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Introduction

A.G. Barr is a UK-based branded multi beverage
business focused on growth and the creation of
long-term shareholder value.

Ambitious and value driven, with strong consumer
focus, we are brand owners and builders, offering
a diverse and differentiated portfolio of brands
that people love.

Established over 145 years ago in Scotland, now
operating across the UK and with export markets
throughout the world, we strive to grow our business
both organically and through targeted acquisition.

Employing over 1,000 people across four business units
and ten UK locations, we are proud to be a responsible
business that listens to our consumers, builds lasting
customer relationships, takes care of our people, values
diversity, gives something back to our communities and
works to minimise our environmental impact.
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Our locations

. Offices

Cumbernauld — Head Office; Bolton (Barr Soft
Drinks); Camden (FUNKIN); Deptford (MOMA);
Leeds (Boost)

Barr Soft Drinks

. Factories
Cumbernauld; Milton Keynes; Forfar

. Distribution centres
Cumbernauld; Milton Keynes

O Distribution depots
Dagenham; Moston; Wednesbury

For more information visit our website agbarr.co.uk [
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Strategic Report

Purpose, values and culture

Our purpose is:

To create value, with values -
for our shareholders, consumers,
customers and for society as a whole

We do this by:
Building great brands

Our business purpose has always been
underpinned by strong values. We
believe that how we act reflects who
and what we are. We strive to behave
responsibly across our four core values:

For over 145 years we have developed
a positive, results-driven and supportive
culture. As we grow our business
organically and through acquisition,

itis important that we retain the Acﬁng with Respeci'ing the
entrepreneurial spirit of the new and . . .
exciting additions to our Group, while integrity environment

also ensuring that we continue to value
and nurture the unigue essence of
what makes A.G. Barr a great business
to be part of.

For more information on our people, culture
and employee values see pages 34 to 38 —

Supporting Giving back
healthy living
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Strategic Report.
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2023 highlights
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Revenue Adjusted profit before tax* Employee engagement
£317.6 £43.5 75%

Nelp)! -2M ®
+18.2% +13.3%

Acquisitions

Basic earnings per share (EPS) Full year dividend* during the year
30.47p 13.1p 2
+21.4% Boost drinks and MOMA.

No Time To Waste Environmental
Women in Leadership Sustainability Programme

38% 100%

Science-based targets approved
and our first 100% recycled plastic
bottles in market.

For more information on our Non-financial KPlIs see page 32—

*  Jtems marked with an asterisk are non-GAAP measures. Definitions and relevant @
reconciliations are provided in the Glossary on pages 199 to 204.
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Our investment case
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COMPETITIVE ADVANTAGES

Ambitious with Strong core brands with  Clear growth Our business model can be found
value-driven strategy challenger mentality opportunities O 2T

Disciplined Responsible Financial
capital allocation and sustainable strength




A.G.BARRp.l.c. AnnualReportand Accounts2023

Our business and brands

We are brand owners and builders, offering a diverse Business units ~ Number of brands
and differentiated portfolio of brands that people love. 4 1 6

Ba of of SOf'I' Dr inks Established  Employees

At our core is the Barr Soft Drinks business unit,
home to some of the UK’s most loved soft
drinks brands.

Whether it's the iconic IRN=BRU, launched in 1901
and still going strong today, the viorant RUBICON
fruit based brand or the unique range of BARR
flavours, Barr Soft Drinks’ brands offer people a
choice of great tasting products and bring exciting
innovation to the market, available across

multiple channels.
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THE
1AW EED

F U N KI N Established Acquired Employees

2015 42

Our FUNKIN business unit operates within the exciting
and growing cocktail market.

Real fruit means authentic taste and FUNKIN believes
that to shake the best cocktail you have to use the best
ingredients. That's why they use the best fruit to create
their premium products, famous amongst top
bartenders. Now the UK’'s number 1 cocktail brand
FUNKIN provides innovative and unique purées, syrups,
mixers and ready to drink cocktails, for behind the bar
and at home. Making ordinary moments extraordinary.
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Number of employees UK Sites _)

INFORMATION ON OUR FULL
’ PORTFOLIO OF BRANDS

can be found at www.agbarr.co.uk/our-brands

M o MA Established Acquired Employees

MOMA uses a blend of the highest quality
wholegrain jumbo oats that give its oat drinks a
full-bodied flavour and its porridge a distinctively
creamy texture.

MOMA believes in crafting simple, natural
ingredients into food and drink that tastes awesome,
because a little extra skill and care turns ‘good for
you' into ‘great’.

Boos+ Established Acquired Employees

Our BOOST business is always looking for new trends
and to appeal to the evolving tastes of drinkers.

Proud to offer an exciting range of flavours across
several functional drinks categories — Energy
Stimulation, Sport and Iced Coffee — BOOST enjoys

a very strong position within the UK independent retail
channel and has an exclusive sales and distribution
partnership with the fruit drinks brand RIO.
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Chair’s infroduction

338

| am incredibly proud to have taken

on the role of Chair at A.G. Barr. | am
delighted to report that the business
has made excellent progress in pursuit
of both its strategic objectives and its
short-term operating performance.

%

Mark Allen OBE
Chair

Overview

Following the challenges of the global pandemic we
had all hoped for a period of more stability and perhaps
some return to normality, however the tragic events in
Ukraine have led directly to a significant level of human
suffering and we have all felt a sense of collective grief.
We have also seen the rise of global economic
uncertainty, rampant inflation and the resultant cost

of living crisis impacting consumers and businesses.

Against this difficult backdrop the whole team across
the A.G. Barr Group has delivered an excellent
performance. Reported revenue grew by 18.2%
year-on-year and we finished the year with adjusted
profit before tax* of £43.5m, 13.3% ahead of the
prior year.

Highlights during the year included:

« Strong growth across our soft drinks portfolio
as consumers return to more established
purchasing patterns, post pandemic
Innovation and growth in cocktails across all
channels as FUNKIN consolidated its position as the
Number 1 cocktail brand in the UK take home market
The strength of our balance sheet, our clear strategy
and scalable business model have supported the
exciting acquisition of Boost Drinks and the early
completion of our planned acquisition of the
remaining equity in MOMA Foods

The entire A.G. Barr team has remained focused on
delivering our brand building strategy, investing for
growth and creating a business we are proud of.

Dividend

The Board is pleased to maintain its progressive
dividend policy and recommends a final dividend
of 10.6p per share to give a proposed total dividend
for the full year of 13.1p per share. The final dividend
is payable on 9 June 2023 to shareholders on the
Register of Members at the close of business on

12 May 2023. The ex-dividend date is 11 May 2023.




Board

In the reporting period we said a fond farewell to John
Nicolson who | succeeded in the role of Chair in March
2022. It has been a pleasure to transition into the role
working alongside our diverse, experienced and
capable Board and management team.

Succession planning is an important Board
responsibility and with that in mind | can confirm that
after over 62 years with the business, Robin Barr has
informed me of his intention to step down from the
Board at the Annual General Meeting in 2023. Robin
epitomises all that is great in UK corporate leadership
- knowledge, honesty, balance, commitment and
capability, not to mention experience and a great sense
of humour. We will all miss Robin’s counsel and
camaraderie but after 58 years on the Board we can
understand his decision. | am delighted to announce
that Julie Barr will relinquish her Company Secretarial
duties to join the Board as a Non-Executive Director.
Julie, who has been with the Company for 19 years,
and is a qualified corporate lawyer, will stand for
election at the Annual General Meeting in May.

We will continue to seek to strengthen the capability,
diversity and experience of our Board as we grow and
develop the Company.

Responsibility

A.G. Barr has always put responsible behaviour at the
heart of its business and the last year has seen further
excellent progress across our core areas of focus.

Our environmental sustainability programme No Time
To Waste has continued to drive innovative thinking and
actions across a wide range of areas. We have now
agreed and validated our science-based targets as we
head towards our net-zero ambition. We have increased
our use of more sustainable packaging and are taking

a very active role in the run up to the launch of the
Deposit Return Scheme (DRS) in Scotland, planned for
August 2023.

Strategic Report

People and culture

I believe that A.G. Barr has a unigque and positive culture
which although longstanding, is embodied, nurtured
and developed by the executive leadership team. With
high levels of colleague engagement across the Group,
each operating business has its own unigue feel, but
are all connected by some shared A.G. Barr cultural
characteristics — a challenger mentality, a people first
approach and a drive for performance.

Whilst we have performed well as a Group, in these
challenging times we recognise that many of our team
are facing a period of difficulty and where possible we
have taken steps to support our colleagues. Where
appropriate we have tried to make our working patterns
as flexible as possible. We continue to provide mental
health support to those who want our help and made
two special cost of living payments during the course
of the year to those in our business who need it most.
We are equally as proud of our values and behaviours
as we are of our performance.

Prospects

There remain many headwinds to consider as we look
forward, however | am confident that the brand
momentum, quality and strategy of the business will
continue to deliver superior returns to shareholders for
many years to come.

S .

Mark Allen OBE
Chair
28 March 2023

*  ltems marked with an asterisk are non-GAAP measures. Definitions and relevant

reconciliations are provided in the Glossary on pages 199 to 204.

Corporate Governance Accounts

Creating value

Basic Earnings Per Share

Reported profit attributable to equity
holders divided by weighted average
number of shares in issue.

Dividend

Total dividend declared for the full year
excluding any special dividend.
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Our business model

First and foremost we build great brands. We also
believe that how we operate sets us apart from the
competition. With more than 145 years of history and
heritage, coupled with a track record of successful
acquisitions, we believe we have a unique blend of
experience and entrepreneurialism - all of which is
built on our longstanding desire to act responsibly.

Our people

Our fleet/network

1,014

We are now a bigger Group with

four business units, each with its own
distinct team and its own unique
culture. However what we all share,
across the A.G. Barr Group, is a positive
challenger mentality and a focus

on results. Whether it's our newer
colleagues at MOMA or our
experienced team at Barr Soft Drinks,
we have a passion for our products
and a belief that we can succeed,
even when positioned beside global
competitors. We work collaboratively,
enjoy high levels of employee
engagement and are proud of our
talented and committed teams who
are central to our success.

Our brands

65

With our own fleet of more than

65 vehicles, as well as long-standing
relationships with our key distribution
partners, our business model supports
our drive to deliver great service to all our
customers, from the biggest food service
customer to the smallest local shop.

Our direct suppliers

70+

We work in partnership with our
key suppliers to ensure high quality
products that are sourced and
manufactured in a fair, ethical and
environmentally responsible way.

Our UK locations

16

Our brands are as special as our people.

From the unique taste of IRN-BRU to
the premium bar quality of our FUNKIN
cocktails, we pride ourselves on our
diverse and differentiated portfolio

of branded products that meet the
changing needs of our consumers and
offer great choice and value. We listen
carefully to our consumers and, as

10

We operate across ten UK sites — our
Cumbernauld site is home to our
Head Office, as well as Barr Soft Drinks
manufacturing, warehousing and sales
offices, and across the rest of the UK
we have offices at Bolton, Camden,
Leeds and Deptford, two further
manufacturing facilities at Milton
Keynes and Forfar, and three regional

— WHAT WE DO

We make...

We pride ourselves on our safe and effective
manufacturing capabilities. We produce high quality
products across our well-invested and efficient Barr
Soft Drinks production sites in Cumbernauld,
Forfar and Milton Keynes. With glass, carton,
plastic and can capability, we produce over 99% of
Barr Soft Drinks’ products in-house. We also now
produce FUNKIN's unique nitro-infused ready to
drink cocktails in cans at Milton Keynes. We source
all our raw materials, with a particular competency
in exotic fruit, develop our own recipes and design
all our packaging — all underpinned with the aim of
reducing our environmental impact and delivering
continuous improvement.

=

FUNKIN's ready to drink cans now
produced at Milton Keynes.

%/ We move...

Operating across multiple
routes to market, we have a
well established and efficient
distribution network servicing
our diverse sales channels.
Our Barr Direct channel

in particular sets us apart,

by offering a tailored and
personal direct to store service
to thousands of independent
retailers across the UK.

Underpinning everything we do is our belief that how we

act reflects who we are. We take our responsibilities seriously
and continuously strive to be a sustainable and responsible
business that listens to our consumers, takes care of our
people, values diversity, works to minimise our environmental
impact and gives something back to the communities we
serve. We have an important role to play in the transition

to a low carbon and climate-resilient economy and this is

brand owners, we are able to develop
and innovate across our portfolio with
creativity, pace and insight.

distribution depots at Moston,
Wednesbury and Dagenham

We behave
responsibly...




Z|_| We market...

From IRN-BRU's signature style of
maverick adverts to Boost's connection
with sporting activity, when it comes to
marketing, innovating and building our
brands we like to have some fun and to
appeal to the widest possible range of
consumers. Whether through mainstream
advertising, digital and social media,
sponsorship or supporting local
community events, we use our creativity
and consumer insight to deliver distinctive
and memorable brand building.

/' \
wir Wesell...

Building long-lasting relationships
with our customers across all our
key markets is fundamental to our
business. Whether it's a large food
retailer, a wholesaler, a regional
restaurant group or a local
independent retailer, we work

collaboratively with all our customers
to understand their businesses and
find winning consumer propositions

in a practical and profitable way.

Strategic Report
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— WE CREATE VALUE, WITH VALUES...

Our business model has proven successful for more
than 145 years and continues to create and deliver
value, with values, to a wide range of stakeholders.

Shareholders

£13.9m of dividends paid during
the year. £17.0m re-invested in
long-term business growth
through annual capital expenditure

Dividends paid

Suppliers and customers
Directly contracted with more
than 70 suppliers with an annual
spend of over £100m while
working closely with thousands
of customers to co-create joint
business plans

Suppliers

Employees

£44.2m paid in salaries and
wages to our employees
across the UK

Salaries paid

UK economy and communities
With 96% of our revenue
generated in the UK, and through
our £6.8m corporation tax and
£5.4m national insurance
payments to the government,

we continue to play our partin
growing the UK economy while
also donating over £90k to good
causes across our communities

becoming an increasingly important and integral part of our
overall A.G. Barr business model.

Our responsible behaviour also encompasses our
management of risk, ensuring that we are thinking ahead and

taking mitigating actions to minimise any potential impact on
our business. We have a robust risk management framework in
place that is embedded across the business, allowing a wide

range of employees at different levels to contribute to our risk
assessment and assurance processes. In the past 12 months

we have taken action in response to a number of identified risks,

including making additional payments to some employees in
the context of the UK's cost of living crisis, as well as ceasing
trading with customers in Russia at the onset of the war in Ukraine.

Years of responsible actions
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Our strategy

Our overarching purpose is to create value, with values - for our

shareholders, consumers, customers and for society as a whole.
We do this by building great brands.

Ourr streneslic prierivies

Connecting with
consumers

Consumer insight drives our business.
Consumer preferences are changing and
we take the time to listen, to understand
and to respond proactively to ensure our
portfolio of brands constantly develops
to meet our consumers’ changing needs.

At an A.G. Barr Group level this insight is
a key factor in how we identify potential
acquisition opportunities. We monitor
consumer trends closely, specifically

in relation to fast moving packaged
consumer goods, specifically identifying
developments in the beverage sector

as well as emerging or high growth
categories of interest.

At a business unit level these consumer
trends underpin our approach to
innovation, including product, packaging
and ingredients, as well as our consumer
engagement and marketing activities.

In the past 12 months we have placed

a particular focus on areas such as
digital sales and marketing as well as
using our brands to raise awareness

of our sustainability progress.

Building
brands

: We are brand owners and builders,

. growing our diverse and differentiated
¢ brand portfolio both organically and

: through acquisition.

: Forour existing portfolio of powerful

* brands we do this in a number of ways

: — we innovate, we grow brand awareness
. and loyalty through consumer

. engagement activity, and we build our

: product distribution through effective

: sales execution with customers.

We are also ambitious, with a proven track

. record of successfully acquiring new brands.
: Our core competency lies in soft drinks,

: however we have broadened our brand

. portfolio in recent years with a particular

: focus across the multi-beverage landscape.

Our strategic priorities bring this purpose
to life and set out the steps we take to build
a great business with great brands.

5? Driving efficiency

: We continually strive for greater

. effectiveness across our business,

. investing for growth and efficiency,
¢ while also ensuring strong financial
: controls are in place.

: From investment in new software

. platforms to an increasing focus on digital
: development and automation, as our

: business develops, we are committed to

¢ driving continuous improvement across

. our processes and infrastructure.

: And in our Barr Soft Drinks business unit

: we have a well-invested asset base where
. we drive operational improvements and

. flexibility through our expansionary capital
. investment programmes, equipping us

: with some of the industry’s most efficient
. operational capability.

For more information on our Strategy in Action see pages 18 t0 29 —>

* Building
I trust

* Building and maintaining long-lasting

: trust and successful relationships is central
. to our business and always has been. Our
. responsible behaviour over the last 145

E years has created a firm foundation, upon
* which we want to build further.

. Being a trusted business that acts with
integrity is fundamental to our stakeholder
¢ relationships — from our consumers

¢ and customers to our suppliers and

. communities. Equally, as the world around
: us changes, with climate change in

. particular becoming increasingly more

: pressing, our strategic choices are more

. than ever informed and supported by our
: desire to do the right thing and to play our
. partin addressing the key issues facing

: the world and society.

: We have a clear strategy and quantifiable

: goals across our four responsibility

* commitments — Acting with Integrity,

. Respecting the Environment, Supporting

. Healthy Living and Giving Back. Whether

. it's our increased use of recycled materials,
: our increasing number of women in

: leadership roles or our charitable giving,

. we are committed to delivering against

: our long-term responsibility strategy.
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Financial key performance indicators
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—

NON-FINANCIAL KPIs
Can be found on page 32

Revenue Gross margin* Adjusted profit before tax*

- 40.3% - £43.5 ®
£317.6m * k& 40.3% ? Kk Sm P k&
18.2% (390)bps 13.3%
2023 £317.6m 2023 40.3% 2023 £43.5m
2022 £268.6m 2022 44.2% 2022 £38.4m

The increase in value of revenue recorded relative
to the prior year.

Adjusted operating margin*

Reported gross profit divided by revenue

Adjusted EBITDA margin*

Adjusted profit before tax is reported profit before tax after
adjusting items.

Return on capital employed*

13.6%

(130)bps
2023 13.6%
2022 14.9%

Adjusted operating profit and before the deduction
of interest and taxation, divided by adjusted revenue.

Net cash from operating activities

17.1%

(204)bps
2023 17.1%
2022 19.1%

EBITDA (defined as adjusted operating profit before
depreciation and amortisation) divided by adjusted revenue.

Basic earnings per share

18.0%

(191)bps
2023 18.0%
2022 19.9%

Reported profit before tax as a percentage of invested capital.
Invested capital is defined as year end non-current plus current
assets less current liabilities excluding all balances relating to
any provisions, financial instruments, interest-bearing liabilities
and cash or cash equivalents.

Full year dividend per share*

£35.9m

(17.3%)
2023 £35.9m
2022 £43.4m

Net cash from operating activities is defined as the cash
generated in the ongoing regular business activities in
the year.

*  ltems marked with an asterisk are non-GAAP measures.
Definitions and relevant reconciliations are provided in the
Glossary on pages 199 to 204

30.47p I

21.4%

2023 30.47p

2022 25.09p

Reported profit attributable to equity holders divided
by weighted average number of shares in issue.

13.1p

9.2%
2023 13.1p
2022 12.0p

Total dividend declared for the full year excluding
any special dividend.

—

CEO AND FINANCIAL REVIEWS
Can be found on pages 12 and 56

n
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Chief Executive’s review

%

| am pleased to report our results for
the 52 weeks ended 29 January 2023.
Over the past 12 months we delivered
an excellent financial performance and
made significant progress across our
strategic objectives. We emerged from
the pandemic period a stronger
business and | would like to thank

all the teams across the business,

as well as our partners,

suppliers and customers,

for their support.

09 e

Roger White
Chief Executive

Overview

The following financial metrics quantify our strong

performance:
Reported revenue £317.6m (2022: £268.6m)
Adjusted profit before tax* £43.5m (2022: £38.4m)
Reported profit before tax £44.4m (2022: £42.2m)
Adjusted operating margin* 13.6% (2022: 14.9%)
Net cash at bank* £52.9m (2022: £68.4m)
Basic earnings per share 30.47p (2022: 25.09p)

Strategic objectives

Our overarching purpose — to create value with values
- remained central to A.G. Barr across the year,
underpinned by our consistent strategic priorities:

e connecting with consumers

« building brands

e driving efficiency

e building trust

We continued to invest in our brands, operations and
people, driving innovation and delivering strong organic
growth across all our business units. We are proud to
have delivered this growth responsibly.

Our organic growth ambition remains as strong as ever,
as is our desire to acquire high quality brands with
strong future growth potential. This was evidenced

in 2022 by the completion of both the Boost Drinks
Holdings Limited acquisition and the early completion
of full ownership of the MOMA business. Operating

in the high growth functional beverage and oat milk
categories, both businesses are exciting additions to
the A.G. Barr Group.

As our portfolio grows, so does our opportunity

to increase our connection and engagement with
consumers. By entering different markets, supporting
different consumption occasions and appealing to
different consumers, we are increasing the long-term
growth potential for the Group as a whole.

While the economic uncertainty being felt across the
UK has the potential to stifle industry and business
progress, we believe that both our brand and financial
strengths ensure we are well positioned to invest
through the economic cycle. By driving operational




efficiency from the bottom up, and by providing
great brands that offer real value to consumers, we
are in a strong position to accelerate our growth
both organically and through further acquisition,

in turn creating long-term shareholder value.

Soft drinks market

The UK'’s high cost inflation is reflected across the total
UK soft drinks retail market, which saw value increase
by 8.8% while volumes fell by 2.2%. The impact of
higher prices and lower promotional activity, coupled
with the associated impact on volume and general
consumer caution, are mirrored across Carbonates
and Stills, both of which increased in value and
experienced lower volume. Taking a longer term view,
and comparing to the pre-pandemic soft drinks market
in 2019, soft drinks volumes have grown by 1.5%, with
carbonates the key contributor, growing by 5% over the
same period despite the significant headwinds created
by the pandemic in particular.

At a subcategory level we continue to see some of

the effects of the pandemic unwinding across the

soft drinks retail market. Lemonade, Mixers, Dilutes and
Fruit Juice have declined in both value and volume,
reflecting the normalisation of at home consumption
and the steady recovery of the on-trade hospitality
sector. By contrast, Flavoured Carbonates, Sports and
Energy are increasing in volume, supported by the
recovery of the "drink now" channel.

