023.

TECHNOLOGY

JUICE, NECTAR, SOFT DRINKS, ISOTONIC AND TEA
Following the ‘good-for-your-health’ trend, 100 per cent juices
and cold-pressed juices are expected to grow faster than still
drinks. Energy drinks represent the best performing beverage
category, driven by Asia, which is also the market leader for
iced/ready-to-drink tea. In 2020, the total market was 351 billion
units, with projection to increase to 385 billion units in 2023.

LIQUID DAIRY PRODUCTS - LDP

The LDP market is highly dynamic, particularly in Asia. Significant
growth is expected in drinking yogurt in China, as well as milk
in India. Product innovation is driven by increased demand
for plant-based drinks (i.e. aimond milk, soy milk etc.), and
attempts to appeal to consumers concerned about their health
and the environment. Flavour diversification is a key growth
driver. In 2020, the total market was 410 billion units, with
projection to increase to 445 billion units in 2023.

FOOD, HOME AND PERSONAL CARE - FHPC

In this market, the increasing adoption of PET is driven by
transparency, branding opportunities (design freedom) and
cost efficiency. It also has ‘green potential’ to meet tightening
regulations that will require producers to reduce their carbon
footprint by integrating recycled material and light weighting
their containers. In 2020, the total market was 1,776 billion
units, with projection to increase to 1,871 billion units in 2023.

In 2020, Sidel received the prestigious World Food Innovation Awards
in the Best Drink Packaging Design category. With its prize-winning
design, AYA provides a comprehensive end-to-end alternative for still
water, featuring 100 per cent recycled rPET primary packaging while
optimising secondary and tertiary carton packaging.

AYA is based on a 220 ml water bottle featuring an innovative V-shape.
The design promotes the circular economy by radically reducing the
amount of materials required. The eco-friendly AYA marks the first bottle
concept released by Sidel to the industry, which has been designed
with an articulated shoulder featuring three stable positions for different
stages, a Sidel patented shoulder solution named Swing™.

The AYA bottle’s distinguished V-shape offers secondary and tertiary
packaging alternatives that optimise compactness and the reduction
of materials while increasing stability to benefit logistics. The bottle’s
space saving shape reduces secondary packaging to a minimum.

AYA is Sidel’s innovative eco-friendly packaging design concept for still
water. The result is not only more circularity and sustainable package,
but also cost-effective while improving industrial production efficiency.

Al il

TETRA LAVAL 2020/2021 15



L- DelLaval

WE LIVE MILK

Delaval is a market leader and trusted partner for thousands of farmers around the globe —
providing integrated milking solutions that are designed to improve dairy farmer production, as
well as animal welfare and their overall quality of life.

STRATEGY

At Delaval, our vision to make sustainable food
production possible is at the core of everything we
do. We pride ourselves on our ability to provide
dairy farmers around the world with innovative solu-
tions to ensure a successful dairy farming business.

We have refined our approach to sustainability to
ensure it covers everything we do — both within our
company and how we benefit our customers. Our
sustainability model focuses on three main perspec-
tives — Environment, Food and Animal Welfare, and
Social and Economic.

PRODUCTS AND SOLUTIONS

As a company built on innovation, we constantly
work to find ways of helping our customers, dairy
farmers, do more with less by providing world-leading
milking equipment and solutions.

Delaval offers highly efficient system solutions for
milking as well as farm and herd management, animal
traffic control, feeding, cooling and manure handling.
Delaval customers can also choose from a wide
range of services and consumables, including liners
and tubes, farm supplies and original parts to en-
sure milk quality and animal health.

By providing better conditions for animals, farm-
ers can improve animal health and longevity while at

DELAVAL NET SALES BY GEOGRAPHY, 2020

Americas

19%

Adjacent 3%
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the same time maintain or improve farm profitability.
A healthy animal provides more milk, at a better
quality and for longer.

OUR CUSTOMERS

Delaval’s customers range from family farms to en-
terprise farms with thousands of cows. Regardless
of size, we're there to help every step of the way.

