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THE BUNZL WORLD

A specialist business with scale

e -

@

Presence in Utilising Supporting
countries supplier _
relationships customers with
globally multiple locations
* "a’ =] S
With employees, Across 6 core Providing a
operating e market sectors red s
companies C“Stsoprggiranzfs“"ce for individual

and sales experts customer needs
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¢ Intro film
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AGENDA

Part 1

Part 2

VALUEADDED Y - Compounding
businessmodel R Y= GROWTH

it strategy

Tallored
SOLUTIONS
for abetterworld
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Frank van Zanten Richard Howes Diana Breeze Andrew Mooney James Pitcher

Chief Executive Officer Chief Financial Officer Director of Group HR Director of Corporate Group Head of
Development Sustainability
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X R /)
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Jim McCool Alberto Grau Andrew Tedbury Helen Cockerham

Business Area Head Business Area Head Business Area Head Divisional Managing Director
North America Continental Europe UK & Ireland UK & Ireland,
Food Retail, Non-Food Retall
and Healthcare
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OUR VALUADDED PROPOSITION HAS DRIVEN STRONG % D
CONSISTENT RESULTS

Customeifocused business model Consistent compounding strategy Proven track record
Z Tailored offerings and service -led Profitable Use competitive Revenue (£bn)

model that provides customers with i advantage to CAGRY® o~

value -added solutions organic support the growth

_ gl’OWth of our customers

Z Strong locally -led business model and to increase our o

leveraging the benefits of global market share 1l I I I I I I

scale Operating r[r)ggnfg(;lﬁ on 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20
Z Customer -focused mindset drives model business more

Fontmu_al improvement and improvements efficient Adjusted Operating PrdfitEm)

innovation

cAGR10%

Acquisition Use strong balance
sheet and excellent

growth cash flow to 169
consolidate our I I I I I I
markets further I I I

04 05 06 07 08 09 10 11 12 13 14 15 16 17 18 19 20

Note 1. Alternative performance measure and on an IAS 17  basis
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TAILORED SERW(CHE

Our bus.I

TAILORED CUSTOMER
SERVICE

|< il
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D PROPOSITION e

nessS

BUNZL OFFERS
TAILORED SOLUTIONS
THAT UTILISE VARIED
RESOURCES AND
CAPABILITIES

S to

B o

Le

CONSOLIDAT

S

Y

DELIVER

-]
enhance our Cust omer

BUNZL PROVIDES A CUSTOMISED SERVICE THAT OFFERS:

Z and-advice from c.6000

Z thatsupport customer objectives
Z products and solutions

Z that drives competitive prices

Z A strong and
Z and availability
Z Working capital

<



LOCAL EXPERTISE COMBINED WITH BENEFITS OF SCAM

Unique offering drives a strong customer proposition

&) L OCAL GLOBAL

Z LOCALelationships and expertise crucial in distribution Z GLOBAL SCAlsa strong advantage
Z INDIVIDUAL NEEDS AND COMPLE#BfClistomers vary Z Strength of SUPPLIER RELATIONSHRanced
significantly
Z Enables INVESTMENTS, EXPERAR®ECOLLABORATION
Z B un zcll120OPERATING COMPAIestre a locally -led service to be leveraged across the Group
Z Bunzl delivers BESPOKE SOLUTIG@otEustomers Z Proven expertise in transitioning customers to

SUSTAINABLE SOLUTIONS

Z Decentralisation and founders' mentality drives AGILEesponse
Z ETHICAL SOURCING ASSURpieGHed by Global

z Locally-led operations ensure a strong focus on our people, Supply Chain Solutions

improving RETENTIO&hd TALENT DEVELOPMENT
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CUSTOMERENTRIC FOCUS EVIDENCED DURING PANDC
The strength of the Bunzl model highlighted

\SJ

Z CRITICAL SUPPLIER STAgQranted, business remaining open
throughout the pandemic

Z Strong GLOBAL SUPPLY CHAaNewed Bunzl to continue to
source essential products despite the challenging conditions

Z Bunzl AsSugply €hmiam Bolutions operation ensured
products were ETHICALLproduced and of the right QUALITY

Covid19 related products
sales in 2020 compared
to 2019:

Z OWN BRAND AND IMPORaraducts were heavily relied upon
to fulfil demand for Covid -19 related products