Against this backdrop Barr Soft Drinks has enjoyed
particularly strong market share value gains in England
and Wales balanced by a more subdued performance in
Scotland which did not benefit from the better summer
weather experienced in much of the rest of the UK.

The Boost business, which became part of the Group
in December 2022, has performed exceptionally well
within the total soft drinks market across the past 12
months, with a double digit increase in its value and
volume share.

Strategic Report
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STRATEGY IN ACTION
can be found on pages 18 to 29

Cocktail market

The hospitality sector continued its recovery across
the year despite experiencing significant challenges.
The cocktail category in particular has proven its
strength and increasing popularity, with cocktails in the
on-trade now worth £686m, an increase of more than
13% versus 2019 pre-pandemic levels. With 9.6 million
UK consumers now drinking cocktails out of home,
1.6 million of whom joined the category since 2019,
cocktails remain a significant growth opportunity for
the hospitality sector.

The growth momentum of the ready to drink (RTD)
category in the off-trade has continued, with consumers
increasingly seeking to replicate the bar quality experience
at home. The RTD market has grown to over £500m
and continues to be driven by RTD cocktails which
have grown by more than 20% in value terms over the
past 12 months.

Within this market we are delighted to report that
FUNKIN remains the UK's Number 1 RTD cocktail
brand, the UK's fastest growing Top 10 RTD brand
and is now a Top 5 RTD Grocery brand.

(Sources: CGA Mixed Drinks Report Q3 2022; Nielsen Pre-Mixed
Alcoholic Drinks Total Coverage Data MAT 14/01/2023).

Source: IRl Marketplace Total Soft Drinks Market 52 weeks to 28 January 2023)

Corporate Governance Accounts

Ovr financial
performance

Revenue

The increase in value of revenue
recorded relative to the prior year.

Adjusted profit before tax

Adjusted profit before tax is reported
profit before tax after adjusting items.
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Chief Executive’s review continued

Plant-based milk market

The value of the total plant-based milk market fell by
1.4% in the year to September 2022, driven largely by a
decline in soya, nut and coconut milks. In contrast, oat
milk continues to grow, up 13.3% to £166m in the same
period. One in five UK households now purchases oat
milk, with 750,000 more households adding it to their
shopping baskets in the last 12 months.

As a challenger oat milk brand, the MOMA business has
had a particularly strong year, growing by 41% on a year
on year basis, well ahead of the category, driven by
increased sales of its ambient range and distribution
gains for its new chilled range that launched in the
Spring of 2022.

(Sources: Kantar UK Market 52 weeks ending 04/09/2022; Kantar
UK Household Penetration 52 weeks ending 02/10/2022)

Connecting with consumers

The connection we make with consumers is central
to our strategy. Over the past 12 months we have
continued to invest in a wide range of consumer
marketing, promotion and communication
programmes across our business units and brands.

With a growing consumer base, covering a broad
demographic and geographic spread, we have evolved
our engagement approach considerably over recent
years. Social and digital media play an increasingly
important role, as does our commitment to bringing

a pipeline of great tasting, innovative new products to
market, in new pack formats which unlock new drinker
occasions. More traditional media channels of TV,
print and outdoor remain an important part of our
marketing mix.

The acceleration of the investment in our portfolio
demonstrates the importance we place on supporting
the long-term development of our core brands. In
March 2022 we launched our new IRN-BRU “Taste
Debate” campaign on TV, digital and social media to
ensure our biggest brand remains fun, fresh and
relevant. We also invested in FUNKIN, which launched
its biggest ever brand investment with the highly
successful “It's FUNKIN Time” campaign which ran
throughout the key trading periods of summer and
Christmas. The FUNKIN brand has significantly
increased its brand awareness to 45% within the 18-34
year old cohort (Source: Kantar January 2023).

MOMA's award-winning oat milk has high growth
potential and we have invested in its first ever above
the line advertising campaign, which appeared on
screens at the start of September across TV, outdoor
and digital/social channels. The advert highlights how
MOMA is perfectly crafted for both expert and home
coffee creations, as "The Barista's Choice”.

Sponsorship remains an effective and exciting
engagement tool and is a key focus for our Rubicon
RAW Energy brand, supporting its brand positioning
as "A Force of Nature” in the great outdoors. Part of a
multimillion pound marketing campaign, the brand
sponsored the Boardmasters Festival in Cornwall in
August 2022 and we are also pleased to have
announced the brand'’s four year partnership as the
official energy drink of GB Snowsport.

Our recent addition to the brand portfolio, Boost, has
fostered a strong consumer connection through its
sponsorship of Leeds United Football Club. We are
excited to be a part of this successful partnership and
look forward to building the brand’s awareness in the
year ahead.
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Building brands

Our brand building strategy remains focused on
growing awareness, trial and loyalty through consumer
engagement activity, increasing our product
distribution through effective sales execution and
supporting brand development through innovation.

Barr Soft Drinks has delivered a strong revenue
performance across its core brands.

IRN-BRU'’s total revenue grew by 6% while volumes, as
anticipated, fell by 4%, reflecting the short-term impact
of price changes across the market. The IRN-BRU

Strategic Report
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growth strategy has delivered increases in low
calorie (IRN-BRU XTRA up 9%), increased innovation
(IRN-BRU 1901 up 5%), development in the Energy
category (IRN-BRU Energy up 15%) and increased
distribution within England and Wales.

The Rubicon masterbrand performed very strongly
across all variants — Sparkling (up 18%), Still (up 14%),
Spring (up 27%) and Rubicon RAW Energy (up 30%).
Itis particularly pleasing to see the acceleration in
Rubicon Spring which has been in the market for
over six years and is now the UK's number 1 sparkling
flavoured water brand.

FUNKIN benefited from the recovery of the hospitality
sector and the ongoing market growth of cocktail
consumption, with on-trade revenue up by 23%. The
momentum in the take home RTD cocktail category

Corporate Governance Accounts
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Over the past 12 months
we have continued to
invest in a wide range
of consumer marketing,
promotion and
communication
programmes across

our business units

and brands.

%,

was sustained with FUNKIN's sales in this channel

up 8%, consolidating its Number 1 position. FUNKIN
continues to innovate across product, packaging and
formats and in addition has progressed its international
business development, on track to launch a state
specific market trial within the US in 2023.

Our drive to build a multi-beverage portfolio has made
positive progress across the last year. The successful
acquisition of the Boost and MOMA businesses highlight
our desire to participate in high growth categories
where our brand building expertise and business model
can add significant value.

15
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Chief Executive’s review continued

Driving efficiency
o O

o 3

Our drive for continuous improvement across our
assets, processes and technology remains a constant
across the business. This is particularly the case in Barr
Soft Drinks where we invest significantly in our asset
base to drive efficiency and increase our manufacturing
and logistics capacity and capability.

2022 saw us embark on the first phase of an extensive
asset replacement programme at our Cumbernauld
facility. Over the next 3-4 years this programme will
deliver new high speed PET and can filling lines,
advanced packaging and palletising capability, as

well a number of associated energy and environmental
sustainability benefits. Phase 1 of the programme is
now well underway and we expect to have a new
small format PET line and new downstream packaging
machinery installed and commissioned in the next

12 months.

As a high growth and innovative business, FUNKIN

has operated with an outsourced manufacturing
business model that provides both agility and flexibility.
Its recent move into RTD cocktails in cans presented

an opportunity to leverage some of the benefit of being
part of the wider A.G. Barr Group. Following an £8m
investment at our Milton Keynes facility, we successfully
installed and commissioned new slim 250ml can filling
and cardboard multipack capabilities. This opens up
new growth opportunities for Barr Soft Drinks, and
allows us to produce FUNKIN's nitro-infused ready to
drink cocktail cans in-house, bringing with it significant
operational efficiency benefits.

For more information on our Strategy in Action
see pages 18029 —>

Building trust

*

Trust is earned. We continue to work hard to retain
the trust of all our employees, our wide range of
stakeholders and our communities, as we have done
for over 145 years.

As the cost of living crisis continues to place pressure
on households and businesses across the UK, we
recognise the duty of care that we have for our
people. Our employees have shown huge levels of
commitment over recent years and in recognition of
this, and the difficult economic landscape, we made
two special cost of living payments in 2022 to those
colleagues who we believed would benefit the most
from additional financial support. We will continue to
monitor the welfare and wellbeing of our people and
have plans in 2023 to offer additional financial support
services, as well as maintaining our longstanding
commitment to mental health support within the
workplace.

Our environmental sustainability programme No Time
To Waste continued to deliver clear and tangible
progress throughout the year, from our first plastic
bottles made of 100% recycled content, launched in
April 2022, to the formal approval of our science-based
targets and net-zero commitments by the Science
Based Targets Initiative. We have a stretching yet
achievable net-zero roadmap, coupled with a genuine
drive and ambition to push further and faster. This is
particularly the case for our use of recycled material,
notwithstanding current challenges associated with
availability and quality. We are well advanced in our DRS
preparations, due to go live in Scotland in August 2023,
which has the potential to increase the availability and
quality of recycled material, as well as supporting our
long-term circular packaging goals.

For us, a successful business also means being
a sustainable business and we will continue to
demonstrate our values in this respect through
honest and meaningful actions.
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DETAILS OF ALL OUR
RESPONSIBILITY COMMITMENTS,
GOALS AND ACTIVITIES

can be found on pages 30 to 55

Outlook

We anticipate a continuation of our strong brand
momentum across the Group in 2023/24 as we
continue to invest in the development of our business,
brands and people. This is despite a backdrop of
continued high inflation and the planned introduction
of the Scottish DRS in August 2023, both of which have
the potential to impact consumer purchasing behaviour.

We do however anticipate a short-term impact on
operating margins, as a result of the combination of this
investment, ongoing inflationary cost pressures, and
the initial dilutive impact from the Boost acquisition.

Itis our belief that our growing brand portfolio and our
ongoing actions to mitigate cost inflation will support
the delivery of our growth ambitions and at this early
stage we remain confident of delivering further revenue
and profit growth in the year ahead in line with
management expectations.

Looking to the long term, it is our strategy to build

and develop a multi-beverage portfolio capable of
significant growth. We are now in an investment

phase, designed to capitalise on the strategic growth
opportunities ahead. This growth and investment phase
will support the rebuilding of our operating margin over
the medium term and the creation of a stronger and
more sustainable business.

Roger White
Chief Executive
28 March 2023
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We continue to work hard to retain
the trust of all our employees, our
wide range of stakeholders and
our communities, as we have done
for over 145 years.

%

* [tems marked with an asterisk are non-GAAP measures. Definitions and relevant reconciliations are provided in the Glossary on pages 199 to 204
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Our strategy in action

Rubicon RAW Energy, launched in 2021, is enjoying its
first big sponsorship campaigns, supporting its brand
positioning as ‘A Force of Nature' in the great outdoors.

Part of a multimillion pound marketing campaign the
brand sponsored the Boardmasters Festival in August.
The event was a huge success with 100,000 people
attending the five day surfing extravaganza. Thousands
of samples of Rubicon RAW Energy were handed

out — and sold at every bar — coupled with impactful
branding across both festival sites, making a
memorable impact with consumers and driving
awareness and trial.

The event was supported by several weeks of
brand activity running across all Rubicon RAW
Energy social channels.

Y, N )
N\

Strategy

The brand also teamed up with two surfing champions
and media influencers — Ellie Turner and Ben Skinner — to
create a digital content series that shows people what it
really takes to keep your cool to compete professionally.

Rubicon RAW Energy also announced a four year deal
that saw the brand become the official energy drink of
GB Snowsport.

The partnership kicked off in November and will see
athletes across different disciplines including skiers,
snowboarders and elite para snowsport athletes
display Rubicon RAW Energy logos on race suits and
competition equipment.

The wide-ranging partnership will also see
GB Snowsport and Rubicon RAW Energy
collaborate on different opportunities to bring
British world-class skiers and snowboarders
closer to fans across the country.
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Barr Flavours

Our Barr Flavours range got a bolder and brighter new
look late in 2022 creating stronger shelf standout and
appealing to shoppers looking for a fun, young and
energetic brand of great tasting and great value flavours.

Barr has a longstanding, loyal customer base in
Scotland and increasingly across the rest of the UK,
and continues to be a firm favourite for shoppers.

The new packaging began rolling out to stores in
December across its full product range with marketing
support in place for retailers and wholesalers to bring
the brand to life for shoppers.

. Building Connecting
brands with consumers
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Our strategy in action continued

Digital screens

We welcomed the arrival of new digital screen
technology to our Cumbernauld and Milton Keynes
sites in 2022. Part of a phased roll-out plan, the screens
allow us to cascade information directly to our sites
using the AppSpace content management system.

Following an £8m investment at our Milton Keynes site we

Thanks to the new screens, we can present engaging successfully installed and commissioned a new 250ml slim
and important content across the business centrally can line.

at a corporate level, as well as working with site-based
editors to share local news. This important investment increases the manufacturing

capability of our Barr Soft Drinks business unit, opening up
The content can be updated in an instant and offers new growth opportunities. It has also allowed us to produce
real opportunity for efficient employee communication FUNKIN's nitro-infused ready to drink cocktail cans in-house
in the year ahead. and includes the capability to produce cardboard multipacks.

2 & Driving
4 Efficiency
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d April saw the first production run on our 500ml 500ml IRN-BRU and Rubicon
D?%W e IRN-BRU and Rubicon plastic bottles — all now made plastic bottles made with
with 100% recycled material (rPET). 100% recycled material

M {Viand Gy

With a lower carbon footprint, the new pack is still

° 100% recyclable, and our new 100% rPET bottles are a °
Ru blcon 5@@[@[' fantastic example of the progress we're making in reducing °
our impact on the environment through our No Time To

b°++ Waste environmental sustainability programme.

Building
Trust

100% RECYCLED BOTTLE
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Our strategy in action continued

Rubicon Spring
1 sleck cans

Innovation remains critical to brand development and was a key
driver for our launch of Rubicon Spring Black Cherry Raspberry
and Orange Mango variants in a sleek 330ml can format.

With just nine calories in a premium sleek can, the new format
provides consumers with an exciting low-calorie refreshing drink
to be enjoyed at any time.

. Building
brands

While taste remains the number one reason for shoppers to choose a soft
drink, drinking occasions are changing, with more healthy lunches now
enjoyed at home. Consumers are increasingly looking for new and
exciting flavours and formats to try and the new sleek can offers just that.

The new format launch was supported by a trade marketing campaign
with the tagline 'It's spring water fabulously fortified"
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£linevery £5
spent on ready
to drink cocktails

is now spent on
FUNKIN.*

%

Building
brands

Connecting
with consumers

FUNKIN'’s
biggesi;

evergadvertising

campaign
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Our strategy in action continued
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In March, IRN-BRU revealed two new ads to the
world — created in the brand’s signature
maverick style. In “Prom”, a tuxedoed ginger teen
shows up to pick up his date — but is appalled to
hear she thinks IRN-BRU tastes like “cream soda”.

In “Mob” we pay homage to the gangster movie
genre — with a dark fate awaiting a mobster who
claims IRN-BRU “definitely tastes like tutti frutti”.

The campaign comically reflects on the
ambiguity of IRN-BRU's taste, which in itself
contributes to its fame as a brand — no one can
agree upon the exact flavour, however everyone
can definitely agree that it tastes phenomenal.

The new adverts build on last year's Western-

themed short, where the great taste debate

triggered an all-out saloon brawl.

The new creative features across TV, social

channels and online — with the multi-channel

approach reaching the numerous media

touchpoints that IRN-BRU's target audience a
engage with during their day.

' N4 -
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Responsibility report

Behaving responsibly for over 145 years. We are proud
of our brands and business. We are also proud of the
positive contribution we believe we make to society.

It is our belief that how we act reflects who and what
weare.

For over 145 years we've been brand owners and
builders, offering a diverse and differentiated portfolio
of brands that people love and our business has grown
as a result. The continued financial strength of our
business is important not only to our employees and
our shareholders, but also on a broader basis, where
our performance positively impacts a wide range of
stakeholders and the UK economy.

Our overarching business purpose is to create value,
with values - for our shareholders, consumers,
customers and for society as a whole. Our values
include a commitment to behave responsibly. Our
responsibility agenda has always been woven into the
fabric of our business and, in today's world, as we grow
and develop, it's more important than ever that we play
our part in addressing the key issues facing society, such
as the need to tackle the impact of climate change.

We are also mindful that our actions can contribute
towards global improvements. The 2030 Agenda for
Sustainable Development, adopted by all United Nations
Member States in 2015, provides a shared blueprint for
peace and prosperity for people and the planet, now
and into the future. At its heart are the 17 Sustainable
Development Goals (SDGs), which are an urgent call
for action by all countries — developed and developing
- in a global partnership. They recognise that ending
poverty and other deprivations must go hand-in-hand
with strategies that improve health and education,
reduce inequality and spur economic growth - all while
tackling climate change and working to preserve our
oceans and forests.

While there will be actions we take that contribute both directly
and indirectly to many of the SDGs, we have focused our SDG
connections where we believe we can most directly play our part.
These are:

Good health and wellbeing

Ensure healthy lives and promote wellbeing
for all at all ages

Gender equality

Achieve gender equality and empower all
women and girls

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

Responsible consumption and production

Ensure sustainable consumption and
production patterns

Climate action

Take urgent action to combat climate change
and its impacts

We have high expectations of our suppliers, our partners and
ourselves. Across more than 145 years of operation, we have
developed robust and responsible policies that guide what
we do and how we work with others. The key policies,
statements and guidelines we rely upon and that support our
responsibility commitments are now available on our Group
website at www.agbarr.co.uk.




Our key responsibility commitments
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We focus our specific responsibility goals and commitments on those areas where we believe we can make the greatest positive economic,
environmental and social impact, supporting our contribution to a sustainable future for all. We also engage with a wide range of stakeholders,
as set out on pages 74 to 80, to ensure that our priorities are aligned. As such, behaving responsibly at A.G. Barr is underpinned by four key

commitments which we believe to be material matters to both our business and our key stakeholders:

We act with We respect We support We give back ™
integrity the environment healthy living " L4
Key focus areas Key focus areas Key focus areas Key focus areas

« Safety and wellbeing
¢ Employee engagement
* Responsible policies and practices

« Carbon reduction

« Packaging

+ Water and waste

« Sustainable sourcing

o Calorie reduction

* Responsible advertising
and marketing

* Labelling

« Community engagement
¢ Charity partnership
* Employee volunteering

Long-term goals

Accident incident rate
e Zero work-related accidents

Employee engagement*
e 2025 Goal: 80%

Women in Leadership*
e 2025 Goal: 45%

Note: Goals above stated in calendar years

Long-term goals

Never again send non-hazardous
waste to landfill

Carbon emission reduction across our

own operations (Scope 1 & 2 emissions

market-based approach)**

e 2030 Goal: 60% reduction from a
2020 base year

e 2035 Goal: 90% reduction from a
2020 base year

Carbon emission reduction across

our wider supply chain

(Scope 3 emissions) **

e 2030 Goal: 25% reduction from a
2020 base year

e 2050 Goal: 90% reduction*** from a
2020 base year

Improvement in water

usage efficiency

e 2025 Goal: 10% improvement from
a 2020 base year

Recycled PET content
e 2025 Goal: Full portfolio 100% rPET

Long-term goals

To continue to advertise responsibly, offer
a wide range of pack sizes to assist with
portion control and, by providing clear
nutritional information, enabling our
consumers to make informed choices.

rship is provided on page 32 within the non-financial KPI section.

e (SBTI)

ons are targeted across Scope 3 emissions associated with purchased goods and

e 39 for more information

Long-term goals

To support our corporate charity
partnership by donating £150,000 over
three years and raising awareness across
our own teams.

es and upstream
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Responsibility report continued

Non-financial key performance indicators

In support of our responsibility commitments we measure a range of non-financial KPIs as set out below:

Accident incident rate

Employee engagement

Women in leadership

4.0 ©0

]

2023 4.0

2022 8.6
2021 9.0
2020 7.1

Number of accidents (RIDDOR) per 1,000 people — relative
to both our employees and agency workers. 2023 includes
Boost and MOMA data from the dates of acquisition. Further
information is provided in our Safety and wellbeing culture
section on page 34.

Carbon emission reduction across our own operations

75%

%
]
2023 75%
2022 75%
2021 NA
2020 77%

As measured by our annual "Your Voice Matters” employee survey.
Due to the impact of the pandemic, no survey was conducted in
2020/21. 2023 excludes Boost and MOMA which were not part of
the A.G. Barr Group at the time the survey was conducted.

Improvement in water usage efficiency

38%

%
|
2023 38%
2022 41%
2021 39%
2020 39%

Number of females defined as leaders/senior managers

at the close of the financial year. 2023 includes Boost and
MOMA employees - not included in prior years. See page 37
for further information.

Non-hazardous waste diverted from landfill

38% &

|
2023 38%
2022 33%

2021 Baseline Year

Previous long-term goal achieved and replaced with new
science-based target as detailed above. Percentage reduction
in total Scope 1 and Scope 2 greenhouse gas emissions using
a market-based approach.

7.1% &

|
2023 7.1%
2022 5.1%

2021 Baseline Year

KPI reset in 2021 following detailed analysis of our water
footprint, our refreshed water strategy and action plan. Ratio of
total water used relative to total litres of product produced.
Further information is provided in our Waste and water section
on page 43.

100% &

2023 100%
2022 100%
2021 100%
2020 97.2%

Quantity of waste from Company-owned sites diverted from
landfill relative to total waste.



Non-financial information statement

The information presented here and throughout the
report, as cross-referenced to the right, complies with
the requirement under sections 414CA and 414CB of
the Companies Act 2006 to provide information on
certain non-financial matters. Our Responsibility Report
provides the required information in relation to content
on environmental matters, our employees, community
issues and social matters, as well as setting out our
non-financial metrics. Our business risks are included
within our Risk Management section. The Responsibility
Report also complies with the Streamlined Energy and
Carbon Reporting (SECR) requirements as required by
the Companies (Directors’ Report) and Limited Liability
Partnerships (Energy and Carbon Report) Regulations
2018. We have complied with the requirements of
Listing Rule 9.8.6R by including climate-related financial
disclosures consistent with the Task Force on Climate-
related Financial Disclosures (TCFD) recommendations
and recommended disclosures.

Itis the Group's policy to conduct all of its business in
an honest and ethical manner. Itis committed to acting
professionally, fairly and with integrity in all its business
dealings and relationships wherever it operates.

The Group is a UK Living Wage accredited employer.