Every time we help a farmer find a way to pro-
duce more milk from the same herd, we make food
production more sustainable. This might involve in-
troducing a new working method on the farm, a
new parlour, improved hygiene, more data to make
better decisions, and the promotion of healthier
cows to increase their milking lifetime.

ENVIRONMENT

SOCIAL &
ECONOMIC

FOOD & ANIMAL
WELFARE

NET SALES 2020

€1.1

BILLION

SALES IN

>100

COUNTRIES

NUMBER OF EMPLOYEES
DECEMBER 2020

4,724

TECHNICAL TRAINING CENTRES

®

RESEARCH AND DEVELOPMENT
CENTRES

Z

PRODUCTION PLANTS

14
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MARKET

Demand for dairy products continues to grow as the world’s population increases, with the United Nations forecasting
a global population of almost 10 billion by 2050. Major global market trends for Delaval include:

GROWING NEED FOR DAIRY

Population growth, increasing income and dietary
changes will contribute to the global consumption
of dairy products increasing by 1.8 per cent per
year until 2025.

10
':$ The ongoing consolidation of milk production and

the creation of larger farms drives more efficient
production, automation and data management
technologies.

LARGER FARMS

CHALLENGES IN PRODUCTION

Milk production challenges include the need to
continuously increase yields and changes in agri-
cultural regulation — including the availability of
subsidies and grants, and access to capital and
resources.

adl

TECHNOLOGY

Research and innovation are central to the continued ability of DelLaval
to support its customers. With seven R&D centres around the globe, we
work closely with a worldwide network of farmers, academics, dedi-

cated research facilities, scientists, sales teams and authorised dealers.

DRIVING ANIMAL WELFARE THROUGH TECHNOLOGY
AND INNOVATION

Animal welfare has always been an important component of our sus-
tainability work, while being fundamental to the financial profitability of
dairies. Delaval is increasingly drawing on technology and innovation
to promote animal welfare.

“Del.aval offers a range of products, sensors and data analysis tools
that promote a safe and comfortable barn environment and closely
monitor the health and welfare of individual cows,” explains Cecilia
Bagenvik, VP Animal Intelligence and Animal Welfare Solutions. “Our
offering allows a proactive approach to preventative cow health to pro-
mote productivity and the internationally recognised five freedoms of
animal welfare.”

One example is sensors that measure different milk parameters to
ensure quality and food safety, while verifying the well-being of individual
cows. During 2020, DelLaval Herd Navigator 100, which is integrated
into the DeLaval VMS™ V310 milking machine to monitor the repro-
ductive health of cows, has been a commercial success by adding
significant value to the farmer.

MILK AND FEED PRICES

Imbalances between supply and demand lead to
price volatility on milk and feed products, which
effect farm profitability and investments.

FARMER CHALLENGES

Our customers across the globe face four main
challenges: profitability, animal welfare, food safety
and farm efficiency. Our strategy is created to help
them meet those challenges. These challenges
are often linked, for example improved animal
welfare means happier cows, less medical cost
and a higher milk yield, which results in improved
profit for the customer.

TETRA LAVAL 2020/2021
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Tetra Laval world trends
— an overview

R, W g~

TETRA PAK
CONCERN FOR THE ENVIRONMENT REMAINS

While it’s true that the pandemic has shifted the spotlight away from the
environment, it still remains an important issue ahead of topics such as the
economy. In fact, consumers perceive the topics of food safety, health and
environmental responsibility in the food industry to be closely intertwined.
Consumers want to be morally responsible in their everyday choices —
and even empowered to make a positive difference in society through their
actions. This makes it important for brands to give consumers the information
they need to make informed choices through packaging.

18 TETRA LAVAL 2020/2021
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TETRA PAK
CHANGING CONSUMER
LANDSCAPE IN A POST-
COVID WORLD

The COVID-19 pandemic has dramatically
transformed the way we live our lives and will
have a lasting effect on consumer behaviour.
Health, hygiene and food safety have all in-
creased in importance for consumers around
the world, with 68 per cent agreeing that food
safety is a major concern for society.
Consumers now give greater consideration
to hygiene and sanitation procedures in the
processing, transporting and preparing of their
food, with many believing that food safety
should be the top priority for manufacturers.
This has placed greater food safety and quality
demands on the food and beverage industry,
which must also cater to restrictions on house-
hold expenditure.




