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Our Enriching
Life Plan

- Read more on pages 26 to 37.

FOR OUR

Consumers

Providing consumers with great
tasting food and offering healthier
food options, through products that
meet high nutritional standards.

FOR OUR

Planet

Place environment at the heart of
our operations: respecting natural
resources that make our food more
sustainable and free of unnecessary
or problematic packaging.

FOR OUR

People
Forge inclusive and fulfilling career
pathways that contribute to the
UK economy and give back to the
communities where we operate.

Our branded
growth model

— Read more on pages 12 and 13.

LEADING

INSIGHT DRIVEN

SUSTAINED MARKETING

RETAILER

PICTURED BELOW:

Adrian Dixon of Manor Farm, Winchester,
who supplies wheat to our Andover Mill
for our McDougalls flour.

Our strategy

—-> Read more on pages 18 to 21.

CONTINUE TO GROW

The UK core

O

SUPPLY CHAIN

Investment

EXPAND UK INTO

New categories

BUILD INTERNATIONAL BUSINESSES

With critical mass

INORGANIC

Opportunities
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www.premierfoods.co.uk

GOVERNANCE STRATEGIC REPORT OVERVIEW

FINANCIAL STATEMENTS



We have leading
brands...

Our brands are leaders in
their categories with high
household penetration.

Flavourings & Seasonings

X -

Quick Meals, Snacks & Soups
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Ambient Desserts
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Cooking Sauces & Accompaniments
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Ambient Cakes
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...that innovate to meet
consumers’ needs...

We launch new products
based on consumer trends,
with a major focus on health
and nutrition.

Health and nutrition
Convenience

Snacking and on-the-go
Indulgence

Packaging sustainability
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...which are supported
by engaging marketing...

Significant investment in

TV advertising and digital
activation behind six of our
brands, creating emotional
connections with consumers.

I »
l%'oevon knows’
I r‘-—.

‘Dad’s night in’

.

...and strong customer
partnerships.

Focused on driving mutual
category growth and
delivering outstanding
in-store execution.
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Our ingredients

We aim to give our consumers great tasting products
made from quality ingredients. Under our Enriching Life
Plan, we have set a target to more than double the sales of
products that meet high nutritional standards. We source
our ingredients in a responsible manner to give consumers
confidence that the food they purchase is produced in an
ethical and sustainable way.

We source a wide range of healthy, natural ingredients
for our products, purchasing raw ingredients from a
range of suppliers in the UK and from markets around the
world. Last year we purchased over 290,000 tonnes of
food ingredients, working with around 260 suppliers, to
develop long-term sustainable partnerships which deliver
mutual benefits.

Last year we purchased around:

20,000 tonnes of 44,500 tonnes of

tomatoes from Spain wheat from UK

and Portugal, farmers,

for our Sharwood’s, for our Andover Mill, which

Loyd Grossman and is used to make bagged flour

Homepride sauces. and baking mixes, including
McDougalls.

2,600 tonnes of
Bramley apples

from UK orchards,
for products such as our
Mr Kipling fruit pies.

PICTURE: Tomatoes from the Ribatejo PICTURE: Wheat harvest at Manor Farm,
region of Portugal. Winchester.
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PICTURE: Bramley apples from the Mackle
Apple Orchard in Wisbech, Cambridgeshire.



2,500 tonnes of
rice from ltaly

and Spain,
for our Ambrosia rice pudding
and Batchelors savoury rice.

PICTURE: Arborio rice field in the Piemonte
region of Italy, in the foothills of the Alps.

67 tonnes of
parsley from
the UK,

for our Paxo stuffing,
Batchelors Cup-a-Soup and
Loyd Grossman pasta pots.

PICTURE: Parsley crop from Sleaford Foods,
a family-run producer in Lincolnshire.

CASE STUDY

West Country milk

The Blee family has milked cows on their
220-acre farm at Lower Trenower on
Cornwall’s Lizard Peninsula since 1945.
Their current herd of 160 Friesian Holsteins
provides milk to clotted cream supplier
Rodda’s, where the cream and fat are taken
out before the remaining skimmed milk

is transferred to the Ambrosia Creamery

in Lifton in Devon to be used in Ambrosia
custard and rice pudding.

The farm remains a family business, run by
Stephen and Jane with their son Chris and
two other part-time employees. The cows
are grazed for eight to nine months of the
year and the family works closely with an

agronomist — an expert in soil management —
to keep the grass healthy and rich in nutrients.

The Blees operate a low-stress system,
which means the cows all calf during the late

summer and autumn, are milked through the

winter and spring and then milking times are
reduced over the summer.

o

After more than 70 years
in the family, our Cornish
land is the secret to our
success. It provides the
crops and space to enable
us to milk the cows and
raise our youngstock, in a
way which is harmonious

with nature, and the result

is high-quality fresh milk
which we’re proud to see
used in such well-loved
and iconic products.”

Stephen Blee
Dairy farmer
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Our year in review

Over the year, we have made strong strategic progress with revenue
ahead of expectations and strong profit growth versus the prior year.
Our branded growth model continues to deliver sales growth through
new product development (‘NPD’), sustained consumer marketing
investment and excellent in-store execution.

Statutory measures include seven months’
ownership of The Spice Tailor for FY22/23.
Trading profit and adjusted basic EPS for

FY22/23, and the prior year comparatives,

are stated including software amortisation.

Revenue (Em)

rv22/23 | :1.006.4m
Fy21/22 [T £900.5m
Fy20/21 T £934.2m
Fy19/20 T £847.1m
Fyig/19 [T £824.3m
Net debt’ (Em)

rv22/23 | £274.3m
Fy21/22 [ £285.0m
Fy20/21 Y £332.7m
Fy19/20 T £429.6m
Fy1g/19 [T £469.9m

£157.5m

A definition of Alternative Performance
Measures and a reconciliation between
headline and statutory measures are
provided in the appendices on pages 53
to 55.

Trading profit'2 (Em)

rv22/23 [ 157 5
Fv21/22 00 £1412m
Fy20/21 T £141.6m
Fyig/20 [T £124.0m
Fyig/19 [T £117.1m
Net debt to adjusted EBITDA ratio®
rv22/23 | 1.5x
Fy21/22 [T 1.7x
Fy20/21 T 2.0x
Fyig/20 [T 2.8x
Frig/1o [ 3.«

Profit/(loss) before tax (Em)
B 1124m
P £102.6m
[ £122.8m
FY19/20 I
Fy1g/19 [0

FY22/23

FY21/22

FY20/21

£53.6m

£(42.7)m

Scope 1 & 2 emissions? (tCOze)

rv22/23 [
Fr21/22 [
Fy20/21 [T 60,359

51,749

56,188

129p

Trading profit
+11.5% versus prior year'?

1.44p

Adjusted basic EPS

+12.7% versus prior year'?

£335.0m

Final dividend

Final dividend of 1.44 pence per share proposed, up 20% on

prior year

Sales of products that meet high nutritional standards

1 Adefinition of Alternative Performance Measures and a reconciliation between headline and statutory measures are provided in the appendices on pages 53 to 55. Net debt for

FY18/19 is stated pre adoption of IFRS16.

2 Trading profit and adjusted basic EPS for FY22/23 are stated including software amortisation, and the prior year comparatives have been re-stated accordingly.
3 Total Scope 1 & 2 Greenhouse Gas Emissions — location based.
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About Premier Foods

As one of the UK’s leading food businesses, we’re passionate about food
and believe, each and every day, we have the opportunity to enrich life
for everyone. Premier Foods employs over 4,000 people operating from
15 sites across the country, supplying a range of customers with our iconic
brands which feature in millions of homes every day.

We operate primarily in the ambient food sector, which is one of the
largest sectors within the total UK grocery market. We operate in four
key Grocery categories and the Ambient Cakes category. Our brands are
leaders in their categories with high household penetration, and 84% of
our total revenue comes from branded products.

Categories

Flavourings
& Seasonings

Quick Meals,

Brands

-1

Snacks & Soups -
Ambient ——
Desserts

Cooking Sauces &

Accompaniments
Ambient s
Cakes

== 2R < )

Source: category position and market share: IRI, 52 weeks ending 1 April 2023.

Nissin

We entered into a co-operation agreement
with Nissin Foods Holdings Co., Limited
(‘Nissin’) in 2016, and have launched
Batchelors Super Noodles in a new pot
format, using Nissin’s leading noodle
technology and manufacturing expertise.

In addition, we have taken on distribution

of Nissin’s Soba noodles and brought the Cup
Noodle brand to the market. Nissin noodles
have grown market share from 19% in 2019
to 53% today, and are now the market leader
in the authentic snack pot market.

Premier Foods plc
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Strategic partnerships

Mondeléz International

In 2017, we signed a new strategic global
partnership with Mondeléz International to
renew the Company’s long-standing licence
to produce and market Cadbury branded
cake, as well as home baking and ambient
dessert products. The partnership covers
multiple countries and has the potential

to use the full range of Cadbury brands in
ambient cake.

Position

Share

Customers

We seek to execute our branded

growth model through seeking strategic
alignment with our customers, developing
best-in-class, differentiated plans across
all channels and formats.

We operate a multi-format, multi-channel
approach to serving a broad range

of customers, including major UK
supermarkets, discounters, e-commerce
channels, convenience stores, wholesalers
and foodservice operators.



We are driving growth in our international
business through the deployment of our
branded growth model, with the aim to
achieve critical mass in our strategic focus
markets. Our largest international businesses
are in Australia and Ireland, where we

Our international business

have established strategic relationships
in our focus categories with the leading
retailers in both markets. Our focus is on
Mr Kipling, Sharwood'’s cooking sauces
and now The Spice Tailor to build global
brands and to create a business of scale,

over time, in North America and Europe.
Our international business has grown +37%
since the launch of our new strategy in 2020
(excluding The Spice Tailor), and delivered
another strong performance in the year, with
sales +10% on a constant currency basis.

+10%

Canada

Building distribution
of Sharwood’s, we
have seen particular
success with Walmart
in Canada. Overall,
revenue was up
+125% versus

prior year.

USA

Following the
successful test of
Mr Kipling in over
200 stores, we are
starting to build
distribution with
customers.

We are also preparing
plans to launch The
Spice Tailor.

Ireland

Revenue growth +6%
versus prior year with
strong performances
with our three major
retailers.

Of particular note,
were sales of Soba
Noodles, which more
than doubled versus
prior year.

Europe

Growing distribution
for Sharwood’s in a
range of European
markets including,
Spain, Germany and
the Netherlands.
Additionally, we are
preparing to launch
The Spice Tailor.

International
revenue growth

Australia

Record market share
for cake in Australia of
15.6% and Mr Kipling
has extended it’s
leadership position.

Now market leader in
Indian cooking sauces
with Sharwood’s and
The Spice Tailor.
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Our investment proposition

Outlined below are a range of attributes, which we believe make the
Group an attractive investment for equity and debt investors alike.

Portfolio of category

leading brands Strong margin profile

Proven branded growth model

We are market leader in the five Brands are at the heart of the business Our adjusted EBITDA % margins

main categories in the UK in which
we operate.

These market shares range from
15% to 44% and many of our brands
display a high degree of household
penetration.

Over 91% of UK households purchase
one or more Premier Foods products
every year.

We are building ever stronger positions
in our categories overseas, particularly
our leading markets of Australia and
Ireland. An example being cake, where
Mr Kipling is the No. 1 brand in the UK,
Ireland and Australia.

Continual supply
chain investment

We run an ongoing capital investment
programme throughout our supply
chain to capture opportunities for
growth, enhance site efficiency
through cost reduction initiatives and
upgrade our infrastructure.

We have a pipeline of automation
projects from which we expect to
generate further efficiency gains and
we plan to steadily build our capital
investment over the medium-term.

Responsible in all that we do

Our ESG strategy — the Enriching Life
Plan —is articulated through our three
strategic pillars of Product, Planet and
People. We have set out our ambitions
and targets under each pillar as we
ensure the food we create helps
enable people to lead sustainable,
healthier lifestyles.