The Group publishes its Modern Slavery Act
Transparency Statement annually. This explains the
steps that we take to seek to ensure that there are

no incidents of modern slavery within the business
and our supply chain, in accordance with the UK
Modern Slavery Act 2015. The Board reviews the
Group's operational, legal and compliance framework
to prevent modern slavery in its supply chain, which
includes employee training, contractual terms and
conditions, and due diligence processes.

The Group's Anti-bribery and Corruption Policy (ABC
Policy), available on the Group website, emphasises
the Group's zero tolerance approach to bribery and
corruption. It sets out the Group's responsibilities, and
of those working for it and parties acting on its behalf,
in observing and upholding its position on bribery and
corruption in compliance with applicable laws, and
provides information and guidance to those working
for the Group and parties acting on its behalf on how

Strategic Report

Theme

Corporate Governance

Cross reference (within Annual Report
& Accounts unless otherwise stated)

Accounts

Page reference

Environmental matters

Responsibility Report — We respect the environment

Pages 39 to 53

Employees » Business model Pages 8 to 9

« Responsibility Report — We act with integrity Pages 34 to 38
Social matters » Business model Pages 8 to 9

» Responsibility Report — We support health living Page 54

» Responsibility Report — We give back Page 55
Non-financial metrics + Responsibility Report — Non-financial KPIs Page 32

Business risks

Risk Management

Pages 62 to 69

Business model

Business model

Pages 8 to 9

SECR » Responsibility Report — SECR reporting Pages 52 to 53
TCFD » Responsibility Report — TCFD disclosure Pages 44 to 53
ABC Governance » Audit & Risk Committee Report Pages 85 to 88
Supplier controls » Responsibility Report — Sustainable sourcing Pages 43 to 44

Policies & Procedure * Including Supplier Code of Conduct (Human Rights),
Modern Slavery Statement, ABC and Employment

Protection Policies

www.agbarr.co.uk/
responsibility/
policies-terms-of-
business-and-
brand-rules

to recognise and deal with bribery and corruption
issues. The ABC Policy is clearly communicated to

all employees and ABC training is provided to all
employees on induction and on a regular basis
thereafter. The Group maintains an anti-bribery and
corruption register, which records details of corporate
hospitality, and gifts given and received by employees
over a specified value. The Group's international
department undertakes appropriate due diligence on
all third-parties acting on its behalf and maintains a third
party anti-bribery and corruption register. The Audit
and Risk Committee reviews the effectiveness of the
Group's anti-bribery systems and controls, reviews and
approves the Group's ABC Policy on an annual basis.
No bribery and corruption issues arose during the year.

There is currently no specific human rights policy in
place however our Supplier Code of Conduct, available
on the Group website, sets out the minimum standards
we require our suppliers to meet, including human
rights, and forms part of their contractual commitment
to us. As a UK business, we comply with the full
spectrum of employee protection legislation. We
believe our existing policies ensure the rights of our
own employees are respected fully and our robust
supplier controls provide assurance when considering
human rights impacts beyond our direct control.
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Responsibility report continued
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We act with integrity

Safety and wellbeing culture

We work hard to create a culture in which health, safety
and wellbeing are our top priorities. Our ultimate goals
in this area are zero work-related accidents and the
provision of safe and healthy working environments for
all. We continuously improve our management systems
to underpin our objectives and to ensure compliance
with all health and safety related legislation as a
minimum. Our thorough and varied health and

safety management activity programme is designed

to keep safety at the top of everyone’s agenda, with
actions ranging from safety awareness initiatives and
safety training, to site audits and reporting.

Over the past 12 months we have continued to review

our workplace activities and focus on reducing risk

through the implementation of suitable control

measures. Our health, safety and wellbeing related

activity has included:

»  Ongoing review and roll-out of updated risk
assessments and safe systems of work

In focus

Health, Safety, Environment
and Wellbeing Days

With short and engaging sessions, our Health,
Safety, Environment and Wellbeing Week

involved impact speakers, workshops and video
content, specifically tailored to meet the needs

of production, logistics and office colleagues.
From mental wellbeing and improving
workstation ergonomics to recycling tips and
manual handling equipment awareness, the
sessions gave employees at our Barr Soft Drinks
sites the opportunity to raise their awareness
across a variety of important topics.

Internal training, including dynamic risk assessment,
contractor control and accident investigation
Provision of IOSH Working and Managing Safely
courses across our supply chain teams

All people managers have either completed

IOSH Managing Safely or a one day Safety for
Managers course

Provision of Mentally Healthy Workplace Training
for Managers

Two-way communication via health and safety
committees and representatives across all
business areas

Continued partnership with the Keil Centre,
supporting our drive to increase our safety cultural
maturity

Health, Safety, Environment and Wellbeing Days —
a series of face to face events were carried out
across all of our sites to help drive improved
behaviours, awareness and decision making
Health and Safety Awards - recognising those
employees who have gone above and beyond

to improve the safety of themselves and others
Health and Safety pulse surveys gauging the views
and priorities of employees

In focus

Forfar sets the safety
standard

Our Forfar site achieved a very

significant milestone — four years
with zero lost time accidents.

This is an impressive result for
a manufacturing facility and
testimony to the hard work and
strong safety culture across the
Forfar site.




We are pleased to report that our accident incident rate
reduced from 8.6 to 4.0 during the past 12 months.
This, along with our ISO 45001 certification, are clear
validations of the hard work that is ongoing to improve
our safety standards and culture.

Our accident incident rate KPI, as detailed in our
non-financial KPIs on page 32, includes those accidents
involving our own and agency employees, however as
part of our regular accident monitoring and reporting
processes, any accidents that occur on our premises

by contractors or other third parties are recorded, fully
investigated and the learnings taken into account.

We will continue to work hard towards delivering an
improved safety performance in the year ahead.

From a wellbeing perspective we support our
employees across a wide range of areas. For a number
of years we have placed an increasing focus on raising
mental health awareness within the workplace, creating
a culture where mental health conversations are
encouraged and our people are properly supported.
We now have over 70 Mental Health First Aiders across
the business, specially trained to be there for those who
need them, complemented by Mentally Healthy
Workplace employee training.

Over the past 12 months we have listened to our
employees and understand the important role flexible
working can play in their wellbeing. As such we have
now implemented formal hybrid working arrangement
for those employees who are able to work from home.
This approach seeks to strike a balance between the
benefits of working from home with the cultural
benefits of collaborating and engaging with colleagues
in person within the workplace. This approach is
supported with our partnership with Posturite, a
market-leading workplace health, wellbeing and
ergonomics company, who help ensure all display
screen equipment users are trained with a suitable set
up at home and at work.

Strategic Report

Employee Engagement

For over 145 years we have developed a positive,
results-driven and supportive culture. As we grow
our business organically and through acquisition,

itis important that we retain the entrepreneurial spirit
of the new and exciting additions to our Group, while
also ensuring that we continue to value and nurture
the unique essence of what makes A.G. Barr a great
business to be part of.

Underpinning everything that we do is our belief in
performance through people — positive and engaged
teams are central to our success.

Communication is key to this engagement and we
use a wide range of channels and tools to suit the
different needs and preferences of our people. From
monthly Town Halls and regular team events to some
of our more recent communication improvements,
such as digital screens and podcasts, we keep our
communications positive and engaging, striving to
maintain a sense of fun and involvement.

Accounts

Corporate Governance

In focus
Our improving safety culture

The Keil Centre, with whom we have partnered
since 2018, are chartered psychologists and
ergonomists with significant safety-related
experience. Specialising in identifying where
an organisation sits from a safety culture point
of view, they have developed a five level
maturity model.

We were delighted, following re-assessment
workshops with our Barr Soft Drinks Supply
Chain colleagues, to have improved our maturity
from level two to level three. Our goal was to
reach a more consistent level of maturity across
all elements, which we are pleased to have
achieved, with significant improvements made
in “Safety Communication” and becoming

a “Learning Organisation”.
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We act with integrity continued

Employee values

Underpinning our corporate values, our four business
units have their own employee values. These
behavioural frameworks are central to who they are
and how they operate, playing an important role in
building teams and strengthening performance.

At Barr Soft Drinks, which comprises our largest group
of colleagues, employee values are embodied by the
Barr Behaviours. Created by our own people they
represent what is important to a business that has been
successful for over a century — Being Brilliant, Always
Learning, Results Driven and Relationships Matter.

For the more recent additions to the A.G. Barr Group
— FUNKIN, MOMA and Boost - their employee values
are more reflective of the entrepreneurial and agile
nature of their businesses, which we believe are
important characteristics to retain and nurture.

In focus

No Time To Waste
learning portal

This year we created a No Time To Waste
learning portal to help our employees develop
their environmental sustainability knowledge
and their understanding of our own strategy.

Using simple videos and quick guides, the portal
provides learning and support across our five
No Time To Waste focus areas

Net-Zero

Plastic and Packaging

Sustainable Sourcing

WENE

Water

The portal launched during Recycling Week

in September, with high levels of engagement,
and now forms part of our employee induction
programme, so people new to the business
understand the importance of our
environmental sustainability strategy.

From recruiting new employees to developing existing
teams, these employee values support how our teams
work together to enhance performance and are
fundamental to our success.

For more information on our employee values visit our
website at agbarr.co.uk

Learning and development

Learning and development in our business is about
creating a Company-wide culture in which everyone is
supported and challenged to take ownership of their
performance, the impact they have on others and their
careers. Our teams are encouraged to take the lead in
their own personal development, drawing from a wide
range of learning opportunities. Our award-winning
iLearn platform is our online hub for development
activity, with hundreds of hours of learning immediately
accessible to all. We also recognise that people learn in
many different ways — from classroom training and job
shadowing to our successful mentoring programme
and externally provided training courses, we try to
ensure there's something to suit every individual in
every area of the business.

In addition to our regular technical and compliance
based training, over the past 12 months we have
continued to offer as many learning opportunities as
possible to our people including our popular Manager
Essentials programme, Mentally Healthy Workplace
training, Project Management development,
psychometric team-building workshops and a new
environmental sustainability learning portal.

YOUR

VOICE
MATTERS

In focus
Your voice matters

Our 2022 “Your Voice Matters” employee
engagement survey, which sought the views
of our Barr Soft Drinks and FUNKIN teams,
achieved a high overall engagement index of
75%. Most improved areas included Diversity
and Inclusion, Communication and Change
as well as Working Together, however we did
not achieve our previously set 80% target which
was set before the pandemic. We remain
committed to increasing our employee
engagement levels and have reset our target
with a new date of 2025.




Diversity and inclusion

We believe that diverse and inclusive organisations that
respect and value difference allow people to perform
at their best. That's why we're taking steps to create

an inclusive, respectful and supportive working
environment that encourages people with different
backgrounds, experiences and perspectives to come
together to work more effectively and creatively, with
gender equality a specific and current area of focus.

The gender balance across the organisation now sits

at 69% men and 31% women, broadly indicative of

our industry. On our journey towards greater gender
equality we set a new KPI'in 2020 related to women in
leadership, targeting 45% women across the leadership
population by 2025. Having made progress in recent
years, increasing from 29% in April 2017 to 41% in
2021/22, senior female representation across the Group

Gender Diversity 2022

Strategic Report

currently sits at 38%. This year end data reflects the
addition of the women in leadership at both MOMA
(50%) and Boost (23%).

The key metrics from our latest Barr Soft Drinks Gender
Pay Report are detailed below:

The mean gender pay gap is the difference in the
average hourly pay for women compared with men
within a company. We have narrowed our gap from
4.9% in 2018 however we do see slight percentage
movements due to year on year payroll differences —
some years favourable to men and some years
favourable to women.

In common with many businesses, our bonus scheme
payment thresholds are linked to business performance
and generally increase with seniority.

Board & Company Secretary Leadership Team All employees
30% 38% 31%
70% 62% 69%
2022 2023 2022 2023 2022 2023
M Male 8 7 M Male 54 63 M Male 625 701
B remale 3 3 B remale 38 39 B remale 270 313

Corporate Governance Accounts

The key metrics from our latest Barr Soft Drinks Gender
Pay Report are detailed below:

Mean Gender Pay Gap Median Gender Pay Gap .
-501% -600%

2021: 3.0% 2021: 2.7%

Mean Bonus Pay Gap Median Bonus Pay Gap
-1.1% -17.6%

2021: 42.2% 2021: 0%

Positive numbers are favourable to men, and negative
numbers are favourable to women.

% employees receiving a bonus payment

Male Female

89% 93%
(-] (-

2021: 84% 2021: 82%

Over 80% of employees received bonus payments
in this reporting period reflecting our positive
financial performance.

We will continue to work towards creating an
environment that is inclusive, where people feel
they can be themselves at work and where their
opinions count.

The full Barr Soft Drinks Gender Pay Report is available
on our website at www.agbarr.co.uk
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We act with integrity continued

Reward

Our approach to reward aims to link remuneration
with the delivery of our key strategic priorities and

our overarching purpose, to create value, with values
- for our shareholders, consumers, customers and for
society as a whole.

We strive to offer a fair and transparent total reward
package that drives a performance-led culture and
is linked to both the long-term sustainable success
of the business and our values.

We target our pay at the market median or above,
ensuring we can attract and retain high-calibre
employees. We operate a number of incentive and
bonus schemes, as well as performance related

pay arrangements, designed to reward and motivate
strong individual and collective performance.

We offer employees a modern and flexible range

of benefits, offering choice to our increasingly diverse
workforce. Employees receive a flexible benefit
allowance with which they can select the benefits
most suitable to them personally. Healthcare features
prominently, with a selection of health-related benefits
made available either on a core benefit basis or

within the suite of flexible benefits made available

to employees.

We comply fully with all the regulations associated
with rewarding our employees fairly and are a UK
Living Wage accredited employer.

More information on how we ensure that our approach
to remuneration supports our strategy is available in the
Directors’ Remuneration Report on pages 89 to 121.

Risk and regulation awareness

We have a robust risk management framework in place
that is embedded across the business. In addition to the
corporate risk register, governed by the Board, business
unit and functional risk registers have been developed
across our teams, allowing a wide range of employees
at different levels to contribute to our risk assessment
and assurance processes.

Our reputation is extremely important to us and it is the
responsibility of every employee to act professionally,
fairly and with integrity. This requires an understanding
of the regulatory risks we face and how we can all play
a partin mitigating these risks.

In support of this, we require employees to complete
the following five mandatory training modules:

e Introduction to Risk

- Data Protection

«  Competition, Pricing and Confidentiality

= Bribery and Corruption

» Anti-facilitation of tax evasion

For more information on our Risk Management approach
see pages 62to 69 —

In focus
Increasing menopause
awareness and SUppOI"i‘

In support of our commitment to create an open
and supportive culture, 2022 saw us introduce a
new Menopause Policy. The policy aims to foster
an inclusive and respectful working environment
within which our colleagues can openly and
comfortably initiate conversations or engage in
discussions about the menopause. The Policy
also aims to raise wider awareness and
understanding among all employees and
managers while also outlining the support and
reasonable adjustments available.

The Policy is supported across a number of
areas:
The Menopause Café — a safe space created
by our own employees with an open
invitation for both women and men
Menopause Lunch & Learn sessions
Conversation guidelines for employees and
managers
Menopause training
A menopause section on our Health &
Wellbeing intranet hub
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We respect the environment

We take our environmental responsibilities very
seriously, constantly seeking to minimise our impact on
the world we operate in, whether through carbon and
energy reduction, our water and waste control actions
or the reduction of our environmental impact through
areas such as packaging.

We have been accredited to the Environmental
Standard ISO 14001 since 2003. This certification
provides a framework against which we have
developed comprehensive environmental procedures
and monitoring systems. These processes have allowed
us to measure our environmental performance and
focus our activities on delivering long-term
improvements.

Carbon reduction
We have an important role to play in the transition
to a low carbon and climate-resilient economy.

In 2021, working with independent sustainability
experts the Carbon Trust, we undertook a thorough
assessment of our 2020/21 Scope 1, 2 and 3
greenhouse gas (GHG) emissions to establish our
carbon footprint across our full product life cycle and
value chain. This covered the goods we purchase and
the resources, fuel and energy we use in our day to day
activities, right through to distribution to customers and
the management of consumer waste. This important
work provided us with an accurate measurement and
verification of our full carbon footprint for the first time.

We are pleased to report that following this full carbon
footprint assessment, and aligned to the Science Based
Target Initiative’s (SBTi) updated Net-Zero Standard,
published in November 2021, we now have SBTi
approved near and long-term science-based emission
reduction targets and an SBTi verified science-based
net-zero target of 2050. Further information is available
on page 50.

OUR 2021/22 GREENHOUSE GAS EMISSIONS

SCOPE1 SCOPE 2

Direct emissions from Market-based. Indirect emissions
activities we control from purchased energy

2% 1%

3,848 tonnes CO,e

SCOPE 3
All other emissions that occur
in the value chain

97%

160,107 tonnes CO,e

1,036 tonnes CO,e

Where our emissions come from

12.3% 40.3% 9.3% 2.5%

Ingredients

Packaging

Equipment & Services

Manufacturing

31.6% 1.2% 2.6% 0.2%
Transport & At home Waste Staff Commuting
distribution refrigeration

Management & Travel |

1

Total Emis

:164,991tonnes CO,e

P
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We respect the environment continued

With continued support from the Carbon Trust we THE ROAD TO NET-ZERO
have now completed a second full carbon footprint
assessment for our 2021/22 financial year covering

our Scope 1, 2 and 3 greenhouse gas emissions. .

A detailed breakdown of our 2021/22 greenhouse gas : 2020
emissions is contained within the Metrics and Targets ;
section of our TCFD disclosure on page 50. This also
contains our Streamlined Energy Carbon Reporting

(SECR) disclosure which sets out our Scope 1 and 2
data for the 2022/23 financial year.

e ESG Board Committee established

¢ Launch of No Time To Waste environmental
sustainability programme
Switch to 100% renewable electricity
CDP score improves to B classification
Introduction of 100% recycled packaging film

We are fully committed to achieving our science-based on Barr Soft Drinks consumer multipacks

targets. For our Scope 1 and 2 emissions we have

a deliverable and realistic decarbonisation roadmap
which builds on the progress we have made and
pushes further, from electric vehicles and solar panels
to air source heat pumps and degasification projects.
For our Scope 3 targets, including purchased goods
and services as well as upstream and downstream
transport and distribution, we are working closely with
our suppliers and partners. Our roadmap to net-zero

is set out on the right. Reduce Scope 1 and 2 GHG emissions by 60%
Reduce Scope 3 GHG emissions from
purchased goods and services and

upstream and downstream transport

and distribution by 25%

Our progress

+ Degasification at our main  Become net-zero
manufacturing sites through across our own
solar, heat pumps and biogas operations




2021 2022

Completion of first full carbon SBTi approved science-based targets
footprint assessment : and net-zero commitment
e 45% reduction in greenhouse gases since 2015 : o Full compliance with TCFD
+« CDP score improves to A- classification » First bottles in 100% recycled plastic (rPET)
¢ Electric vehicle charging points installed at all .+ New signatory of UK Plastics Pact
main company-owned sites :« FUNKIN glass bottle recycled content increased
o Fully electric fork lift truck fleet from 14.6% to 42.5%

« Successful trial of Hydrotreated Vegetable
Oil (HVO) as fuel alternative to diesel

2023-2030

100% rPET across full Barr Soft Drinks portfolio
» Plastic lightweighting
» Supplier engagement and collaboration programme
» Commencing transition away from fossil fuels using
compressed natural gas and HVO for our heavy goods vehicles
» Reduce Company car fleet and move to electric vehicles

2035-50 2050

Recipe reformulations

* Increased use of recycled content Become ne.l--zero

« Supplier transition to green electricity ACross our fU"
* Logistics partners move away from diesel : .
value chain
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We respect the environment continued

Our ambitious commitments are being delivered
through our No Time To Waste environmental
sustainability programme, which brings together
net-zero, plastic and packaging, waste, water and
sustainable sourcing workstreams. No Time To Waste is
a hugely important programme for the Group and to
date our Barr Soft Drinks and FUNKIN business units
have worked closely and collaboratively. The intention is
to bring both Boost and MOMA into the fold in the
coming 12 months to ensure that we work together to
increase our overall sustainability and reduce our
environmental impact. Further information is available on
pages 44 to 53 within our TCFD disclosures.

BUSINESS
AMBITION FOR

In focus
Science-based targets explained

Packaging

We believe that packaging should be treated by all

as a valuable resource and recycled, not discarded as
litter.100% of our Barr Soft Drinks packaging is already
recyclable, with clear on-pack recycling messages,
and we continually seek to reduce the amount of
packaging we use.

As part of our No Time To Waste environmental
sustainability programme, our plastic and packaging
workstream has established a clear strategy with

a long-term goal of 100% circular packaging. This
means a future where packaging is reduced, recycled
and reused.

1.5°C I <

In 2015, 196 governments signed the Paris Agreement, which aims to keep average
temperature increase to well below 2°C above pre-industrial levels. More explicitly, the
agreement sets out to limit the temperature increase even further to 1.5°C.

The Science Based Target Initiative (SBTi) enables companies to demonstrate their leadership
on climate action by publicly committing to science-based greenhouse gas (GHG) reduction
targets. Science-based targets provide clearly defined pathways for companies to reduce
GHG emissions. Targets are considered science-based if they are in line with what the latest
climate science deems necessary to meet the goals of the Paris Agreement.

SBTi requires companies to focus initially on emissions from their direct GHG emissions
(Scope 1), their indirect emissions, including the consumption of purchased electricity
(Scope 2) and then on their wider indirect (Scope 3) emissions.

Reducing the footprint of our packaging will be a
critical part of our journey to reach net-zero. We are
proud to have made a significant step forward in this
regard with the introduction of our first 100% recycled
plastic bottles. All our IRN-BRU and Rubicon 500ml
plastic bottles moved to 100% rPET in April 2022,
supported by a high profile advertising campaign

to raise consumer awareness and understanding.

Our longer term goal of having our full portfolio in
100% rPET by 2023 has been impacted by the current
lack of availability of appropriate quality food grade
recycled plastic. Demand is exceeding supply across
the food and drink industry, in the UK and beyond. We
remain committed to our goal, however realistically the
date by which this can be achieved is now expected to
be the calendar year 2025 and we have adjusted our
long-term target accordingly.

We remain committed to creating a truly circular
system for drinks containers with the expectation that
Scotland’s deposit return scheme (DRS), due to be
implemented in August 2023, will play an important
role in improving the availability and quality of high
grade recyclates. As a large producer member of the
DRS scheme administrator, Circularity Scotland Limited
(CSL), we will benefit from first right of refusal for our
proportionate share of the scheme’s collected material.
The recycled material available from a DRS system is
expected to be of a much higher quality than that
produced by current household recycling. As such we
anticipate that this will significantly improve our rPET
supply in particular and allow us to resume our path to
our 100% rPET goal.

a8

We are fully committed
to achieving our
science-based targets.
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We are in the important planning and preparation DRS
phase, working with our customers and CSL to ensure
as smooth a transition and as successful a scheme as
possible. By incentivising consumers to return their
drinks containers, DRS will set drinks packaging apart,
as drinks containers will become part of a truly

circular economy. In countries where DRS is already
operational, such as Norway and Germany, return rates
of plastic bottles for example reach as high as 98%.