SIDEL
TARGETING A 30 PER CENT CO,
REDUCTION BY 2030

An inventory of actions to reduce direct and indirect greenhouse gas
emissions has been carried out at Sidel’s sites around the world.
Gas and fuel for heating account for most part of direct emissions.
Sidel’s sites continuously improve their energy efficiency, such as
by improving insulation and installing more efficient equipment to
reduce emissions. As well, several sites changed old facilities to
less power-hungry models, and reduced electricity consumption,
that represents indirect emissions.

Reducing Sidel’s carbon footprint is part of an ongoing improve-
ment process that is built on constant collaboration between sites
and the prioritisation of investments based on cost-carbon calcula-
tions. This approach has helped Sidel identify actions for the next
decade to target a 30 per cent CO, reduction by 2030.

DELAVAL
AUTOMATION IS KEY TO SUSTAINABLE
FOOD PRODUCTION

Delaval’s engineers are collaborating with farmers around the
world to create automated solutions that enable ‘precision dairy
farming’. This involves integrating advanced technologies into dairy
farming practices in order to increase production efficiency, im-
prove animal welfare and the quality of dairy products — and ulti-
mately help make sustainable food production possible.
Automation also improves the quality of life for dairy farmers by
reducing heavy labour and tedious tasks, from early mornings to
late evenings. The farmers of the future will instead spend their
time performing tasks such as analysing data and planning farm
operations on their computers and mobile phones, and of course,
have more time for their animals and families.

SIDEL
INCREASING DEMAND FOR SAFE WATER

The COVID-19 crisis highlighted one of the primary functions of
packaging — to protect the product. Facing the fears of tap water
contamination, water bottles were among the most requested pack-
aging in 2020, along with the significantly increased need for individual
formats. Therefore, Sidel were there for water producers to provide
them with equipment and services, both on site and remotely, to
meet this increased demand.

DELAVAL
BETTER DECISION MAKING THROUGH
QUALITY DATA

Dairy farms of the future will have sensors embedded into every
stage of their production process and on every piece of equipment.

The Internet of Things (loT) is what brings all this technology together
and will make it possible to operate more efficiently and sustainably.

loT-enabled systems provide farmers with an enormous amount of
data that they can use to make optimal decisions. In this way, ‘smart
farms’ can increase dairy production while becoming more sustain-
able by helping dairy farmers to do more with less.
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TETRA PAK COMMENTS BY THE CEO

A challenging year that validated
our purpose and strategy

2020 was a truly unprecedented year, as
COVID-19 affected business operations and
communities worldwide. Despite the disrup-
tions brought about by the pandemic, it
strengthened our sense of purpose and role
in society like never before — to help keep
food safe, nutritious and available for people
everywhere.

Throughout the crisis, we are unrelenting
in our commitment towards our promise to
protect what's good, focusing on two priorities:
to protect people, including our own employees
and those of our customers and stakeholders
— as well as to protect food, by helping our
customers maintain continuous food supplies.

The pandemic also validated our business
model and strategy, and demonstrated how
resilient our supply chain is — from packaging
and equipment, to spare parts and services.
We took extraordinary measures to ensure that
our operations continued throughout 2020,
providing uninterrupted supplies of packaging
material and spare parts to our customers.

We quickly adapted to the pandemic by
expanding remote support services to our
customers and actively deploying digital
technology to provide virtual solutions, in-
cluding for activities such as product trials
and equipment installations.

| am proud that we acted decisively on all
the measures we took, to proactively support
our customers who consider us to be a reli-
able supplier.

Business results 2020

Total net sales amounted to €10.8 billion, which
is an overall decline of 1.9 per cent compared
with 2019. At the same time, we managed to
increase our market share and improve our
cashflow compared with last year, driven by a
strong operating profit and a significant re-
duction in receivables. We achieved great re-
sults on productivity, delivering a reduction in
resource costs for the first time in many years.
The Packaging Solutions business experienced
a 1.4 per cent drop, with number of packages
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declining by 3.7 per cent, ending the year
with 184 billion packages delivered.

