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Welcome to the 2021 Nichols plc Annual Report.

Nichols plc is an international soft drinks business
with sales globally, selling products in both the still
and carbonate categories.

The Group is home to the iconic Vimto brand
which is popular in the UK and around the world,
particularly in the Middle East and Africa. Other
brands in its portfolio include Feel Good, Starslush,
ICEE, SLUSH PUPPIE, Levi Roots and Sunkist.
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At Nichols we are proud to offer a leading portfolio of distinctive and iconic brands,
which meet a variety of consumer needs and occasions in a range of product formats

- packaged, frozen, post mix and coffee.

ViMTO

Vimto, the iconic refreshingly different soft

drink that has it all. Created in Manchester in
1908 by John Noel Nichols, Vimto was originally
designed as a herbal tonic to give its drinkers
‘Vim and Vigour'. For over 100 years, we have
been mixing our secret recipe - a blend of
fruits, herbs and spices - to produce a unique
and irresistible range of drinks.

Today, we're the 9th most chosen beverage
brand in the UK*, and enjoy a Global footprint
consumed by consumers in 73 countries
around the world. Our Vimto range includes
squash, carbonates, still drinks, flavoured

*Kantar - British Brand Footprint 2021

water and frozen. With a choice of unique
flavours and Original and No Added Sugar
options, there are lots of ways to enjoy
Vimto. This also includes our extensive
range of licensed products - from pancake
mixes and home baking kits, to desserts and
confectionery.
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Levi Roots is one of the UK's best loved
and most successful entrepreneurs. In
2010, we were proud to gain the licence
to create Levi's range of carbonated soft
drinks - a mouth-watering taste of the
Caribbean. These delicious, tropical fruit
flavours each put a little “music in your
glass”.

Experience the taste of California with
Sunkist, which has been making waves
since 1978. Our Sunkist products reflect
the brand’s Californian roots of sun,
sand and surf and make Sunkist a firm
favourite across the UK. Available in six
refreshing low sugar flavours.

FEEL
G*C’D

BE KIND

| Al

% % NATURAL
NGREDIENTS

#youbuyweplant

Feel Good is a naturally flavoured range
of fruitful sparkling waters available in
three unique flavours. Feel Good has a
mission to ‘make the world feel better
one sip at a time’ and through the 3%
for People and Planet Fund’ the brand
donates 3% of gross to initiatives that
support people and planetary wellbeing
and we have a commitment to be net
zero by 2030.
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We're a one stop shop for the UK's hospitality and leisure industry with the widest
range of soft drinks brands, for post mix, frozen, and coffee occasions.

We are the UK's leading frozen beverage supplier with a range of enviable category
leading brands.

Frozen, fizzy and full of flavour, there’s no other slush like
the world's No.1 brand - ICEE. A favourite in the USA and
around the globe since 1967, ICEE is the Swizzle Fizzle
Freshy Freeze frozen drink. Our ICEE range can be found
chilling in some of the UK's largest cinema chains and
premium leisure venues.
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Starslush

PLE

ASE

RECY CLE

Starslush is the UK'’s favourite frozen drink, available in
over 5,500 outlets across the UK. The brand has a full
range of fabulous flavours. It's vegan friendly, sugar
free and contains vitamins A, C and E. So you can feel
good about quenching your thirst and tingling your
taste buds with Starslush, the perfect addition to any
day out.

SUPER
CHILL.

SUPER
TASTIE.

SLUSH PUPPIE, the original iconic frozen drink that
has been putting a smile on families faces for over
50 years across the world. Available in a range of
four delicious fruit flavours. It's vegan friendly, sugar
free and contains Vitamins A, C and E. The perfect
combination of frozen, healthy fun for all to enjoy.
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We have the widest and unrivalled range of
owned and licensed post mix brands across
the marketplace.

« Vimto
« Cocacola
« Coke zero

+ Diet Coke

+ Pepsi Working in partnership with Jacobs Douwe
Egberts - one of the largest coffee roasters
in the world, we supply high quality coffee
blends including Douwe Egberts, L'OR, Kenco,
+ Sunkist Tassimo and the unique liquid coffee concept

* Irn-Bru

* Ocean Spray

+ VRange Cafitesse.

SANVYg dno

1



c 0 N I E N I s Cm e

12

STRATEGIC REPORT

KEY PERFORMANCE INDICATORS 16
CHAIRMAN'S STATEMENT 18
OUR BUSINESS MODEL 20
CHIEF EXECUTIVE OFFICER'S REPORT 22
HAPPIER FUTURE REPORT 36

CHIEF FINANCIAL OFFICER'S REPORT 54
RISK MANAGEMENT 60
SECTION 172 REPORT 60

GOVERNANCE

THE BOARD

CORPORATE GOVERNANCE
STATEMENT

AUDIT COMMITTEE REPORT
REMUNERATION COMMITTEE REPORT
NOMINATION COMMITTEE REPORT
DIRECTORS' REPORT

74
76

84
88
96
98

NP

FINANCIAL STATEMENTS

INDEPENDENT AUDITOR'S REPORT
CONSOLIDATED INCOME STATEMENT

CONSOLIDATED STATEMENT OF
COMPREHENSIVE INCOME

STATEMENT OF FINANCIAL POSITION

CONSOLIDATED STATEMENT OF CASH
FLOWS

PARENT COMPANY STATEMENT OF
CASH FLOWS

STATEMENT OF CHANGES IN EQUITY

NOTES TO THE FINANCIAL
STATEMENTS

UNAUDITED FIVE YEAR SUMMARY

NOTICE OF ANNUAL GENERAL
MEETING
GENERAL NOTES

FINANCIAL CALENDAR

104
112
112

113
114

115

116
118

158
159

161
161

N1 N2.NT



S IKAIEUIL
REPORT

KEY PERFORMANCE INDICATORS
CHAIRMAN'S STATEMENT

OUR BUSINESS MODEL

CHIEF EXECUTIVE OFFICER'S REPORT
OUR HAPPIER FUTURE REPORT
CHIEF FINANCIAL OFFICER'S REPORT
RISK MANAGEMENT

SECTION 172 REPORT

14

16
18
20
22
36
54
60
60

140434 J1931VylS



REY
PERFORMACE
INDICATORS

2ol OVER

STRATEGIC REPORT N

REVENUE (M) ADJUSTED* OPERATING OPERATING PROFIT (EM)
PROFIT (EM)
147.0
118.7
28.7
21.9
m
2017 2018 2019 2020 2021 2017 2018 2019 2020 2021
+£25.6m +22% +£10.2m +88%
2017 2018 2019 2020 2021
(£24.2m) (367%)
ADJUSTED* PROFIT BEFORE PROFIT BEFORE TAX (EM) ADJUSTED* BASIC EARNINGS PER
TAX (EM) SHARE (PENCE)

72.81
&776 i

2017 2018 2019 2020 2021

2017 2018 2019 2020 2021

+£10.2m +88% +£20.59p +81%
2017 2018 2019 2020 2021
(£24.2m) (370%)
BASIC EARNINGS PER CASH AND CASH
SHARE (PENCE) EQUIVALENTS (£M)

2017 2018 2019 2020 2021

+£9.4m +20%

2017 2018 2019 2020 2021

(£73.18p) (557%)

*Excluding exceptional items set out within note 4 of the financial statements 17



NICHOLS

TRADING

Total Group revenues for the period were £144.3m, an
increase of 21.6% compared to 2020 and importantly,
broadly in line with pre-Covid 2019 levels.