Z FINANCIAL STRENGarevided reassurance to customers with
prepayments often required for larger purchases 2 6X
Z B u n zdecargralised organisation enabled local AGILITYand u
RESPONSIVENESS

Z GLOBAL COLLABORATSUpported actions, with fast and
' proactive responses

CAPITAL MARKETS DAY 2021 11



ENHANCING OUR VAADDED PROPOSITION
Capabilities that support growth

Key strategic focus areas

Z DIGITAL SOLUTIOthat enhance customer
experience and retention

Z Continual INNOVATIOthat goes beyond the
physical product

Z Afocuson SUSTAINABILITto support the
differing needs of our customers, from
alternative products to reduced carbon
emissions and assured ethical sourcing

CAPITAL MARKETS DAY 2021 12



DIGITAL SOLUTIONS WHICH ENGAGE OUR CUSTOI\/IERF

Solutions that support our customers

Z Complex customer journeys often necessitate tailored processes

Z By digitising ordering through bespoke solutions, we simplify
ordering for our customers and enhance retention

Z In addition, we provide tools that go beyond ordering

EXAMPLES

A Product selector 7 guidance to the right products for the
specific need

. . _ Group orders placed
A Dynamic dashboards that are customised to provide real - L. .
time full visibility around key management information (e.g. dlglta”y In H1 2021:

spend per site and efficiency opportunities)
A Budget controls  to limit spend per site

A Recommended replenishment being developed with Al and
historical information to suggest optimal ordering patterns

CAPITAL MARKETS DAY 2021 13



PRODUCT INNOVATION THAT MEETS A NEED

Working with our customers to customise products for their needs

Rotisserie chicken packaging innovation

INDIVIDUAL CUSTOMER
NEEDS

v

Our customer wanted a more
sustainable solution that
continued to function well to
preserve heat and hygiene

TAILORED CUSTOMER
SERVICE

Vv
[ ]
BUNZL
—
v
Ef

CAPITAL MARKETS DAY 2021

A Chicken domes for hot chicken sales have a high plastic footprint,
with black plastic being a significant contributing factor

A Bunzl worked with the customer to design an alternative bag which:
Z Removed the difficult to recycle black plastic
Z Reduced the weight of the packaging

Z Improved the logistical efficiency as more units fit into a carton
(1,000 vs.136)

Z Was recyclable via instore collections
Z Made carrying hot food easier

A Bunzl continually works with its customers to improve products

Z Introducing a solution which includes recycled content to further
support the circular economy and help meet the requirements of
the UK plastics tax

14



INNOVATIVE SOLUTIONS THAT GO BEYOND THE PRODMT

Continually innovating to support our customers

WandaNEXT

A Bunzl Canada has implemented ConfidentClean , a cleaning protocol
system to ensure high cleaning standards

A The system includes the use of WandaNEXT, a digital cleaning and 1. Assess

management system
Z Bunzl is the exclusive distributor

Z Provides real -time data and analytics on cleaning activities, : :
. ; . = . 5. Validate 2. Design
consumption patterns and compliance with specific cleaning
protocols

Z Allows our customers to optimise their cleaning programmes,
improve the user experience and reduce cost and waste

o . _ _ wandaNEXT™
A Now being trialled by customers in Belgium and Australia

A WandaNEXT is an example of what can be bundled for customers as 4. Optimize 3. Implement

part of our value -added service

15
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FURTHER DIFFERENTIATING OURSELVES WITH SUSTAE\B

: o
Business andron

win example: N—

Cv o { m!-addeevdapabilities supportéhdroncontract win in the UK Closed loop solution provided for 51t containers

Prior

distributor Bunzl

Footprint Z One central Z Nationwide warehouse footprint
BEENOLEE Enhanced reliability and responsiveness ‘
Z y p NN O o
ODORBAC
Delivery Z Courier Z Bunzl own fleet and drivers
METES Z Personalised drop -off supportateachof Andr onAs Container delivered to
i i Customer site for use
€.1,000 sites (e.g. to the cupboard where required) 100% Recycled m
Showcasing Innovation A Quarterly showcasing of latest industry Plastic Container fet =
e Q developments and innovation enters the loop ‘
A Site trials, evaluations and assistance o o o