This was largely driven by changes in con-
sumption patterns during the pandemic, with
an overall decrease in demand across our core
categories, even as we saw a reduction in
‘on-the-go’ consumption offset by an in-
creased demand for ‘in-home’ packaging.

Processing Solutions net sales declined
4.5 per cent due to customers postponing
investment decisions as well as delayed in-
stallations caused by lockdowns.

The Services business recorded net sales
growth of 1.6 per cent, which was a great
achievement by the team, considering the
effect of lockdowns and restrictions on the
movement of people. Our services played an
important role in ensuring customers could
maintain their operations during the pandemic.

From a geographical perspective, the Ameri-
cas was the only cluster that saw a growth in
sales — increasing by 1.3 per cent. Asia Pacific,
Europe & Central Asia, and Greater Middle East
and Africa declined by 3.7 per cent, 0.5 per
cent and 3.3 per cent respectively.

Key developments

To strengthen our long-term competitiveness,
strategic acquisitions included the eBeam
technology development and manufacturing
operations from a globally leading firm will
further improve our ability to deliver sustain-
able and higher efficiency filling lines. Another
acquisition was the asset management com-
pany Gaussian, which will enable us to boost
efficiency and productivity for food and bev-
erage producers through an informed ‘data-
driven’ approach.

In 2020, we continued to drive more ‘In-
dustry firsts’, including the Tetra Pak® Tubular
Heat Exchanger equipment that became the
first tubular heat exchanger to receive the
EHEDG certification, meeting the leading food
safety standards in Europe. We also launched
a new, first-of-its-kind low-energy processing
line for juice, nectar and still drinks that reduces

energy consumption by up to 67 per cent and
water by up to 50 per cent. Additionally, it was
an honour to receive the top awards for
manufacturing excellence for our Lahore and
Hohhot factories at the prestigious TPM awards.

Driving Sustainability

Sustainability has always been at the heart of
our business strategy and our operations.
During 2020, we continued to lead the sus-
tainability transformation within the industry,
achieving many new milestones. We sold
more than one billion Tetra Rex® Plant-based
packages globally — the world’s first carton
package made entirely from renewable mate-
rials. We have produced over 12 billion bio-
based caps made from plant-based polymers,
ever since their first industry launch in 2011,
and have since then saved more than 300,000
tonnes of CO, emissions with the introduction
of plant-based polymers. We ensured that all
our packaging material factories are supplied
with paperboard from 100 percent Forest
Stewardship Council® certified and other
controlled sources. This further strengthens our
voluntary certification standards, which in-
cludes Bonsucro — the industry’s first certifi-
cation of fully traceable plant-based polymers.

We continued our focus on mitigating climate
change — not only with our low-carbon pack-
aging solutions — but also through our com-
mitment to achieve net zero greenhouse gas
emissions in our own operations by 2030.
Last year, Tetra Pak became the only com-
pany in the carton packaging sector to be
included in the Carbon Disclosure Project
(CDP) leadership band five years in a row and
to score an outstanding double ‘A’ for climate
and forests.

During the year, we launched a compre-
hensive sustainability campaign — ‘Go nature.
Go carton.” — signifying our ambition to create
the world’s most sustainable food package.
The campaign aims to showcasing the value
that our packaging can bring to society.
Additionally, for the first time ever, we estab-



lished an external sustainability advisory
panel with six key opinion leaders from
around the world, who will help shape our
sustainability agenda.

Future growth and opportunities

We expect to grow all our three businesses in
2021 despite economic volatility, realising some
key quality investments, which will translate into
clear customer benefits and greater produc-
tivity. Our digitalisation journey will continue
to be an enabler for our business — driving
productivity and improving how we do business.
We will continue to make significant invest-
ments in R&D, particularly focused on sus-
tainable packaging that is fully renewable, fully
recyclable and carbon neutral. As the pan-
demic continues, protecting our people will
remain a key priority, with increased focus on
mental well-being, besides safeguarding their
physical health.

Looking forward, one of the main challenges
that the industry will need to adapt to is the
long-term changes to consumer behaviour,
including m