The Enriching Life Plan covers all
aspects of sustainable development
and encompasses everything we
touch, from the ingredients we source
to the communities we serve.

Premier Foods plc
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and will drive our future growth.

Through our market-leading brands,
we invest in emotionally engaging
advertising, launch insight-driven
new products and foster collaborative

partnerships with our retail customers.

Through this proven branded growth
model, we have continued to deliver
consistent branded revenue growth in
the UK, which has increased by 5.3%,
on average, over the last three years.

We are applying our branded growth
model to deliver value in other areas
of our strategy e.g. new categories,
international and acquisitions.

Highly cash generative

We operate a business which is,
underlying, highly cash generative.
With our strong adjusted EBITDA
margins, lower financing costs

and proportionate levels of capital
investment we generate attractive
levels of free cash flow.

We maintain a Net debt/adjusted
EBITDA medium-term target of 1.5x
and in FY22/23, we completed our
first acquisition in 15 years without
increasing our leverage.

compare very favourably with many
of our sector peers, including branded
multinational FMCG businesses.

These strong margins provide the
platform for us to continually invest
behind our brands, through marketing
investment and product innovation.

In FY22/23, our adjusted EBITDA %
margins were 18.1%, reflecting the
sustained delivery of our branded
growth model, facilitated by the
strength of our category-leading
brands.

Pension obligations solution

In June 2020, we completed a
segregated merger of our pension
schemes into one single Trust. This
arrangement paves the way to
potentially substantially lower the
pension cash contributions currently
made by the Company to the pension
schemes. In time, we expect one or
more sections of the pension scheme
to progress to full resolution.




Our purpose

Our company purpose — enriching life through food — guides our actions, it
motivates us and is reflected in every element of how we run our business.
It means providing consumers with great tasting food and offering healthier
food options, through products that meet high nutritional standards.

Enriching life through food is also about
producing food in a way that respects the
world’s resources, the same resources we
rely on to make our delicious food. Whether
that’s reducing our environmental footprint
through climate action, reducing food
waste, or maintaining high ethical standards
across our supply chain.

It also means enriching life for our
colleagues by creating an inclusive culture of
entrepreneurship, where people can reach
their full potential, as well as attracting the
very best talent and embracing diversity
along the way.

By continuing to enrich the lives of our
consumers and our colleagues as well as
the planet we live on, we can nurture our
business effectively and sustainably, and
look forward to many more years of healthy
growth ahead of us.

Enriching Life Plan

As one of the UK’s leading food producers
and home to some of the nation’s most
loved and iconic brands, we have both an
opportunity and a responsibility to forge a
healthier future for our planet and everyone
on it. Our sustainability strategy, known

as the Enriching Life Plan, encompasses

enriching life
THROUGH FOOD

OUR peoP\®E

o
€ live, and
S of our colleague®

A leading
deVeloper of peop\e

3

X
XN
R\

everything we touch, from the products
we make to the ingredients we source
and the communities we operate in.

With our purpose, enriching life through
food, at its heart, the plan highlights our
commitment to a more sustainable food
system and, in turn, the UN Sustainable
Development Goals. Guiding our work to
2030, it sets out our ambitions to make
more nutritious and sustainable food,
contribute to a healthier planet and nourish

the lives of our colleagues and communities.

— Read more about the Enriching Life Plan
on pages 26 to 37.
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Our business model

Our branded growth model is how we drive sustainable, profitable growth through
leveraging our strong leading brands, bringing new products to market that are based on
a deep understanding of our consumers changing lives and needs, supporting our brands
with engaging advertising and marketing campaigns and by building strong strategic
partnerships with our key retailers and delivering outstanding in-store execution.

Our Our branded

capabilities growth model
Consumer insight LEADING
We have deep understanding of our consumers, B ra nd position S

based around insights on how they shop, how
they cook and how they eat. We use this insight,
together with our knowledge of new and emerging
food trends, to develop and launch products that INSIGHT DRIVEN

meet their needs. New prOductS

We launch new products linked to key consumer
trends, with a major focus on health and
nutrition.

Our brands are leaders in their categories with
high household penetration.

Colleagues

Our unique and inclusive culture helps us to
attract and retain talented colleagues across our
business. Our experienced leadership teams,

have a broad and deep understanding of the SUSTAINED MARKETING
food industry, and are focused on delivering Investment
exceptional performance.
We create emotional connections, through
Sourcing media, to build brands, maintain awareness and
We are committed to producing high-quality keep them contemporary.
food that is sourced in a fair, ethical and
environmentally responsible way. RETAILER

Manufacturing Partnershi PS

Our strong manufacturing capabilities allow us Our partnerships are focused on driving mutual
to manufacture a diverse range of high quality category growth and delivering outstanding
products with enhanced efficiency, whilst in-store execution.

maintaining our leading standards of safety, both
for our food and our colleagues.

-~
/
[
|
| Our
\
| values
| and
} We're determined We're creative We're energetic We achieve We bring out
\ Ccu Itu re to be the best, in what we do and act with more when we the best in
} consistently and how we pace. work together. each other.
} dfellverlng at the doit. -> Read more about Our values and culture
l highest level. on page 14.
\\ ~
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Our ESG
commitments

OUR

Consumers

Providing consumers with great tasting
food and offering healthier food options,
through products that meet high
nutritional standards.

OUR

Planet

Place environment at the heart of our

operations: respecting natural resources
that make our food more sustainable
and free of unnecessary or problematic
packaging.

OUR

People

Forge inclusive and fulfilling career
pathways that contribute to the UK
economy and give back to the communities
where we operate.

How we deliver value
for our stakeholders

Consumers and customers

By creating and launching new products which
meet consumers’ needs, we can help our
customers to drive category growth.

Colleagues

We're committed to creating a truly great place
to work for our 4,000 colleagues, which provides
opportunities to develop and grow in an inclusive
and diverse environment.

Suppliers

We develop strong relationships based on
mutual respect and trust, to source high-quality
ingredients at the right price for the long-term
benefit of both parties.

Shareholders

Our business model is focused on delivering
sustainable profitable growth and long-term
shareholder value. Over the past three years,
we have delivered shareholder return of 429%
and we are now a member of the FTSE 250.

Communities

We build strong bonds with the local communities
in which we operate, providing long-term
employment opportunities and make meaningful
contributions through our charitable giving and
volunteering programmes.
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\
% 90% |
91% 0 |
The of UK households purchased one of our of our spend is with our top 250 suppliers. \
. products last year. }
impact "0 429% ;
we are 3 3 /0 shareholder return delivered over the last three years. }
o increase in revenue from new categories. |
making |
76% ! |
(0] meals provided to help those in food poverty. \
response rate to our colleague diversity 1 See page 35 for definition. \
data survey. /J

~
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Our values and culture

An important element of our purpose is to enrich the life of our

colleagues, by creating an inclusive culture of entrepreneurship, where
people can reach their full potential, as well as attracting and retaining
the very best talent and embracing diversity.

As one of the UK’s leading food
producers, we employ over 4,000
colleagues, and we’re committed to
creating a truly great place to work.
Our shared values are the DNA of our
business, helping guide us in the way
we do things. They give us a common
framework for decision-making and
enable us to challenge ourselves, and
each other, to ensure we live them
day-by-day.

Creating a more modern and
flexible working environment
As part of the ongoing evolution of our
hybrid working model, we have been
looking at how best to evolve our Head
Office environment to better suit our
personal and business needs.

We asked all our colleagues who were
either based at or were regular users of

our Head Office to participate in an online
survey and focus groups to understand how
we were utilising our office space, to inform
what the future of our office working should
look like.

Our conclusion was that we required a
more flexible office space that better
reflects how we now work, with less overall
space required than before. This means we
have been able to design a modern office
environment that is also smaller and more
agile and, when we relocate in Autumn
2023, it will cost us less to operate.

Premier Foods plc
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We're We're creative ~ We’re energetic We achieve We bring out
determinedto  in what we do and act with more when we  the best in
be the best, and how we pace. work together.  each other.
consistently doit.

delivering at the
highest level.

Recruitment and labour turnover
Our labour turnover levels are relatively
low, currently running at 12.1% versus an
industry average of around 20%. This level

is similar across both central and operations
functions, reflecting our positive culture and
strong employer brand.

Our in-house recruitment teams are
constantly evolving how we attract talent to
the business, making sure our processes are
always equitable, inclusive and transparent,
and that the new colleagues we recruit add
to the positive culture of the business.

We have introduced several initiatives to
reduce the likelihood of bias when it comes
to selection decisions, which include,

using software to ensure we are including
gender neutral language in job adverts and
adopting an ‘equality boost’ campaign that
encourages more diverse applicants.

Total colleague turnover in FY22/23

Leadership development

To ensure our leaders and managers

are equipped for the next phase of our
growth journey, we have been working

in partnership with EY Lane 4 to develop
and implement a Leading Outperformance
Cultural Change Programme. The
programme has been designed around
our six leadership behaviours and enables
delegates to explore each of them and

‘try them on for size’ in a safe environment:

¢ Think big

¢ Drive change

e Act together

e Stay curious

e Spark brilliance

¢ Inspire ownership

After the successful completion of Phase 2,
which was targeted at our middle managers,
we are now entering the third and final year
of the rollout which will involve our more
junior management colleagues across the

organisation, which is a population of 375
colleagues.
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Evolving our inclusive culture
Inclusion and Diversity (‘I&D’) is a firm
priority for Premier Foods and is something
that is championed across each of our 15
sites, at all levels of the business.

We are continuing to work hard to place 1&D
at the heart of what we do. We launched
our #oktobeme — a programme designed to
truly embed inclusion and diversity across
the business and ensure that everyone

feels safe to bring their true, authentic self
to work.

A key part of the programme’s success is
the fact that it is constantly evolving to

fit the needs of colleagues and ensure

that it is always ‘ok to be me’ at Premier
Foods. In 2022, the programme has been
firmly established, with the rollout of 1&D
awareness training to our colleagues within
operations as well as introducing new
initiatives launched in response to colleague
feedback, including Menopause Warriors
hosting menopause cafés, dedicated
recruitment campaigns, ambassador
programmes and mentoring initiatives.

Working in partnership with Charlotte
Sweeney Associates, we developed a
bespoke I1&D awareness exercise and
accompanying training programme that is
being rolled out across the business. Over
70 volunteer facilitators have been trained
to deliver the programme, which focuses on
encouraging people to be more aware and
to be open to conversations about 1&D.

To date 94% of operational colleagues have
experienced the programme and all new
starters are taken through it, to promote
inclusive leadership and set the expectation
right from the outset that it’s ‘ok to be me’.

oktobeme

Alongside the training programme, we
created an I1&D ambassador network, with
individuals responsible for celebrating and
marking important cultural calendar events
throughout the year, whether this is Black
History Month, International Women'’s Day,
Pride or Menopause Day, for example.

Since the launch of this network, colleagues
have engaged very quickly and are more
willing to tell their own stories. We host
colleague panels enabling people to ask
questions or volunteer information about
their own experiences and stories.

Following the development of our
menopause policy, we launched menopause
cafés, with dedicated Menopause Warriors;
something our female colleagues wanted so
that they could come forward and discuss
their experiences in a supportive setting.

In addition, we have launched a
Transgender policy, providing guidelines and
a checklist to support transgender people in
the workplace.

’
\"PﬁMIER ‘,
\F“DS
Y

PROUD O SUPPORT INTERNATIONAL MEN'S DAY

To support new parents, there is the
provision of pre and post maternity support
and a package to help new mums navigate
the return to work, helping them re-
integrate into the business.

Inclusion and Diversity is a subject that is
constantly evolving and so we are always
looking at new ways to improve our
approach and ensure that everyone feels
it’s ‘ok to be me’ at Premier Foods.

of operational colleagues have received
1&D awareness training
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Consumer and market trends

The ambient Grocery market is shaped by a number of consumer, economic and
social trends and also the regulatory environment. Our insights team have a deep
understanding of consumer and market trends, so that we can develop compelling
new products and evolve our existing ranges to meet consumers’ needs.