Both the Still and Carbonates product categories
have recovered strongly in the period. Revenue of
Still products increased by 10.2% to £72.4m (2020:
£65.7m), now ahead of 2019 (£71.7m), driven by
the strong performance of the Vimto Squash
brand in the UK. Revenue from Carbonated
products increased 35.8% to £71.9m (2020:
53.0m; 2019: £75.3m), driven largely by the
gradual recovery of the Group’s OoH route
to market as outlets reopened, and by
strong growth in Africa.

In the UK, revenue increased by
21.8% versus last year to £111.6m
(2020: £91.6m) as the OoH route to
market recovered and the Vimto
brand progressed. For the first
time, Vimto brand's value in
the UK has exceeded £100m,
and increased by +6.3%
according to Nielson1,

THE

with Vimto Squash outperforming the dilutes market by
+10.4%.

Sales across our International markets were £32.7m,
an increase of 21.0% (underlying +9.8% adjusting for
the impact of the completion of the Group’s marketing
investment in the Middle East) versus the prior year
(2020: £27.0m). Performance in Africa at +17.1% was
particularly pleasing given the long-term opportunity
presented by these markets.

SHARE BUY BACK

On December 14, 2021, the Group announced its
intention to conduct on-market purchases under

a share buyback programme to repurchase up to
453,486 ordinary shares of 10p each in the capital of
the Group (the “Ordinary Shares"), representing up

to approximately 1.2 per cent of the Group's issued
share capital, pursuant to the authority obtained at the
Group's most recent annual general meeting, held on 28
April 2021 (the “Buyback”).

The purpose of the Buyback is to meet future
obligations under the Group’s SAYE Option Scheme
and/or Long-Term Incentive Plan. The Buyback will

be funded from the Group's existing cash resources

and all Ordinary Shares repurchased will be held in
treasury. Repurchases may be made up to and including
23 August 2022. Any repurchases made following the
Group's 2022 annual general meeting will be conditional
on further shareholders’ approval being obtained.
During December 2021, the Group repurchased 68,000
Ordinary shares under this authority, with a nominal
value of £6,800.

DIVIDEND

In 2020 the Board advised a dividend policy of broadly
2x cover, which balances shareholder distributions with
the investment needs and growth opportunities of the
business post-pandemic.

The Board therefore propose a final dividend of 13.3p,
which together with the interim, results in a full year

CHAIRMAN'S
STATEMENT

dividend for 2021 of 23.1p. The ex-dividend date will
be 24 March 2022 and payment will be made on 5 May
2022 subject to shareholder approval at the Group's
AGM on the 27 April 2022.

OUTLOOK

The Group enters 2022 with excellent momentum and
in a strong financial position. The Group's Adjusted PBT2
expectations for the year FY223 are unchanged, whilst
we remain mindful of the well-publicised inflationary
pressures which are now being realised.

In the medium term for 2023 we expect continued
revenue growth as well as inflationary and legislation
cost pressure. We expect to see, high single digit growth
in Group Adjusted PBT versus FY22.

The Board believes the Group is well positioned to
deliver against its long-term growth plans.

1 Nielsen Total Coverage 12 months to 1 January 2022

2 Excluding exceptional items

3 FY22 expectations refers to a Group compiled market consensus of adjusted
PBT £25.2m

John Nichols
Non-Executive Chairman
1 March 2022
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" Consumers

Like all great tastes - it w S HA# It's ultimately all about
all starts with the best s T & getting our much loved
g“ & brands into people’s

ingredients!
The ‘Vimto secret recipe’ is Q hands!

testimony to this. w §. ¢

Our much loved products Our retailers vary from
are made by the very best some of the biggest to

- ourselves or our supplier \ ; ﬂ some of the smallest in
partners. the world.

We use the most effective distribution

solutions to meet customer needs,
whether that be via our own team or an
expert partner.
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I would like to say
an enormous thankyou
to every single member
of the Vimto team who have
worked tirelessly to ensure

One of the key challenges during we have delivered against

We continue to build long-term

| am extremely proud of what we have achieved during
2021 which has once again proved to be a very
challenging year against a backdrop of issues for our
industry and society. Our priority in 2021 as it was in
2020 when the Covid-19 pandemic started has been
to protect the safety and wellbeing of our people,
continue to serve our customers and support the
local communities in which we work.

I would like to say an enormous thankyou to
every single member of the Vimto team who
have worked tirelessly to ensure we have
delivered against these priorities in often
difficult and demanding circumstances.

No brainer - Vimto Fizzy
Raspberry, Orange and
Passionfruit (in a can!)

its unique flavour and taste
continues to be loved by
consumers around the
globe.

The value of the Group’s diversification
across both the UK and internationally
has once again in 2021 proved to be
pivotal to the success the business
has achieved. The Vimto brand has
been the driving force of growth
both at home and abroad, and

the year has been maintaining
the availability of our products in
our customers’ outlets. Globally,

partnerships with several key

these Priorities in Often customers and distributors both
dl:ﬂ'icult and demanding in the UK and abroad who | would

we have seen a number of shortages circumstances. like to thank for their continued
on key ingredients, logistical challenges loyalty and support.
and insufficient labour availability in certain ,,

markets. | am pleased we have shown extremely
strong resilience to maintain excellent service levels
and ensure our consumers can still enjoy our brands
every day through our enhanced focus on operational
excellence.

The soft drinks market in the UK has proved to be
extremely resilient during 2021. Growth in the UK
on-trade sector has been strong as we observed fewer
restrictions and closures across the hospitality sector
versus 2020. Within the UK retail sector, the momentum
that was built in 2020, as more people consumed
products at home, has continued into 2021 with robust
growth being delivered both in stores and via growing
online platforms.

All the international geographies we operate in have
suffered a number of challenges similar to those felt in
the UK, but our brands have shown to be very resilient
and demonstrated their strength. Our continued focus
on driving growth across a range of global markets
throughout the year has proved beneficial. We have
delivered excellent in-market execution across the
Middle East, Africa, Europe and the USA. As a result, we
have driven growth and market share gains in all these
markets.

UK Soft Drinks

(Statistics given below are as measured by Nielsen for
the 12 months to 1 January 2022.)

In 2021, volumes in the £9.6bn UK soft drinks market
grew by +2.3%, whilst value sales grew by +8.5% versus
the prior year. Within the soft drinks market, the
strongest value growth was delivered across the Energy,
Water and Flavoured Carbonates sub-categories, whilst
Mixers, Dilutes and Lemonade all suffered declines
versus 2020.

The soft drinks category remains intensely competitive
and promotionally driven. However, we continue to
add value by focusing on strong in-market execution,
product innovation and new distribution gains.

For the first time in its 113 year history, the Vimto
brand achieved value sales worth in excess of £100m, a
significant milestone and an achievement that all of our
people should be extremely proud of.

Within the UK packaged sector, our dilutes portfolio
delivered very strong growth. It significantly
outperformed the market and gained share versus our

23
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competitors. As a result of this out performance, we
have firmly consolidated our position as the No.2 brand
in the dilutes market.