Water and waste

As a multi-beverage business, water is a principal
ingredient, as well as a necessary resource we rely
upon across our operations. There is increasing
awareness of the challenges faced in managing water
resources and we are extremely aware of the part we
have to play in protecting this precious commodity.

Water is a key workstream within our No Time To Waste
environmental sustainability programme and in 2021
we undertook a detailed analysis of our water footprint
at all our production sites, working with an independent
agency to give us a better understanding of how and
where we use water. With this data we have developed
an evidence-based water strategy with tangible actions
in place for each of our sites over a three-year horizon.

As part of our sustainable sourcing strategy we also
know that the most significant water use in our value
chain is in agriculture. The crops that we rely upon
for many of our products, such as mangos, are grown
in hot, potentially water-stressed areas, and we are
working in partnership with our global suppliers to
encourage sustainable practices.

A key element of our internal water strategy is our focus
on cleaning procedures, where small changes can make
significant reductions in our water usage. We have also
focused on changing our own behaviours, supported
by our "Drop by Drop” awareness raising initiative and
an employee education and engagement campaign
coinciding with World Water Day in March. We are
pleased to report that our renewed water strategy

is already making a difference with year-on-year
improvements in our water usage efficiency against
our 2020 baseline. More information can be found in
our non-financial KPI section on page 32.

THE UK
PLASTICS
PACT

Once again we are pleased to have achieved our
long-term target related to waste. 100% of our
non-hazardous waste is diverted from landfill and
our objective is to maintain this performance on
a permanent basis.

Sustainable sourcing

As climate change and a rising population put pressure
on our limited natural resources, it is important for

all our raw materials to be sourced sustainably and
used effectively.

As one of our No Time To Waste workstreams,
sustainable sourcing is key to ensuring our high-quality
ingredients and materials are sourced and manufactured
in a fair, ethical and environmentally responsible way.

Our Supplier Code of Conduct, currently applicable

to both Barr Soft Drinks and FUNKIN, sets out the key
supplier principles we work to and the minimum
standards we require our suppliers to meet, which form
part of their contractual commitments to us. This Code
is fundamental to ensuring we work with suppliers who
uphold the highest standards with respect to human
rights, conditions of employment and who actively
reduce their environmental footprint. We ensure our
critical suppliers have embedded sustainable and ethical
practices in their organisations, and that they are
committed to maintaining these principles within their
own supply chain.

In focus

The UK plastics pact

As part of our No Time To Waste environmental
sustainability programme, we are proud to have
become signatories to The UK Plastics Pact.

What is The UK Plastics Pact?

The UK Plastics Pact is a bold and unique
initiative that will transform the UK'’s plastic
system. By bringing together the entire plastics
value chain behind a common set of ambitious
targets, it will move us towards a system which
keeps plastic in the economy and out of the
environment. It will encompass innovation,
research and new business models to rethink
and redesign what packaging we put on the
market in the first place, and how we can
encourage more reuse of packaging.

What will it achieve?

By 2025, The UK Plastics Pact will transform
the UK plastic packaging sector and help stop
plastics polluting the environment. Members
have signed up to the following targets:

Eliminate problematic or unnecessary
single-use packaging through redesign,
innovation or alternative (re-use) delivery
models

100% of plastic packaging to be reusable,
recyclable or compostable

70% of plastic packaging effectively recycled
or composted

30% average recycled content across all
plastic packaging
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We respect the environment continued

In focus

100 Litre Challenge

Our No Time To Waste programme is not only
about achieving our environmental sustainability
goals — itis also about encouraging our
employees to take personal responsibility.

To mark World Water Day in March 2022, we
issued our employees with a 100 litre challenge.

For one day, we challenged employees to see if
they could cut their personal water consumption
to just 100 litres. Using a purpose-built intranet
portal, we used engaging content to share
details of where everyone is potentially wasting
water — and what simple steps they can take to
reduce water waste.

Our suppliers must acknowledge their compliance on
an annual basis through our stringent supplier approval
process, which uses questionnaires and audits to
confirm adherence to our standards across a broad
range of requirements. For many years we have used the
Supplier Ethical Data Exchange (Sedex) platform, a
not-for-profit global membership organisation dedicated
to driving improvements in ethical and responsible
business practices. We also use the Sedex Supplier
Approval Questionnaire as an important secondary
validation step which allows independent benchmarking
of suppliers on a consistent measurable basis.

The output from these questionnaires also allows

us to collaborate and engage with our suppliers to set
objectives and action plans to deliver sustainable and
continuous improvements. This includes active and
ongoing dialogue with our key suppliers — their actions
support the delivery of our Scope 3 science-based
targets, and ultimately our net-zero ambition.

Materiality and stakeholder engagement

We regularly engage with internal and external
stakeholders to ensure that our responsibility agenda
is addressing the material issues.

Governance

Our responsibility agenda is integrated into our
strategic, financial and business planning, as well
as our risk management processes, with ultimate
accountability sitting with the Board.

Our Executive teams are responsible for the delivery
and execution of our responsibility actions and
programmes, supported where appropriate by
sub-committees and functional or project teams.
Further information on the governance of our
climate-related risks and opportunities is detailed

in our TCFD disclosures on pages 44 to 53.

Independent assurance

We continued to work with third-party auditors, the
Carbon Trust, across the past 12 months. They have
completed an audit and verification of our Group
operations for Scope 1 and Scope 2 emissions for the
year ended January 2022, and verification for the year

ended January 2023 is underway. Having developed
the world's first certification for organisational CO_e
Reduction Standard and product carbon footprints,
the Carbon Trust is the leading carbon footprint
certification body.

Our Scope 1 and 2 greenhouse gas emissions for the
year ended January 2022 have been verified against
the 1SO 14064-3 standard.

During 2022 we were also pleased to maintain our A-
climate change rating with the Climate Disclosure Project
(CDP). CDP is a not-for-profit charity that runs a global
environmental disclosure system. CDP is widely used

and considered to be one of the most comprehensive
independent environmental data sets available. The CDP
Score Report allows us to benchmark and compare our
environmental stewardship with peers, and provides
additional information that can help inform our forward-
looking improvement programmes.

Task Force on Climate-related Financial Disclosures
The Task Force on Climate-related Financial Disclosures
(TCFD) provides a framework for companies to report
the potential financial impacts from climate change on
their business, as well as reporting the progress made
by the organisation against the targets set to mitigate
climate-related risks and to reduce its impact on

the environment.

This framework is designed to help investors and wider
stakeholders understand how businesses are managing
climate-related financial risks, across four key areas:

Governance - setting out the respective roles of the
Board and management team in managing risks and
opportunities.

Strategy - identifying risks and opportunities over
different time horizons and explaining how these
impact strategic and financial planning.

Risk Management — having processes in place for
managing identified risks and including these within
the overall risk management framework.

Metrics and Targets — explaining how both climate
change impact and exposure to risks are measured,
setting targets and tracking ongoing progress.



Using this framework we set out our full TCFD
disclosures below. These reflect the structure of the
A.G. Barr Group for the majority of the 2022/23
financial year i.e. covering the Barr Soft Drinks and
FUNKIN business units. MOMA and Boost Drinks,
acquired in December 2022, will be incorporated
into future disclosures.

Governance

Board of Directors

The A.G. Barr Board has responsibility for the oversight
of climate-related risks and opportunities impacting
the Group.

The Board of Directors considers climate-related risks
and opportunities when setting and reviewing the
Company strategy, agreeing future objectives, budgets
and KPlIs, setting policies and when considering
potential M&A activity.

The Board carries out a full review of our corporate risk
register and principal risks, including those related to
climate change, twice a year. In addition, the Board
regularly discusses climate-related issues across a
variety of Board meeting agenda items. These include
matters arising from its sub-committees, particularly
from the Environmental, Social and Governance (ESG)
Committee, as well as from general business updates,
where climate-related issues will often be integral.
Examples during the year include discussions on
science-based targets, net-zero roadmaps, as well as the
approval of our strategic capital investment programme,
incorporating greenhouse gas reduction projects.

A structured process for identifying and quantifying
emerging risks and opportunities across the Group,
similar to our risk management approach, provides a
framework to support broader thinking on new and
emerging areas, including those related to climate
change. With input from both our Barr Soft Drinks and
FUNKIN Executive teams, this plays an important role in
the Board's strategic planning process. The Board
completed a robust assessment of the Group's
emerging risks, including those related to climate
change, during the year.

Strategic Report

Corporate climate-related targets, set by the Executive
teams and ratified by the ESG Committee, are
monitored by the Board on a monthly basis.

The Board, in turn, delegates some elements of its
responsibility to its various sub-committees, as set
out below:

» The Audit and Risk Committee has the delegated
responsibility to monitor our internal financial
controls as well as our internal control and risk
management systems. Its risk management
oversight includes the review of our corporate risk
register and principal risks, including those related
to climate change, at least twice per year.

- The Environmental, Social and Governance
Committee assists the Board in fulfilling its oversight
responsibilities with respect to the Company’s
management of all relevant ESG matters. The ESG

Committee has delegated responsibility for approving

the Company'’s environmental sustainability strategy
and reporting back to the Board. It meets twice each
year and otherwise as required. The ESG Committee

owns, and is responsible for monitoring and updating,

our material risks and opportunities related to
climate change.
+  The Remuneration Committee is responsible for

determining our remuneration policy, including how

climate-related factors are taken into consideration
and reflected in reward. Executive Directors’
long-term incentive plan awards, by way of
illustration, include an environmental sustainability
performance measure. Further information is
available in our Directors’ Remuneration Report
on page 91.

- The Nomination Committee is responsible for
Board appointments and succession planning.

Barr Soft Drinks and FUNKIN Business Units
Our Executive teams across both business units, Barr
Soft Drinks and FUNKIN, are responsible for managing

the climate-related risks and opportunities faced by our

business on both a long-term strategic basis and day
to day. Our strategic planning process considers both
the risks and opportunities arising from climate change
and a specific process related to emerging risks and
opportunities has recently been agreed and is now

Corporate Governance Accounts

being introduced. The Executive teams are supported
across a number of areas as set out below:

«  Our Group Risk Committee ensures that a strong
framework is in place to manage operational risks
effectively, including those associated with climate
change. The Committee oversees our principal
risks and uncertainties, and reviews the effectiveness
of risk management and compliance systems in
managing those risks. The aim of the Committee
is to ensure that employees understand the
importance of good risk management, a supportive
risk management culture is embedded across the
Group and that risk management processes are
clearly deployed.

»  The No Time To Waste Steering Group, chaired
by our CEO, governs our Group-wide environmental
sustainability programme. The No Time To Waste
Steering Group has overall responsibility for setting
the Group's environmental sustainability strategy, for
achieving the Company's climate change objectives,
and for monitoring and managing risks and
opportunities related to climate change. The No
Time To Waste programme encompasses five key
workstreams associated with reducing the effects of
climate change. Each workstream, and its associated
team, owns a risk register relevant to its specific area
of focus. The risks identified, along with opportunities
arising from the climate change agenda, are
reviewed on a monthly basis by the Steering Group.

= Our Capital Allocation Committee is responsible
for ensuring the best use of our capital resources
in line with our strategy and plans. This includes
the review and approval of capital expenditure
programmes related to environmental sustainability,
taking into account the risks and opportunities in
investment decisions.

- Our Emerging Risks and Opportunities Group is
responsible for identifying and managing emerging
risks and opportunities at an A.G Barr Group level.
This group conducts an annual review prior to
making recommendations to the Board, the output
from which forms part of our Board's annual
Strategy Review.
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Responsibility report continued

We respect the environment continued

Strategy

Our Board has ultimate responsibility for agreeing

our business strategy, taking into account, and
reflecting where appropriate, the risks and opportunities
associated with climate change. As detailed above,

the Board's strategic thinking and decision making is
supported and informed by our Executive teams and by
a number of Board sub-committees. As detailed in the
metrics and targets section that follows, our key climate
related objective, borne out of our strategy, relates to
our achievement of our science-based targets and our
ultimate net-zero commitment. Our associated road
map is set out on pages 40 and 41.

Our strategic timeframes are as follows:
« Short-term: O to 1 years

¢« Medium-term: 1to 5 years

e Long-term: 5+ years

The opportunities, as well as physical and transition
risks considered material to our business, are detailed
on the following pages along with our strategic
responses. Our methodology for defining material
financial and strategic impacts on our business is
aligned with our risk management approach, detailed
in the Risk Management section that follows. Gross risk
impacts that fall in the categories of “moderate’, ‘major”
or “critical” would be deemed to be material.

Our climate-related governance

Emerging Risks
& Opportunities Group

Barr Soft Drinks and
FUNKIN Executive Teams

Group Risk Committee

“No Time To Waste” Steering Group

Capital Allocation Committee

Audit and Risk Committee

ESG Committee

Remuneration Committee

Nomination Committee
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Physical risks
associated with increased severity of extreme weather events such as cyclones and floods (acute), and associated with changes in precipitation patterns and
extreme variability in weather patterns, rising mean temperatures and rising sea levels (chronic).

Potential financial

Risk Type & Description Timeframe impact

Chronic risk Long-term |
The risk that climate change impacts the future availability, quality and cost of the natural ingredients required to
manufacture our products, such as sugar, fruit juices and water.

Strategic response:

We have dedicated Sustainable Sourcing and Water workstreams within our No Time To Waste environmental sustainability programme with ambitious strategies in these
areas. Further information is available on pages 42 and 45, however by way of illustration of action taken related to fruit availability, we have developed a network of
suppliers who can supply materials from different origins and have set up a programme to approve fruit juices from different geographic sources, such as passion fruit
from Vietnam, in addition to our existing supply from Ecuador, thus reducing risk of supply and ultimately protecting sales.

Transition risks

associated with changes to policy and legislation, technology, the market and reputation.

Potential financial
impact

Risk Type & Description Timeframe

Policy and legal risk Long-term |
The risk of higher costs as a consequence of planned/potential regulation such as a carbon tax, or packaging related
regulations/taxes such as UK Extended Producer Responsibility (EPR) and the EU Single-Use Plastics Directive.

Strategic response:
We have approved science-based targets that will see us becoming net-zero across our own operations by 2035 and across our full supply chain by 2050, if not sooner.
We have already begun our decarbonisation journey in areas such as transitioning to 100% renewable electricity and 100% electric forklift trucks.

We are also focused on reducing, recycling and reusing across our packaging. 100% of our Barr Soft Drinks packaging is already recyclable and we are increasing our use
of recycled material. We now have 100% recycled plastic film across all of our Barr Soft Drinks consumer multipacks and introduced our first 100% recycled bottles in April
2022, as part of a longer-term objective of having 100% recycled content across our full portfolio of plastic bottles by 2025. Discussions are also underway with our glass
and aluminium can suppliers on how we can work together to increase recycled content in the products they provide. We are reducing packaging where possible, such
as in a recent reduction of stretch wrap weight.

In addition, we are positive supporters of the implementation of DRS in the UK, which will help to mitigate potential EPR costs for the business — the latest government
proposals in this area have confirmed that containers subject to DRS will be out of scope of EPR.

Potential financial impact Movement: BEE Moderate HEE Mgjor  HEE Critical
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Responsibility report continued
We respect the environment continued

Transition risks

associated with changes to policy and legislation, technology, the market and reputation.

Potential financial
impact

Market risk Medium-term [ | |
The risk that consumer behaviours change in relation to single-use packaging or as a result of regulatory changes

designed to reduce the impact of climate change, such as DRS, resulting in a reduction in demand for our products

or consumers switching to brands perceived as more sustainable.

Risk Type & Description Timeframe

Strategic response:

As already detailed, we are positive supporters of the implementation of DRS, due to be implemented in Scotland in August 2023, and expected to launch in England
no earlier than 2025. By incentivising consumers to return their drinks containers, DRS will set drinks packaging apart, as drinks containers will become part of a truly
circular economy.

The delivery of our net-zero roadmaps, and specifically our drive to reduce, recycle and reuse across our packaging, are key to improving our environmental credentials and
further building trust with consumers.

Opportunities

associated with resource efficiency, energy sources, products and services, markets and resilience.

Potential financial
impact

Opportunity Description & Type Timeframe

Energy source opportunity Medium-term |
Use of lower-emission energy sources, such as photovoltaic panels and heat pumps for the generation of electricity,
heat and steam, leading to a reduction in greenhouse gas emissions.

Strategic response:

These initiatives present a significant opportunity to reduce our Scope 1 (reduction of gas consumption from heat pumps) and Scope 2 (on-site electricity generation
from photovoltaic panels) emissions, thereby mitigating the on-cost associated with the potential introduction of carbon pricing while also potentially delivering utility
cost reductions.

Market opportunity Long-term [ | b
The opportunity that consumer behaviours change, with consumption patterns shifting towards products perceived

to be more environmentally friendly, resulting in sales opportunities. More environmentally orientated consumer

behaviours could include supporting companies who have clear plans to achieve net-zero or who are actively engaged

in DRS. It could also extend to increased ‘staycations’ or the favouring of domestic produced products.

Strategic response:
Communication with our customers and consumers is key to ensuring our environmental sustainability plans and progress are well understood. We provide regular updates
to our customers via our sales force and we are increasingly communicating directly with all consumers, both on-pack and through traditional and social media channels.

Potential financial impact Movement: BEE Moderate HEE Mgjor  EEE Critical



We believe that our strategic actions are currently
providing an acceptable degree of long-term resilience,
taking into consideration different climate related
scenarios as set out below.

Risk Management

Identifying risks

Each department or function in the Company has its
own risk register that is reviewed on a regular basis.
Climate-related risks, including those associated with
existing and emerging regulatory requirements, are
identified and assessed alongside other business risks
during the departmental reviews. Departmental risk
registers feed into the corporate risk register, which
is reviewed by our Group Risk Committee every

two months.

Best-case climate scenario
IEA Net-Zero by 2050

Strategic Report

The Emerging Risks and Opportunities Group,

as already detailed in the Governance section, is
responsible for the Group's emerging risk register,
with a longer-term horizon than that considered

by the departmental units. The Group Risk Committee
will retain oversight of emerging risks going forward.

The ESG Committee owns, and is responsible for
monitoring and updating, our material risks and
opportunities related to climate change, as already
detailed in the Strategy section. The ESG Committee
is supported by a cross-functional group of senior
executives who help input into this process both in
terms of risk identification and assessment aligned
to worst-case and best-case climate scenarios, as
detailed here.

Worst-case climate scenario
IPCC RCP8.5/ SSP5

Corporate Governance

Accounts

Scenario narrative & context

Under this scenario, global warming is limited to below
1.5°C above pre-industrial levels by 2100 through

global collaboration and policy intervention to reduce
greenhouse gas emissions and reach net-zero emissions
by 2050.

For example, this scenario foresees the implementation
of a carbon price/tax that could start at $75 per tonne
CO,e in 2025 for developed countries, rising to $205
per tonne CO.e in 2040.

We chose this scenario to assess transition risks
and because its time horizon aligns with the UK
Government's pledge to achieve net-zero by 2050,
therefore offering a plausible pathway for our
local authorities.

Scenario narrative & context

Limited efforts are made by governments and businesses to reduce greenhouse gas emissions, leading to
temperature rises of 4°C above pre-industrial levels by 2100.

In this scenario, the emphasis turns to protecting the population and operational assets from the catastrophic
impact of the changing climate as opposed to reducing the emissions themselves.

We chose this scenario to assess the potential physical risks on our business and supply chain, as it is supported
with long-term data ranges on temperature, precipitations and rise in sea levels. The data from the scenario

extends to 2100 and allows us to take medium and long-term views on risks, considering the impact of market
change in the locations of our own assets and at the origin of our key materials.

The climate-related risks considered material to our business are detailed on pages 47 and 48, however this scenario planning process identified a range of other risks

and opportunities.
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Responsibility report continued

We respect the environment continued

Assessing risks

Our corporate risk register guidelines provide the
framework for defining financial and strategic impacts
on our business. This framework applies equally to
climate-related risks and categorises five levels of risk
impact: “insignificant”, “minor’, “moderate”, "major”
and “critical”.

The corporate risk register guidelines also include
definitions for the likelihood of the risks, including:
‘rare’, "unlikely”, “possible’, “likely” and "almost certain”.
Different parameters are taken into account when
assessing the potential impact of a risk, including
financial aspects, environmental aspects, and other
aspects such as health and safety and corporate
reputation. Each risk is given a risk rating before and
after mitigating actions.

Gross risk impacts that fall in the categories of ‘moderate”,

"major” or “critical” would be deemed to be material.

From a financial perspective, a ‘'moderate” impact is
defined as impacting financial turnover or profit by
between 3% and 10%, a "major” impact is defined as
impacting financial turnover or profit by more than 10%
and less than 25%. A financial impact of 25% of more
on turnover or profit would be deemed as “critical”.

Managing risks

The resolution of moderate impacts requires the input
from the Executive team. The resolution of major and
critical impacts requires the input from the Board and/
or its sub-committees.

The Group Risk Committee reports back to the Audit
and Risk Committee, attended by Directors on the
Board. Similarly, the ESG Committee reports to the
Board on the material climate-related risks identified.

Mitigating actions are developed for each risk and their
effectiveness is reviewed on an ongoing basis. New
actions are triggered in order to further reduce the

net score of each risk, especially for those risks that

sit outside of the Board risk appetite. Functional risk
registers are reviewed in depth by the Risk Committee
according to an annual schedule to ensure that risks

are well represented and that actions are taken to
reduce the level of risk for the business.

Metrics & Targets

The mitigating actions for our key climate-related risks,

identified through our ESG Committee and our
multi-functional and business-wide risk management
process, are being managed primarily through our
No Time To Waste environmental sustainability
programme. This programme has identified a number
of long-term climate-related goals, with the key
deliverables being the achievement of our science-
based targets and the ultimate delivery of our net-zero
by 2050 commitment. Other climate-related targets
and KPIs, including those related to packaging, waste
and water are detailed within our long-term goals and
non-financial key performance indicators on pages 31
and 32.

On a cross-industry basis we are working
collaboratively with other producers on the effective

introduction of a deposit return scheme across the UK.