A Carbon optimisation plan agreed Collected from Customer

A Improved ordering patterns identified and Containers washed, refilled nnn sites and Returned to
a plan for the remainder to be offset and returned to the cycle nnn Bunzl Branch

Sustainable solutions Q 0 A Closed loop recycling
A Insights and recommendations to switch to Unn

Carboroptimisation Q

more suitable products

Digital Solutions A Market leading online platform Empty Containers Collected
Q on next OdorBac delivery and

A Enriched product data
returned to 2Pure Factory

A Online product safety info

CAPITAL MARKETS DAY 2021 16



SUMMARNYCOMPETITIVE ADVANTAGE ENHANCED

Z Bunzl track record supported by value - VALU EAD D E |

added business model with tailored local -
service supported by t @U%QQSWQQGM

global scale

Z Customer proposition is strengthened by
continual innovation in services, expertise
and product lines

Z Focused on delivering engaging digital
platforms, innovative solutions and an
unrivalled sustainability proposition

CAPITAL MARKETS DAY 2021 17
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TVTUBJOBCJIJMJUZ! JT! DPSF! UP! CE®

Making responsible decisions across our operations

Key themes Qur contribution

Z Supplie r education
Responsible Z Supportin g worke r conditions

suppl chains Z Supply chain resilience and comfort
for customers
.. Acquiring & retaining talent
Investing in our people ¢ e ) J N 9
Z Fostering a positive workplace culture
Z Carbon efficient offer for customers
Taking furtheraction

_ Z Reducing operating costs
on climatechange Z Business resilience

Z Helping customers meet their targets

Z Attractin g and retaining customers

Proviqling Z Higher produc t margins
susta_unable z Organi ¢ growth
solutions

Z Competitiv e advantage

CAPITAL MARKETS DAY 2021




FURTHER DRIVING OUR EXISTING TRACK RECORD BUNZL

Accelerating our investment in sustainable solutions

Afeatue of Bunzkrecert history: With mare progress mack since the start of 2020:

BUNZL

Ensuring that sustainability is embedded at
the heart of our strategy

catering supplies

Our first materiality assessment with
37 global customer s interviewed

Launc h of anothe r own brand , Verive

14 sustainability leaders and 49 sustainability
ambassadors working closely with regional
and local customers to help them achieve
their targets

CAPITAL MARKETS DAY 2021



1 Tallored Solutions for a Better World
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TAILORED SOLUTIONS FOR
A BETTER WORLD

Better packaging

SOLUTIONS

CAPITAL MARKETS DAY 2021
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LEADING THE SHIFT TO ALTERNATIVE MATERIALS

The transition of packaging to alternative materials will be net positive to Bunzl

CAPITAL MARKETS DAY 2021

Very limited exposure to the single -use plastic
consumable products where volume reduction
can be expected

The transition to packaging and products made
from alternative materials will be net positive for
the business and we have made good progress to
date

Our approach is supportive to working
successfully and profitably with customers who
are increasingly interested in working with
sustainable supply chain partners

Tailored

for abetterworld
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AN UNRIVALLED RANGE OF ESSENTIAL PRODUCTS

Majority of Group revenue is generated outside of packaging categories

£6.0bn (640/0) Non-packaging products 1

Group
revenue 2019

£9.3bn

Note
1. Packaging refers to packaging and other products within the foodservice, grocery and retail sectors which are facing legislat ion or consumer pressure

CAPITAL MARKETS DAY 2021 24



HELPING CUSTOMERS WITH BETTER PACKAGING SOLMOI

Being experts in products, legislation and customer requirements is essential

CAPITAL MARKETS DAY 2021

Role in supporting a more circular economy Cvo{m!t!dpnqfujuj wf!