Consumer budgets
under pressure

Impact

In recent months, with inflationary
pressure on many areas of household
expenditure, such as heating bills, fuel
and food, consumers’ disposable incomes
have been reducing. Consequently,
consumers have typically explored
options available to them to reduce their
expenditure on certain items, including
their weekly food bill.

Our response

Our portfolio has a broad range of
affordable product ranges, which families
can purchase as part of preparing and
cooking healthy and inexpensive meals.
One example is Homepride Pasta Bake
cooking sauces. By adding a jar of
Homepride Tomato & Herb Pasta Bake to
some vegetables and pasta, households
can prepare an inexpensive and tasty
meal which the family can enjoy. As with
many of our product ranges, this product
also benefits from being made with no
added sugar.

Trend

Less eating out and
more eating at home

Impact

Consumers are looking for more ideas
of meals to cook at home which are
both affordable and nutritious.

Our response

We launched our ‘Best Restaurant in
Town’ marketing campaign this year,
which provides consumers with a range
of low-cost meal ideas for preparing and
cooking at home.

Inspired by the desire to recreate
affordable, restaurant style meals in your
home, the ‘Best Restaurant in Town’
promotes delicious and easy-to-prepare
dishes using our brands, such as
Ambrosia Meringue and Strawberry
Mess and Sharwood’s Sweet Potato

and Chickpea Tikka Masala.

Health and
nutrition

Impact

Consumers are increasingly seeking
better-for-you options in their diet.

This may encompass food and meal
choices that are lower in one or more of
fat, salt, sugar or calories.

Our response

Health and Nutrition is a leading
consumer trend for us and, therefore,
one which is pivotal in guiding the type of
new products we bring to market.

This year, we launched a range of Mr
Kipling ‘Deliciously Good’ cakes and
pies, classified as non-HFSS (non-high in
fat, salt and sugar). These new products
are healthier and tasty versions of the
Group’s biggest brand and are made
using real fruit and up to ten times the
amount of fibre. Available in a number
of variants, this range was three years in
the making and has proved popular with
consumers.

Premier Foods plc

Annual Report for the 52 weeks ended 1 April 2023



Convenience and
convenient meal
solutions

Impact

Consumers live increasingly busy lives,
and additionally, cooking from scratch,
often using a multitude of ingredients, is
less commonplace than might have been
the case a generation ago. Accordingly,
consumers are increasingly looking for
assistance when preparing and cooking
delicious meals at home, especially
during the middle of the week.

Our response

Convenience is therefore another key
consumer trend we incorporate when
formulating our innovation programme.
To fit with this trend, this year, we
launched an updated range of Batchelors
‘Chef’s Special’ Pasta ‘n” Sauce which
provides consumers with a convenient
and quick way to enjoy a tasty pasta
dish, with contemporary flavours such
as Creamy Four Cheese and Caramelised
Onion and Smoky Bacon.

Premium and
indulgence

Driven by

There continues to be demand for more
premium and indulgent products from
consumers. This remains the case despite
the backdrop of the well documented
cost of living crisis and a clear trend from
consumers to eat more healthily.

Our response

We continue to build premium and
indulgent products into our innovation
plans, as when consumers are seeking
a treat, they’re looking for exceptional
taste to warrant the indulgent nature of
the eating occasion.

This year, we launched an exciting and
indulgent range of Mr Kipling Gooey
Brownie Bites which not only represent a
more premium proposition relative to the
popular core Mr Kipling range, but also
assist those consumers keen to focus on
portion control with the bite size nature
of the product.

Premier Foods plc
www.premierfoods.co.uk
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Our strategy

Our growth strategy is based on 5 strategic pillars to deliver

sustainable long-term growth, fund investment behind our brands
and provide value for our stakeholders. While we will continue to
grow our core UK business, we also focus on a number of areas which
we believe have the ability to accelerate our growth.

a

CONTINUE TO GROW

The UK core

What this means

A vibrant and growing UK business
provides the foundation for broader
expansion.

Strategy in action

The branded growth model which we
employ in the UK is at the heart of

what we do and is core to our success.
Leveraging our leading category positions,
we launch new products to market linked
to key consumer trends, supported by
sustained levels of marketing investment
and delivered through strong customer/
retailer partnerships.

Over the past three years, our branded
revenue in the UK has grown by an
average of 5.3%.

One of our key focus areas is to launch
new product ranges which provide
consumers with more healthy and
nutritious options to incorporate into
their diet. Some examples of ranges we
have launched in the last year include

Mr Kipling Deliciously Good cakes,
Sharwood'’s 60% less fat Poppodoms

and Plantastic Millionaire Flapjacks.

Over recent years, we have consistently
supported six of our major brands through
digital and TV advertising. This year, we
also extended our ‘Best Restaurant in
Town’ campaign to mainstream media.
Delivering sustained levels of brand
investment is key to maintaining and
increasing brand awareness, while our
advertising continues to focus on building
emotional connections with consumers.

Future priorities

We will continue to invest in building
awareness of our major brands in
FY23/24. Innovation plans for next year
include Mr Kipling Deliciously Good loaf
cakes, Cadbury mint and orange Mini
Rolls, Loyd Grossman stir-in Sauces and
Batchelors cook with Noodles.

Link to KPls
e Revenue
¢ Trading profit

Premier Foods plc
Annual Report for the 52 weeks ended 1 April 2023

SUPPLY CHAIN

Investment

What this means

We invest in our operational infrastructure
to increase efficiencies across our
manufacturing and logistics operations,
facilitate growth through our innovation
strategy and enhance the safety and
working conditions of our colleagues.

Strategy in action

In FY22/23, examples of major capital
investment included the installation of
auto-casepackers and auto-palletisers

in our Sweet Treats manufacturing sites.
These projects, at our Carlton and Stoke
sites, have been successful in improving
efficiencies, realising lower costs per unit
and delivering attractive financial paybacks.

Through improving underlying margins,
these projects provide funds for re-
investment in our brands, such as digital
and TV advertising. In turn, this brand
investment delivers the platform for us to
deliver further brand growth.

Future priorities
In FY23/24, we plan to further increase
our levels of capital investment.

We have a number of projects in our
capital investment pipeline which have
attractive payback returns.

These cover a wide variety of projects and
include a range of efficiency improvement
initiatives across our operational sites, the
objective of which is to drive gross margin
improvement to enable further brand
investment.

Link to KPIs

¢ Free cash flow

EXPAND UK INTO

New categories

What this means

Leveraging the strength of our brands
and our proven branded growth model
by launching into new, adjacent product
categories.

Strategy in action

Ambrosia is one of our largest and

most loved brands; it is the leader in

the ambient desserts category and
synonymous with creaminess from Devon.

In FY22/23, we launched a new range of
Ambrosia porridge pots in a ready-to-eat
format that can be enjoyed hot or cold.
This represents our first entry into the
breakfast eating occasion and leverages
the creaminess attributes which Ambrosia
is well known for. The range is available

in three varieties - original, raspberry and
golden syrup flavour.

During the year, Ambrosia porridge pots
have significantly increased market share
in the growing porridge pots market.
Consumers enjoy the creamy texture of
the product, which results in a strong
repeat purchase rate.

Future priorities

We are planning to expand the Ambrosia
porridge pots range with some exciting
new flavour variants, to build on the initial
success we have delivered in FY22/23.

Link to KPIs
* Revenue
¢ Trading profit



BUILD INTERNATIONAL BUSINESSES

With critical mass

What this means

Building sustainable overseas business
units with critical mass, applying and
tailoring our brand building capabilities.
The brands we are focusing on to deliver
this growth are Mr Kipling, Sharwood'’s
and The Spice Tailor

Strategy in action

Our strategy is to accelerate our growth

by utilising some of the proven branded
growth model approaches used in the

UK and applying them to focus overseas
markets such as Australia. We have
progressively built the Mr Kipling and
Cadbury cake brands in Australia through
new product launches and fostering
collaborative partnerships with retail
customers. During the year, Mr Kipling
Lemon Bakewell tarts have been a particular
success and we increased our market share
in cake to an all-time high of 15.6%.

Overall, our international business
delivered revenue growth of 10% in the
year (on a constant currency basis), as
we increased sales in all our strategic
markets.

Future priorities

We will continue to apply our proven
branded growth model to our focus
brands and markets, through launching
new products, investing in our brands and
executing strongly in-store. We're looking
forward to expanding our distribution of
Mr Kipling cakes in the US and growing
Sharwood’s and The Spice Tailor in
Canada and Europe.

Link to KPIs

¢ International revenue

INORGANIC

Opportunities

What this means
Expanding our product portfolio through
acquisitions and applying our brand
building and commercial expertise to
accelerate value creation.

Strategy in action

In July 2022, we announced our first
acquisition for 15 years, The Spice Tailor,
the premium, authentic, Indian and South
East Asian meal kits and accompaniments
brand.

This business is highly complementary
to our Sharwood'’s and Loyd Grossman
brands and presents a strong geographical
fit with our existing footprint, with
presence in the UK, Australian, Canadian
and Irish markets. The Spice Tailor has
demonstrated a strong growth profile

in recent years, and by integrating it
into our business, we expect to deliver
further growth through leveraging our
well established and proven branded
growth model.

Future priorities

We will continue to explore modest

and targeted opportunities with the
objective of accelerating the growth
profile of the Group, while ensuring close
alignment with current consumer trends.
In this respect, The Spice Tailor is a good
blueprint of the type of brands we may be
interested in investigating more closely.

Link to KPIs
* Revenue
e Trading profit
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Strategy in action

STRATEGY IN ACTION

Our international strategy is to deliver
sustainable top line growth, with the
potential to grow significantly ahead of the
core UK business.

We aim to achieve critical mass within

a selected number of focused overseas
markets. Our initial focus is on targeting
three of our key brands (Mr Kipling,
Sharwood’s and The Spice Tailor, following
our acquisition of the brand during the year)
where we have a distinctive and consumer-
relevant proposition.

Growing our business in Australia
Our approach can be demonstrated through
the success we have had building our cake
business in Australia over the last five

years. This has seen retail sales value grow
from A$10m in FY17/18 to over AS30m at
the end of FY22/23. Mr Kipling is now the
leading branded cake brand in Australia
with 10.2% market share.

We apply our successful branded growth
model strategy to our international
focus areas.

The process starts with careful consumer
research to validate and tailor our
proposition to the specific market.

We create brand awareness and trial
through a range of marketing tools
including, digital, PR and shopper marketing
activation. As we build brand awareness
and grow sales, we can then support them
through TV and digital advertising.

We invest in small, high-calibre in-market
sales teams, working both directly with
customers and via distributors to establish
distribution. The size of the team and
investment can then be increased as the
number of customers and the scale of
the business grows.

Our small dedicated Australian teams has
developed strong relationships with the
two key Australian retailers, Coles and
Woolworths.

The initial focus in Australia was on
seasonal lines for the Christmas period
and then adding additional variants from
the UK portfolio as the business expanded.
The product range is tailored to the
Australian market which, to date, has been
driven primarily by Mr Kipling Slices, and
then extended into a range of other variants
including French Fancies and Bakewells.
We also have the opportunity to expand
further through launching a range of New
Product Development (NPD) that has
proven successful in the UK.

The international business helps to leverage
our existing UK manufacturing base, utilising
existing capacity or increasing capacity as
market growth expands.

We plan to replicate the proven approach
in Australia to other markets, such as the
USA, where we have recently completed a
successful test at over 200 retail stores.

Fv22/23 [ 102

FY21/22 8.8%
FY20/21 8.6%
FY19/20 6.8%
FY18/19 4.1%

Market share progression for Mr Kipling in
Australia over the last five years.

Household penetration, +161 basis points
(bps) versus prior year




IDOE Tt gl
e
o

THE

SPICE
TAILOR

BT A A

STRATEGY IN ACTION
Inorganic
opportunities

Another way we can accelerate growth
is through targeted acquisitions.

The Spice Tailor acquisition

We announced the acquisition of The Spice
Tailor in July 2022, representing our first
acquisition for over 15 years.