Our still Ready-to-Drink portfolio delivered double digit
growth in the UK marketplace, with our 500ml range
being the standout performer across all the sectors it
operates in.

It is also pleasing that our carbonates range delivered
+8.8% growth, driven by our performance across our
cans portfolio.

Delivering strong growth across all three sub-categories
we operate in has been encouraging against the tough
market conditions we faced during 2021.

We have also continued to ensure that all of our new
product innovation and marketing activity heavily
focuses on driving our ‘No Added Sugar’ ranges as part
of our healthier future strategic commitments and, as a
result, we have made strong progress across the year.

In 2021, innovation has again been at the core of our
growth. We have launched two new flavours across

the range and moved our broader flavours range into
a 2L dilutes format. We have also fortified our dilutes

portfolio with the addition of Vitamin C and D and
brought to market a brand new look to our packaging.
Launching new flavours and concepts are crucial to
ensuring we attract new consumers to the Vimto brand
and stay relevant to their changing needs and tastes.

Core to the brand'’s growth in 2021 has been the
introduction of our new marketing campaign Find Your
Different, which first aired in the spring. It was launched
with two through the line executions - one focused on a
masterbrand campaign to drive top of mind awareness
and a dilutes vitamin D campaign to target parents and
families. It was a fully integrated campaign across TV,
Video on Demand, Digital, Outdoor and Social. We also
ensured we supported the activity in store across our
key national accounts.

FIND YOUR
DIFFERENT®

o

o
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FEEL
G C’D

BE KIND

OUR FEEL GOOD RANGE

—

&%9(/ NO ADDED M
SUGAR
27 CALORIES 1009% NATURAL
PER CAN INGREDIENTS

During 2021, we relaunched our Feel Good brand into the
marketplace. We have repositioned the brand as a 100%
natural product with a strong set of ESG commitments.
We have successfully started to build distribution both in
single and multipack formats across the retail, foodservice
and convenience channels in the UK.

1 \ 4 VO/O NATURAL
A INGREDIENTS
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PUT SOME

Our Levi Roots brand had another successful year in 2021.
Strong growth of +24.7% was achieved, with the core flavours
and pack formats delivering this uplift. The key focus has
been on new distribution gains and strong in-market
execution.

We continue to work in partnership with all our
customers across the UK grocery, foodservice,
wholesale and discount channels. It has been more
important than ever during 2021 to have these
strong relationships in place, and we will continue
to put our customers’ needs at the heart of what
we do to ensure all our consumers can enjoy

our products every day.

THE LEv| g
OO0Ts TEapm
BARCoOpE FEST'VA?_ THE _*




THE UK ON-TRADE

Following an extremely tough
year in 2020 for the UK On-
Trade, we have seen the sector
recover strongly in 2021 as outlets
reopened. However, the industry
has had to face challenges with
some restrictions still in place impacting footfall, as well
as staff shortages and logistics issues.

New trends have emerged across the sector due to the
pandemic, with consumers now much more positive
about “al fresco” dining and visiting outdoor hospitality
venues, a boom in the suburbs as people are shifting
away from visits to city centres and consumers adopting
a "live for the moment” mindset.

| am pleased with our progress across our Out of Home
(OoH) business, as we have delivered +77.4% sales
growth versus 2020. However, versus 2019, the channel
is still down -31.4% due to some restrictions remaining
in place.

Encouragingly, year-on-year growth has been delivered
across all the channels we operate in within OoH.

A key driver of this has been due to the support we
have provided to our customers throughout the last
two years, which has enabled them to reopen their
businesses as restrictions have eased. As a result, we
have also retained a number of key contracts with
important customers.

Innovation remained important during 2021, and we
launched ICEE and Starslush ZERO (no sugar) products
to complement our current ranges. These launches
support our ambition to offer consumers balanced and
healthier choices. Consumer feedback to date has been
extremely positive regarding the new additions.
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During the year, we continued to ensure we invested in
exciting marketing campaigns across the sector, which
included in-outlet and digital campaigns.

Finally, we secured a long-term agreement to be
the exclusive partner to distribute the global No.1
uncarbonated frozen brand - SLUSH PUPPIE.

However, the OoH drinks market has been significantly
impacted by the pandemic with the prolonged closure
of many outlets. Whilst recognising the hospitality
trade has shown growth and is beginning to return to
pre-Covid-19 levels, it is doing so at a pace slower than
previously forecast and the margin progression after
overheads anticipated previously is now not likely to
be achieved without transformational change, in terms
of how the Group services the trade and its wider
customer base. Therefore, a full strategic review into the
Group's OoH route to market has commenced.

Throughout 2021 we continued to focus on supporting
our customers and partners across our entire OoH
channel. Ensuring that our valued customers received
the right service to guarantee product availability during
the various challenges the industry encountered has
demonstrated the resilience of our supply chains and
delivery model. | am extremely proud of the team’s
focus and commitment to support our partners during
this challenging period and throughout the ongoing
recovery from the impact of the pandemic.

SUPER
CHILL.
SUPER
TASTIE.




VIMTO
INTERNATIONAL

During 2021 the
challenges presented
by the Covid 19
pandemic and supply
chain restrictions in the UK
have been echoed across
all our International markets.
Considering these challenges,
| feel extremely proud that the
teams have delivered +21.0% sales
growth versus 2020. It is particularly
pleasing that this growth has been
delivered across all our key markets through
strong execution, innovation, new and exciting
marketing campaigns and new distribution wins.

Our growth across the African continent in
2021 has been extremely strong, delivering sales
growth of +17.1% versus last year. This has been
delivered through a combination of our integrated
marketing campaigns, new flavours, extending our pack
formats and a strong focus on market execution in a
number of our core markets. In Algeria, we launched
a new 2L pack format across our carbonates range.
This was aimed at capturing the take home/multi-serve
opportunity in the market and has been well received
by our customers and consumers across the country. In
Sudan, we launched a range of still products to extend
our portfolio in this market. We have invested in strong
marketing campaigns to drive consumer awareness and
the resulting sales performance has been positive.

The Middle East market has once again proved
extremely resilient, delivering +33.6% sales growth
versus 2020. This has been against tough market
conditions due to rising taxes and conflicts taking place
across the region.

Our long-standing (over 90 years) partner, Aujan Coca-
Cola Bottling Company (ACCBC), delivered another
outstanding marketing campaign during Ramadan. The
“Sweet Togetherness” campaign - which promoted the
introduction of a No Added Sugar product alongside
themes of togetherness, health, cooking and value for
money - was heavily focused on driving awareness via
online channels. The campaign was extremely popular
and reached 2.5 billion views on TikTok and 2.5m views
on YouTube.
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PAIGN
THE SWEET TOGETHERNESS CAM

Our partner in the Yemen faced many operational
challenges due to the ongoing hostilities in the country,
but still delivered a robust performance on the back of
strong in-market execution and distribution gains.

2021 has again seen us deliver another strong
performance across the USA with our long-standing
partners, the Ziyad brothers. Through excellent in-
market execution and strong marketing campaigns, we

delivered +21.6% sales growth versus the previous year.