A Supporting smart material choices :
pporing ! _ Proprietary data
Z Developing new packaging strategies for customers and tools
Z Providing alternative products that meet customer

targets and product requirements

A Designing for circularity not waste
Z Supporting customers to adapt to new

legislation and transition products
) Expert independent
A Promoting responsible packaging usage and ' ad\?ice P
reusable options -

Z Working with customers to rationalise the products
they use

A Partnering to support closddop solutions
Z Supporting our customersA cir

L ar
and recycling practices "’ Ownbrand
K) j ranges

25



PACKAGING IN ITS VARIOUS FORMS

Different choices and customer requirements create a complex environment

Packaging categories

Description

1. Consumalaproducts
facing regulation

2. Consumalalproducs likely to
transition to alternative materials

3. Packagim with an impatant
purpose

4. Packaging and products
made from alternative
materials

CAPITAL MARKETS DAY 2021

Single-use plastic products facing restriction in some markets where we
might see some volume decline as customers transition to alternatives

Single-use plastic products where usage is regulated in some markets
or being voluntarily regulated by some organisations

Single-use plastic products that have an important purpose, where
transition is less likely in the immediate future

Recyclable or compostable single -use products, reusable products and
products made from renewable materials

26



STRONG TRACK RECORD OF TRANSITIONING CUSTOI\/IMS

Within packaging, majority is recyclable, compostable, renewable or reusable

£0.8bn (9%)

Consumable s likely
to transition

£0.2bn (3%)
Consumable s facing regulation Z0nly 3% of revenue in 3Jconsumab]

Z29% of revenue in 3consumabl es ||
0 :

£0.6bn (6%) zEE:LSELjG/o of revenue in J3packa
Packaging with

[ tan t - .
‘;‘Erggg’; e Z Strong track record of Bunzl| transitioning customers to

alternatives successfully; Bunzl is well positioned to benefit

L Ton (18 £6.0bn (64%) from further transition

-7bn (18%) revenue 2019 Non -packaging

A 51% of total packaging (18% of Group revenue) already

Packaging and : i
made from alternative materials

products made
from a lternativ e
materials

products

£9.3bn

Notes
Z 2019 revenue taken asthe base reference year given 2020 data materially disrupted by pandemic

Z Packaging refers to packaging and other products within the foodservice, grocery and retail sectors which
are facing legislation or consumer pressure

Z We have exercised our judgement to allocate the sales in 2019 to the four packaging categories shown




PACKAGING CATEGORIES

Proactively leading the transition to products made from alternative materials

3\ A0~ Y\ i3 TR RITY

Packaging Category Consumable products facing regulation Consumable products likely to transition

2019 revenue £0.2bn (3%) £0.8bn (9%)
(proportion of total)

Products Plastic straws, stirrers, cutlery, plates, bowls Carrier and fresh produce bags, coffee cups
Transition made out of this Z 63% of sales of all products sold across UK&l and Continental Z 21% of all bags sold across the Bunzl Group were paper
category to date Europe already transitioned to products made from alternative Z 67% carrier bag sales across UK&I were products made from
materials alternative materials
How we engage [ ] Every consumable product has an alternative that is recyclable, compostable, reusable or made from renewable sources
customers & New own -brand ranges launched
’ Tools used to support understanding of regulatory changes, manage packaging data and track progress against targets

’ Dedicated product catalogues for innovative alternative materials

’ Increasing digital strength with new  webshops

CAPITAL MARKETS DAY 2021 28



CONSUMABLE PRODUCTS FACING REGULATION ﬁ

Our historic success in leading the transition

Paper Transition of SingldJse Plastics
Continental Europe2019 vs. 2018

Z We are well placed to provide customers with trusted
Bamboo and objective advice on alternative products

Z Total sales increased by 2%

: A Sales of the single -use plastic products in scope of
Bireh Wood the legislation fell by 13%

A Sales of alternative materials (paper, wood, bamboo,
palm leaf, bagasse) increased by 31%

Palm Leaf
Z Profit margin increased slightly , Supported by

transitioning customers to Bunzl own -brand solutions

Bagasse

CAPITAL MARKETS DAY 2021 yAS



CONSUMABLE PRODUCTS LIKELY TO TRANSITION

Our historic success when transitioning customers away from plastic bags

Continental Europe and UK & Ireland carrier bag sales1Z015
Impact of the EU Plastic Bags Directive

(adopted in 2015)
Between 2015 and 2019:

Z Directive required member states to apply measures to reduce
the number of lightweight carrier bags

Z Total sales increased by 2%
\ A Sales of the single -use plastic bags in scope of the regulations

fell by 30%

Sales (£)

A Sales of bags made from alternative materials (paper,
compostable, reusable bags) increased by 48%