Our SBTi approved science-based carbon reduction
targets are in line with the latest climate science
recommendations necessary to meet the goals of the
Paris Agreement and limit the temperature increase
to 1.5°C above pre-industrial levels. These targets are
detailed below and set out our commitment to be
net-zero across our own operations by 2035 and
across our wider supply chain by 2050, if not sooner.

Ovur science-based
targets

Overall Net-Zero Target

We commit to reach net-zero greenhouse
gas (GHG) emissions across the value
chain by FY2050 from a FY2020 base year.

Near-term Targets

We commit to reduce absolute scope 1
and 2 GHG emissions 60% by FY2030
from a FY2020 base year.

We also commit to reduce absolute scope
3 GHG emissions from purchased goods
and services, upstream transport and
distribution and downstream transport
and distribution 25% within the same
timeframe.

Long-term Targets

We commit to reduce absolute scope 1
and 2 GHG emissions 90% by FY2035
from a 2020 base year.

We also commit to reduce scope 3
GHG emissions from purchased goods
and services, upstream transport and
distribution and downstream transport
and distribution 90% by FY2050 from

a FY2020 base year.

SCIENCE
BASED
TARGETS

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION




Our 2021/22 greenhouse gas emissions

Strategic Report

Corporate Governance Accounts

Emissions (t CO,e)

2020/2021 2021/2022
Total Scope 1 5,434 3,848
Total Scope 2 (market-based) 1,888 1,036
Scope 3
Purchased goods and services (product) 106,608 86,767
Purchased goods and services (non-product) 7,625 11,877
Capital goods 1,763 3,311
Fuel and energy related activities 2,150 2,158
Upstream transportation and distribution 4,587 30,616
Waste generated in operations 66 117
Business travel 226 85
Employee commuting 427 223
Upstream leased assets - -
Downstream transportation and distribution 18,768 18,254
Processing of sold products - 348
Use of sold products (direct) - -
Use of sold products (indirect) 3,428 2,016
End-of-life treatment of sold products 1,570 4,236
Downstream leased assets - -
Franchises 62 -
Investments - 929
Total Scope 3 147,280 160,107
Total Scope 1,283 154,602 164,991

Our Scope 3 emissions increased by c.7% in 2021. This reflects our increased sales volumes as we recovered following the pandemic and some discrepancies and omissions
identified in 2020's baseline assessment. The discrepancies and omissions have now been rectified and the learnings will be carried forward in our future carbon footprint

assessments and future target setting.

While our full carbon footprint assessments run a year behind due to calculation and validation requirements, our Scope 1 and 2 emissions data is available for the 2022/23

financial year as follows.
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Responsibility report continued

We respect the environment continued

Streamlined Energy and Carbon Reporting (SECR)
We are reporting against the SECR framework for the
third year, for the period 31 January 2022 to 29 January
2023. We report as a quoted Company and confirm
that all the minimum requirements have been
addressed and are presented here. All global energy
and emissions reported related to UK operations —
there are no non-UK energy and emissions.

Our total energy consumption for 2022/2023 was
44,658,466 kWh. This includes our electricity, steam
and natural gas usage for our production, distribution
and office buildings, as well as transport fuels for
logistics vehicles and Company cars.

Under a location-based approach, the total global
Scope 1 & 2 carbon emissions associated with our
reported energy use and fugitive emissions from
refrigerant leaks for 2022/2023 were 8,822.83 tCO.e,
as summarised in the table below:

Under a market-based approach the total global Scope
1 & 2 carbon emissions associated with our reported
energy use and fugitive emissions from refrigerant leaks
for 2022/2023 are 4,539.70 tCO.e, as summarised in
the table below:

Carbon Emissions (Location-based)* 2022/23 2021/22
Scope 1 emissions - (tCO.e) 4,363.67 384787
Scope 2 emissions —

purchased electricity (tCO,e)  4,328.29  4,/52.63
Scope 2 emissions —

purchased stream (tCO,e) 130.87 999.68
Total Scope 1 & 2

emissions (tCO,e) 8,822.83 9600.19

* The location-based approach applies UK grid average carbon
emission factors to all Scope 2 purchased electricity.

Carbon Emissions (Market-based)* 2022/23 2021/22
Scope 1 emissions - (tCO.e) 4,363.67 3,847.87
Scope 2 emissions —

purchased electricity (tCO,e) 45.16 35.96
Scope 2 emissions —

purchased stream (tCO,e) 130.87 999.68
Total Scope 1 & 2

emissions (tCO,e) 4,539.70 4,883.52

* |t should be noted that, in 2021/22 purchased steam provided

by a 3rd party at Cumbernauld is categorised under Scope 2 and
accounted for 999.7tCO,e. In 2022/23 we began generating our
own steam rather than continuing to purchase steam from a third
party. This change occurred on the 1st April 2022 and remained in
place until the end of the financial period. A small amount of Scope
2 steam purchase remains for the first two months of the year
reflecting 130.87tCO,e of emissions.

Methodology

The methodology used is the WBCSD/WRI Greenhouse
Gas Protocol - a corporate accounting standard

revised edition in conjunction with UK Government
environmental reporting guidelines including SECR
guidance. An operational control approach has been
taken. We have used the UK Government greenhouse
gas conversion factors for company reporting 2022.
Scope 2 emissions from purchased electricity have
been measured using a location-based approach.

Intensity ratio

For 2022/2023, our emissions intensity, measured

as the total Scope 1 and 2 emissions relative to the
thousand litres of product produced is 20.34 kg CO.e
per thousand litres of product produced. This compares
with 21.55 kg CO,e per thousand litres of product
produced, as detailed in our previous Annual Report.

Energy efficiency actions

1. We are procuring REGO backed renewable
electricity across all our operational sites, leading
to a significant reduction in Scope 2 emissions
(under market-based reporting).

2. We are rolling out our "Brilliance in the Making”
continuous improvement programme across our
manufacturing sites. Through this programme we
are investing heavily in the training of our staff in
better problem solving and team working skills.
This programme improves energy efficiency
through reduction in changeover times,
improvements in line reliability and the reduction
of waste.

3. We are awaiting the delivery of 12 CNG trucks that
will run on biomethane instead of diesel. We are
expecting CNG trucks to deliver a 98% reduction in
CO,e when compared to diesel trucks.

4. We carried out a trial with hydrotreated vegetable oil
(HVO) at one of our depots. The trial has been
extended into 2023 and is expected to deliver a 97%
reduction in CO,e when compared to diesel trucks.

5. We have initiated a project at our Milton Keynes site
aiming to reduce natural gas consumption by 90%
through the use of solar panels and heat pumps.
The feasibility study is underway.

6. The lights on our Campsies campus at
Cumbernauld were switched to LED, with an
expected annual energy saving of 76,000 kWh.

7. We initiated a project to install more efficient water

pumps at our Cumbernauld site, expected to save
circa 470,000 kWh in energy.

8. We have amended our company car policy so
that from the 1st April 2023, new company cars
allocated to staff will be either fully electric or
hybrid. EV charging points have been installed
at our Cumbernauld and Milton Keynes sites
in order to support this transition.

9. Forklift use has been fully electrified in 2022/23
with no further use of LPG equipment



Reported emissions (and carbon offsets) (tonnes CO2e¢)

of carbon dioxide equivalent in the stated period

Strategic Report

2022/23 2021/22
Total net emissions 8,823 9,600
Total gross emissions (scope 1 and 2) 8,823 9,600
Total direct and indirect emissions (scope 1 and 2) 8,823 9,600

Direct emissions (scope 1) 4,364 3,848
Direct emissions (scope 1) stationary combustion 2,526 1,839
Direct emissions(scope 1) mobile combustion 1,837.3 2,009

Direct emissions (scope 1) from transport fuels 1,837 2,009
Direct emissions (scope 1) from other mobile combustion 0.0 0.0
Direct emissions (scope 1) from process sources 0.0 0.0
Direct emissions (scope 1) from fugitive sources 0.0 0.0
Direct emissions (scope 1) from agricultural sources 0.0 0.0
Total direct emissions (scope 1)
Indirect emissions (scope 2) 4,459 5,752
Indirect emissions (scope 2) from electricity 4,328 4,753
Indirect emissions (scope 2) from purchased steam 130.9 999.7
Indirect emissions (scope 2) from purchased heating 0.0 0.0
Indirect emissions (scope 2) from purchased cooling 0.0 0.0
Total indirect emissions (scope 2)
Energy consumption (kWh)
Kilowatt hour equivalent in the stated period
Energy consumption used to calculate emissions 44,658,446 46,218,416
Energy consumption, combustion of gas 13,840,144 9,129,265
Energy consumption, electricity 22,382,308 22,383,215
Energy consumption, combustion of transport fuel 7,719,044 8,469,091
Energy consumption, other (Thermal Fuels) 0.0 107,296
Intensity ratio
Intensity ratio 0.020 0.022
The reported emissions intensity ratio is the total gross emissions

(Scope 1 & 2 intonnes CO.e) per thousand litres of product produced
Intensity ratio based solely on mandatory data True True

Corporate Governance Accounts

TCFD Compliance Statement

Our climate-related financial disclosures are
consistent with all of the TCFD recommendations
and recommended disclosures. By this we mean
the four TCFD recommendations and the 11
recommended disclosures set out in Figure 4 of
Section C of the report entitled "Recommendations
of the Task Force on Climate-related Financial
Disclosures” published in June 2017 by the TCFD.
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We support healthy living

Calorie reduction

Our job has always been, and continues to be, about
understanding consumers and their changing tastes
and preferences, and providing them with great
products. Evidence shows that most soft drinks
consumers want to reduce their sugar intake while still
enjoying great tasting drinks. We have been reducing
the sugar content across our soft drinks portfolio
and introducing new and innovative reduced sugar
products in response to our consumers’ changing
tastes and preferences for many years.

98% of our Barr Soft Drinks portfolio by volume is
considered no or low sugar, containing less than 5g
total sugars per 100ml, and exempt from the UK Soft
Drinks Industry Levy, often referred to colloquially as
the "sugar tax”.

New price and location restrictions came into force in
England in October 2022, applicable to High Fat, Sugar
and Salt (HFSS) products. The definition of "high sugar”
for standard soft drinks is greater than 4.5g total sugar
per 100ml and from April 2022, six months ahead of the
new regulations, 98% of our Barr Soft Drinks portfolio
was HFSS exempt.

Responsible advertising and marketing

We take our responsibility in how we market, promote
and advertise our products very seriously. We advertise
responsibly, offer a wide range of pack sizes to assist
with portion control and, by providing clear nutritional
information, enable our consumers to make informed
choices. We fully comply with all of the appropriate
regulations and in some cases go beyond the standards
set, such as in the area of energy drinks where our
industry code exceeds regulatory requirements.

GOODHEALTH
AND WELL-BEING

e

Labelling

We have always been committed to providing clear
calorie and nutritional information on our soft drinks
packs to help consumers choose products that are
right for them. We were one of the earliest adopters of
the government'’s voluntary front of pack nutritional
labelling on all our Company-owned Barr Soft Drinks
brands, which is a simple traffic light style scheme,
making it even easier for consumers to find the
information they need.

In focus
Investment in new
R&D laboratory

In September 2022 we hosted employees from
around the business in a series of open days at
our newly refurbished Middlebrook laboratory.

The lab plays a vital role in the business and the
investment in an extensive refit of the facilities
demonstrates the importance placed on flavour,
quality and innovation. Colleagues were invited
to view a new sensory suite, packaging lab and
enhanced general lab space giving them the
opportunity to see how our famous products
are developed. Colleagues were also offered the
opportunity to design their own beverage, give
it a name and take it home for their friends and
family to try.

Research and Development

Our positive portfolio position is supported by our
in-house research, development and innovation team,
which delivers a wide range of reformulation and
innovation projects, using the experience they have
gained over many years to optimise recipes and carry
out robust consumer research to ensure our recipes
meet consumer needs.
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We give back

Engaging with communities

Supporting and working with our local communities
has been at the core of our business since we were
first established in 1875.

We support a range of charities and community
groups across the UK, from local clubs and charity
fundraisers to large charities helping people on

a national scale. We help in various ways, including
financially, through donations or on a practical level
with employee volunteering.

In focus

Support for GroceryAid

September 2022 saw us become headline
sponsors for “Checkout Scotland” an inaugural
music event held in support of retailer charity
GroceryAid.

GroceryAid is a charity that offers invaluable
support to colleagues across the retail sector
giving them access to vital financial and
wellbeing services.

The gig took place in the fantastic Glasgow
venue Barras Art & Design with over 700 guests
attending to enjoy an impressive line-up of acts
including Scouting for Girls, The Feeling and
Sophie Ellis-Bextor.

As headline sponsors, IRN-BRU's presence was
unmissable from our branding, to our VIP area
and even IRN-BRU burger sauce.

The event helped raise awareness of the charity
and the life-changing work it does for industry
colleagues in need of a little help.

Strategic Report

New charity partner
In June 2022 our employees voted for a new three-year
charity partner — Marie Curie.

After three successful years working with Mental Health
UK, our employees voted for Marie Curie as our new
partner, a fantastic charity that provides care and
support to people coping with terminal illness as well
as those close to them.

The three-year partnership will see the business donate
£150,000 directly to the charity, with additional
fundraising from employees adding further support.

Employee volunteering
Our employees are encouraged to take partin
volunteering activities, often giving something back
to the local communities we serve. This year saw
employees volunteering for a range of deserving
causes, including Women's Aid, the Children’s Panel
and a local biodiversity project.

Corporate Governance Accounts

GOODHEALTH
AND WELL-BEING

e

In focus

FUNKIN and The Drinks Trust

FUNKIN's marketing team spent a volunteer day
hosting a marketing workshop for aspiring future
leaders within the hospitality and drinks industry.

In collaboration with The Drinks Trust, 21
members of its Develop programme — ranging
from hospitality staff to managing directors
and business owners — attended five separate
workshops learning about brands, trade and
digital marketing, menu-building, mixology
and innovation.

A rewarding day for both the participants and
our FUNKIN colleagues, it was an opportunity
to share expertise and inspire the future
professionals of the drinks industry.

Since 1886, The Drinks Trust has provided care
and support to the drinks hospitality industry
workforce, both past and present. The Drinks
Trust is run by industry professionals, funded by
drinks industry partners, including FUNKIN, and
supported by thousands of drinks hospitality
industry fundraisers, donors and contributors.
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Financial review

86 Overview
The business has delivered another year of impressive
o ne . . financial performance with top and bottom line growth
A posrhve f|nq nc|q| during a year of high cost inflation, supply chain
. challenges and macroeconomic uncertainty:
performance with strong 2022025 Nersus 2021/22
organic revenue and profi-l- Reported revenue £317.6m £268.6m +18.2%
oge Reported profit
growth and two exciting before tax E4adm  £a22m  15.2%
12 Adjusted profit
quUISI+IonS' before tax* £43.5m £38.4m +13.3%
99 Adjusted operating
margin* 13.6% 14.9% (1.3pp)

Net cash at bank* £52.9m £68.4m (22.7%)

Reported EPS
(basic p/share) 30.47p 25.09p +21.4%

Dividend per share
(proposed final
and interim) 13.10p 12.0p +9.2%
- g _— M e
1 ! : Our revenue increase was driven by a combination
of brand momentum, revenue management and the
incremental contribution from our MOMA and Boost
—_— Drinks acquisitions. Like-for-like revenue growth*,
adjusting for MOMA and Boost new business and the
extra week in the prior year, was 15.9%.

Throughout the pandemic, and the disruption that
followed as the economy reopened, we worked
collaboratively with our customers to ensure we
recognised the impact of restrictions on the brand
support and discounts we provided. This involved
numerous commercial discussions, and in certain
circumstances, changes to promotional terms. This
has resulted in a change in estimate and recognition
of £5.1m (2021/22: £4.9m) of additional variable
consideration.

Stuart Lorimer f
Finance Director




In a challenging cost environment our adjusted profit
before tax* increased by 13.3%. While recessionary
concerns, inflationary pressures and supply chain
disruption were clear headwinds, we continued to
invest for the future, in our brands, our people and
our assets. Our operating margin was compressed

as a result of supply chain cost inflation, the impact of
MOMA and Boost's lower margins, and investment in
marketing ahead of sales in both FUNKIN and MOMA.

Our cash generation remains strong having generated
£35.9m of net cash from operations.

Our capital allocation principles are consistent with our
strategic ambition to consistently grow our business.
We prioritise the utilisation of funds to support organic
growth, finance appropriate acquisition opportunities,
provide shareholder income and optimise debt when
appropriate. In 2022/23, in addition to increased
marketing spend across our core brands, we chose

to invest in long-term sustainable growth through our
acquisitions and a step up in capital investment across
our operating sites. Our capital programme is expected
to result in investment in excess of £50m over the next
three years.

Our core brand strength, our clear strategy and our
engaged workforce provide a strong foundation to
deliver sustainable long-term shareholder value.

Adjusting items

The Group reported results include a net credit of

£0.9m (2021/22: £0.7m credit) relating to pre-tax

adjusting items which are excluded from adjusted profit:

« M&A — MOMA: A net credit of £1.6m relating to the
re-measurement and release of the excess
contingent consideration in respect of MOMA Foods
Limited following the Group's acquisition of the
remaining 38.2% minority interest in December
2022.

»  M&A — Boost Drinks: A net charge of £2.0m
relating to costs associated with the successful
acquisition of Boost Drinks Holdings Limited. This
comprises £1.2m of one-off acquisition fees and a
further £0.8m accrual related to the potential
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2024/25 payment of £10m associated to the
acquisition earn-out. Both the acquisition fees
and the earn-out accrual have been charged to
operating expenses in the income statement.

- Assetdisposal: A £1.3m one-off gain on the sale
of our Newcastle distribution site which was closed
in April 2022 as part of the completed Group-wide
restructuring programme that was announced
in 2021/22.

Segmental performance

There are three reportable segments in the Group:
»  Soft drinks

» Cocktail solutions

e Other

Soft drinks

The soft drinks segment comprises two business units,
Barr Soft Drinks and Boost Drinks, with decisions made
at a business unit level. This allows agile and effective
operational management and strong Group oversight.

Barr Soft Drinks

Barr Soft Drinks delivered a year of strong top line
revenue growth, up 12.4% on 2021/22, driven by
volume growth, disciplined pricing and promotional
management as well as a small element of favourable
brand and channel mix. Gross margin declined as high
and sustained raw material inflation was only partially
mitigated by pricing action and disciplined cost
management.

IRN-BRU revenue grew by 6% with a strong
performance in the out-of-home channel more
than compensating for lower take home sales
as the channels continue to rebalance following
pandemic disruption.

Rubicon’s growth was particularly pleasing, up 8%
in volume and over 20% in revenue, with the brand
benefiting from increased distribution, continued
innovation, and a strong marketing programme.
Growth was broad based across the whole Rubicon
range with Sparkling, Spring, Stills and RAW Energy,
all delivering double digit revenue growth.

Corporate Governance Accounts

Gross margin in the second half of the financial year
was impacted by high exotic fruit costs following
particularly poor harvests.

Our other portfolio brands, including Barr Flavours,

KA and Simply Fruity, grew in both volume and revenue
terms as consumers sought value in the face of cost of
living challenges.

Boost Drinks

The Boost Drinks portfolio, spanning energy, sport,
iced coffee, protein and including the franchise brand,
Rio, was acquired by the Group in December 2022.
Our financial results include Boost's contribution for
the two months since acquisition — c.£7m of revenue
and c.£1m of gross profit. The impact to Group profit
was negligible and is in line with the acquisition
business case.
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Our capital allocation
principles are consistent
with our strategic
ambition to consistently
grow our business.
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Financial review continued

Segmental
performance -
reported revenue

Soft drinks

"
Y Cocktail solutions

Cocktail solutions

FUNKIN delivered another year of significant growth
with revenue up 16.0% and gross profit up 10.2%. The
business benefited from a strong on-trade recovery,
especially in the first half of the financial year, and
continued distribution gains in the growing off-trade
ready to drink cocktail market. Gross margin was
impacted by increases in input costs, fruitin particular,
and a more challenging macroeconomic environment
for our on-trade customers in the second half of the year.

Other

The 'Other’ segment represents our MOMA business
unit, comprising oat milk drinks and other oat based
products. MOMA continues to build distribution across
both grocery and food service channels with revenue
up over 41% versus the prior year. Cost inflation in both
processing and raw materials has adversely impacted
gross margin. The Group secured full ownership of the
MOMA business in December 2022 and this will now
allow us to invest for the long-term growth of the brand.

Operating margin

The combination of the inflationary macroeconomic
environment, the medium-term margin dilutive impact
of the Boost and MOMA acquisitions and our
commitment to maintaining marketing investment
behind our long-term growth drivers, led to an adjusted
operating margin* of 13.6% (2021/22: 14.9%).

Our marketing spend was ahead of sales growth for the
second successive year as we continued to invest

behind our core brands, innovation and our acquisitions.

During the year we also provided support with the
immediate cost of living challenges, through targeted
one-off payments as well as longer term investment
in personal skills and capabilities.

Interest

The Group remained net cash positive throughout
2022/23. Finance income of £0.5m relates to interest
earned on cash held on rolling short-term deposits.
The finance charge of £1.4m primarily relates to the
non-cash MOMA acquisition accounting (E1.1m),
included as an adjusting item in determining adjusted
profit as explained in the adjusting items section. The
remaining finance charge of £0.3m relates to banking
costs associated with the Group's revolving credit
facilities and lease interest costs under IFRS 16.

Taxation

The reported tax rate for the year ended 29 January
2023 was 23.6% compared with 34.1% for the year
ended 30 January 2022. The tax rate for the year is
above the 19% UK corporation tax rate due to c.£2m
of M&A related costs recognised in the year that are
non-deductible for tax purposes. These primarily rate
to c.£1m of acquisition transaction costs and £0.8m
of accrued earn-out recognised in the year.

The reported tax charge for the prior year included the
impact of the change in corporation tax rate from 19%
to 25% on deferred tax which increased the deferred tax
liability by £5.7m. Excluding the impact of the increase
in rate for deferred tax, the effective tax rate for the year
ended 30 January 2022 would be ¢.21%.

Earnings Per Share (EPS)

Adjusted basic EPS* for the year was 29.66p, an
increase of 37.4% on the prior year due to higher
operating profits and the adverse impact on the prior
year EPS from an increase in deferred tax as detailed
above. Basic reported EPS was 30.47p, an increase

of 21.4% on last year. Based on a diluted weighted
average of 112,178,721 shares, diluted EPS was 30.22p
(2021/22: 24.95p).

Dividends

The Group resumed dividends, after the pandemic
related pause, with the announcement in September
2021 of a 2.0p interim dividend and a one-off special
dividend of 10.0p in recognition of the benefit from a
number of one-off cash inflows that had been received
but that were not part of normal trading.