The Spice Tailor is a premium brand in the
authentic Indian and Southeast Asian meal
kit market and is popular with consumers
who enjoy scratch cooking and appreciate
the strong authentic taste profiles the
products deliver.

The Spice Tailor is a high growth brand
which has delivered +20% compound
annual growth rate between 2017 and 2021,
and we believe can deliver strong sales and
profit growth over the coming years.

The brand is closely aligned to current
consumer trends including convenient home
cooking, premiumisation and authenticity,
and is highly complementary to the Group’s
Sharwood’s and Loyd Grossman brands.
There is also a strong geographical fit with
our existing footprint, with a presence in the
UK, Australian, Canadian and Irish markets.
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Over the course of the year, we have
successfully integrated The Spice Tailor
into the Group’s Cooking Sauces &
Accompaniments category team.

We are now applying our branded growth
model to unlock the brand’s potential.

The Spice Tailor will benefit from increased
levels of marketing investment to drive
product awareness and household
penetration, additional new product
development resources, and access to the
Group’s commercial capabilities and strong
retailer relationships both in the UK and in
international markets.

In addition, The Spice Tailor provides
additional scale in our international
markets, particularly in Australia where it is
already well established, and complements
our existing focus on the Sharwood’s brand.
This has allowed us to engage in strategic
development planning with major Australian
customers in respect of the Indian cooking
sauces category for the first time. As a
result, The Spice Tailor has become a focus
brand for the international business, in
addition to Mr Kipling and Sharwood’s.
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Revenue growth year-on-year

Revenue is on a pro forma basis, reflecting
that The Spice Tailor was acquired part way
through the financial year.

Premier Foods plc
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Chair’s statement

Since the business returned to the FTSE 250, we have continued to make
significant strategic progress against all five pillars of our growth strategy.

This has been achieved while further strengthening our financial position

on the back of strong trading, lower Net debt and interest costs and, most
recently, improvements to the funding position of the Group’s pension schemes.

This report covers FY22/23, the financial
year for the 52 weeks ending 1 April 2023.

The Group’s revenue reached £1,006.4m,
an increase of +11.8% versus the prior year.
Trading profit * grew +11.5% to £157.5m
versus last year, and profit before tax grew
+9.6% to £112.4m, year-on-year. Having
made our first acquisition in 15 years, we
have continued to reduce our Net debt.

External climate

Like many manufacturers and retailers
operating in the current geopolitical
environment, we have continued to manage
the supply chain disruption seen over the
past year. Thanks to effective processes, and
the hard work of our teams, our business
remains resilient in the face of this.

We have continued to see significant levels
of input cost inflation, across our entire
supply chain, which we have mitigated, as
far as practicable, through an active hedging
strategy and cost-saving programme. By
working collaboratively, with both our retail
partners and our broad supplier base, we
have sought to minimise the price increases
we have passed onto our customers.

To help our consumers, against the impact
of inflation, we developed a marketing
campaign, entitled ‘The Best Restaurant in
Town’, offering a range of nutritious and
good value meals to make at home, using
our broad range of products.

We have also been keen to recognise
and support the enormous efforts of
our manufacturing colleagues, taking
the decision to provide two cost of living
payments during the financial year.

Premier Foods plc

Annual Report for the 52 weeks ended 1 April 2023

Financial position

The Group’s refinancing, at the end of
financial year 2021, strengthened our
balance sheet, allowing the business to
reinvest behind its brands, operations and
its people. Alongside this, the business has
continued to demonstrate the success of
our branded growth model, driving a strong
and consistent trading performance, cash
generation and debt reduction, which has
enabled us to drive further progress through
our five pillar growth strategy.

We have made further progress, following
the segregated merger of the Group’s legacy
pension schemes in 2020. This is illustrated
by the improved financial position of the
schemes, confirmed by the recent triennial
actuarial valuation, and the resulting
reduction in deficit payments. Further
information on the triennial valuation is set
out on page 52.

During the year, we have continued to
manage successfully the free cash flow
generated by the business, enabling us to
reduce Net debt to below FY21/22 levels
at £274.3m, after taking into account the
£43.8m acquisition of The Spice Tailor. As
at the year end, Net debt/adjusted EBITDA!
was 1.5x. We remain committed to paying
a progressive final dividend each year
and, therefore, | am pleased to confirm
that, subject to shareholder approval, the
directors have proposed a final dividend
of 1.44 pence per share for the 52 weeks
ended 1 April 2023, a +20% increase on
prior year.

Board priorities and

shareholder feedback

As a Board, we remain committed to
supporting the management team to deliver
our growth strategy, the success of which is
being demonstrated by progress this year
against all five pillars: building the UK core;
supply chain investment; expanding into
new UK categories; building scale in our
existing international businesses and, where
suitable opportunities arise, investing in
further suitable bolt-on acquisitions. The
management team continues to identify
opportunities to take the business to the
next stage of growth, across each of these
pillars, and so deliver further value for our
shareholders.

The business has made good progress
against its Enriching Life Plan and its
ambitions to create more nutritious,
sustainable food for our consumers;
contribute towards a healthier planet; and
help to enrich the lives of our colleagues
and communities. Further details can

be found in our ESG section. We have
demonstrated our commitment to this as
a Board, by continuing to link part of our
executive remuneration to key targets
within the ESG strategy.

The Group has continued to advance its
Inclusion and Diversity strategy during

the year. One of our key areas of focus

is achieving gender balance for senior
management, and this year 47% of general
management roles and 40% of senior
management roles are held by females,
demonstrating progress on last year.
Information on the work being done to
address diversity across the business can be
found on page 15.
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Since the business returned to the FTSE 250, we have continued to make
significant strategic progress against all five pillars of our growth strategy,
including acquiring our first business in 15 years, while further strengthening
our financial position. We are now well positioned to develop and grow the
business, taking it to the next stage of growth.”

The Board remains committed to improving
its gender and ethnic diversity. Although we
have met the current requirements, set by
the Hampton-Alexander and Parker Reviews
respectively, following the release of the
new FTSE Women Leaders Review targets,
we are working towards the new objectives
prior to the target date of 2025. Details

on this can be found in the Nomination
Committee report.

Members of the Board and | have continued
to engage with shareholders, over the
course of the year, allowing us to understand
your priorities and listen to feedback,

and bring this insight into wider Board
discussions. We look forward to continuing
this dialogue over the coming year, as we
maintain our focus on growing the business
to deliver further shareholder returns.

Governance and the Board

At the start of the financial year, we
welcomed Roisin Donnelly to the Board, as an
independent non-executive director, bringing
with her over 30 years’ FMCG marketing and
brand building experience. At our Annual
General Meeting (AGM) last year, Pam Powell
retired after nine years as an independent
non-executive director. | would like to thank
her once again for her valuable contribution
during that time.

In May 2022, following the reduction in the
shareholding position of funds managed by
Oasis Management Company Limited, Daniel
Wosner announced he would be stepping
down from the Board. I'd like to take this
opportunity to thank him for the important
and supportive contribution to the

Company’s strategic thinking, during which
time the Group made substantial progress.

Over the year, we also made changes to

our committee memberships, including the
appointment of Helen Jones to the role of
Remuneration Committee Chair, following

our AGM in July. Further details on this can be
found in the governance section of this report.

Summary

I’'m pleased to be able to report on another
year of strong financial and strategic
progress for the Group and | would like to
take this opportunity to thank our investors,
colleagues, suppliers, customers and
consumers for their continued support.

Looking forward, we have a clear growth
strategy, and a management team focused
on delivering strong results, which should
enable us to capitalise on the wide range
of opportunities we see ahead. This is
underpinned by our strengthened financial
position, supporting our objective of value
creation, for all our stakeholders.

Colin Day
Chair

18 May 2023

1 Statutory measures include seven months’ ownership
of The Spice Tailor for FY22/23. Trading profit is
stated including software amortisation and FY21/22
comparatives have been updated accordingly.

A definition of Alternative Performance Measures
and a reconciliation between headline and statutory
measures is provided in the appendices on pages
53 to 55.

Increase in profit before tax 20% increase to final dividend

Premier Foods plc
www.premierfoods.co.uk
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Chief Executive’s review

Over the past four years, our business has made enormous progress, and
this year we have delivered another excellent set of results. Our portfolio
of iconic brands has once again performed strongly, as we reached £1bn

of sales and our grocery brands continued to increase their market share.

Thanks to the combination of our strong
portfolio of brands, our collaborative
customer partnerships, and the expertise
we have across Premier Foods, we have
continued to deliver strong growth. Group
revenue increased 11.8%, underpinned by
our branded growth model and supported
by higher pricing, while Trading profit*
and adjusted PBT* were 11.5% and 13.0%
ahead of the prior year. We successfully
maintained our trading profit margin in
the face of significant input cost pressures,
achieving this through a combination

of productivity improvements, cost
efficiencies, and pricing.

A key driver of success this year has been
the resilience of our brands and the breadth
of our portfolio. We know how challenging
the past year has been for many consumers,
and our products have always played a

key role for families when finances are

tight and budgets are squeezed. Many of
our Grocery brands in particular serve as
“meal-makers”, which help people bring
ingredients together to create nutritious
and affordable meals. We recognise the
current environment is difficult for many

of our consumers, and so we have done
everything we can to keep prices as low as
possible, raising prices only as a last resort.

We also developed a campaign called
the ‘Best Restaurant in Town’ to provide
extra help and inspiration to consumers,
sharing low-cost, nutritious recipe ideas
with millions of people through a new
website and major marketing campaigns.
We are continuing to see people look for
convenient, affordable and tasty meal
solutions, and this has been reflected in
the particularly strong performance of
Batchelors and Nissin this year.

Continued success of our

branded growth model

Our ability to deliver this strong
performance is the result of our branded
growth model — the combination of our
leading brands, consumer insight driven new
product innovation, sustained marketing
investment and strong retailer partnerships.

Premier Foods plc
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This year we have once again continued to
invest in our brands, bringing a series of new
consumer-focused products to market, and
supporting our major brands with TV and
digital marketing campaigns.

We have made our business successful by
listening to the needs of our consumers

and developing products that meet those
changing needs. More and more, consumers
tell us that health and healthier eating

are important to them, and so health
continues to be a priority for new product
development as well as an important part of
our ESG strategy.

A major breakthrough this year was the
launch of our Deliciously Good range of
Mr Kipling cakes. The range contains 30%
less sugar, while also being lower in fat
and containing higher levels of fibre and
real fruit. This is the only comprehensive
range of branded, non-HFSS? cakes on the
market, demonstrating the strength of our
innovation capabilities.

We continued to build strong retail
partnerships, working together to drive
overall category growth, and to create
impactful promotional activity in-store. This
year we have been particularly successful
with a series of brand partnerships including
with Warner Bros and NBC Universal,
creating major in-store events themed
around the Minions and the new DC movie
Shazam. These events feature highly
impactful product displays, highlighting our
brands to existing and new consumers and
driving incremental sales.

Delivery against all five pillars

of our growth strategy

We have continued to deliver against our
growth strategy and I’'m very pleased with
the strong progress we have made across
each of the pillars.

The first pillar of our strategy is to grow our
core UK business, which is by far our largest
market. This year we have seen revenue
growth of 11.3% in the UK, and over the
past three years, the compound annual
growth rate for our brands in the UK is 5.3%
(excluding The Spice Tailor).

As a result of our consistent strong free
cash flow, we have continued to invest

in our manufacturing infrastructure.

Doing this helps to drive cost efficiencies,
which we can then reinvest back into our
brands to drive further growth. This has
included bringing in an automated case-
packer at our Stoke site and a new auto
palletiser for our Mr Kipling French Fancies
manufacturing line.

The third part of our strategy is to expand
into new categories where we see
opportunities to generate further value.

| am really encouraged by the successes
we are seeing in this area. Sales from

new categories increased by 33% this
year, thanks partly to our new Ambrosia
porridge pots which take the business into
breakfast, a meal where none of our other
brands feature, and so delivering totally
incremental revenues.