A Transitioned from 58% plastic, 42% alternative in 2015, to 40%

2015 2016 2017 2018 2019 - e
plastic and 60% alternative in 2019

Plastic Alternative

Z Profit margin increased

30
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PACKAGING CATEGORIES

Providing I nnovative packaging that

47/
&7

Packaging Category Packaging and products made from alternative materials

2019 revenue (proportion of £0.6bn (6%) £1.7bn (18%)

total)

Example packaging products: Fresh meat, fruit, vegetable trays, films, takeaway boxes Recyclable, compostable , renewable , reusable products
Transition made out of this Z 51% of all packets and wrappers (e.g. hot deli bags and Z 51% of all packaging and consumable products sold across the
category to date parchment paper) sold across the group were made from group made from alternative = materials

alternative materials

How we engage /¥ Anindustry leading range of alternative material options

customers ’Pr oactive engagement to rationalise and reduce customersA use of cert
’ Developing alternative materials with the correct properties for the intended use to help customers meet their targets
’ Transitioning customers to materials that support a more circular economy

@ Assessing full lifecycle impact to ensure transitioning does not cause unintended environmental consequences

CAPITAL MARKETS DAY 2021 31



PACKAGING WITH AN IMPORTANT PURPOSE

Our experts help customers to navigate the trade -offs in important categories

Exampe optiors for food packaging:

Recycled Polyethylene
Terephthalae (rPET) Working with customers to rationalise g
their use of plastic B

Pallet wrap customer example:

Z Pallet wrap protects goods in transit
and prevents waste and costs

Trade -offs: incurred from damage
Expanéd Polystyrene (EPS) A Heat and cold Z Supported a large logistics and
properties supply chain business
A Food safety .
Z Our internal experts performed
A Cost tests to help one of our customers
A Recyclable/ identify opportunities to reduce
compostable wrap used
A Renewable and Z This achieved pallet wrap material
recyclable content savings of 70% and reduced plastic

use by 7.5 tonnes

32
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PACKAGING AND PRODUCTS MADE FROM ALTERNATIVE NMF

Bunzl ensures selected alternative products have the correct properties

Example: Food containers Example: Independent advice when

z Food containers are the largest packaging category transitioning from one material to
(c.54% of total packaging sales) another

North America
Z Leading Belgian Retailer which we have

Z C.76% of food containers across North America are products worked with for >30 years
made from alternative materials, with three quarters of these

widely recyclable plastics Z 39 million EPS trays transitioned to rPET

(widely recyclable in Belgium) after
review of alternatives

Z Plastic still utilised in alternative
products as food contact material is
heavily regulated for safety

Z Excellent availability and manufacturing
speed, important for retail

Z Total sales increased by 40%

mmm  Alternative mmm Non-recyclable and
Materials non -compostable plastic materials

CAPITAL MARKETS DAY 2021



DRIVING CHANGE WITH OUR INVESTMENTS AND CAPAIT

Enabling faster transition to responsible options with Bunzl own -brand

@
Leveraging our scale

Z Leveraged the strength of our supply
chain to launch exclusive renewable,
compostable and recycled content
product ranges in Australasia

Z 39 million products sold in 2020, replacing
31 million single -use plastic items

Z Australasia expect unit sales of the Sustain
and Revive ranges will double over the
next five years

Sustaln  Revive

Renewable and Compostable Packaging Recycled and Recyclable Packaging

CAPITAL MARKETS DAY 2021

Providing customers with choice
Z One of our Netherlands businesses

developed two different solutions to thin
plastic food bags:

1. A nylon drawstring reusable bag
2. A bag made from ¢.90% sugar cane

Between 2018 and 2020:
A Transitioned a key retailer to these bags

A Removed 14.4m single -use plastic bags
over the three years with customer

A Turnover increased by 87%

Providing more than just products

Z In 2021 we launched a new pan -European
own brand, under the banner of Verive

Z Extensive range of product options that
meet the EU plastics directive

Z Digital platform that provides leading
independent advice

Z New digital webshop designed to attract
smaller customers

\J
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EXPERT ADVICE AND PRORIETARY DATA AND TOOLS ﬁ

Using expert advice and data to support customers meet their targets

e

Expert independent advice D Proprietary data and tools EXAMPLE OUTPUT
RISK STATUS 2020

Supporting customers to meet industeading Using our footprint tools to support customers 21%
circular economy targets with expert advice making the right choices 31%