Across all of our European territories, we again focused
on expanding new points of distribution for our core
products within key customers, which resulted in

us delivering market share gains and positive sales
momentum.

b
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OUR STRATEGIC FRAMEWORK

Our core purpose as a business is to ‘Make Life Taste
Better’ which our people live and breathe every day. We
want this purpose to inspire all the partners we work
with and the consumers across the globe who enjoy our
brands on a daily basis.

32
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STRATEGY IN ACTION - GROWTH PILLARS

—— CORE PRODUCTS, CORE CUSTOMERS, CORE MARKETS. —

Our core brands continue to be
loved by all our consumers and
customers and we will continue
to invest and drive growth in
these key areas. 2021 has again
shown how important our core
products are across our core
markets as demonstrated by the
strong growth delivered via our
excellent marketing campaigns
and in market execution.

RIGHT PRODUCTS, RIGHT PLACE, RIGHT TIME. —

As we continue to expand our range of products and
portfolios, we have focused on driving new points of
distribution within new channels and new geographies. We
have also through our enhanced operational excellence
programme focused on ensuring we drive strong customer
service and product availability to ensure our consumers
can enjoy our products whenever they desire one.

33



STRATEGIC REPORT

INNOVATION AND ACQUISITION.

Driving growth through innovation and acquisition will continue to be at the heart of our long-term growth strategy.
This pillar has delivered growth in the business over many years and will continue to be a key area in which we will
prioritise our efforts. Using consumer and market insights to understand the long-term trends, will be crucial in
ensuring we carefully plan the evolution of our business growth.

34
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—— MAKING LIFE TASTE BETTER FOR EVERYONE. —

I am very proud that this year we are also publishing our first standalone Happier Future Report visit
www.nicholsplc.co.uk/happier-future which outlines the Nichols vision for a Happier Future.

Core to our vision is a long held belief that Everyone Matters, with a focus on the wellbeing of our people and our
communities, particularly supporting the people in those communities who need it most.

Fundamental to creating our Happier Future is to have Products that we are Proud of - from helping our consumers
to make healthier hydration choices, to having sustainable packaging solutions and ensuring that we source our
ingredients and materials responsibly.

All businesses have an important responsibility to tackle the global climate crisis and at Nichols, we are serious about
Owning Our Climate Impact and are taking the right actions to reduce our own direct emissions and working closely
with the partners across our UK in the first instance, to reduce our impact throughout our supply chain.

Summary:

As we focus on 2022, | have no doubt that we will continue to operate in a challenging and changing environment
that will continue for a sustained period. Inflationary headwinds are going to be a key threat which we will aim

to mitigate through savings realised as part of our operational change programme and the implementation of
appropriate pricing strategies.

Over many years, soft drinks has proven to be a highly resilient category which has again been evident in 2021.

| feel confident that given our high brand equity, diverse business model, strengthened balance sheet, clear ESG
commitments and exceptional people, we can continue to achieve our long-term strategic objectives and deliver
continued profitable growth.

Andrew Milne
Chief Executive Officer
1 March 2022
35
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INTRODUCTION

Consumers don't just buy our drinks, they buy our
values. Our Happier Future framework sets out our
approach to doing business in the right way, for our
consumers, customers, partners, teams and the world
around us.

We've evolved our Happier Future strategy to focus on
three core pillars, which we report against to measure
our progress each year:

¢ Everyone Matters
* Products we're Proud of

¢ Owning our Climate Impact

HAPPIER —= FUTURE

WE MAKE

LIFE

BETTER

TOGETHER WE WILL CREATE A HAPPIER FUTURE FOR OUR PLANET

DOING THE RIGHT THINGS, IN THE RIGHT WAY

Starts with Our People -
their wellbeing & their

Our Local Communities -
supporting the young
people who need it most

Healthier Hydration
difference Sustainable Packaging

Responsibly Sourced

Reducing Direct Emissions

Decarbonising our
Supply Chains

Responsible Water Usage

EVERYONE N
S MATTERS

At Nichols, we want to ensure everyone is looked after, from our colleagues to those in our local communities. Our
approach is led by our core values, with a focus on putting our people first and giving back to our communities.

“Everyone Matters” is core to our Happier Future strategy and fundamental to our values at Nichols; we want to
“make life taste better” for everyone. The primary consumers of our products are young people, and we want to
support them with more than just refreshment. We are committed to improving the lives of those young people who
need it most - through raising aspirations by providing opportunities to develop their skills and careers.

The pandemic continues to have a significant impact on our business and our ways of working. In 2021 the health
and safety of our people, partners and communities has remained a priority for the business.

HIGHLIGHTS THIS YEAR INCLUDE:

Putting our People first Giving back to our Communities

+ Focus on wellbeing - resilience training offered to all + Day to Make A Difference - our employees
members of staff volunteered in their local communities across the UK

+ Regular Covid Wellbeing check-ins for employees held + £20,000 invested in Waves for Change's accelerator
over the year programme to expand surf therapy to more children

. . . . o across Africa
+ Launch of our first Inclusion and Diversity policy in

September 2021 + Long-term supporter of Warrington Youth Club (WYC)

+ #ThislsMe - employees from across the business + Sponsorship of Salford City FC Development Teams
volunteered to share their stories, celebrating the
diversity and difference we have in our business

FOCUS FOR THE FUTURE:

Putting our People first Giving back to our Communities

+ Our employee engagement survey in 2022 provides + Pledge to improve the future of over 100 young
another opportunity to listen to our people and take people in our local communities by 2025 by raising
action where appropriate to ensure life continues to aspirations through skills development and by
taste great working at Nichols providing career development opportunities

+ Develop our three Inclusion & Diversity priorities, + Continue to support further rollout of the Wave
including establishing two communities, Female Accelerator Project and surf therapy internationally

nSSlo,
N 'I"» pAusE.BE

@’mﬁ‘f © 5 s YNCE
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PEOPLE PARTNERSHIPS BRANDS

Leaders Network and LGBTQ Resource Group, to
inform and drive an inclusive culture

+ Using data and insights from employee engagement
to shape strategic approach to Inclusion & Diversity

+ Embedding Day to Make a Difference into annual
employee volunteering programme

This year, we've also published our first standalone
Happier Future report, which goes into greater detail
about our business principles and commitments to

36

deliver a Happier Future for all stakeholders. To read
our Happier Future Report, visit
www.nicholsplc.co.uk/happier-future



OUR PEOPLE facilities and training. Our manufacturing operation at
Ross-on-Wye continues to demonstrate its strong safety

culture, evidenced through the annual audit processes.

STRATEGIC REPORT

Our people are the foundation of our business, and it's
thanks to their continued motivation to find a better way
that we have had a successful year. For office-based employees we know that remote
working over the pandemic has been challenging. In line
with government guidance, we have been encouraging
people to return to their normal workplace to increase every day.

productivity, collaboration and wellbeing.

INCLUSION & DIVERSITY

2021 has been another year of continued and sustained
challenges presented by the ongoing pandemic. The
uncertainty around coronavirus throughout the year
and various lockdowns, isolation periods and sickness,
have all been draining experiences for many of our
employees. We fully recognise that these challenges
have extended well beyond the workplace, such as our performance & development process. In addition,
remote working, home schooling and a reduction in we offered our employees and people managers the
ability to collaborate, all of which have had animpacton  opportunity to attend resilience training.

our people’s resilience over time.