Our international business has once again
had a strong year of growth, and is now
46% bigger than when we implemented the
current strategy in 2020. This year’s growth
was broad based across our focus markets
of Ireland, Australia, New Zealand, the
USA, Canada and Europe, with Australian
cake the standout performer, growing both
market share and household penetration
and with Mr Kipling extending its market
leadership position.

Finally, an important milestone this year was
our first acquisition in over 15 years, the
purchase of The Spice Tailor, a premium and
authentic Indian and Southeast Asian meal
kits brand. This is a high growth brand, which
is already benefiting from the application

of our branded growth model, with sales
growth accelerating to 25% over the last
year. We see great potential to scale up the
brand as we continue to build distribution

in both the UK and overseas markets, bring
new products to market and support with
new marketing activities.



Building on the strong financial performance and strategic progress
we have achieved this year, we see major opportunities to expand
the business in the coming year and over the medium-term, creating
further value for all our stakeholders.”

Strong financial position

enabling reinvestment

Our performance and growth continue to be
underpinned by our completely transformed
financial position. The benefits of the
refinancing which completed in 2021 have
been particularly important as the UK entered
a higher interest rate environment this year.

Leverage has further reduced to 1.5x
adjusted EBITDA and is now in line with our
medium-term target, with the acquisition of
The Spice Tailor in August 2022 having been
funded from one year’s free cash flow.

We are also starting to see the expected
benefits of the transformational pensions
agreement we reached in 2020. The latest
triennial valuation at 31 March 2022,
reported a net combined actuarial surplus
of £297m. Following this, the Net Present
Value of future pension contributions to
the end of the respective recovery periods
has reduced by approximately 50%, from
£240-260m to approximately £125m. As a
result, the company’s cash costs in deficit
payments and administrative costs will now
reduce by £6m from FY23/24.

Our focus on financial discipline puts the
business in a strong position for the future,
enabling us to continue to invest in our
brands, our people, and our manufacturing
sites, whilst paying a progressive dividend.

Closure of Knighton

Having considered a range of options,

this year we took the difficult decision

to close our factory in Knighton. The site
produces predominantly low-margin, non-
branded powdered beverages for third
party customers, and does not fit with the
Group’s growth strategy, which is focused
on building our portfolio of leading brands.

The site is unprofitable and therefore the
closure will be accretive to our Trading
profit over the medium-term.

Our Enriching Life Plan

We are now into the second year of our
Enriching Life Plan and continue to make
good progress on our commitments. It is
encouraging to see the work we are doing
recognised by leading ESG benchmarking
platforms, as well as by policy groups

and organisations such as the Carbon
Disclosure Project.

The launch of the Mr Kipling Deliciously
Good range has been an important step
towards our health targets. We have seen
sales of our plant-based products increase
by 34%, while also launching new plant-
based products under our Plantastic brand,
including Millionaire Flapjacks, Protein Pots
and Creamy Pasta Sauces.

We have also taken steps forward

on our planet commitments. Having
published our full GHG targets last year,
our decarbonisation targets have been
submitted to, and approved by, the Science
Based Targets initiative (SBTi), and we have
mapped out our Scope 3 supplier base.

We have also established energy councils
across our sites to drive energy efficiency
and reduce emissions, helping to reduce
our Scope 1 and 2 emissions, (net market
based), by 10% since FY20/21.

Meanwhile, we continue to support our
people and the communities we serve.

A major part of this is our new five-year
FareShare partnership. We have also taken
further steps forward in our Inclusion and
Diversity journey, and also made progress
on skills development in the industry, as we
welcomed our first T-levels students and

became early adopters of the Food and
Drink Federation’s career passport.

With rising prices creating pressure for
many families, it was important to us to
provide extra support for our colleagues
where possible, including two additional
cost of living payments during the year.

In summary

As we enter a new financial year, we carry with
us the significant momentum we have built in
recent years. While the macro environment
remains challenging, we continue to navigate
this successfully, leveraging our leading
brands, which have demonstrated their
resilience and showed once again the key role
that they play for families.

I'd also like to take the opportunity to thank
every colleague who has gone out of their
way to deliver such great performance over
the past year.

Building on the strong financial performance
and significant strategic progress we have
achieved this year, we continue to see major
opportunities across the five pillars of our
growth strategy to expand the business in
both the coming year and over the medium-
term, delivering further value creation for all
our stakeholders.

Alex Whitehouse
Chief Executive Officer

18 May 2023

1 Statutory measures include seven months’ ownership
of The Spice Tailor for FY22/23. Trading profit is
stated including software amortisation and FY21/22
comparatives have been restated accordingly. A
definition of alternative performance measures and
a reconciliation between headline and statutory
measures is provided in the appendices on pages 53
and 55.

2 Non-HFSS: Food or drinks not high in fat, salt or sugar.

Increase in Group revenue

Increase in international sales
(on a constant currency basis and excluding
The Spice Tailor)
Premier Foods plc
www.premierfoods.co.uk
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The Enriching Life Plan:
our purpose in action

As one of the UK’s leading food producers and home to some of the
nation’s most loved and iconic brands, we have both an opportunity and a
responsibility to forge a healthier future for our planet and everyone on it.

Our sustainability strategy, known as our

Enriching Life Plan, encompasses everything healthier Tok,

we touch, from the products we make "35{\\'\.&0\5 food Clim, e aCtiO,’
to the ingredients we source and the e%‘e@t (\o“‘“ e oy
communities we operate in. @'?3“ «© Se

With our purpose, enriching life through &

food, at its heart, the plan highlights our G e
commitment to a more sustainable food ,;\00 N
system and, in turn, the UN Sustainable o i3
Development Goals. Guiding our work o

to 2030, it sets out our ambitions to
make more nutritious and sustainable
food, contribute to a healthier planet
and nourish the lives of our colleagues
and communities.

L] L] L]
enriching life
Working in Partnership THROUGH FOOD

In order to help shape a more sustainable
UK food system, we are members of many
industry-leading groups which facilitate
collaboration and accelerate action. By o,
participating in these initiatives, we hold
ourselves accountable against industry-wide
targets and strive to contribute to wider
change. Where we feel we have a unique
contribution to make across the broader
industry we engage more, with colleagues
currently holding steering group positions
on the UK Plastics Pact, The Courtauld A leading
Commitment 2030 programme and The developer of peop!®
Food Data Transparency Partnership.

Partnership for our targets

2f
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* RSPO use of logo: License number: 4-0019-06-100-00.
Check our progress at https://rspo.org/members/103/ Premier-Foods- Group-Limited
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Our Products

GOOD HEALTH RESPONSIBLE CLIMATE

AND WELL-BEING CONSUMPTION ACTION
AANDPRODUCTION

GOOD HEALTH RESPONSIBLE CLIMATE
ANDWELL-BEING CONSUMPTION ACTION
AND PRODUCTION

Our People

GOOD HEALTH RESPONSIBLE CLIMATE
CONSUMPTION ACTION
AANDPRODUCTION

More than double sales of products that
meet high nutritional standards

Develop validated Science-based Targets
aligned with Business Ambition for 1.5°C

Achieve gender balance in our senior
leadership team

More than 50% of our products (by
Stock Keeping Unit (SKU)) will provide
additional health or nutrition benefits

Reduce scope 1 and 2 emissions by 67%
by 2030 and achieve net zero by 2040;
and reduce scope 3 emissions by 25% by
2030 and target net zero by 2050

Provide skills programmes and work
opportunities for excluded groups to
enable fulfilling careers in the Food Industry

Grow sales of plant-based products
to £250m per annum

Deforestation and conversion free across
entire supply chain

Provide the equivalent of 1 million meals
per annum to those in food poverty

100% of our packaging will be reusable,
recyclable or compostable by 2025

Halve our food waste and support our
suppliers and consumers to do the same
(against a 2017 baseline)

Be more of a force for good in our
communities by volunteering at least
1,000 colleague days a year

* All targets are 2030 from a 2020 baseline unless otherwise stated. For more information on all targets see our Enriching Life Plan disclosure tables from page 178.

Excelling in

food quality

Baked-in behaviours

Marketing
responsibly

Sourcing
with care

Protecting the

Doing the

environment right thing

Premier Foods plc
www.premierfoods.co.uk
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Our approach: placing our purpose

at the heart of our business

Environmental, social and governance (ESG) issues are constantly evolving
and our strategy is responsive to this, dealing with both changing and
emerging threats. As businesses, policy makers, non-governmental
organisations, scientists and citizens understand the issues better, new
international and national policies, and voluntary and industry frameworks

are being developed to help drive action.

Our Enriching Life Plan builds on the findings
of our most recent materiality assessment,
which considers the views of a broad range
of stakeholders to identify and prioritise

the issues most relevant to our business

and where they should be addressed in our
Enriching Life Plan (see graphic).

We will formally repeat our materiality
assessment in 2025/26 as we reach the
halfway point of our Enriching Life Plan
but to ensure our work continues to adapt
to emerging and developing topics we
continually review our priorities.

Materiality assessment

The last year has seen an increasing number
of examples of extreme weather, drought
and geopolitical upheaval around the
world. The issues of human rights, water
stewardship and the ongoing response

to climate change have led to increased
prominence of the roles civil society and
businesses need to play to address these
challenges in the future.

€
©
L
S Climate change
.20
= .
o Ingredient / product
o traceability
= & integrity T Deforestation l
Supply chain, Sharing &
human rights applying
& modern day nutrition
slavery knowledge
% e
o Biodiversity Reducing Product quality
% food waste and safety
5 Sustainable
- agriculture Food poverty
= Employee Labour
ﬁ engagement, practices
4 diversity &
g inclusion 6 ’
Well-being . o
Prospering Employee Biodiverse Marketing,
communities health & safety agriculture communication
& labelling
\—. @ nalent& O practices
development Stakeho!der
responsiveness
L Local food
Waste & systems
£ Water & hazardous
& wastewater materials
= management management Business ethics
2
g
Less significant Business impact More significant
Our Products @ ourPeople

@ ourPlanet ‘ Our Baked-in behaviours
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Our governance

We believe everyone at Premier Foods
plays a part in delivering our Enriching Life
Plan. ESG sits at all levels of our business.
Our Board has oversight of our strategy and
our Enterprise Risk Management Processes
ensure oversight of climate-related and
other ESG risks (such as TCFD, biodiversity,
deforestation, water and human rights).

Accountability for the delivery of our plan
rests with our Executive Leadership Team
(ELT) and our Steering Groups which report
into our ESG Governance Committee,
chaired by our CEO. The committee is

made up of members of the ELT, who have
responsibility for ensuring our Enriching Life

Delivery of
Enriching Life Plan

Executive Leadership Team O ° ESG Governance Committee

Plan is embedded into how we do business,
sponsoring steering groups which are led
by members of our Senior Leadership

Team (SLT). Our CEO and CFO both have
the delivery of specific ESG targets in

their remuneration. See the Directors’

Remuneration Report for more information.

Our disclosure and

reporting approach

Holding ourselves accountable against our
targets is essential. We publish progress
against our Enriching Life Plan annually
and details can be found in our Enriching
Life Plan disclosure tables from page 178.
We remain committed to sharing our

data and progress with industry platforms

o

Planet Pillar
Steering Group

Product Pillar

Marketing SLT

Compliance,

People Pillar

Steering Group Data, Reporting

& Disclosure

Product ] SBTi validation/

1&D culture [ CDRD ]

Packaging

e Yo

decarbonisation ]
] limate change scope 1&2]

Well-being culture

Community volunteering

Community food poverty

Protecting our
natural resources

E E
g E
[ Climate change scope 3 [
E [
E E

Reducing waste ]

Development

L JL _JL _J J

such as the UK Plastics Pact, Courtauld
Commitment 2030, Champions 12.3 and
the Carbon Disclosure Project (CDP). This
year, we are also reporting against the SASB
(Sustainability Accounting Standards Board)
disclosure framework for the Food and
Beverage sector which can be found on our
website.

We are committed to accurate and
transparent reporting. For the first time we
have sought independent limited assurance
procedures over selected FY22/23
performance indicators. For the details and
results of these assurance procedures, see
our Enriching Life Plan disclosure tables.