The Group's dividend policy aims to deliver a
progressive and sustainable dividend to shareholders
that has regard to current performance trends including
revenue, profit after tax and cash, and that satisfies
certain guiding principles:

« Dividend cover: targeting two times cover

» Payout ratio: targeting 50% of free cash flow*

»  Consistent with medium-term profit outlook

Based on this framework, and following the interim
dividend of 2.50p per share paid in October 2022, the
Board is recommending a final dividend for the period
of 10.60p. This will bring the full year dividend to 13.10p
per share (2021/2022: 12.0p per share) which provides
two times dividend cover and delivers a payout ratio

of 43%. The Board believes the final dividend growth of
6.0% is sustainable. Subject to approval by shareholders
at the AGM in May, the final dividend will be paid to
holders of ordinary shares on the register as of 12 May
2023 with an ex-dividend date of 11 May 2023.

Balance Sheet and Cash Flow

The balance sheet as at 29 January 2023 recognises
the first time inclusion of the Boost Drinks acquisition
and the associated assets and liabilities of this company.

The Group remains financially strong with net cash at
bank, no material trade debt issues, healthy inventory
levels, a defined benefit pension surplus and a £20.6m
increase in the net asset base to £268.8m.

Inventory values have increased due to the Boost Drinks
acquisition, inflation and a planned stock-build to
support the installation of our new PET line as part of
our Cumbernauld factory refresh. Year end payables
and accruals have increased, reflecting the Boost Drinks
acquisition, significant capital spend accruals and the
timing of our month end payment run which took
place after the year end in 2022/23 but before the year
end in the prior year.
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Global disruptions and geo-political challenges have
reinforced the importance of resilient supply chain
capabilities. We remain committed to internal
manufacturing when scale and capabilities permit,
and recognise the value of a well-invested asset base.
After a period of restricted spend associated with

the pandemic, our capital programme resumed with
total additions in the year of £17.0m (2021/22: £5.8m)
comprising £14.6m of cash capital expenditure and
£2.4m of accruals. This reflects investment in
production capacity, capability and sustainability. The
commissioning of a new can filler in Milton Keynes
delivers the capability and capacity for 250ml cans and
alcoholic products for the first time. We have utilised
these facilities to successfully bring a proportion of
FUNKIN can requirements in-house. Our multi-year
production line refresh in Cumbernauld continues to
plan with an upgraded PET line scheduled for
commissioning by summer 2023.

Despite the return to a more typical level of capital
investment, the higher inventory levels and the
inclusion of the Boost Drinks acquisition, return on
capital employed remains robust at 18.0%, a modest
decline from 19.9% in 2021/22.

Acquisitions

In the year ended 29 January 2023, the Group
completed the early full acquisition of MOMA Foods
Limited and the acquisition of Boost Drinks Holdings
Limited. Both acquisitions were fully funded from
Group cash reserves and the Group remains net cash
positive. The primary financial implications of these
acquisitions were:

MOMA Foods Limited

The Company acquired an initial 62.8% equity stake in
MOMA in December 2021. MOMA was consolidated
as a fully owned subsidiary in the 2021/22 accounts,
with a non-controlling interest reported in respect

of the 38.2% not acquired at that time, alongside

a put option liability that recognised a commitment
(contingent consideration) to secure full A.G. Barr
ownership by the end of financial year 2024/25.

Corporate Governance Accounts

In December 2022 the Company acquired the
remaining 38.2% equity stake in MOMA. As A.G. Barr
now owns a 100% equity stake in MOMA, the minority
interest in the business and the put liability have been
removed from the balance sheet. There has been

no change in the year to goodwill or brand valuation
and the removal of the contingent consideration has
resulted in a net non-cash credit to the income
statement of £1.6m. This release has been recognised
within adjusting items as detailed in the adjusting items
section above.
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Financial review continued

Boost Drinks Holdings Limited

In December 2022 the Group acquired 100% of Boost

Drinks Holdings Limited for an initial consideration

of £20m, on a cash-free debt-free basis. Boost will

operate as a standalone business unit during a two year

earn-out period. The financial reporting impact of the

Boost acquisition is as follows:

+ Initial acquisition consideration (£19.9m) recognised
within the consolidated financial position as £16.9m
of brand intangibles, £1.9m of goodwill intangibles
and net assets of £1.1m

« Consolidated in Group results from December 2022

» Boost revenue recognised within ‘Soft Drinks’
segmental reporting

« The acquisition includes a potential additional
consideration of up to £12m, contingent on the
future performance of the Boost business over a
two year period from completion. Any earn-out will
be charged through the Group's income statement
over the earn-out period and reported as an
adjustment to reported profit. The financial
statements ending 29 January 2023 included
£0.8m in respect of this earn-out accrual.
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Our core brand strength,
our clear strategy and
our engaged workforce
provide a strong
foundation to deliver
sustainable long-term
shareholder value.
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Financial risk management

The Group's risk management process is owned by

the Board and operates at every level within the
business to support the successful delivery of our
strategic objectives and financial plans. The process is
based on a balance of risk and opportunity, determined
through assessment of the likelihood and impact of the
risk and within the context of the Group's risk appetite,
as established by the Board. Risks are monitored
throughout the year with consideration to internal and
external factors, and updates to risks and mitigation
plans are made as required. The principal risks that
could potentially have a significant impact on our
business have not changed since the end of the
financial year.

Treasury and commodity risk management

The treasury and commodity risks faced by the Group
continue to be identified and managed by the Group
Treasury and Commodity Committee whose activities
are carried out in accordance with Board approved
policies and subject to regular Audit and Risk
Committee reviews. No transactions are entered into
for speculative purposes. Key financial risks managed
by this committee include exposures to foreign
exchange rates and the management of the Group's
debt, commodity and liquidity positions. The Group
uses financial instruments to hedge against foreign
Currency exposures.

The Group seeks to mitigate risks in relation to

the continuity of supply of key raw materials and
ingredients by developing strong commercial
relationships with its key suppliers. The Group
manages commodity pricing risk actively and where
commercially appropriate will enter into fixed price
supply contracts with suppliers to reduce risk.

The Group enters into insurance arrangements to
cover certain insurable risks where external insurance
is considered by management to be an appropriate
economic means of mitigating these risks.

As at 29 January 2023, the Group had £40m of funds
held on short-term, interest earning, deposit with two

relationship banks. In addition to the Group's cash
position, the Group had £20m of committed and
unutilised debt facilities, consisting of a revolving
credit facility with our principal relationship bank.

This expires in February 2026. Our funding
requirements and facilities are continually reviewed

to ensure they remain appropriate, providing a balance
of security and optionality.

Accounting Policies

The Group's financial statements have been prepared
in accordance with International Financial Reporting
Standards and the Listing Rules of the Financial
Conduct Authority.

There have been no changes to the accounting policies
applied this year. All new or amended standards that are
applicable have been adopted with no material impact

on the results for the current and prior reporting periods.

Pensions

The Group continues to operate two pension plans:
the A.G. Barr p.l.c. (2005) Defined Contribution Pension
Scheme and the A.G. Barr p.L.c. (2008) Pension and

Life Assurance Scheme. The latter is a defined benefit
scheme based on final salary, which also includes

a defined contribution section for pension provision

to senior managers.

The defined benefit scheme has been closed to new
entrants since 5 April 2002 and closed to future accrual
for members in May 2016. Existing and new employees
have been invited to join the Company-wide defined
contribution scheme.

The defined benefit pension scheme triennial valuation
as at April 2020 identified a £7.7m deficit on a technical
provisions basis as at that date, reflecting the substantial
reduction in the value of the Scheme’s investments
which occurred at the start of the pandemic. The
Company agreed with the Pension Scheme Trustee
that the ongoing deficit recovery plan of a £1.0m per
annum Company contribution should continue for the
next three years with the intention of eliminating the
deficit over the medium-term. This plan was approved



by the Pension Regulator. A deficit recovery
contribution of £1.0m was made by the Company
under this arrangement in May 2022. At the end of
September 2022 gilt yields rose rapidly in reaction to
the UK Government's mini budget. As gilt yields rose,
the value of liability driven investment (LDI) assets held
by many defined benefit pension schemes in the UK
fell sharply. Additional cash was required in order to
rebalance the Company's defined benefit pension
scheme’s LDI portfolio and maintain the majority of the
hedging that the Scheme had in place. The Trustee
took a number of actions to meet these recapitalisation
calls. In support, the Company made a further payment
of £1.0m to the Scheme in October 2022 as a
prepayment of the deficit recovery contribution due in
May 2023 and also pre-paid the Central Asset Reserve
(CAR) contribution payments of £1.5m due in 2023. The
next triennial actuarial valuation will be as at April 2023.

On an IAS 19 valuation basis, which is determined before
the benefit of the CAR funding arrangement, the deficit
of £1.0m as at 30 January 2022 improved to a surplus of
£2.4m as at the balance sheet date. As noted above,
2022 was an unusually volatile year for the pension
industry generally and the Group scheme was impacted
by this. The A.G. Barr defined benefit scheme has a long
established financial risk strategy that includes pensioner
buy-in policies and asset hedging. The purpose of the
strategy is to provide an element of protection against
pension assumption and financial market volatility.
During the year 2022/23 this strategy resulted in the
scheme reporting both a significant decrease in the
scheme’s liabilities, driven by a large increase in discount
rates, and a similarly significant decrease in the value of
scheme assets due to changes in financial markets,
particularly the bond market. The move from deficit to
surplus is attributable to these changes and to the
£4.9m (2021/22: £2.4m) Company contributions made
in the year. The Company contributions comprise both
agreed 2022/23 contributions of £2.4m and £2.5m of
2023/24 contributions paid in advance to support
scheme liquidity.
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The Group continues to work proactively with the
Pension Trustee to further de-risk the pension liabilities
and secure the commitments to employee benefits as
part of the Group's ongoing strategic risk management.

The Group has, again, delivered a strong financial
performance despite the challenging economic
backdrop. This performance demonstrates the
consistent delivery of our strategy and a successful
blend of resilience, agility, efficiency and strong
commercial execution. In an environment that remains
volatile and challenging, the business has a well
invested asset base backed by strong financial
fundamentals and is well placed to continue to invest
for the future in our brands, assets and people.

\ng%)cl ' /‘;wf{f‘ i

Stuart Lorimer
Finance Director
28 March 2023

Note: Financial metrics marked with an asterisk are non-GAAP
measures. Definitions and relevant reconciliations are provided in
the Glossary on pages 199 to 204.
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—

FINANCIAL STATEMENTS
Can be found on pages 138 to 198

—

GLOSSARY
Can be found on pages 199 to 204
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Risk management

a8

The Board is responsible for the
Group’s risk management and
internal control systems and for
reviewing their effectiveness,
supported by the Audit and

Risk Committee.

%

Julie A. Barr
Company Secretary

Risk management approach

Arisk management framework is in place, which

sets out the ongoing processes for the identification,
assessment and management of risks, and for their
ongoing monitoring and review. The Board has
defined its risk appetite in a number of key areas for the
business — this sets out the relative level of risk that the
Group is prepared to seek or accept in the pursuit of
its long-term strategic objectives. The aim is to ensure
that the risks taken by the Group fall within its defined
risk appetite.

Effective risk management is essential to enable us to
achieve our operational and strategic objectives and
deliver long-term value creation. During the reporting
period we have continued to enhance our culture of
risk management throughout the organisation, which
will contribute towards the successful execution of the
Group's long-term strategy.

Robust risk assessment

The risk management framework sets out a systematic
approach to risk management, which is designed to
identify risks to the business, regardless of source. Once
identified, risks are assessed according to the likelihood
and impact of the risk occurring and an appropriate risk
response is determined in line with the Group's risk
appetite. Risks are re-assessed based on the strength
of the mitigating controls implemented. The
implementation of risk mitigation plans is subject to
ongoing monitoring and review. A risk-scoring matrix

is used to ensure that a consistent approach is taken
across the business at both a corporate and functional
level. This risk assessment and review process is
documented in the appropriate risk register. Risks are
reviewed on an ongoing basis; the Group's risk register
is formally reviewed by the Risk Committee every two
months and by the Board and the Audit and Risk
Committee ("ARC") twice each year.

The Board carries out a robust assessment of the
Group's emerging risks at least once each year using an
horizon-scanning approach together with internal and
external insights. The purpose of these assessments

is to identify key emerging risks for further evaluation,
monitoring and action planning. During the year, a new




structure and processes were implemented to improve
the identification and management of emerging risks
for the Group, linked to the Board's strategic planning
process. Standalone emerging risks and opportunities
registers have been putin place for each of Barr Soft
Drinks and FUNKIN; emerging risks are captured on the
relevant risk register and are subject to annual review by
a group comprising senior executives from across the
business, including the CEO and Finance Director.
Recommendations arising from that review are
presented to the Board and the output therefrom
informs the Group's strategy review presented to the
Board each year. The Risk Committee reviews the
emerging risk registers at least annually. Emerging risks
remain on the relevant emerging risk register until they
are captured on an appropriate risk register or are no
longer deemed to be an emerging risk. The Board has
completed a robust assessment of the Group’s
emerging risks, including those related to climate
change and technology, during the period.

Risk control assurance

Internal audit work is undertaken by an independent
organisation which develops an annual internal audit
plan having reviewed the Group's risk register and
following discussions with the external auditors,
management and members of the ARC.

During the year the ARC has reviewed reports covering
the internal audit work. This has included assessment of
the general control environment, identification of any
control weaknesses and quantification of any associated
risk, together with a review of the status of mitigating
actions. The ARC has also received reports from
management in relation to specific risk items, together
with reports from the external auditors, who consider
controls to the extent necessary to form an opinion as
to the truth and fairness of the financial statements.

The Group's internal control and risk management
systems are designed to manage rather than eliminate
the risk of failure to achieve business objectives and can
provide only reasonable but not absolute assurance
against material misstatement or loss.

The report of the ARC can be found on pages 85 to 88.
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Principal risks and uncertainties

The Board has carried out a robust, systematic
assessment of the principal risks facing the Group
during the period, including those which would
threaten its business model, future performance,
solvency, liquidity or reputation. The table below sets
out the Group's principal risks as determined by the
Board, the netrisk ratings, the net risk movement from
the prior year and examples of corresponding controls
and mitigating actions. The Group's principal risks have
continued to evolve during the year against the
backdrop of a challenging and uncertain external
environment; management has continued to focus on
the implementation of appropriate mitigating actions
and controls, in line with the Group's risk appetite. The
principal risks set out in the table below represent the
Group's current risk profile — these are not intended to
be an exhaustive list of all risks facing the Group. The
principal risks are prioritised on a net risk basis.

Covid-19

As the Covid-19 crisis continued during the early part

of the year, our primary concern remained the welfare
of our employees, their families and the communities
in which we operate. We followed Government advice
at all times as a minimum throughout the Covid-19
pandemic and took action as appropriate to protect our
employees and our operations. Following the relaxation
of Covid-related restrictions in March 2022, we
continued to take appropriate actions to minimise the
impact on our business, with the health and safety of
our employees remaining paramount.

Corporate Governance Accounts
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Effective risk
management is
essential o enable
us to achieve our
operational and
strategic objectives
and deliver long
term value creation.
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Risk management continued

The net risk movement from the prior year for each principal risk is set out in the table below.

Principal risks and uncertainties
Net risks relating to the Group

Movement: No change Increased

Net risk
impact

Net risk
likelihood

Controls and mitigating actions

Decreased

Net risk
rating

New

Movement

Government Government intervention The increased pace of change and level of environmental High High _
intervention on on climate change and campaigning in relation to climate change and areas such as
climate change and environmental issues, e.g. the  packaging reported last year has continued during the year.
environmental introduction of a Deposit We have clearly defined responsibility commitments with
issues, e.g. packaging Return Scheme in England or  regard to waste, water, energy, sustainable sourcing and
waste the introduction of a carbon packaging. We continue to work constructively with the British
tax, could have an adverse Soft Drinks Association, the UK and Scottish governments,
impact on consumer and other key stakeholders in relation to potential
consumption patterns, sales interventions, such as the planned introduction of a Deposit
and operating profits. Return Scheme ("DRS") in Scotland and the expected
introduction of a DRS in England.
Various environmental sustainability related workstreams
continue to be progressed through our “No Time To Waste”
environmental sustainability programme — further details are
set out below.
Loss of product A loss of product integrity Appropriate risk assessments are carried out on a regular Low _
integrity in the manufacturing supply basis and robust quality controls and processes are in place
chain could lead to a product  to maintain the high quality of our products. Product recall
withdrawal or recall. procedures are tested regularly.
Environmental An inability to meet the ESG risks were classified as a new principal risk for the Low _
Social Governance Group's ESG commitments Group in the prior year due to the increased focus from all
("ESG") risks could impact revenue stakeholders (including Governments, customers, consumers,

if consumers choose to
purchase and consume
alternative brands,
Governments impose
additional taxes or the
associated reputational
damage makes it difficult
to recruit talent.

competitors, employees and investors) on ESG matters,
in particular environmental sustainability.

Five environmental sustainability related workstreams
continue to be progressed through our Group-wide "No Time
To Waste” ("NTTW") environmental sustainability programme:
plastic and packaging, net-zero, sustainable sourcing, water
and waste. The NTTW programme reports to the NTTW
Steering Group, which is responsible for setting the Group's
environmental strategy, for achieving the Group's
environmental targets, and for monitoring and managing

the associated risks. The NTTW Steering Group is overseen
by the ESG Board Committee. Further detail is provided in the
Responsibility Report on pages 30 to 55.
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Movement: No change Increased

Net risk
impact

Net risk
likelihood

Controls and mitigating actions

Accounts

Decreased

Net risk
rating

New

Movement

Changes in consumer Consumers may decide The Group offers a broad range of branded products across Low _
preferences, to purchase and consume a range of flavours, subcategories and markets which offer
perception or alternative brands or spend choice to the end consumer. Changing consumer attitudes
purchasing less on soft drinks. and behaviours are monitored on an ongoing basis and
behaviour inform our brand plans and new product development.
Through investment in innovation across the year we have
adapted our portfolio to align with these changing consumer
needs.
Failure of critical IT A failure of critical IT systems IT assets within the Group are proactively managed and Low _
systems or a breach could result in a loss of key procedures exist that support effective and efficient recovery.
of cyber security systems, business interruption,  Robust business continuity plans and contingency measures
lost sales or lost production. are in place and are regularly tested. Appropriate processes
A cyber security breach and controls related to IT systems resilience and recovery
could lead to operational capability are in place.
disruption, financial loss and ) ) ) )
. The risk of cyber attacks continues to increase on an ongoing
reputational damage. o X i -
basis, including the risk of a ransomware attack. Appropriate
cyber risk monitoring controls are in place and various actions
have been taken during the year to mitigate cyber security
related risks and facilitate business recovery in the event of an
attack. During the year, a ransomware simulation training
exercise took place for the crisis management team to ensure
the business is as prepared as possible in the event of an attack.
Employee awareness campaigns and training continued
during the year to increase employee cyber risk awareness.
A Digital Governance Group is in place, overseen by the Risk
Committee, the purpose of which is to manage the risks
related to the Group's externally facing digital properties.
Failure of the A catastrophic failure of the Assets within the Group are proactively managed and Low _
Group'soperational  Group's major production maintained. Risk assessments are carried out on a regular
infrastructure or distribution facilities could  basis and appropriate actions taken. Robust business

lead to a sustained loss in
capacity or capability.

continuity plans are in place and are regularly tested.
The business continuity employee training programme
continued during the year.

65



A.G.BARRp.l.c. AnnualReportand Accounts2023

Risk management continued

Movement: = No change Increased Decreased New
Controls and mitigating actions Net fiSK Net .”Sk Ne.t fiSK Movement
impact likelihood  rating
Financial risks The Group's activities expose  Financial risks are reviewed and managed by the Treasury Low _
it to a variety of financial risks ~ and Commodity Committee, which seeks to minimise
which include market risk adverse effects on the Group's financial performance through
(including medium-term hedging known currency exposures throughout the year.
movements in exchange
: : 9 The Group's finance team reviews cash flow forecasts
rates, interest rate risk and h hout th th head inst banki
commodity price risk), credit roughout the year, with headroom against banking
. [ covenants assessed regularly. The finance team uses external
risk and liquidity risk. L
tools to assess credit limits offered to customers, manages
trade receivable balances vigilantly and takes prompt action
on overdue accounts. The Group's financial control
environment is subject to review by both internal and external
audit. Internal audit's focus is to work with and challenge
management to ensure an appropriate control environment
is maintained.
Loss of continuity The loss of continuity of There is a robust supplier selection process in place. Supplier Low _
of supply of major supply of raw material performance is monitored on an ongoing basis and audits
raw materials ingredients and/or packaging  are undertaken for major suppliers. Dual sources of supply
materials could impact our are sourced wherever possible.
ability to manufacture, with L
Y : Commodity risks are managed by the procurement team and
an adverse impact on the . } }
. . reviewed by the Treasury and Commodity Committee.
Group's sales and operating ) :
orofits. Contingency measures are in place and are tested regularly.
During the early part of the year we continued to work closely
with key raw material suppliers in relation to the ongoing
impact of Covid-19 on their businesses.
Inability to protect Failure to protect the Group’s  The Group invests considerable effort in proactively Low _
the Group's intellectual property rights protecting its intellectual property rights, for example through
intellectual could result in a loss of trademark and design registrations and vigorous legal
property rights brand value. enforcement as and when required.
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Adverse publicity in
relation to the soft

drinks industry, the
Group or its brands

Adverse publicity in relation
to the soft drinks industry, the
Group or its brands could
have an adverse impact on
the Group's reputation,
consumer consumption
patterns, sales and operating
profits.

Strategic Report Corporate Governance

Movement: = No change Increased

Net risk Net risk
impact likelihood

Controls and mitigating actions

Our risk management process is designed to identify and Low
monitor events that may impact the Group as a result of

adverse publicity and to ensure that controls are in place

to manage these risks.

Processes are in place to ensure compliance with health and
safety legislation and ethical working standards, and these are
regularly reviewed by the Board and Executive Committee.
Quality standards are well defined, implemented and
monitored. Our environmental commitments are being
progressed through our "No Time To Waste” environmental
sustainability programme — further details are set out above.
The Group maintains and develops ISO 9001 and 14001
systems and AA rated BRC standards which are subject

to annual external audits, with any non-conformances
addressed in a timely manner. The Company also holds

ISO 45001 certification.

Nutritional information is shown on all of our Barr Soft
Drinks products and we are long-standing users of the
UK Government's voluntary front of pack nutritional
labelling scheme.