We are committed to being an inclusive employer and are learning what this means

Whilst our people tell us that Nichols plc is a great place to work, we know we can do
more. We've been around long enough to know that we cannot create value without
people feeling valued, and that's why we are committed to ensuring every employee
feels included and can bring their whole self to work and feel positive about their
contributions.

Our focus on our people’s mental wellbeing continued
in 2021 through regular one-to-one discussions and

We recognise that there are many facets that make up who we are such as thinking
Our internal Wellbeing Hub is a holistic access point and processing styles, nationality, ethnicity, gender, sexuality and life experience’
for the various wellbeing resources that we provide.
We offer 24/7 helplines for counselling, medical
appointments and legal, financial and support, as well
as 24-hour access to GP services and specific helplines
for supporting managers with their roles. Through the
My Healthy Advantage Wellbeing App, employees have
access to a range of personalised wellbeing tools.

Therefore, finding new ways to bring our people
together has been an important part of how we have
operated this year.

A priority is to build more diverse teams to more accurately reflect our
consumers, customers and partners, increasing wider representation
within our workforce.

STAR AWARDS Developing our talent and providing all our employees with opportunities

for growth is essential to our success. We know that we are at our best
when we bring together our different life experiences, ways of thinking
and individuality, and by empowering our people to bring their whole
self to work, we unlock the valuable diversity of thought, backgrounds,
experiences and identities. This has been a focus for us through

our talent acquisition strategy and while some progress has been
made, we recognise that to make a substantive change, we need

We strongly believe in encouraging recognition for

the fantastic work our employees do, and our local

Star Awards are designed to share and celebrate our
people’s successes. During the year these are nominated
by peers within each function of our business, and in Our latest wellbeing check in survey took place in July
February 2021 we held an annual awards ceremony to 2021.

celebrate the exceptional contributions, achievements

EMPLOYEE SURVEY

and commitments of our employees. There were 42
winners of the Local Star Awards from across our
business and 5 ultimate winners of the Annual Star
Awards.

Nomination categories included:

+ Bleeds Vimto Award for always demonstrating Vimto
values

* Unsung Hero Award for delivering great things,
despite challenges and without seeking recognition

+ Smashes it Out of the Park Award for significant
achievement

+ Team of the Year Award as recognised by the Senior
Leadership Team

+ 1908 Award for individual outstanding contribution
and impact as recognised by the Senior Leadership
Team

WELLBEING

We are committed to providing 360° support to our
employees to protect their mental, physical and financial
wellbeing across all our different working environments.
In 2021 our dedicated health and safety team continued
to work across all workplaces to ensure physical
safety in the workplace, and a focus on continuous
improvement across our Out of Home Depots in both
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The highlights of the survey demonstrate the
consistency of how our employees have felt throughout
the pandemic in terms of how the business has
communicated with them, prioritised their own and
their families’ wellbeing and taken all steps to protect
their health, safety and wellbeing:

* 97% of employees felt the business cared about their
health, safety and wellbeing

+ 94% felt supported and respected by their colleagues
and managers

+ 96% felt the business has put employee health and
wellbeing first in making decisions about the risk of
COVID-19

+ 98% felt that communication from the business has
been open and honest

+ 65% felt confident about working from their ‘normal’
workplace, which is an overall increase from previous
surveys

+ A consideration that is top of mind for the business
is how the pandemic has generated an increase in
work for many employees. This was reflected in
the 64% of employees who felt their workload was
reasonable

Our next full engagement survey will be held in 2022,
and the results included in the 2022 Annual Report.

to adopt an approach that focuses on emerging talent.

Given the above, in 2021 we continued to build towards an
Inclusion and Diversity Strategy, which will be formalised
during 2022.

Ouir first Inclusion and Diversity policy was approved by
the Board in September 2021.

#ThislsMe

#ThisIsMe is a new initiative from 2021 aimed
at bringing to life the brilliant individuality and
difference that makes up Nichols. We are proud
of the diversity that exists within our business,
and we wanted to find out more about what
makes us, us!

This year, through #ThislsMe we
encouraged employees to “find their
different” and share their different
experiences and perspectives on life,
love, family, faith... and everything in
between. Our employees jumped

in and shared their stories with

the rest of the team.
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NICHOLS PLC IS PLEASED TO PRESENT ITS GENDER glr:lm'\éﬁius *

PAY GAP REPORTING RESULTS AS OF 5 APRIL 2021 WITHIN THE SLT 20
& MANAGERS 10

® MALE @® FEMALE 0

SLT Managers

SPLIT BY GENDER

The 2021 split remains consistent with 2020 levels. PROPORTION OF MALES AND FEMALES
During the pandemic and in line with the general market, RECEIVING A BONUS

talent acquisition across has proven challenging in some Every employee has the potential to earn a bonus at
functions in terms of the external talent pools available Nichols Plc.

for certain skills. We are pleased that we achieved close

to an equal split of new hires during 2021. For new employees, eligibility in their first year will

70% be based on their start date in the calendar year.

92%
ELIGIBLE

97%
ELIGIBLE

This continues to be a key area of focus for the business —— Bonus is linked to both Group performance and

and we are seeking to identify new ways to bring in personal objectives.

more female talent in order to make a substantive

change to this split over the coming years. We have a o Therefore, data shows those employees not eligible

large employee group within our Out of Home (OoH) 30 A) for a bonus in 2021 due to their start date.

operations function, with males making up a significant ® MALE ® FEMALE

proportion.

This reflects the external talent pool for these roles in the

market. PROPORTION OF MALES & FEMALES IN EACH PAY

OUARTILE & WITHIN SLT AND MANAGERS

MEAN/MEDIAN PAY GAP BONUS*
VARIANCE IN MALE PAY TO
FEMALE PAY

2021 saw parity in the median bonus for males and
females for the first time since reporting. The mean

2021 BOTTOM SECOND THIRD TOP
MEAN 15 % MEDIAN ()% 30% 70% 22% 78% 36% 64% 29% 71%
bonus saw a significant swing towards males, explained

by the succession changes in the Executive structure and I I

the changes to LTIP rewards at the Senior Leadership 2020 BOTTOM SECOND THIRD TOP
Team (SLT) level. For these same reasons we saw a HOURLY PAY* 31% 69% 29% 71% 35% 65% 29% 71%
swing towards males on mean pay, whilst median pay o o
remained higher for females and saw a further swing MEAN 7 /o MEDIAN ]0 /o
from 2020, in part attributed to a continued higher

proportion of female representation in the top two pay The proportion of males and females in each pay proportions in each quartile as described above.

quartiles than within the male population. quartile continues to reflect the workforce and remains Changes in personnel and Executive structure has
consistent with 2020. resulted in a small shift in the gender balance towards
. . males. Encouragingly, in our management structure
Good progress has been made in developing our female - )
1 there has been an increase in the number of female

talent particularly in our leadership pipeline, with a
@® MALE @® FEMALE P y ) PPIp ) managers.
longer term plan to realise a more balanced gender split

*Variance in male pay to female pay. across our workforce to see a substantive change to the

@ FEMALE

@ MALE
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COMMUNITIES

We believe that every young person matters, and yet in
today’s society access to opportunities is not equal. We
want to offer a leg up to those who need it most in our
local communities. These values are at the heart of our
Everyone Matters strategy.