Embedding climate-related
and other ESG risks

Delivery of Enriching Life Plan

Oversight of climate-related and
other ESG risks

Premier Foods plc
www.premierfoods.co.uk

TCFD Steering Group
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The product pillar of our Enriching Life Plan is dedicated to helping

consumers lead healthier and more sustainable lifestyles by creating
foods that are rich in nutrients, kinder to the environment and free
of unnecessary or problematic packaging.

What'’s at stake?

The Health Survey for England in 2021
estimated that nearly 26% of adults are
obese with a further 38% overweight

and research from the British Nutrition
Foundation shows that only 1% of the
population follows a healthy, balanced diet.

The EAT-Lancet Commission advocates for a
shift towards healthier and more plant-based
foods to address the needs of a growing
population in a world of finite resources.

In 2020, 12 million tonnes of packaging was
placed on the market in the UK. Packaging

Our Products

Making nutritious and
sustainable food

IERD GOOD HEALTH
HUNGER AND WELL-BEING

RESPONSIBLE CLIMATE
CONSUMPTION
ANDPRODUGTION

plays a key role in the food industry and
prevents food waste by delivering products
to consumers safely. However, if poorly
designed, excessively used, or irresponsibly
disposed of; it can lead to a range of
environmental and social issues.

Our ambitions, targets and progress

Making Make great-tasting,
nutritious and | healthier and more
sustainable nutritious food
food

More than double sales of products that
meet high nutritional standards.

More than 50% of our products (by
stock keeping unit) provide additional
health or nutrition benefits.

The company’s branded sales of foods
scoring less than 4, and drinks scoring
less than 1, on the UK Department of

Health’s Nutrient Profiling Model has

grown by 17%.

The proportion of products with a health
or nutritional benefit has increased from
40% to 43%.

Support the
nation’s shift
towards plant-
based diets

£250m sales in plant-based products
made to a vegan recipe.

Each core range has a plant-based
offering.

The sales of plant-based products have
grown by 34%.

Plant-based recipes have been launched
for Sharwood’s poppadoms and prawn
crackers, Super Noodles, and Mr Kipling
tarts and pies.

Reduce the
environmental
impact of our
packaging

100% of packaging to be reusable,
recyclable or compostable by 2025.

Reduce carbon impact of our packaging
by 25% in line with our SBTi targets.

96% of all our packaging and 82% of our
plastics packaging is now recyclable.

* See our Enriching Life Plan disclosure tables from page 178 for more information

Premier Foods plc

Annual Report for the 52 weeks ended 1 April 2023




Our contribution

Keeping our consumers at the heart of
everything we do, we strive to democratise
nutritious, affordable food and nudge
consumers towards healthier and more
sustainable diets.

e Over the last year we have launched or
reformulated 207 products which support
high nutritional standards and 172
products which offer an additional health
and/or nutrition benefit.

All of our top selling stock and gravy
products have a 25% reduced salt option
and a wide range of them also now offer
a plant-based alternative.

While we have increased our range of
cooking sauces offering one of your 5 a
day, we have also enhanced fibre levels
where possible.

L]

In traditional HFSS food categories
(classified as high in fat, sugar or salt),
we successfully developed and launched
non-HFSS alternatives, for example,
Sharwood’s poppadoms and prawn
crackers.

We launched six new foodservice products
with increased vegetables in our Sharwood'’s
and Homepride brands, supporting schools
in preparing healthier and more sustainable

meals. These products are fortified with

CASE STUDY

CASE STUDY

Mr Kipling Deliciously Good cakes and pies

Our new Mr Kipling Deliciously Good cakes
and fruit pies were launched in spring
2022, an innovation which delivers on

our target of more than doubling sales

of products meeting high nutritional
standards. A UK first for the category, the
Deliciously Good range not only scores
less than 4 on the Nutrient Profiling Model

vitamins C and D, while also providing a
‘source of’ or ‘high in’ fibre.

¢ We offer vegan-approved non-HFSS
Indian Tikka and Korma variants.

¢ All single servings of cake and pudding
products now meet the Government
calorie cap, as set out in their sugar
reduction programme’s guidelines.

We believe it is important to collaborate
with others to have a broader impact.

In order to support an increase of fibre

in the UK diet we have launched 30 new
products with fibre content in line with
criteria set out in the UK nutrition claim
register, contributing to the Food and Drink
Federation’s ‘Action on Fibre’ initiative.
We have also collaborated with retailers
and others in the industry as part of the
Consumer Goods Forum to share our
experiences of developing and promoting
healthier products.

Harnessing the power of our trusted
brands, we are supporting our consumers
who choose to transition towards more
plant-based diets, by setting ourselves

a target for each core range to offer a
meat-free version. We have also recently
launched exciting new options under our
Plantastic brand.

Supporting plant-based diets

Families and individuals eating meat-free
main meals have increased by 33% in the
last five years and with this trend set to
continue we want to support consumers
who wish to consume more plant-

based products in their diets. We have
therefore launched and reformulated

80 plant-based products through the
year. Exciting new products from our

Plantastic brand include Plantastic
Protein Boost pots and Creamy Pasta
sauces, which are also a source of
protein and fibre, as well as being one
of your 5 a day. We are also helping
shoppers create nutritious meat-free
versions of popular meals with Paxo
meat-free Meatball and Burger mixes
and meat-free gravy recipes from Bisto.

used by the UK government, containing
less sugar, saturated fats and salt, but
importantly delivers more fruit and

great flavours for shoppers. This culinary
breakthrough is a fantastic example of

our expert development chefs pushing
boundaries and innovating to create even
healthier versions of consumers’ favourites.

We are continually working towards
removing artificial colours and flavours from
our brands and we do not add non-naturally
occurring trans fats to our products. We also
have a policy that we won’t use Genetically
Modified Organisms in our products.

Packaging plays a vital role in delivering
products safely to consumers, but we also
recognise the need to reduce its social and
environmental impact. We are a founding
member of the UK Plastics Pact and have

a place on the steering group for the
programme to help drive action across the
industry. Supporting a circular economy,
currently 96% of all our packaging and 82%
of our plastics packaging is recyclable. We
are also working to include more recycled
content to reduce the need for virgin
materials. All of our packaging will continue
to carry OPRL (On Pack Recycling Labels)

to help our consumers understand where
they can recycle it and we will engage with
industry and Government to help ensure
the planned reforms to household recycling
systems in the UK lead to increased recycling
rates and reduced littering.

Premier Foods plc
www.premierfoods.co.uk
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With strengthened commitments on tackling
climate change and deforestation, improving the
sustainability of farming practices and reducing waste,

the planet pillar of our Enriching Life Plan contributes to

a healthier planet by nurturing the natural resources that

we rely on to make our food.

What'’s at stake?

“Climate change is the defining issue of our
time, and we are at a crucial moment. From
shifting weather patterns that threaten food
production, to rising sea levels and rainfall
that increase the risk of catastrophic flooding,
the impacts of climate change are global in
scope and unprecedented in scale” (United
Nations). Around 30% of greenhouse gas
emissions globally are attributable to the
food system — encompassing agriculture

and land use, processing and transport,
through to consumption and food waste.
The food industry has a major role to play in
helping the food system transition to a more
sustainable, resilient future.

Our contribution

Our plan recognises the environmental
impact of our operations and our wider
supply chain. We have stepped up our actions
limiting the effects of climate change and

we are developing our resilience to climate
change (see TCFD statement). We want to do
more to protect natural resources through
our supply chain and we are strengthening
our efforts in tackling food waste.

We understand the need to act quickly and
transform our ways of working and have
answered the call from the United Nations
to the business community to set bold

and ambitious targets, joining ‘Business
Ambition for 1.5C*. We have validated

our 2030 decarbonisation targets with the
Science-Based Targets initiative and through
the year we have established site energy

Premier Foods plc

Annual Report for the 52 weeks ended 1 April 2023

councils to drive the reduction in energy
usage and carbon emissions in our sites. We
continue to support the transition to clean
electricity, strengthening our target to use
solely renewable electricity by 2030, and
embarking on our own transition developing
investments for new generation capacity.

With a complex supply chain and operations,
we have built on our first full greenhouse

gas (GHG) footprint to identify our most
important ingredients based on scale and
carbon impact. As part of our work to drive
the decarbonisation of our products, we
have mapped the carbon commitments

of our suppliers in these key sectors and

also carried out a study into their resilience
to the impacts of climate change. This is
shaping developments in our procurement
strategies. We are also disclosing, for the first
time, our scope 3 emissions by category. We
have sought independent limited assurance
procedures over scope 1 and scope 2 location
based GHG emissions for FY22/23. For

the details and results of these assurance
procedures, see page 178 in our Enriching
Life Plan disclosure tables.

We recognise that we all need to protect the
natural resources on which we depend. We
are therefore tackling deforestation in the
products we source which carry the greatest
risks: palm, soy, beef, pulp and cocoa. We
continue our work with the Roundtable on
Sustainable Palm Qil (RSPO) and the Round
Table on Responsible Soy (RTRS) to drive
supply of sustainable commodities and are

Our Planet

Contributing to a
healthier planet

13 CLIMATE 17 PARTNERSHIPS
ACTION FOR THE GOALS

moving to Rainforest Alliance certification for
our direct sourced cocoa. Closer to home,
we’re committed to regenerative agriculture
where it can help us reduce the carbon
emissions associated with the ingredients we
use, improve their resilience to climate change
and help protect natural resources which are
at risk. To support this work, we have joined
the Sustainable Agriculture Initiative (SAl) and
The UK Water Roadmap, which is helping us
to better understand the evolving science and
to collaborate with other businesses.

Our sites have sent zero waste to landfill
since 2016 and, as signatories to the

Food Waste Reduction Roadmap and
Champions 12.3, we have long worked on
reducing food waste in our operations.

This year has seen the development of a
new partnership with FareShare (see Our
People). As part of this collaborative action,
we have identified further opportunities at
our sites for the reduction of food waste in
our processes. Where we do have waste,
we have identified new routes for the
redistribution of food which is fit for human
consumption and have also started working
with a new contractor who is helping us

to divert waste not suitable for human
consumption to animal feed. In order to
support the reduction of food waste in the
homes of consumers, we launched a new
on-pack activity and website, helping raise
awareness of the issues of food waste and
giving practical recipe ideas for some of the
most common leftovers.



Our ambitions, targets and progress

Our ambitions Our 2030 targets

Contributing
to a healthier
planet

Taking action on
climate change

Develop validated Science-Based
Targets aligned to ‘Business
Ambition for 1.5°C".

Reduce scope 1 and 2 emissions by
67% and target net zero by 2040.

Reduce scope 3 emissions by 25%
and target net zero by 2050.

Our targets have been validated by the
Science-Based Targets initiative and we have
strengthened our targets for the adoption of
renewable electricity.

Total energy usage reduced by around 6%
against prior year and scope 1 and 2 market
based emissions have reduced by 10% since
2020/21.

Have mapped the carbon impact of all key
suppliers and are developing plans to support
their decarbonisation.

Protecting our
natural resources

Deforestation free and conversion
free palm and beef supply chains by
2025, and across entire supply chain
by 2030.

Champion regenerative agricultural
practices for key ingredients.

100% certified direct palm and soy and
adopting Rainforest Alliance certified cocoa
for direct purchases.

Carried out climate change risk assessment
on key commodities and sourcing regions to
help prioritise our future sourcing practices.

Joined the Sustainable Agriculture Initiative
and UK Water Roadmap.

Carried out training for key teams on the
principles of regenerative agriculture.

Mapped all key suppliers to understand their
adoption of regenerative practices.

Reducing waste
across our value
chain

Halve our food waste and support
our suppliers to do the same.

Make better use of food waste we do
generate and redistribute 750 tonnes
for human consumption each year.

Use the strength of our brands to
engage consumers, to reduce food
waste in the home.

Food waste in our own operations reduced by
11%. Mapped the targets of our key suppliers.

Launched two major on-pack activities to
raise awareness of the issues of food waste
and food poverty. Help raise funds for
FareShare and provide recipe ideas to reduce
food waste in the home.