Z Supported the first US -based produce company
to sign Ellen MacArthur New Plastics Economy
Global Commitment

Z We are providing our customers with the data
they need to understand their position against
packaging commitments -

30%

Allows customers to measure their progress WHigh ®MediumHigh ® MediumLow ® Low
accurately and to make decisions around

18%

Z Transitioned berry packaging to alternative <

products transitioning RECYCLABILITY 2020

Z Started the transition 9 years ago 11%

z €.300 million clamshells supplied annually, all Z Allows customers to assess the impact of
between 70 -100% recycled content legislation and track actions to mitigate

Z Excellent protection for fragile produce with z Incorporates supplier portals to ensure 34% 55%
short shelf life accurate real -time reporting even as products ’

Z Our dedicated in -house printing department supplied change
provides proprietary washable labels ® Widely Recyclable
certified recyclable by Association of Plastics Recyclable through Specialist Provision
Recycling B Not Recyclable
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G PAR’ ERS

|s ESSENTIAL

1 Customer Testimonial
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TAKING-URTHER ACTION PACKAGING TRANSITION ﬁ

We will continue to drive the transition to better solutions

Our new packaging commitments:

TODAY TOMORROW BEYOND

Wewill support our customers to remove,
replace and reduangle use plastics

CAPITAL MARKETS DAY 2021

Weuwill significantly increase the amount of
recyclable, compostable musable packaging
supplied to our customers to help them meet
their targets

Evenysinglepackaging product and
disposable in our range will béered with
an alternative that is recyclable, reusable,
compostable or renewable

37



TAILORED SOLUTIONS FOR
A BETTER WORLD

Responsible

‘SUPPLY CHAIN

CAPITAL MARKETS DAY 2021
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¢« GLOBAL SUPPLY CHAIN SOLUTIONS

Supporting ethical supply and quality assurance

Global Supply Chain Solutions

Ethically Sourced e Sustainable ® Quality Assured

CAPITAL MARKETS DAY 2021

Our auditing process is our FIRST LINE OF DEFEOCE
prevent defective products being shipped and to ensure
products comply with our ethical standards

All products supplied directly from Asia are through
suppliers that are verified by our office

Our INNPERSON AUDIcaver ¢.98% of Bunzl spend across
13 Asian countries every 2 years

We work with suppliers to improve their operations but
will walk away if issues cannot be resolved

The sourcing function also supports Bunzl businesses to
find solutions for their customers and to proactively find
better alternatives to existing product lines

The team provide REASSURAN(tHat products ordered are
of the desired specification and quality prior to shipment

RESPONSIBLE SOURCING
IS ESSENTIAL

\-/

2020 STATISTICS

AUDITS CONDUCTER

SUPPLIERS IDENTIFIED AS NEEDING
TO IMPROVE PRACTICES:

TERMINATED SUPPLIERS:
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A HUGE ASSET DURING THE PANDEMIC

A key enabler to our businesses being able to support customers

CAPITAL MARKETS DAY 2021

Sourced an unprecedent amount of Covid -19 related
products

Provided innovative product solutions needed for
new social distance measures and enhanced hygiene

Provided customers with reassurance to place large
orders with Bunz|

At a time of great disruption provided the assurance
that the right quality of these essential items were
being shipped and had been ethically produced

The team went above and beyond to support customers o
prior T0
© ety

—
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TAKING-URTHER ACTION OUR SUPPLY CHAIN ﬁ

Expanding our programming to give even more assurance over our supply chain

Our responsible sourcing commitments:

TODAY TOMORROW BEYOND

Our supply chain in Asia is currently covered Expanding our programme to ensure products  Continuing to take a proactive, #isised
by direct auditing and assurance practices from all higkrisk regions are sourced from approach to responsible sourcing, identifying
with 680 audits completed in 2020 assessed and compliant suppliers by 2025 common issues in our supply chain and

working closely with suppliers to reduce the
future incidences of these
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TAILORED SOLUTIONS FOR
A BETTER WORLD