We are committed to providing support to those who
need it most to help them achieve their full potential,
and to foster social mobility in our local communities. In
2021, we continued to support Warrington Youth Club
with our patronage and to support Salford City FC's
Development Teams.

Going forward, we pledge to improve the future of over
100 young people in our local communities by 2025,
raising aspirations through skills development and by
providing career development opportunities.

For our local communities in the UK, during 2021, we
conducted a research project in collaboration with Social
Mobility Pledge to enable us to better understand where
the specific social mobility challenges lie in our local
communities in the UK. We are now using this research
to devise a comprehensive three-year plan to deliver

on our pledge and ensure we are delivering the right
support, where it is needed most.

WAVES FOR CHANGE

Our commitment to providing opportunities for young
people extends to our international business with our
on-going support for the Waves for Change (W4C)
Initiative.

Since 2009, we have supported W4C, a non-profit
organisation that offers Surf Therapy programmes to
children from disadvantaged backgrounds, working in
South Africa, Liberia and Sierra Leone, with a total of 24
partners across ten different countries.

Surf Therapy combines the positive benefits of surfing
and physical activity with activities that help young
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people build protective relationships, identify their
emotions, learn to self soothe and help them build a
positive vision of their future. The programme supports
approximately 1800 children participants, at-risk
children referred to W4C's ten-month mental health
programme.

We support W4C's mentors by providing essential
resources for the programme such as transport, surfing
equipment and access to psychiatric support. During
the pandemic, Waves for Change adapted to become an
online service, providing tablets and smartphones, and
distributing food parcels and vouchers.

In 2021 we continued to support The Wave Alliance,
an accelerator-type project through which W4C's surf
therapy is achieving global scale and impact. W4C
provide training and support to partner organisations
who open their own surf therapy programmes in their
respective countries. W4C equip as many partners with
the knowledge and essential equipment they need to
carry out their surf therapy. This includes coordinating
research, programme design, and staff training. The
aim is for these local partners to then grow their own
evidence-based surf therapy programmes across Africa
and globally.

In 2021 we contributed a total of £20,000 to supporting
the growth of the Wave Alliance, programme setup and
training. In addition, rash vests were shipped out to the
different Wave Alliance Programmes along with branded
surf boards, and Nichols funded the re-branding of the
transport used to collect children from towns in Western
Cape, South Africa, and take them to the surf therapy
programmes.

DAY TO MAKE A DIFFERENCE

We are proud of the impact that our employees have
on their communities, and through our Day to Make a
Difference programme we offer our employees time to
volunteer locally or with our charitable partners. In 2021

our employees again volunteered across the UK, taking the
time to give back to their local communities.

Examples included:

* 96 bags of rubbish collected and a total of 150 miles
walked during beach clean-up projects in Formby, Ty
Mawr, Tynemouth and Weston-Super-Mare

+ Gardening project in Shotton to create an outdoor
education centre to provide health and wellbeing
activities to members of the community

+ Volunteering and fence building with young
people from Warrington Youth Club at
Children’s Adventure Farm Trust

+ Over £1000 raised supporting MacMillan
Coffee Mornings

+ Building a Community Garden for
Manchester Urban Diggers

+ Charity shop sorting at
Willowbrook Hospice

+ Painting the Community
Centre at St Helen's YMCA




PRODUCTS
WE'RE PROUD OF

We're passionate about making products consumers love - it's at the heart of what we do. We recognise that
consumer needs are evolving, not least the importance they place on buying products from responsible businesses.
What this means for us is developing products that allow consumers to make healthier choices and continuing to

challenge ourselves to find sustainable solutions to our packaging use.

HIGHLIGHTS THIS YEAR INCLUDE:

Healthier Hydration

+ Our sugar reduction strategy saw us remove 597
tonnes of sugar from our UKP products, an
8% decrease since 2020

+ Vimto squash relaunched in the UK with vitamin
fortification to provide greater health benefits

Sustainable Packaging

+ Continued commitment to improving UK waste
collection and recycling with all Packaging Recovery
Notes directed to the UK

+ Focus on packaging innovation in 2021, with recycled
polyethylene tetraphyte (rPET) trialled in all SKUs and
trials completed on low density polyethylene (LDPE)
case shrinks and pallet wraps to incorporate a
minimum of 30% Post-consumer Waste (PCW)

FOCUS FOR THE FUTURE:
Healthier Hydration

+ We will be 100% HFSS Compliant on our owned
portfolio ahead of the introduction of legislation in
October 2022

+ All UK frozen slush products will be No Added Sugar
from 2022

+ We plan to continue our strategy to better meet
emerging consumer needs in healthier hydration
through renovation and innovation

Sustainable Packaging

+ Implementing our roadmap to achieve our
commitment of 100% rPET in the UK packaged
portfolio by 2025, moving to 51% rPET in 2022

HEALTHIER HYDRATION

Providing our consumers with products that enable
them to make heathier choices is part of our DNA. Our
continued commitment here has been to evolve our
existing product ranges and develop new products to
better meet evolving consumer needs. In 2021 we are
delighted to share the following achievements:

Sugar Reduction

In 2021 we continued to reduce the sugar content across
our product portfolio both in the UK and Internationally.
All our products in the UK remain exempt from the Soft
Drinks Industry Levy (SDIL), with 99% of our UK ranges
now low or no added sugar (NAS). All products in our
innovation pipeline for both UK Packaged and OoH will
be low or NAS.

In 2021 sugar usage* across our UK Packaged portfolio
fell by 597 tonnes, with a saving of 9,346m calories.
Since 2015, our sugar usage has reduced by 36%, while
our volume in litres has grown by 30%. No Added Sugar
(NAS) variants now account for 49% of total Vimto

brand sales and 62% of squash sales. Calories per litre in squash have reduced by 25%
compared to 2015. Even with increased volume, this has led to an annual saving of
350 tonnes of sugar in squash versus 2020.

In Carbonates, strong progress has been made on a 5-year basis, with NAS now
accounting for 33.6% of sales versus 20.3% in 2015. Whilst in 2021, sugar usage
fell by 281 tonnes, due to the impact of the COVID pandemic, coupled with
availability of products being limited due to CO2 shortages, we saw a yoy
decline in % NAS sales (from 44% in 2020).

In our Out of Home route to market, we are pleased to have reduced
sugar content® across our own postmix and frozen brands by 16%
versus 2020. From 2022, all UK Frozen slush products will be NAS.

This focus extends to our international business, where we continue
to work closely with international partners to explore ways to
accelerate their uptake of lower sugar recipes. We've reduced

sugar levels in our carbonated products in a number of markets
across Africa, including a 20% sugar reduction in products
locally produced in Algeria. In addition, our longstanding
partner in the Middle East, Aujan Coca-Cola (ACCBC)
launched their first NAS Vimto Cordial and Still product and
featured the NAS cordial in the celebrated 2021 Ramadan
campaign.

*Per litre of product
Added Nutrients

2021 saw a fantastic achievement as we fortified
our range with added Vitamins C&D**, bringing
additional health benefits to our consumers.
Fortification was introduced across 100%

of our core Vimto squash range and
represented 45% of our total UK Packaged
portfolio. We plan to continue our
strategy to better meet emerging
consumer needs in healthier hydration
through innovation.