* See our Enriching Life Plan disclosure tables from page 178 for more information

CASE STUDY

A Fresh Take on Food Waste

In September we launched our ‘Fresh
Take on Food Waste’ campaign.
Following work with WRAP to identify
the most wasted foods in UK homes,
we launched a website to help raise

awareness of the issues of food waste
and to give recipe ideas for people

to use leftovers to make delicious,
nutritious and affordable meals for

all the family. Links to the website
appeared on over three million packs
of our Loyd Grossman, Homepride
and Sharwood’s cooking sauces and
we worked with our retail partners to
promote the initiative in-store, online,
in retailer magazines and other trade
media. The website was visited over
7,000 times.

Premier Foods plc
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Within our people pillar we are building the culture, skills and

Our People

Nourishing the lives of our
colleagues and communities

capabilities needed to help our business, the UK food sector and
wider economy thrive in the future and give back to the communities

where we operate.

What'’s at stake?

With a footprint in every region in the UK,
the food and drink manufacturing industry
employs nearly half a million people, and
offers a wide range of opportunities for
colleagues to build a fulfilling career. And,

as inclusive teams make better business
decisions 86% of the time and twice as fast,
delivering 60% better results (Social Mobility
Commission), everyone stands to benefit
when we value and support talent with
different backgrounds and identities coming
into our business.

But disparities are increasing, and the cost
of living crisis is felt across our communities
with food poverty on the rise, as shown by
the latest Food Foundation’s Food Insecurity
Index. As a food manufacturer, we have a

CASE STUDY

responsibility to support and nourish the lives
of our colleagues, our consumers and our
communities.

Our contribution

We want our colleagues to thrive at work and
aim for Premier Foods to be a place where
everyone is welcome, feeling they can bring
their true, authentic self to work every day.
We are working towards becoming even
more inclusive across the entire organisation,
including bringing gender balance to senior
leadership roles, through the introduction of
a new sponsorship programme for diverse
talent, as well as the continuation of our
well-established mentoring programmes.
This year, we ran two online recruitment
campaigns for key roles to increase the
applications from women, which contributed

QuauTy GENDER
EDUCATION EQUALITY

DECENT WORK AND 1 [] REDUCED
ECONOMIC GROWTH INEQUALITIES

S

=)

to an increase in female applicants from 36%
to 41%. We also ran our #oktobeme diversity
data survey for the second time to gain a
better insight into the diversity of our teams,
and saw a significant increase in the number
of colleagues agreeing to take part in the
survey, going from a 48% to a 76% response
rate. We are developing tools to help our
leaders to better understand and reflect the
diversity of the communities in which we
operate. Our Inclusion and Diversity (1&D)
Ambassadors network continues to educate
all colleagues, partnering with Stonewall,
Trans in the City, Menopause Experts and
Diversity in Grocery, which we were proud
to sponsor again this year (for more see our
values and culture section).

Championing thriving careers in the food industry

We're constantly looking out for
opportunities to promote careers in
the food industry. We are proud to
work closely with Technicians.org and

Gatsby Charitable Foundation who are
dedicated to increasing the awareness
of technician roles, and technical
education pathways for 11-16-year-
olds and their parents and teachers.

Premier Foods plc

This year, as part of our National
Apprenticeship week celebrations,
four of our apprentice technicians
produced videos for the Gatsby
Foundation where they talked
about their roles and experiences
at Premier Foods.

Annual Report for the 52 weeks ended 1 April 2023

We were also delighted to welcome
our first two T-level students for
placements with our IT teams as
part of their Digital Support Services
course. We're proud to have been
early adopters of the Food and Drink
Careers Passport, a new industry

initiative which boosts the food and
drink industry’s image as an attractive
and worthwhile place to work.




To support colleagues with their mental
and physical well-being, we carried out
wide-ranging assessments this year to
help us better understand the health of
our colleagues at two sites. Supported by
Vitality, the organisation behind Britain’s
Healthiest Workplaces accreditations,

we are pleased to have received Bronze
accreditation for those sites. The pilot will
now be extended to include three more
sites over the next 12 months.

Our long-running apprentice and graduate
programmes provide fantastic career
development opportunities while helping
us attract new talent and grow our existing
colleagues. These programmes also play

a critical role in addressing the skills gap
faced by our industry, particularly in Science,
Technology, Engineering and Mathematics
(STEM) based roles. Our newly recruited
Early Careers Advisor is developing
partnerships with local schools and colleges

to raise awareness of the opportunities in the
industry, including those more likely to be
from groups who wouldn’t traditionally have
considered a career in a food company. When
we welcome colleagues into our business
—no matter at what level — our Learning

and Development programmes help them
develop the confidence and skills to move up
the career ladder. We're encouraging more of
our colleagues to develop their careers into
STEM roles and have mapped out the various
opportunities which fit within this category
to better signpost our colleagues.

We operate from 15 offices and sites

across the country, endeavouring to be

a caring partner for our colleagues and

our local communities. We aim to be a
force for good and volunteer our time and
expertise to local causes linked to the issues
of food poverty, employability and local
environmental quality.

As a food manufacturer, we have an
opportunity to help tackle the increasing
issue of food poverty and in the past

year have launched an innovative new
five-year partnership with FareShare UK.
This encompasses the reduction of food
waste at our sites, increased redistribution
of surplus stock, partnership campaigns with
our retailers to amplify the charity’s message
and ambitions, and colleague engagement
and fundraising. We provided the equivalent
of 726,530 meals to support FareShare and
other poverty relief charities. Our colleagues
gave 270 days of volunteering and 96% of
those asked said they had a much better
understanding of the issues faced by our
communities as a result.

In response to global disasters, and building
on the donation we made last year to the
British Red Cross Ukraine Humanitarian
appeal, we have contributed £50,000 to their
Disaster Relief Fund.

Our ambitions, targets and progress

Our ambitions Our 2030 targets

A diverse,
healthy and
inclusive culture

Gender balance for senior management.

46.9% of general management roles and 40.4% of
senior management roles are held by females.
Both increased from last year.

Diversity KPIs to reflect regional demographics.

Internal diversity data capture increase from 48% to 76%.

accreditation.

All sites achieve platinum level Health and Wellbeing

Piloted programme at two sites achieving bronze
accreditation at both.

A leading Provide skills programmes and work opportunities Apprenticeship and graduate programmes continue.
developer for the young and excluded groups. We've supported 191 apprenticeships since 2017.
of people 75% of STEM vacancies filled by internal candidates. Introduced new T-level placements with first students
joining our IT team. 47 of our apprentices are currently
in a STEM role.
80% of colleagues feel they have opportunity to Training academies being developed for each area of
develop and grow. the business and now in place in Sales, Marketing,
Finance and Procurement.
A caring Provide the equivalent of 1 million meals per year to Major new partnership with Fareshare. The equivalent of
community those in food poverty. 726,530 meals donated to FareShare and other poverty
partner relief charities.

Be more of a force for good in our communities by
volunteering at least 1,000 colleague days each year.

New volunteering policy launched — 270 days volunteered
by our colleagues to charities and good causes.

* See our Enriching Life Plan disclosure tables from page 178 for more information

CASE STUDY

Our ‘Win a Dinner, Give a Dinner’ campaign was
back, bigger and better for its second edition!

Collaborating with our retail and
charity partner to contribute to our

shared ambition to fight hunger and
tackle food waste, our ‘Win a Dinner,
Give a Dinner’ on-pack promotion

is an example of our ambitious
community work. The activation ran
exclusively in Tesco stores across 10
million products, with the aim of

donating the equivalent of 350,000

meals to our charity partner FareShare.

The campaign gave away £10 Tesco
vouchers for shoppers to buy a dinner
for their family. For every ‘dinner’
claimed by a shopper we matched this
with a £10 donation to FareShare and
winners also had the choice to donate
their £10 prize to FareShare.

It was supported by in-store and
online media activity as well as a
Tesco and Premier Foods first, a fully-
branded end of aisle promotional
feature in more than 580 stores
throughout January, February,

and March. Importantly, it raised
awareness of FareShare’s work to
tackle food waste and food poverty.

Premier Foods plc
www.premierfoods.co.uk
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Our baked-in behaviours

T e
s

We are passionate about running our business in the right way and
we have a strong set of principles to help us do that. We call them our

baked-in behaviours.

As one of the UK’s largest food producers
with millions of consumers who enjoy
our products, we are always working to
ensure the quality and safety of the food
we make. Our focus on safety extends to
our colleagues and those in our supply
chain, ensuring we source with care and
from those who share our values. As part
of our efforts to support healthier and
more sustainable diets, we market our
products responsibly to help consumers
with their choices. While we drive
forward our work on decarbonisation and

Premier Foods plc _
Annual Report for

global environmental issues, we never
lose sight of our obligations to protect
local environments around our sites.
Underpinning our approach to all of these
issues, is our commitment to do the right
thing, in the right way.

To be clear about what we stand for in
these areas and what we expect from our
colleagues, suppliers and partners, we
have a range of policies which we regularly
review to ensure they reflect our drive for
continuous improvement. Like the rest of

our Enriching Life Plan, we link our policies,
standards and technical procedures to
leading industry and international standards
and agreements where possible.

Many of these policies are publicly available
and this year we’ve increased disclosure

on our performance and progress on a
broader range of key issues by adopting

the Food and Beverage sector guidance
from the Sustainable Accounting Standards
Board (SASB). See our website for more
information.

Our baked-in
behaviours

Responsible business practices

g s e (e s
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Baked-in
behaviour

Excelling in
food quality

Being safe

Sourcing
with care

Marketing
responsibly

Protecting
the
environment

Doing the
right thing

Our policies

and standards

Food safety and
authenticity
policies

GMO policy

Health and
Safety policy

Modern slavery
policy and
statements
Ethical trading
policy

Animal welfare
policies

Nutrition labelling
Marketing to
children

Environmental
policy

Zero waste

to landfill

Code of conduct
Anti-bribery and
corruption policy
Colleague welfare
and human

rights policies
Political

involvement policy

Our progress

All sites awarded grade A or AA+ by BRC, or specific customer standards.

61,085 tests at Premier Analytical Services covering food quality and authenticity.
Updated policies on food authenticity and food safety.

Founding member of Food Industry Intelligence Network (FIIN).

Food safety information included in new report following the Sustainable Accounting
Standards Board (SASB) Processed Foods standard on our website.
www.premierfoods.co.uk/Investors/Results-Centre/2022-2023.aspx

100% of our sites accredited to ISO 45001.

The Board reviews health and safety performance at every scheduled Board meeting.
Lost Time Accidents (‘LTA’) rate of 0.14 per 100,000 hours worked.

Reporting of Injuries, Diseases and Dangerous Occurrences Regulations (‘RIDDOR’) rate
of 0.09 per 100,000 hours worked, significantly better than the industry average (0.55).
Internal hazards and risks identification programmes ‘Be Safe’ and ‘Total Observation
Process’ (TOP) remain internal priorities and include additional Health & Safety training
to all colleagues.

97% of our direct spend on ingredients, packing and packaging is with Sedex
registered suppliers.

69 physical audits completed over the last year at supplier sites.

5 Sedex Members Ethical Trade Audits (SMETA) conducted in the last year.
Updated Ethical Trading policy.

Tier 1 Business Benchmark for Farmed Animal Welfare.

Moved to Rain Forest Alliance Cocoa.

Increased information included in new report following the Sustainable Accounting
Standards Board (SASB) Processed Foods standard on our website.

All our UK portfolio are labelled using the voluntary front-of-pack traffic light labelling
scheme. 91.8% carry all five key pieces of nutrition data for energy, fat, saturates,
sugars, salt with the remaining 8.2% carrying just the energy information due to
space restrictions on the packaging.

Policy to not market to children under 16.

100% of our sites are accredited to ISO 14001.

Updated environmental policy along with palm, soy and packaging policies.

Zero waste to landfill.

Where present, hazardous waste is segregated on site and properly disposed of or
treated by our waste contractors, as controlled under dedicated work procedures.