As noted above, the Group followed Covid-related advice
from the Government at all times throughout the crisis as a
minimum, prior to the relaxation of Covid-related restrictions
in March 2022.

Accounts

Decreased

Net risk
rating

New

Movement
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Risk management continued

Movement: = No change Increased Decreased New
Controls and mitigating actions Net fiSK Net .”Sk Ne.t fiSK Movement
impact likelihood  rating
Failure to Failure to maintain The Group offers a broad range of brands that it Low _
maintain customer appropriate customer manufactures and distributes through a variety of trade
relationships or take relationships or a reduction channels and customers. Performance is monitored closely
account of changing  in the customer base could by the Board and Executive Committee by trade channel
market dynamics have an adverse impact and customer as appropriate. This includes monitoring of
on the Group's sales and metrics which review brand equity strength, financial and
operating profits. operational performance.

The Group focuses on delivering high quality products

and invests heavily in building brand equity. We work closely
in partnership with our customers on an ongoing basis.
Members of the senior management team meet with key
customers throughout the year.

During the early part of the year we continued to engage
with customers in relation to control measures put in place
to minimise Covid-related risks for our respective employees
and the wider public.

Consumer rejection Consumers may decide Our extensive innovation and reformulation programme was Low -
of reformulated to purchase and consume completed prior to the introduction of the Soft Drinks Industry
products alternative brands or spend Levy in April 2018. 98% of our current Barr Soft Drinks

less on soft drinks. portfolio produced by volume contains less than 5g of total

sugars per 100ml. Since April 2022, 98% of our Barr Soft
Drinks portfolio has been exempt from the new regulations
applicable to High Fat, Sugar and Salt (HFSS') products.

We recognise that the risk of consumer rejection of the
enhanced sweeteners used in our reformulated products
remains. We continue to closely monitor consumer
acceptance levels and brand performance across our total
portfolio and take appropriate mitigating actions.




Viability statement

In accordance with provision 31 of the UK Corporate
Governance Code 2018, the directors have assessed the
viability of the Company over a three year period to
January 2026, taking account of the Group's current
financial and market position, future prospects and the
Group's principal risks, as detailed in the Strategic Report.

The directors have determined that a three-year period is
an appropriate time frame given the dynamic nature of
the FMCG sector and given that this is in line with the
Group's strategic planning period. The starting point for
the viability assessment is the strategic and financial plan
which makes assumptions relating to the economic
climate, market growth, input cost inflation and growth
from the Group's performance drivers. The prospects of
the Group have been taken into account, including the
size of the current market, the strength of the Group's
brands and past production capacity investment. The
model was then subject to a series of theoretical "stress
test” scenarios based on the materialisation of principal
risks, with input from the business functions.

Strategic Report

The directors have considered the impact of a number
of severe but plausible scenarios associated with the
principal risks, including those set out in the table below.

The directors also measured the impact of a number of
scenarios occurring together. Finally, a reverse “stress test”
was performed allowing the Board to assess circumstances
that would render its business model unviable.

As part of our Task Force on Climate-related Financial
Disclosures ("TCFD") the Group has assessed potential
financial impacts from climate change to the business.
The financial plan for the Group includes the best
estimate of the impacts of climate change on financial
performance, including material cost inflation, an
increase in climate-related regulatory costs, and a change
to consumer behaviour. None of the physical and
transition risks which are considered material to our
business would present a risk to viability over the planning
period. These risks are detailed on pages 47 and 48.

Scenario Estimated impact

Disruption as a result of cyber attack, resulting in
factories ceasing production.

No sales for the month following attack, followed by a
gradual return to normalised levels from month 5 onwards.
Significant incremental one-off costs as a direct result.

Significant adverse damage to one of the Group's
principal brands (e.g. IRN-BRU).

A sizeable reduction (in the region of 40%) in brand
revenue, sustained over the duration of the viability period.

Significant changes in consumer preferences and
governmental impact in relation to sugar, plastics and
the introduction of a Deposit Return Scheme ("DRS"),
specifically in Scotland.

A reduction in volumes sold (<5%) over and above
current estimates as a result of the DRS, from the
proposed DRS implementation date until the end
of the viability period.

The impact of a pandemic (e.g. Covid-19), associated A reduction in revenue (in the region of 10%) for one year,

restrictions, and a consequent channel shift and
reduction in consumer demand.

to the extent experienced during the Covid-19 pandemic.

Rising costs across energy and material supplies.

Substantial cost increases suffered for the duration of the
viability period, with consequential impact on pricing and
volumes sold (in the region of 2% reduction).

*  Items marked with an asterisk are non-GAAP measures. Definitions and reconciliations are provided in the Glossary on pages 199 to 204

Corporate Governance Accounts

Credit facilities

The outputs of these scenario tests were reviewed
against the Group's current and projected future net
cash/debt and liquidity position. The Group closed the
financial year with net cash at bank* of £52.9m. In
addition, the Group had £20m of committed and
unutilised debt facilities, consisting of one revolving
credit facility with one bank. The revolving credit facility
has two financial covenants, relating to interest cover
and leverage, and a material adverse change clause.

Result of stress tests

Under the most severe but plausible combined scenarios
above, and with no cost mitigation, the Group's liquidity
requirements would be satisfied within existing credit
facilities. Should the financial loss be worse than this
scenario assumes, sizeable cost mitigation opportunities,
such as a reduction in brand investment, a reduction in
capital investment, a reduction in discretionary overhead
spend, reduced dividend payments, and a business
reorganisation, would be available to the Group to
further preserve viability.

The reverse stress test showed that a volume drop
significantly beyond our severe but plausible scenarios,
both in depth and duration, would be required in order
to render the business model unviable. These
circumstances are therefore considered implausible.

The results of these tests were reviewed taking into
account the Group's current position, the Group's
experience of managing adverse conditions in the past
and mitigating actions available to the Group. Based on
this assessment, the directors have a reasonable
expectation that the Group will be able to continue in
operation and meet its liabilities as they fall due over
the three year period to January 2026.

The Strategic Report set out on pages 1 to 69 of this
annual report has been approved by the Board.

By order of the Board
%_" .
J
-__———‘
Julie A. Barr

Company Secretary
28 March 2023
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Board of Directors

J

Mark Allen OBE Roger A. White Stuart Lorimer Jonathan D. Kemp W. Robin G. Barr
L.L.B. (Hons) M.A. (Hons) BAcc. (Hons), C.A, M.C.T. B.A. (Hons) C.A.

Chair Chief Executive Finance Director Commercial Director Non-Executive Director
Biography

Mark's early career in the police force
sparked an interest in law. After
completing a law degree Mark held a
variety of corporate roles, initially with
Shell and latterly with Dairy Crest where
he was CEO from 2007 to 2019. Mark
has held non-executive roles at
Howdens, Dairy UK, Warburtons and
Norcros plc, where he was Chair from
July 2020 until April 2021.

Mark brings a deep understanding of
consumer goods as well as significant
public company experience.

Roger is a member of the Board of
Management and Executive Council
and is a past President of the British Soft
Drinks Association. Previously held
numerous senior positions in food
group Rank Hovis McDougall. Scottish
plc Chief Executive of the year in 2010.
Honorary Doctorate from the University
of Edinburgh in 2014.

Roger brings a wealth of consumer
goods experience and corporate
leadership.

Stuart was with Diageo for 22 years
in a range of roles and countries,
ultimately as the FD for Diageo's
Global Supply Operation

Stuart brings significant experience

in FMCG in both alcoholic and soft
drinks sectors and a strong background
in governance and performance
management as a qualified CA and FD.

Jonathan has had a successful career
in various commercial roles within
Procter and Gamble

Jonathan brings FMCG specialism

in customer business development,
consumer brand building and
commercial proposition optimisation.

Robin is a past President of the British
Soft Drinks Association. Robin brings
financial skills and an extensive
understanding of UK markets to

the Board.

As Executive Chair from 1978 to 2009
Robin brings a historical background
to discussions to the Board. He is a
qualified accountant and a Trustee of
the Company’s pension scheme.

Term of Office

Joined the Company in July 2021 as a
Non-Executive Director. Appointed
Chair in March 2022.

Joined the Company in 2002
as Managing Director. Appointed
Chief Executive in 2004.

Joined the Company as Finance
Director in January 2015

Joined the Company in 2003
as Commercial Director.

Joined the Company in 1960.
Appointed Director in 1964 and Chair
in 1978. Retired as Chair and appointed
Non-Executive Director in 2009

External Appointments
Non-Executive Chair of Halo Foods Ltd

Non-Executive Director of Troy Income
& Growth Trust, Non-Executive Director
of William Jackson Food Group Limited,
Director of Elegantly Spirited Limited.

Non Executive Director of Carr's
Group plc.

None

None

Committee Membership
Nomination Committee (Chair).

Environmental, Social and Governance
Committee.

Nomination Committee.



David J. Ritchie
B.A. (Hons), A.C.A.

Non-Executive Director

Susan V. Barratt
B.A. (Hons), A.C.A.

Senior Non-Executive Director

Strategic Report

Nicholas B. E. Wharton
A.C.A.

Non-Executive Director

Corporate Governance

Zoe Howorth
B.A. (Hons)

Non-Executive Director

Accounts

Julie A. Barr
M.A. (Hons), L.L.B. (Dip), M.B.A. (Int.)

Company Secretary

Biography

David is a qualified Chartered
Accountant and former Chief Executive
of Bovis Homes Group plc (Bovis). He
joined Bovis in 1998 from KPMG as
Group Financial Controller, becoming
Group Finance Director in 2002 and
Chief Executive in 2008.

David brings significant operational
experience and governance knowledge
from his 15 years leading a listed
FTSE250 company, plus strong financial
oversight through his 30 years as a
financial professional.

Susan is a Chartered Accountant and
spent the early part of her career in
senior finance roles at Geest plc,
Whitbread plc and Laurel Pub
Company. Subsequently Susan has
been CEO at Eldridge Pope plc, Natures
Way Foods Limited and is currently CEO
of IGD, a not-for-profit organisation that
sits at the heart of the food industry.
Susan has also been Non-Executive
Chair of Higgidy Limited.

Susan brings considerable operational
and commercial experience and
knowledge of the FMCG industry.

Nick is a qualified Chartered Accountant
and has held senior executive roles
across retail and FMCG businesses

He was formerly CFO of listed retailers
Pepco NV, Superdry plc and Halfords
Group plc and CEO of Dunelm plc. He
is a Non-Executive Director and Chair
of the Audit Committee of the Swedish
multinational personal care business
Oriflame Investment Holding plc,
having previously held similar roles at
Mothercare plc.

Nick brings extensive finance and

retail experience both in the UK and
internationally and substantial plc and
governance experience from executive
and non-executive roles on listed
company boards.

An economics graduate, Zoe has had a
successful career spanning a range of
roles at Procter and Gamble, United
Biscuits and The Coca-Cola Company
where she spent 16 years, culminating
in her role as UK Marketing Director
from 2010 - 2013. Zoe has also held a
number of non-executive director roles
with private companies.

Zoe brings extensive FMCG experience,
specifically across the food and
beverage sector, as well as consumer
brand marketing capability and direct to
consumer digital understanding.

Julie is a qualified lawyer with a
background in corporate law. In
addition to being Company Secretary,
she heads up the Group's risk and
legal teams and sits on the Executive
Committee. She is also a Trustee of
the Company's pension scheme

If elected, Julie will replace her father
Robin Barr as a non-executive director.
Julie will step down as Company
Secretary but otherwise will continue
as an employee of the Company in her
current role. For the purposes of the UK
Corporate Governance Code, Julie Barr
is not independent

Term of Office

Joined the Company in April 2015
as a Non-Executive Director.

Joined the Company in January 2018
as a Non-Executive Director.

Joined the Company in November
2018 as a Non-Executive Director.

Joined the Company in July 2021
as a Non-Executive Director.

Joined the Company in 2004.
Appointed Company Secretary in 2008

External Appointments
CEO of WElink Homes UK, Chair of
Aspire LPP Limited.

CEO of The Institute of Grocery
Distribution, Non-Executive Director
of Edward Billington and Son Limited.

Non-Executive Director of Oriflame
Investment Holding plc.

Non-Executive Director of Water Babies
International, Non-Executive Director of
International Schools Partnership
Limited.

Non-Executive Director of Gabriel
Precision Oncology Limited

Committee Membership
Audit and Risk Committee
Nomination Committee
Remuneration Committee (Chair).

Audit and Risk Committee
Nomination Committee
Remuneration Committee
Environmental, Social and
Governance Committee.

Audit and Risk Committee (Chair)
Nomination Committee.

Remuneration Committee
Environmental, Social and
Governance Committee (Chair).

Environmental, Social and
Governance Committee.
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Corporate Governance Report

Chair’s introduction

338

| am pleased to present our
Corporate Governance Report for
the year ended 29 January 2023

%

Dear Shareholder,

This year's Corporate Governance Report describes
our approach to governance and sets out how the
principles of the 2018 UK Corporate Governance Code
have been applied during the year. Information about
the operation of the Board and its committees, our
engagement with stakeholders, and an overview

of the Company's system of internal controls are

also included.

Having completed nine years as a hon-executive
director of the Company, seven of which were as Chair
of the Board, John Nicolson stood down from the
Board at the end of March 2022. | would like to thank
John for his valuable contribution to the business over
those nine years and in particular for his guidance and
leadership during his tenure as Chair. Otherwise there
were no changes to the Board during the year.

Further details of the Board's composition are given on
pages 70 and 71.

=

e el | {L

Mark Allen OBE
Chair
28 March 2023

The Board

The Company is led by a strong and experienced board of
directors (the “Board”) which brings a depth and diversity
of expertise to the leadership of the Company. The Board
is committed to ensuring that it has an appropriate
balance of skills, experience and knowledge of the Group
to enable it to discharge its duties and responsibilities
effectively. The Nomination Committee report set out
below describes how the Board achieves that aim. The
Board currently has nine members, comprising three
executive directors, the non-executive Chair, four
independent non-executive directors and one non-
independent non-executive director. Biographical details
of the directors are set out on pages 70 and 71.

The roles of Chair and Chief Executive are separate and
there is a clear division of responsibilities between those
roles. The Chair leads the Board and ensures the effective
engagement and contribution of all non-executive and
executive directors. The Chair facilitates constructive

Board relations and ensures that Board meetings are
underpinned by a culture of openness and challenge,
with sufficient time made available to debate issues
arising. The Chair ensures that the Board receive accurate,
timely and clear information. The annual Board
performance evaluation referred to below evaluates the
Chair's performance in these areas. The Chief Executive




has responsibility for all Group businesses and acts in
accordance with the authority delegated from the Board.
The non-executive directors support the development of
the Group's strategy and provide constructive challenge
to the executive directors. S.V. Barratt fulfilled the role of
senior independent director during the year to 29 January
2023 and is available to shareholders if they have
concerns which have not been resolved via the normal
channels of Chair, Chief Executive, or the other executive
directors, or where communication through such
channels would be inappropriate.

The Board considers that S.V. Barratt, Z.L. Howorth,

D.J. Ritchie and N.B.E. Wharton are independent for
the purposes of provision 10 of the 2018 UK Corporate
Governance Code, issued by the Financial Reporting
Councilin July 2018 (the "Code"), and that the
relationships and circumstances set out in that provision
which may appear relevant to the determination of
independence do not apply. The Board considers that
M. Allen OBE was independent for the purposes of the
Code prior to being appointed as Chair of the Board

on 31 March 2022. The Board considers that, on
appointment, the Chair was independent for the purposes
of provision 9 of the Code. M. Allen does not hold any
significant appointments in addition to his role as Chair
of the Company.

The Company’s Articles of Association provide that the
Company may by ordinary resolution appoint any person
who is willing to act to be a director, either to fill a vacancy
or as an addition to the existing Board. W.R.G. Barr will
retire from the Board at the Annual General Meeting
("AGM") and J.A. Barr will offer herself for election at the
AGM. The Articles of Association require directors to retire
and submit themselves for election at the first annual
general meeting following appointment and to retire

no later than the third annual general meeting after the
annual general meeting at which they were last elected
or re-elected. However, in order to comply with the Code,
all directors other than W.R.G. Barr will submit themselves
for re-election at the AGM. J.A. Barr will offer herself for
election at the AGM. Biographical details of the Board and
J.A. Barr as a proposed director are set out on pages 70
and 71 of this report.

Strategic Report

Details of directors remuneration and interests in shares
of the Company are given in the Directors’ Remuneration
Report on pages 89 to 106.

Role of the Board

The Board is responsible for the long-term success

of the Group, determines the strategic direction of

the Group and reviews operating, financial and risk
performance. There is a formal schedule of matters
reserved for the Board, which is subject to annual
review and includes approval of the following:

e the Group’'s annual business plan;

- the Group's strategy, acquisitions, disposals and
capital expenditure projects above certain
thresholds;

« the financial statements;

« the Group’s tax strategy;

« the Group's diversity and inclusion policy for the
Board and Executive Committee;

» the Company's dividend policy;

« transactions involving the issue or purchase
of Company shares:

e borrowing powers;

« appointments to the Board;

« alterations to the Memorandum and Articles
of Association;

« legal actions brought by or against the Group
above certain thresholds; and

« the scope of delegations to Board committees,
subsidiary boards and the Executive Committee.

The Board is also responsible for the Group's ESG
strategy. Responsibility for the development of policy,
strategy and operational management is delegated to
the executive directors and an Executive Committee,
which as at the date of this report includes the
executive directors and six senior managers.

The Board's governance supports the delivery of its

strategy to deliver long-term sustainable value through:

« Leadership: the Board is collectively responsible for
the long-term sustainable success of the Company.
The composition of the Board and an explanation
of their skills, experience and contribution are set
out on pages 70 and 71. Further information on the

Corporate Governance Accounts

Board's leadership, its division of responsibilities

and the role of the non-executive directors in
providing constructive challenge and supporting the
development of strategy is set out above. The Board
approves the Group's strategy and annual budget,
reviews subsequent progress and makes decisions
related to matters reserved for the Board in order

to support the delivery of its strategy.

« Effectiveness: the Board's governance framework
ensures the effectiveness of the Board. Please see
below for information on induction, training and
development for directors and the Board
performance evaluation.

» Accountability: the Audit and Risk Committee
Report (pages 85 to 88) and the report on Risk
Management (pages 62 to 69) describe how the
Board ensures a fair, balanced and understandable
assessment of the Company'’s performance and
prospects and how it assesses its principal risks. The
Audit and Risk Committee Report sets out how the
Company maintains an appropriate relationship with
its external auditor, consistent with the Code and
statutory requirements.

«  Remuneration: the Directors’ Remuneration Policy
(pages 107 to 121) and detailed remuneration report
(pages 89 to 106) describe how the Remuneration
Committee ensures that the executive directors’
remuneration is designed to promote the long-term
success of the Company.

« Shareholder relations and engagement: the section
172(1) statement set out below describes how the
Company engages with shareholders.

73



74

A.G.BARRp.l.c. AnnualReportand Accounts2023

Corporate Governance Report continued

Section 172(1) statement
Stakeholder engagement

Effective engagement with our key stakeholders is
critical to the long-term success of the Company.
Understanding the perspectives of our stakeholders
and building good relationships enables their views
to be taken into account in Board and Committee
discussions and decision-making. The Board will

Key Stakeholder
Shareholders

Form of Engagement

We have regular discussions with, and briefings for, investors.
The Company endeavours to ensure senior management is
available to interact with existing and potential shareholders
on as flexible a basis as possible. The Chief Executive and
Finance Director offer meetings to institutional shareholders
twice annually as a minimum in order to communicate
business updates and to develop an understanding of their
views on performance against strategy, Environmental,
Social and Governance (‘ESG') related matters, and other
matters of interest. All directors have the opportunity to
attend these meetings.

Board committee chairs seek engagement with shareholders
on significant matters related to their areas of responsibility.

The Chair ensures at each Board meeting that the Board as a
whole has a clear understanding of the views of shareholders.

Following the relaxation of Covid-related government
restrictions, shareholders were invited to attend the 2022 AGM
in person. All shareholders, including private investors, had the
opportunity to submit questions in advance of the AGM

and to participate in questions and answers with the Board

at the AGM on matters relating to the Company’s operation
and performance.

The Board assesses the effectiveness of engagement with
the investment community through measurement of the
number of analysts following the Company and the number
of meetings held with investors and analysts.

continue to focus on enhancing its engagement with
key stakeholders. Our key stakeholders that the Board
considers to be relevant to the business model, strategy
and Company success are set out in the table below,
together with how we engaged with them during

the year, and the impact of that engagement on the

Company'’s strategy and the principal decisions taken
during the year. Further information on how we engage
with our key stakeholders is set out in the Strategic
Report on pages 1 to 69 and in the Directors’ Report

on pages 122 to 127.

How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

The Chief Executive and Finance Director brief the Board on discussions with investors
and institutional shareholders. Independent feedback following key meetings is
coordinated and provided to the Board by the Company’s brokers and financial PR
agencies on a regular basis.

Board members listen and respond to the views of investors and institutional
shareholders and feedback to the business as necessary. Following the temporary
suspension of dividend payments in 2020 and their subsequent resumption during
2021, with the payment of an interim dividend and a one-off special dividend in
October 2021, engagement with and feedback from major shareholders and the
investment community took place at investor roadshows held following the release

of the Company’s full year results for the year to January 2022, to ensure they were
supportive of the Board's plans to recommend a final dividend in respect of that year to
shareholders. A final dividend for the year to January 2022 was subsequently approved
by shareholders at the Company's Annual General Meeting held on 27 May 2022 ('2022
AGM’) and paid in June 2022.

We engaged with key shareholders during the year in relation to various ESG related
matters. Feedback from our major shareholders and investor base on their key ESG
challenges influenced the ongoing agenda and operation of the Board's ESG
Committee and reaffirmed the Board's commitment to be net-zero across our own
operations by 2035 and across our full supply chain by 2050, if not sooner. These
decisions were taken by the Board with the aim of promoting the success of the
Company for its shareholders in the long term.

During the year, we engaged with key shareholders regarding the Company's capital
allocation strategy. In line with this strategy, the Board took the key capital asset
investment decision during the year to approve the initial phases of a multi-year asset
replacement programme to replace PET and can line assets at the Cumbernauld
factory. The new factory layout will optimise employee safety, efficiency and material
flows. The project will also deliver ESG benefits in terms of providing PET lightweighting
opportunities via the move to market-leading 26/22 neck and cap dimensions, and the
introduction of tethered cap capability. The project was evaluated on a suite of financial
metrics designed to drive shareholder return over the long term.