**Vitamin C&D is in the following Vimto squash
products: Vimto Original, Vimto No Added
Sugar, Vimto Orange, Strawberry & Lime,
Vimto Mango, Strawberry & Pineapple
and Winter Warmer. All flavours contain
Vitamin D
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SUSTAINABLE PACKAGING
Packaging strategy

We take a responsible and practical approach to how
packaging is used throughout our organisation and are
committed to working with our partners and the wider
industry to promote sustainable options and encourage
responsible consumer behaviour.

UK Packaged

We challenge the use of packaging across our
operations and remove as much as we can wherever
possible. Since 2019, across our UK Packaged portfolio
we have successfully removed over 120 tonnes of
plastic, a 9.2% reduction, as well as 17 tonnes of
aluminium, a 23.6% reduction. This was largely driven
by reducing the material usage of our bottles and cans,
with zero compromise to the integrity of our packaging
quality. In 2021 we focused on trialling rPET in all Nichols
SKUs. In addition, trials have been completed on the
LDPE case shrinks and pallet wraps to incorporate at
least 30% PCW.

Throughout 2021 we made further progress on
increasing the use of recycled PET in our packaging.

We have set out a roadmap to achieving 100% rPET

in our UK packaged portfolio by 2025, with 51% rPET
by the end of 2022. To achieve this, we are committed
to sourcing rPET from the UK or Europe, as opposed

to high emission imports from Asia or further afield.
Although this means we're on a slower journey to reach
our target, we're confident this is the most responsible
option.

During the year we continued to guarantee all packaging
used or supplied on our UK packaged products is 100%
recyclable, and the shrink film wrap used on our cordials
contains 50% post-consumer recycled waste, which
would otherwise have ended up in landfill.

Ensuring we have the right infrastructure in place

to recycle and re-use plastic will increase availability

of recyclable content in the country and is the most
sustainable solution going forward. It requires
collaboration with manufacturers, retailers, government
bodies and end consumers. With the recent
confirmation that the Deposit Return Scheme (DRS)
Scotland will go ahead in 2023, we are fully involved in
supporting its implementation, working closely with the
British Soft Drinks Association (BSDA). This places the
industry in a strong position for the expected rollout of
the DRS across the rest of the UK.
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OoH

As the UK leader for frozen drinks, we have an
opportunity to define a sustainable future for the sector.
We embrace this opportunity and are actively exploring
options that will deliver long-term sustainability by
minimising both waste and emissions.

The packaging strategy for our OoH business has
continued to focus on two core areas: the cups in which
we serve our frozen drinks and the materials we use to
protect our post-mix products for delivery.

Our frozen business uses 100% recyclable plastic cups
and paper cups which unfortunately due to their plastic
lining aren’t currently widely recyclable, largely due to
the availability of commercialised technology. Beyond

our cups, we have made a full transition to paper straws.

We're now focused on developing fully recyclable Bag
in Box (BiB) solutions with our suppliers, as well as
removing the plastic shrink from our BiB formats as
we've already successfully done so with our Juice and
Frozen Slush ranges.

RESPONSIBLY SOURCED

The unique flavour of our products begins with quality
ingredients sourced from trusted and responsible
suppliers. We source ingredients and materials primarily
from suppliers across Europe, many of whom we have
been working with for decades. As a result of these
longstanding partnerships, we have transparency of
product quality, labour protections and environmental
practices.

We are developing a comprehensive strategy to ensure
partner compliance with sustainable practices and
ethical standards throughout our supply chains.

STRATEGIC REPORT

OUR ST

ARSLUSH TRAILER AT
THORPE PARK




OWNING OUR
CLIMATE IMPACT

The climate crisis is the greatest issue facing society today, and as a responsible business we have an important role
to play in owning our impact. By taking science-based actions to reduce our total emissions and by understanding
and reviewing our operational footprint and supply chain, we are able to ensure we are conducting our business in

the most sustainable way.

HIGHLIGHTS THIS YEAR INCLUDE:

+ 43% decrease in normalised gross emissions (tCO2e/
KL intensity ratio) in UK Group operations versus
2020. On a like-for-like operational basis and with
consideration to normalised production volumes,
2021 net emissions across UK Group operations are
20% lower versus 2019

+ Switch to green energy tariffs at our sites, backed
by Renewable Energy Guarantees of Origin
certificates, resulting in a reduction in net emissions
of 199 tCO2e

+ Collaborated with UK co-packers to calculate
emissions data and identify opportunities for
improvement

+ Implemented strategic projects that will lead to
further reductions of both gross and net carbon
emissions

FOCUS FOR THE FUTURE:

+ Develop the full roadmap to net zero for Scope
1and2

+ Continue with our implementation plan to deliver
on our commitment to reduce our absolute Scope 1
& Scope 2 GHG emissions by 25% by 2025 including
the decarbonisation of our OoH fleet

+ Working with our partners, to understand our Scope
3 impact

+ Develop our Water Strategy focusing on water use
and reduction in our end products, manufacturing
processes and ingredient growing

DECARBONISING OUR SUPPLY CHAIN AND
EMISSIONS REDUCTION

Nichols has a strong track record of carbon reduction -
20% reduction achieved from 2019 to 2021 and we are
developing our plan to ensure our transition to net zero
for Scope 1&2 emissions. As part of our science-based
approach, we are keen to ensure the validation of our
plans.

In accordance with The Companies (Directors’ Report)
and Limited Liability Partnerships (Energy and Carbon
Report) Regulations 2018, we have prepared a
Streamlined Energy & Carbon Report (SECR) for the
2021 financial year. This measurement and reporting
of environmental performance will drive direct benefits
for the business such as lower energy costs, improved
understanding of exposure to the risks of climate
change and by allowing the business to demonstrate
sustainable leadership within the soft drinks industry.
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Therefore, the following report has been prepared in
conjunction with Carbon Architecture who we have been
working with since 2016 to provide independent analysis
of our carbon footprint across our UK Group operations.
We have selected tCO2e/ kL as our SECR ratio as we feel
this is most aligned to the activities of the Group.

Our business operations were significantly impacted

in 2020 by the Covid-19 pandemic, which resulted

in @ 59% decrease in production volumes at our
Ross-on-Wye factory compared to 2019. This in turn
reduced our energy usage and carbon emission rates.
In 2021, Nichols' production rebounded with a 73%
increase in production volume. Nichols' total Scope 1

& Scope 2 energy consumption 2021 was 4,745 MWh,
resulting in gross carbon emissions of 1,201 tCO2e.
This excludes Scope 3 emissions of our partners. These
figures correspond to a 1% decrease in total energy
consumption and a 2% decrease in gross emissions
compared to 2020. Due to the minimal change in energy

LAUREL HOUSE HEAD OFFICE

and carbon, but a significantly increased production
output, normalised gross emissions decreased by
43% from 244 tCO2e/kL to 138 tCO2e/kL drinks
produced. On a like-for-like operational basis and with
consideration to normalised production volumes,
2021 net emissions are 20% lower versus 2019,
demonstrating the positive progress we're making on
our journey to Net Zero.