In our people

CAPITAL MARKETS DAY 2021
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INVESTING IN OUR PEOPLE

A focus on engagement and | eadership su

Z Our people feel valued, with STRONG EMPLOYEE
ENGAGEMENT

Z HEALTH AND SAFEofémployees is a key focus, with
clear group -wide governance

Z Planning for SUCCESSIGNs i ntegral to Bun
model with multiple leadership programmes established

across the Group to support internal development F n q mp zf f ! diq V

z d7X F 1 C F empleymeént brand articulates our culture tvswf z LI i) hi
and beliefs to our people and potential recruits (November 2020)

Z Afocus on ENHANCING DIVERXdriven from the top
A c.40% female Board and Executive committee membership 92%feel personally driven to help

. . Bunzl succeed
A Female networking groups expanding across the Group

A Accelerating focus on ethnic diversity 88%are proud of the service we
give to customers

89%feel we are adapting and
following procedures to keep us safe
at work
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A LOCALLDRIVEN APPROACH TO SUPPORTING COLLE,EJ[

The pandemic example

Z Our voluntary EMPLOYEE TURNOWas:been relatively
stable over 2020/21 and remains low for our industry

Z dzOV MT F I in\Neveémber 2020 conducted to
understand how our employees were feeling

Z Our people have told us that they appreciated the
increased frequency and more personal tone of
COMMUNICATIOIproduced both globally and locally

Z Atthe height of the crisis, itwas the LOCAL LEADEWRO
created 3foll owershipj from th

Z We did not rely on government support schemes to
ensure that impacted people were FINANCIALLY SECURE

Z Local REWARDwere implemented for front -line
colleagues, both monetary and non -financial
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e Diversity, Equity and Inclusion
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TAKING-URTHER ACTIBAR OUR PEOPLE

Expanding our diversity programme

Our focus to drive diversity in Bunzl forward
¢ Encouraging more women into LEADERSHIP ROlthrough focused and targeted activities

¢ Focusing on building a truly inclusive culture by:

A Achieving PARITY OF ENGAGEMENT SCaerass ethnic groups in our North American
business, and other parts of the Group where data collection is possible

A PROVIDING A VOforunder -represented colleagues, and acting on their feedback to
address any real or perceived barriers to engagement

¢ ldentifying the next generation of LEADERS FROM A MORE DIVERSE POOL OFbakdreM
broader capabilities whilst retaining entrepreneurial skills

¢ Capitalising on our COMPELLING EMPLOYMENT BRAND

¢ Building on the TECHNOLOGNABLED HYBRID WORKiNfeate a networked, collaborative
organisation that attracts more diverse talent

CAPITAL MARKETS DAY 2021 46



TAILORED SOLUTIONS FOR
A BETTER WORLD

Focus on

'CLIMATE CHANGE

CAPITAL MARKETS DAY 2021
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CONSOLIDATION MODEL REDUCES CARBON SIGNIFICML

Carbon efficiency is inherent in our business model

A longestablished focus on carbon intensity Comparing Bunzl to other companies with logistics networks
i Consolidating products into one drop is significantly more efficient Global Companiesonnes CQper £m revenue
T Bunzl reduced its carbon footprint relative to revenue generated by ¢.50%
between 2010 -2020 119
Scope 1 & 2 (Tonnes of gg@r £m revenue) a7 51
31
14 22
e Distributor
26.1 c.50% BUNZL - Retailer with stores
23.0 REDUCTION - Online -only retailer
. - Business services
UK Companiegonnes COper £m revenue o
Last-mile delivery
128
12.4
62 74
s W B
o - N ™ <t To) © N~ © o o BUNZL Note
5' 8 8 8 8 8 8 5' 5' 5' S 1. 2019 data for Scopes 1 and 2
N N N N N N N N N N N
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JOINING THE LARGEST GLOBAL ALLIANCE ON CLII\/IATM-U

Committing to ambitious climate action and working towards net zero

New memberships and commitments

B e S PR . : ¢ Committed to the Business Ambition for 1. 5.
BUSINESS ] 5°(C .}‘ .~‘"». our ONLY [ESEREEEIEES campaign

AMBITION FOR

4 ", FUTURE
¢ Race to Zero membership

¢ Net zero target is inclusive of Scope 3

Initiatives to 2025

¢ Transitioning applicable fleet to low and zero
. carbon solutions
We're in the

¢ Trialling alternative fuels in our larger vehicles
¢ Energy efficiency measures in warehouses

¢ Renewable energy procurement and
generation
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