Key Stakeholder

Shareholders
continued

Form of Engagement
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How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

During the year, the Board received regular updates on the Company's planning activity
in relation to the introduction of a Deposit Return Scheme (‘DRS’) in Scotland. The
Board discussed and approved a contract with Circularity Scotland Limited (‘CSL), the
not-for-profit organisation approved to discharge industry’'s Scottish DRS legal
obligations, the purpose of which was to provide CSL with the right to receive further
funding under certain circumstances to support the costs of the Scotland DRS
administration during its first year of operation. This will help to ensure the successful
operation of the DRS in Scotland and Company compliance with the DRS regulations
for the long term benefit of shareholders.

During the year, the Board took the key decisions to approve the acquisition of Boost
Drinks Holdings Limited and the acquisition of the remaining minority (38.2%) equity
stake in MOMA Foods Limited. Both of these acquisitions demonstrate the Company’s
commitment to its growth strategy, focused on developing its portfolio in high growth
and functional categories for the long term benefit of shareholders.

During the year, the Chair of the Remuneration Committee wrote to all major
shareholders who had voted against the resolution to approve the Directors’
Remuneration Report put to shareholders at the 2022 AGM seeking feedback regarding
why they were unable to support the resolution and to understand their views. The
primary concern raised by the two shareholders who provided feedback in response
to this letter related to the structure and performance targets for the 2021 long-term
incentive arrangements — these were specific to the exceptional circumstances caused
by the Covid-19 pandemic and it is unlikely that they will be repeated. Shareholder
feedback from major shareholders and the investor base influenced the performance
metrics agreed for the directors’ annual bonus for the year to January 2023 and the
2022 LTIP awards.

During the year, the Chair of the Remuneration Committee also wrote to and engaged
with shareholders representing c.70% of the issued share capital of the Company
seeking their feedback on the Remuneration Committee’s proposals for the new
Directors’ Remuneration Policy that will be brought for shareholder approval at the
AGM in May 2023. Feedback from these shareholders informed the final proposed
Directors’ Remuneration Policy.

The Company will continue to engage with its shareholders on executive directors’
remuneration going forwards.
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Key Stakeholder

Customers

Form of Engagement

We have regular engagement with our customers through
virtual or face-to-face meetings, conferences and events.
Regular reviews of joint business plans take place to ensure
that we are aligned on our shared goals.

During the early part of the year we continued to engage

with customers in relation to control measures put in place to
minimise Covid-related risks for our respective employees and
the wider public.

During the year we engaged with customers in relation

to key product launches. We also continued to engage with
customers on their views and attitudes towards plastic
packaging and the planned DRS in Scotland.

During the year, we engaged with our customers in relation
to a planned price increase, with the aim of mitigating the
impact of significant inflationary cost pressures on the business.

How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

The Commercial Director provides a commercial update to every Board meeting.
A formal review of customers and channels is presented to and discussed by the
Board annually.

Information on customer service levels, including performance against a customer
service level KPI, is included in the Board papers for every meeting. We have worked
hard during the year to maintain good customer service levels despite significant supply
chain challenges, and also raw material and driver shortages. The Board also received
updates regarding customers’ data on their respective suppliers’ performance, which
indicated a good customer service performance from the Company compared to many
other suppliers.

Discussions with customers regarding Covid-related risks and controls influenced the
Board's discussions and support for the Covid Steering Group's decisions during the
early part of the year regarding the health and safety of our employees.

During the early part of the year, the Board discussed updates provided to it regarding
the impact of Covid-19 on different customer channels, customer investment plans and
customer management strategy.

Feedback from key customers regarding their ESG concerns and commitments
influenced the Board's discussions during the year. For example, customer feedback

in relation to plastic packaging and their desire to reduce the use of and increase the
recyclability of plastics used in product packaging influenced the Board's key decision
to support the move to increase the recycled PET content of our IRN-BRU and Rubicon
500ml plastic bottles to 100% rPET — see further below. Customer feedback also
influenced the Board's key decision to continue to support the Group's environmental
sustainability strategy, which is being delivered through the ‘No Time To Waste’
programme of activity, including the delivery of a number of initiatives under the plastics
and packaging workstream, for example the move to 100% recycled film and various
plastic lightweighting initiatives.

Customer feedback also influenced the Board's key decision to approve the initial
phases of a multi-year asset replacement programme to replace PET and can line assets
at the Cumbernauld factory, which will deliver ESG benefits in terms of providing PET
lightweighting opportunities and the introduction of tethered cap capability, as noted
above.

Consideration of the changing requirements of the Company's impulse customers
influenced the Board's key decision to invest in a new single customer management
system with significantly enhanced capability, which will deliver growth in our impulse
business through digital transformation; "Winning in Impulse’ is a core foundation of the
Company's business growth strategy.

Engagement with key customers during the year influenced the Board's discussions and
decisions regarding the annual budgeting and long-term strategic planning processes
for the Group.




Key Stakeholder

Form of Engagement

Strategic Report Corporate Governance Accounts

How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

Consumers We are committed to engaging with our consumers through The Commercial Director provides a marketing update to every Board meeting.

a variety of channels regarding any questions, concerns or A formal review of brands and innovation is presented to and discussed by the

feedback which they may have. Our consumer care team aims ~ Board annually.

to respond efficiently and effectively to all matters raised by ) ) )

consumers, whether by email, telephone, social media or post. A structureq rese.arc.h programme of cyonsumerI usage and atumdeg is camed outon a
regular basis, which informs the Board's risk review process and its discussions regarding

Consumer research is conducted prior to the launch of its appetite for risks and opportunities in this area. During the year, qualitative consumer

key products and in relation to key marketing campaigns, research was carried out across different focus groups; the results of this research

as appropriate. informed certain key brand plans for the following year.

The Board gains insight into consumer needs, behaviours and During the year the Board received presentations on the performance of key brands,

motivations through regular detailed brand reviews at Board innovation and marketing campaigns. The Board discussed and were supportive of the

meetings throughout the year. The Board also reviews market brand and innovation strategy and key brand plans for the following year.

and consumer insight data at every Board meeting. The Board — ) .

receives presentations from senior members of management Resegrch.t.o qnderstand consumer’s attltude's‘and behaviours tovlval]rlds environmental

on consumer trends, brands and key marketing initiatives. sustalnabﬂlty influenced the Board's key decision to approve the |n|.t|al phases of a
multi-year asset replacement programme to replace PET and can line assets at the
Cumbernauld factory, which will deliver ESG benefits in terms of providing PET
lightweighting opportunities and the introduction of tethered cap capability, as noted
above. Consumer feedback also influenced the Board's key decision to continue to
support the Group's environmental sustainability strategy, which is being delivered
through the ‘No Time To Waste' programme of activity, including the delivery of a
number of initiatives under the plastics and packaging workstream, as noted above.

Suppliers We ensure that we source raw materials in a responsible manner  Updates on supply chain activities, including key suppliers, are provided to every Board

and require our suppliers to commit to our Supplier Code of
Conduct and to comply with the provisions of our Modern
Slavery Statement and Anti-bribery and Corruption Policy.

We seek to mitigate risks in relation to the continuity of supply
of key raw materials and ingredients by developing strong
commercial relationships with our key suppliers.

We have regular engagement with our suppliers through virtual
and face-to-face meetings, conferences and events.

During the early part of the year we continued to engage with
key raw material suppliers in relation to the impact of Covid-19
on their businesses in light of ongoing supply chain challenges.
We also continued to engage with third party contractors
regarding visits to Company sites, to ensure that only essential
activities were undertaken and that appropriate control
measures were in place to minimise Covid-related risks for

our respective employees and the wider public.

meeting and are considered and discussed by the meeting. A review of supply chain
strategy, including procurement, is presented to and discussed by the Board annually.

The Board approves all key supplier contracts above certain thresholds in accordance
with the Company’s Statement of Delegated Authorities.

During the year, the Company’s net-zero science-based targets were approved by the
Science Based Target Initiative. We have continued to work closely with our suppliers in
relation to our commitment to become net-zero across our own operations by 2035
and across our full supply chain by 2050, if not sooner.

During the year, the Board supported the move to 100% rPET for IRN-BRU and Rubicon
500ml, which was delivered in April 2022. Due to concerns raised by key suppliers
regarding the quality and security of supply of rPET, the Board took the key decision

to pause progress on the rPET programme for the remainder of the portfolio until such
time as higher quality material is available, anticipated to be following the introduction
of a DRS in Scotland.

During the year, the Board reviewed and approved the Group’'s Modern Slavery
Statement, cognisant of the need to ensure that adequate processes are in place to
prevent modern slavery in the Group's supply chain and to maintain its reputation for
high standards of business conduct.
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Key Stakeholder

Suppliers
continued

Form of Engagement

During the year we engaged with key suppliers on matters
related to climate change, including innovation in sustainable
packaging.

The Company complies with the Prompt Payment Code
guidelines, paying in excess of 90% of its supplier invoices
on time.

Monthly cross-functional supplier performance scoring is
conducted; the results are shared with suppliers and discussed
at review meetings. Regular review meetings are held with key
suppliers to review various KPIs, including performance, risk
management and ESG objectives. An annual cross-functional
supplier review meeting is held which informs our sourcing
strategy for the following year. Quarterly credit checks are
carried out on suppliers to assess their financial health.

How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

Engagement with key suppliers during the year informed the Board's discussions and
decisions regarding the annual budgeting and long-term strategic planning processes
for the Group.

Employees

The Group is committed to engaging employees at all levels
regarding matters which affect them and the performance of
the Group. This is achieved in a number of ways, including the
use of regular briefing procedures, which twice yearly include
a report on trading results. Regular communication meetings,
including "town halls’, are held to keep employees up-to-date
with Group performance. Leadership team "hangouts” take
place on a monthly basis to keep this group updated and to
provide the opportunity for them to ask questions on business
related matters. Consultation meetings also take place when
the Company is making decisions that are likely to affect
employees’ interests, at which employee representatives’ views
are taken into account. The Group's intranet site provides
up-to-date information regarding the Group’s activities. In

addition, an employee engagement survey “Your Voice Matters”

is carried out on an annual basis, which seeks feedback from
all employees on a range of areas; action plans are created in
response to the results of each survey. Employees’ opinions are
sought on various specific topics throughout the year.

In addition to the Company'’s existing employee engagement
mechanisms, and as required by the UK Corporate Governance
Code, during the year the Nomination Committee reviewed
and approved the Board's current mechanism for workforce
engagement, being a designated non-executive director,

as an appropriate mechanism for workforce engagement.

Z.L. Howorth was the designated workforce engagement
director during the year.

The continued appointment of a designated non-executive director as a mechanism for
workforce engagement strengthens the link between employees and the Board, helps
to build an open and transparent culture and to ensure that all employees have a voice
in the Company’s future success. It also helps the Board to make better informed
decisions based on the broad perspectives of the workforce. Updates on progress
regarding workforce engagement are provided at Board meetings throughout the year.
It was reported that, overall, the good level of workforce engagement had continued
during the year and feedback from the employee engagement sessions was generally
positive, with a high level of employee engagement and commitment to the business.
Discussion areas during these sessions included the ongoing impact of Covid-19 on the
business and employees’ health and safety and mental wellbeing in the early part of the
year, hybrid working arrangements, health and safety generally, employee
communications, employee pay and benefits, how executive remuneration aligns with
wider Company pay policy, Company purpose and leadership development. The Board
discussed the updates provided to it by the workforce engagement director throughout
the year and were supportive of the Covid Steering Group's decisions during the early
part of the year regarding the health and safety of our employees.

The Board regularly reviews various employee metrics throughout the year, including
turnover and absenteeism data.

The results of the "Your Voice Matters” employee engagement survey carried out during
the year were presented to and discussed by the Board. The results of the survey were
generally positive, with a high employee response rate and overall employee
engagement score; the continued strong results in the area of health and safety and the
improvement in the area of diversity, equality and inclusion year-on-year were
particularly pleasing. The Board were supportive of local action planning activities which
would take place in response to the results of the survey.




Key Stakeholder

Employees
continued

Form of Engagement

A structured plan for workforce engagement is developed
for each year. During the year, this included face-to-face
engagement sessions held by Z.L. Howorth — supported
by the Chair and certain other non-executive directors —
for employees of different roles and levels across different
Company sites, the aim of which was to encourage
participation across the workforce in order to understand
their views on matters which affect them.

During the early part of the year the high level of engagement
with employees regarding Covid-related matters continued,
through regular communications and briefings and via the
Coronavirus portal on the intranet. The process continued to
be led by the Covid Steering Group, which met weekly until
May 2022 with the aim of managing the crisis as effectively

as possible, with the health and safety of employees being
paramount. The implementation of Covid-related processes
and procedures continued in accordance with the
government's guidance as a minimum, with regular
communication to employees. A Mental Health Hub was
available on the intranet and various other mental health
activities took place to continue to help support employees
through the crisis. Guidance and support was also provided by
the corporate charity chosen by employees, Mental Health UK.

The Company has a Speaking Up Policy in place, which
complies with the 2018 UK Corporate Governance Code,
together with associated procedures, including employee
awareness and training, to ensure that employees are
encouraged to raise any matters of concern in a timely manner.
The Speaking Up Policy is communicated to all employees
through a variety of channels. A designated email address is
available to employees to enable them to raise any matters of
concern. A communications campaign continued during the
year to help raise employee awareness of the Speaking Up
Policy and to encourage employees to come forward if they
want to raise any matters of concern.

The Board assesses the effectiveness of engagement with
employees through a number of metrics, including the results
of the "Your Voice Matters” employee engagement survey,
turnover and absenteeism data, exit interview data and
employee ‘speaking up’ data.

Strategic Report Corporate Governance Accounts

How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

During the year the Board received feedback from the workforce engagement director
and from employees through the "Your Voice Matters” employee engagement survey
regarding hybrid working arrangements for office workers and noted employees’
desire for flexible working arrangements, and were supportive of the key decision

to implement and maintain a structured return to work programme following the
relaxation of Covid-related restrictions.

In response to employee concerns and feedback on the negative impact of the cost

of living crisis on their health and wellbeing, and in light of the challenging external
economic environment, the Board made the key decisions to support a one-off cost of
living payment to all Group employees with a basic salary below a certain level in August
2022 and a further lump sum payment to all employees except the most senior level

of management in January 2023. These payments were well received by employees.

Employee focus groups were held during the year with a cross-section of employees to
seek their feedback on refreshing Barr Soft Drinks’ purpose, to ensure it is fit for purpose
in the context of a changing workforce.

During the year, an employee consultation process in relation to the proposed closure
of the Barr Direct England Depot at Newcastle concluded; employees’ feedback from
this consultation process directly influenced the Board's discussions and decision to
close the site from the end of April 2022.

During the year, the Board reviewed and approved the Company's Workforce
Engagement Terms of Reference.

During the year, the Board reviewed employee ‘speaking up’ data and reviewed and
approved the Company’s Speaking Up Policy and associated procedures.

The Board held two sessions on people and succession planning during the year.
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Key Stakeholder Form of Engagement

Government

During the year much of our government engagement
continued to be related to the introduction of a DRS in Scotland
and has been carried out in conjunction with the BSDA and
Circularity Scotland Limited. We have taken steps to

We engage with governments and political bodies in an open
and constructive manner on issues which affect our business,
both directly and through relevant trade associations such as
the British Soft Drinks Association ("BSDA").

How This Stakeholder Group Influenced Board/Committee Discussions and Decisions

during the year.

Group.

communicate our position on key implementation matters to

ensure our views were understood and where possible taken

into account in decision-making.

Updates on engagement with UK and devolved governments and political bodies were
provided to the Board by the Chief Executive throughout the year and influenced its
discussions. This engagement also shaped internal activity in relation to these areas

Our insights and understanding from engagement with UK and devolved governments
and political bodies during the year informed the Board's discussions and decisions
regarding the annual budgeting and long-term strategic planning processes for the

Reviews of the regulatory framework under which the Group operates are presented

to the Board on a regular basis and inform the Board's discussions and decisions
regarding capital expenditure and areas of business development.

The Board discussed and supported our internal project planning for the introduction
of a DRS in Scotland and progress against our net-zero plans — this work was informed
by our engagement with the Scottish government during the year.

Corporate culture and reputation

The Board and the Executive Committee have a critical
role in creating and embedding the right corporate
culture for the business. The Board aims to maintain
the Company'’s reputation for the highest standards

of business conduct and to create a culture that is
responsible, diverse and inclusive. The Company's
workforce is critical to its future success. The
Company's focus on employee engagement will
continue in order to create a culture that enables and
supports a highly motivated and diverse workforce,

to ensure that its workforce do the right thing for its
stakeholders and deliver long-term sustainable success
for the business. During the early part of the year
activities continued in response to the ongoing
Covid-19 pandemic to ensure that this culture was
maintained, as described in the table above.

The Board regularly assesses and monitors the
Company'’s culture and, where appropriate, seeks
assurance from management that it has taken
corrective action to ensure that policy, practices and
behaviour throughout the business are aligned with the
Company's purpose, values and strategy. The Board
achieves this primarily through reviewing feedback from
employees from the annual employee engagement

survey “Your Voice Matters’, and ensuring that
appropriate actions are taken to address the findings
thereof. The results of the employee engagement
survey undertaken during the year showed a high
employee response rate and overall employee
engagement score. The Board were supportive of the
local action planning activities which would take place
in response to the results of the survey. The Board also
receives regular updates on workforce engagement
from the Board's designated non-executive director
which helps it to assess and monitor the Company’s
culture. The Board regularly reviews certain health and
safety KPIs, including the number of lost time accidents
during the year and performance against the Group’s
lost time accident incident rate target. During the year,
the Board reviewed the overall health and safety
performance of the Group, including the results from
the latest Keil Centre health and safety culture maturity
assessments, which showed improvements in the
health and safety culture across Supply Chain
compared to three years ago; the Board were
supportive of the local action planning activities which
would take place in response to the results of the
survey. The Board also noted the positive results from
an internal health and safety culture survey completed
by the Commercial and Central functions during the

year. The Board regularly reviews employee turnover
and absence data, and were supportive of an action
plan presented in August to engage employees and
reduce turnover. The Board also assesses and monitors
the Company'’s culture through its annual review of

the Group's Speaking Up policy, procedures and any
concerns raised; during the year the Board were
satisfied that the procedures in place were working
effectively and reapproved the Company’s Speaking Up
policy. Further information on the Company's culture
and workforce engagement is included in the table
above and in the Directors’ Report on pages 122 to 127
and in the Strategic Report on pages 1 to 69.

Community and environment

Information regarding the impact of the Company’s
operations on the community and the environment is
included in the Responsibility Report on pages 30 to 55.

Acting fairly as between members of the Company
The Board recognises its legal and regulatory duties to
act fairly as between members of the Company and
has put appropriate structures and processes in place to
ensure it complies with all relevant legal requirements,
for example in relation to the disclosure of inside
information to shareholders.



Conflicts of interest

The Articles of Association allow the Board to authorise
potential conflicts of interest that may arise from time
to time, subject to certain conditions. The Company
has established appropriate conflicts authorisation
procedures, whereby actual or potential conflicts are
regularly reviewed and authorisations sought as
appropriate. During the year, no such conflicts arose
and no such authorisations were sought.

Professional advice

All directors have access to the advice of the Company
Secretary, who is responsible for advising the Board on
all governance matters. The non-executive directors
have access to senior management of the business.

Induction, training and development
On appointment to the Board, directors are provided

with a full, formal and tailored programme of induction,

to familiarise them with the Group's businesses, the
risks and strategic challenges the Group faces, and

the economic, competitive, legal and regulatory
environment in which the Group operates. The
induction includes, amongst other activities, meetings
with Board members, the Company Secretary, senior
management and other employees, site visits, market
visits and the provision of information relating to the
Group, including briefings on key business activities.
The Company Secretary provides information to new
directors regarding Board policies and procedures,

and corporate governance matters. A programme of
strategic and other reviews, together with the other
training provided during the year, ensures that directors
continually update their skills, their knowledge and
familiarity with the Group’s businesses, and their
awareness of sector, risk, regulatory, legal, financial and
other developments to enable them to fulfil effectively
their role on the Board and committees of the Board.

Strategic Report

Board performance evaluation

Every year the performance and effectiveness of the
Board, its committees and individual directors is
evaluated. In line with the Code, this year the evaluation
was externally facilitated, having last been externally
facilitated during the year to January 2020. During the
year Clare Chalmers Limited ("Clare Chalmers’)
conducted a formal, externally facilitated review of the
effectiveness of the Board and its principal committees.
Clare Chalmers is an independent adviser with no other
connection to the Company or any of the individual
directors. The evaluation was conducted by the
completion of detailed and comprehensive written
survey questionnaires by all Board members and the
Company Secretary. The questionnaires were agreed
with the Company Secretary and the Chair of the
Board. The Board questionnaire covered such themes
as strategy, leadership and accountability, Board
composition, diversity, culture and risk management,
and how effectively Board members work together to
achieve objectives, with similar coverage for each of
the committees. Clare Chalmers provided a full, written
report based on the responses to the survey, which
they discussed with the Chair. The full report was
shared with and discussed by the Board and each of the
committees. Overall, the review found that the Board
and its committees were functioning in an effective
manner and performing satisfactorily, with no major
issues identified. Actions will be taken to address certain
areas arising from the evaluation, including an
increased focus on purpose and how it cascades down
into strategy, values and culture, an increased focus on
the Board's risk appetite, dedication of more time to
succession planning for executive directors and senior
management, increasing the non-executive directors’
contact with the business and certain improvements to
the Board papers.

Corporate Governance Accounts

The non-executive directors, led by the senior
independent director, carried out a performance
evaluation of the Chair without the Chair present, taking
into account the views of the executive directors. It was
concluded that M. Allen’s performance continues to be
strong and that he demonstrates effective leadership.
The Chair is pleased to confirm that, following
performance evaluation of the directors, all of the
directors’ performances continue to be effective and all
of the directors continue to demonstrate commitment
to the role of director, including commitment of time
for Board meetings and committee meetings and any
other relevant duties.

Meetings and attendance

Board meetings are scheduled to be held seven times
each year. Between these meetings, as required,
additional Board meetings (and/or Board committee
meetings) may be held to progress the Company's
business. A part of each Board meeting is dedicated
to the discussion of specific strategy matters.

In advance of all Board meetings the directors are
supplied with detailed and comprehensive papers
covering the Group's operating functions. Members of
the management team attend and make presentations
as appropriate at meetings of the Board. The Company
Secretary is responsible to the Board for the timeliness
and quality of information provided to it. The Chair
holds meetings with the non-executive directors during
the year without the executive directors being present.

The attenda