Due to our outsourced business model, most of the
emissions from the manufacture and delivery of our
products are not created by our business directly but
through our partners across our supply chain. The

first step to collaboratively reducing these emissions

is measuring them, so we are implementing clauses in
our contracts for key members of our supply chain that
require them to report annually on their emissions,
present a credible path to net zero by 2050, and
demonstrate annual reductions in greenhouse gases.
We have already calculated the carbon emissions of our
UK co-packers and from 2022 we will focus on sourcing
the necessary information from our partners to get full
clarity of our Scope 3 emissions.

Many of our international partners need to build the
capacity to measure emissions, and we will be working
with them to support this. Nichols will continue to
assess climate-related risks going forward and adjust
our strategy as the studies we are undertaking into our
supply chain emissions yield a greater understanding of
potential exposure.

In 2021, Nichols produced 100% green electricity for
our Ross-on-Wye factory and Laurel House Head
Office. At least 76% green electricity was consumed
at our depots. The purchase of green electricity
through tariffs backed by Renewable Energy
Guarantees of Origin certificates

covered 97% of all electricity

consumed in 2021. Additionally, at

two of our depots, Swindon and

Newcastle, 90% of the natural

gas consumed is purchased via

a green tariff, which involves

the retirement of Renewable Gas Guarantees of

Origin certificates. The result of these green tariffs is

a reduction of net emissions of 199 tCO2e, or 17% of
the gross emissions. Therefore, the 4,745 MWh energy
consumed resulted in net carbon emissions of 1,002
tCO2e, corresponding to a 50% reduction in normalised
net emissions in UK Group operations when compared
to 2020, reducing from 229 tCO2e/ML to 115 tCO2e/ML.

Nichols has further increased our focus on energy-
saving measures in the last year. At our Ross-on-Wye
factory, we have continued to make improvements
to lighting systems through replacing old units

with high-efficiency LED lighting. Additionally, we
have removed a high energy consuming plastic film
wrapping machine from use to further optimise our
electricity consumption. At our Laurel House Head
Office, we have recently installed solar panels and an
air source heat pump to produce hot water, removing
the need for a gas boiler. Furthermore, during 2021
employee engagement topics included increasing the
understanding of our carbon footprint at work and
encouraging simple steps to reduce our footprint.
We have commenced the work to replace our OoH
transport fleet with electric vehicles.
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Parameter

Natural gas consumed
Grid electricity consumed
Transport fuels consumed

Total energy consumption used to calculate
emissions

Emissions from combustion of gas (scope 1)

Emissions from transportation in vehicles owned
or controlled by reporting company (scope 1)

Fugitive emissions from refrigeration plant (scope

1)
Emissions from purchased electricity (scope 2)

Emissions from business travel in vehicles owned
or operated by 3rd parties (scope 3)

Total gross carbon emissions

Carbon reduction through green electricity tariff
Carbon reduction through green natural gas tariff
Total net carbon emissions

Intensity ratio: Total gross emissions per 1m
litres of product

Intensity ratio: Total net emissions per 1m
litres of product

Methodology

Units
kWh
kWh
kWh

kwWh

tCO2e
tCO2e

tCO2e

tCO2e
tCO2e

tCO2e
tCO2e
tCO2e
tCO2e
tCO2e/ML

tCO2e/ML

Current
reporting year
01/01/21 - 31/12/21

451,700
957,010
3,336,348
4,745,058

83
789

126

203

1,201
(196)
3)
1,002
138

115

Comparison
reporting year
01/01/20 - 31/12/20

638,415
876,145

3,270,397
4,784,957

117
786

120

204

1,227
(74)

1,153
244

229

This report has been prepared following the GHG Reporting Protocol - Corporate Standard

and using the guidance set out in Environmental Reporting Guidelines: Including streamlined

energy and carbon reporting guidance - HM Government (March 2019).

Energy consumption data has been sourced from utility supplier invoices, or where this is not

available calculated from site-based records and travel expense data.

Conversion from energy to emissions was completed by application of the relevant emissions
factor from UK Government GHG Conversion Factors for Company Reporting for the

appropriate year.

Energy Efficiency A program to install high-efficiency LED lighting, including proximity sensors where

Action

our electricity use for lighting throughout the factory.

appropriate, has continued within our Ross-on-Wye factory. This results in the optimisation of

Secondly, a plastic film wrapping machine has been removed from production due to its high
energy intensity. The removal of this machine has reduced the consumption of electricity
associated with packaging our products.

Solar panels and an air source heat pump have been installed at our Laurel House head
office, reducing the consumption of natural gas for providing hot water for the office staff.

Finally, Nichols has continued a program of staff engagement which involves suggesting

practical ways in which they can reduce their carbon footprint at work, including simple
actions like turning off lights and equipment when not in use.
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WATER

At Nichols we are all about maximising healthy
hydration, whilst respecting water use throughout our
product lifecycle. A large proportion of our products are
concentrates - from cordials to our postmix bag-in-box.
By concentrating our drinks, we reduce pressure on
local water resources at manufacturing sites, as well as
being an efficient logistics operation. Less trucks on the
road and ships at sea is one of the ways we can drive
lower emissions within our supply chain.

We recognise that, with both the need to keep reducing
emissions from water transport and the risk of
increased water scarcity in some of our markets, it is
more important than ever to ensure sustainable water
use. That's why we will be developing our water strategy,
which will drive further efficiencies within our products,
manufacturing processes, and through our upwards
supply chain including sourcing of ingredients.
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m HEALTHIER HYDRATION

VIMTO: SHAKING UP THE SQUASH CATEGORY WITH VITAMIN FORTIFICATION

In April 2021, we were proud to relaunch the core Vimto squash range with added
nutrients, bringing additional health benefits to our consumers. The full range was
fortified with vitamin D, with both vitamin C & D added to some products*, all without
compromising the unmistakeable great taste of Vimto. At the same time, a brand
new Vimto flavour - Blackberry, Raspberry and Blueberry - was released.

As the No.2 Squash brand in the UK**, part of Vimto's ambition is to reframe
the squash category celebrating both flavour and functional health benefits,

providing consumers with additional reasons to shop the category and driving
m sustainable incremental long-term growth.

The recent shift towards at home occasions and an increase in tap water
consumption, combined with guidance from Public Health England
endorsing a daily supplement of vitamin D***, particularly for children,
meant there was a genuine gap in the market for a new, healthier
squash option. Developed closely in-line with consumer research,
the new Blackberry, Raspberry and Blueberry variant performed
extremely well during consumer testing and taps into two key
flavour trends - Blackberry and Blueberry, both with super fruit
credentials.

*Vitamin C&D is in the following Vimto squash products: Vimto Original, Vimto No
Added Sugar, Vimto Orange, Strawberry & Lime, Vimto Mango, Strawberry &
Pineapple and Winter Warmer. All flavours contain Vitamin D.
**Nielsen Value Sales, Total Coverage, 12 months to 1 January 2022
***Gov.co.uk - Nov 2020
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FEEL GOOD DRINKS IS A PURPOSE DRIVEN BRAND ON A
MISSION TO LEAD CHANGE FROM WITHIN THE DRINKS

INDUSTRY "
x : x .
Feel Good Drinks produce a sustainable, purpose-led .

range of fruitful sparkling waters made with 100% natural
ingredients; created using no artificial flavours, added sugar
or sweeteners and containing 15% real fruit juice.

Feel Good drinks has a long term commitment to
sustainability and becomin