Training rolled out to colleagues on GDPR, sanctions, anti-bribery and corruption,
competition and corporate criminal offence.

49 employee feedback forums ‘Premier Voice’ meetings held.

Training to targeted Procurement and HR colleagues on human rights in partnership
with Future Food Movement.

Updated policies on Whistleblowing and money-laundering.

New political Involvement policy.

Premier Foods plc
www.premierfoods.co.uk
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Task Force on Climate-related
Financial Disclosures

Introduction and Compliance Statement

We recognise that climate change is one
of the most pressing issues facing society,
and our collective response over the next
decade will determine how broad and
deep the impacts of climate change will
be. That’s why we must continue to work
collaboratively to make a greater positive
impact. We see it as both a responsibility
and an opportunity, to which we are
committed to playing our part.

i

1. Describe the Board’s oversight of
climate-related risks and opportunities.

Governance

Our Enriching Life Plan lays out a bold set of
targets, including our response to climate
change; ensuring we play our role in the
transition to a net zero future and how we
can better prepare our business to adapt to
the impacts of climate change.

In 2022, we made our first Task force on
Climate-related Financial Disclosures (TCFD)
statement, which explained our approach
to the management of climate-related

risks. This year we have strengthened

Consistency

2. Describe the management’s role in

A
N

Premier Foods plc

assessing and managing climate-related
risks and opportunities.

our disclosures and consider it to be
consistent with the listing requirements

of LR9.8.6(8), save for the full disclosure

of metrics and targets we use to assess
climate-related risks and opportunities.
These are partially disclosed as they are still
under development as we strengthen our
approaches to managing climate-related
risks. The overall status of our work against
the listing requirements is laid out in the
table below.

Status

Aligned, we have disclosed our approach
to Board oversight and management’s
role in assessing climate-related risks.

Strategy

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

Consistency

A

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

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

D D

Status

Aligned, we have assessed the most
important risks of climate change
identified through our risk assessment
processes and disclosed the findings. We
have disclosed where these risks impact
our business strategy. We have modelled
the financial impact of the physical risks
associated with the sourcing of key
ingredients and changes in demand for
our products against a range of climate
scenarios. Where relevant we have
included the impacts in our financial
reporting. We will continue to monitor
and develop our understanding of these
and other emerging risks and updates
will be included in future disclosures.

Annual Report for the 52 weeks ended 1 April 2023

Consistency

__  Not consistent

’l Partially consistent
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Risk Management Consistency Status

6. Describe the organisation’s processes
for identifying and assessing climate-
related risks.

Aligned, we have disclosed how
climate-related risks and opportunities
are identified, assessed and managed
through our Enterprise Risk Management

DV D

7. Describe the organisation’s processes for process.
managing climate-related risks.
8. Describe how processes for identifying,
assessing and managing climate-related risks
are integrated into the organisation’s overall -
risk management. S
&
-3
)
2
S
Metrics and Targets Consistency Status E
9. Disclose the metrics used by the organisation n Partial alignment. We disclose our full
to assess climate-related risks and scope 1, 2 and appropriate scope 3
opportunities in line with strategy and risk greenhouse gas emissions. We disclose
management process. the metrics and targets we currently have
to guide our other actions. Following our
10. Disclose scope 1, scope 2 and, if appropriate, more qual|Ed risk mf)dellmg work, we
L are refining the metrics and targets we
scope 3 greenhouse gas (GHG) emissions,

will use to manage the risks associated
with the operational resilience of our
sites and the impact of climate change on
11. Describe the targets used by the ﬂ the availability of key commodities. These

organisation to manage climate-related will be published in our next disclosure.
risks and opportunities and performance

against targets.

and the related risks.

the Department for the Environment and The governance structure (see next page)
Rural Affairs (DEFRA), chairing the DEFRA ensures that climate-related and other ESG
m Audit and Risk Assurance Committee. Helen  risks are embedded into the Company’s
—m Jones is also the chair of the Sustainability Enterprise Risk Management processes
Committee at Halfords plc and Roisin which are reviewed by the Board’s Audit
Governance Donnelly is a member of the Sustainable Committee. A TCFD steering group has been
The Board has overall accountability for our  Business Committee at NatWest Group plc.  established under the leadership of the CFO,
ESG strategy, the Enriching Life Plan, and to support the adoption of the framework.

Climate risks are reviewed by the Audit
Committee as part of the risk management
process conducted twice a year, and
subsequently presented to the Board.
Climate risks and ESG matters have also
been embedded into the annual review and
approval of the Group’s five-year strategic

climate-related risks. The Board receives
presentations twice a year on the business’
progress on our Enriching Life Plan and
receives updates in the form of dashboard
reports on key performance and projects
every time they meet. These updates
include progress on the adoption of the

The steering group ensures climate-related
risks are properly included in our Enterprise
Risk Management process and directly
updates the Board’s Audit Committee. The
adoption of the requirements of TCFD forms
part of the remuneration of the CFO.

recommendations of the Task Force for plan apd budget approval process, and are. Djdy—to-day responsibility for man.aging
Climate-related Financial Disclosures. taken |n'tc.) account by the Board when making Fllmate—related, and other ESG, risks

key decisions as part of its responsibility to is delegated to our ESG Governance
Members of the Board have experience consider matters under Section 172 of the Committee. Our ESG Governance
from several consumer goods and retail Companies Act. An example of this is the Committee is chaired by our CEO and made
companies, and Government departments assessment of the future options for our up of relevant members of the Executive
with strong track records on climate Knighton plant and the investments required  Leadership Team (ELT), including the CFO
change and sustainability. Colin Day, the to bring it up to the standards needed to and Corporate Affairs and ESG director.
Chair of our Board is a board member at meet our Enriching Life Plan targets. The group meets six times a year and is

Premier Foods plc
www.premierfoods.co.uk



Task Force on Climate-related
Financial Disclosures

CLIMATE-RELATED DISCLOSURES | CONTINUED

responsible for managing all ESG risks. The
ESG Governance Committee also includes
our ESG director and subject matter experts
from across the business. Actions taken

by the Group during the year include the
review of climate-related risks and this TCFD
statement, approval of our submission for
validation of our decarbonisation targets to
the Science-Based Targets initiative (SBTi),

a review of learnings from the impacts

of the extreme weather experienced in
the summer of 2022, the approval of our
new renewable electricity sourcing policy,
reviewing the outputs from our new site
energy committees and the approval of
key decisions in our procurement strategy
to increase the sourcing of commodities
from certified environmental and social
schemes. During the year we held an
externally facilitated training session on

‘climate-related risk and disclosure’ for the
TCFD steering group. A number of our key
colleagues involved in risk management and
areas identified with specific climate-related
risks also attended this training session.

- See the Risk management section for
more information on our Enterprise Risk
Management process.

Delivery of

Enriching Life Plan

Executive Leadership Team o o ESG Governance Committee

(4]

Planet Pillar
Steering Group

Product Pillar

Marketing SLT

Compliance,

People Pillar

o D R .
Steering Group ata, Reporting

& Disclosure

Product } decarbonisation

1&D culture

{ CDRD ]

SBTi validation/ ]

Packaging ] limate change scope 1&2

Well-being culture

Community food poverty

Protecting our

c
[ Climate change scope 3
[ natural resources

Reducing waste ]

[Community volunteering

Development

—J JL _JL _JL _J

Embedding climate-related
and other ESG risks

TCFD Steering Group

Delivery of Enriching Life Plan

Oversight of climate-related and
other ESG risks

Strategy

We are proud to manufacture the majority
of our products in our own dedicated
factories across the UK, serving a number
of commercial channels through a range

of different routes to market. These local
operations mean we can expect our own
business to be affected by the physical and
transitional impacts of climate change in the
UK. As a food manufacturer, our business
relies on a wide range of raw materials,
ingredients and packaging items and, while
much of this is locally sourced, there are

a number of complex international supply
chains. These international supply chains,
along with our commercial expansion

into new markets, mean we will also be
impacted by the global effects of climate

Premier Foods plc
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change. We will therefore need to prepare
our business for a range of physical and
transitional effects of climate change,
both locally and internationally, which will
represent both risks and opportunities for
the organisation over the short, medium
and long term.

We have carried out a number of risk
identification workshops with colleagues
from across our business which have
identified a number of different risks and
opportunities as a result of climate change.
In response to the requirements of TCFD,
we have prioritised these risks by likelihood
and impact, dividing climate risk into two
broad categories — physical risk relating

to extreme weather events and long-term
chronic shifts in global temperatures and
precipitation levels, and transition risk
relating to changes in regulation, pricing,
consumer and customer demand changes
and reputational damage. Over the last

two years, we have worked with external
agencies to accelerate our understanding of
these risks to our business. As part of this
process, we have conducted climate risk
training and workshops with key business
functions including our sales, marketing,
procurement and finance teams. Engaging
key stakeholders, these workshops involved
building our knowledge of climate-

related issues to project future risks and
opportunities. The output culminated in
the identification of six key physical and
transition risks and opportunities which
had the largest potential impact on our
business strategy. Further assessment was
carried out to develop our understanding
of the risks. To support this analysis

three scenarios were considered and are
summarised in the following table.



Early Policy Action:
Smooth Transition

v

There is early decisive action within
society to reduce global emissions,
as well as coordinated policy action
towards a low carbon economy. The
outcome of this scenario is action
sufficient to limit global warming to
well below 2°C, aligned to the Paris
Agreement.

Late Policy Action:
Disruptive Transition

v

There is a delay in implementing the
policy response required to reduce
global emissions. The outcome of this
scenario is action sufficient to limit
global warming to around 2°C.

No Policy Action:
Business as Usual

v

This scenario highlights the global
impact of a failure by governments to
introduce policy interventions to limit
global emissions. Under this scenario
we see global temperatures increase
to above a 3-4°C level of warming.

=
e
Physical Climate Change Physical Climate Change Physical Climate Change S
Pathway* Pathway* Pathway* i
RCP2.6 RCP2.6 RCP8.5 =

Policy landscape**
Delivery of stated UK Government
policy landscape in the next five years.

Strengthened, but well-planned,
policies for industrial and agricultural
decarbonisation from 2028 onwards.

Policy landscape**
Delivery of stated UK Government policy
landscape in UK in the next 5-10 years.

More severe policy response from
around 2033, to compensate for
delayed action.

Policy landscape**
Delivery of stated UK Government policy
landscape in UK in the next 5 -10 years.

Disjointed and ineffective policy
response from around 2033.

Commercial and

consumer landscape

The Science-Based Targets initiative
is widely adopted by our customers
and they encourage suppliers to
make progress using commercial
arrangements.

Consumers increasingly seek out
products with sound environmental
credentials. Credible product information
is available to support consumer choices.

Commercial and

consumer landscape

The Science-Based Targets initiative
is widely adopted by our customers
and they encourage suppliers to
make progress using commercial
arrangements.

Consumers increasingly seek out
products with sound environmental
credentials. Some product information is
available to support consumer choices.

Commercial and

consumer landscape

The Science-Based Targets initiative

is adopted by many of our customers
and they encourage suppliers to make
progress using commercial arrangements
but divergence in approach.

Consumers increasingly seek out
products with sound environmental
credentials. Some product information is
available to support consumer choices.

* Representative concentration pathway as laid out by the International Panel on Climate Change (IPCC).

** While the business is impacted by EU and local legislation, the UK policy framework is most important given the significance of the UK market
in our revenues and as the location of much of our manufacturing base.

behaviours covered all our current
product sales in the UK over the next
30 years.

Risk assessment was carried out as follows; key financial planning, statements and
disclosures. To align with our enterprise risk
management and materiality processes,
risks were assessed to determine whether
they reached the criteria of a potential

risk of greater than £5m in any year in the

period of the business strategy cycle.

¢ Modelling of the physical risks associated
with the availability of key ingredients
covered 10 key ingredients accounting
for 54% of purchased ingredients by
spend and included those with the most
reliance on specific sourcing regions. This
analysis considered the impact of climate
change over the next 20 years.

¢ The assessment of transition risks
covered the next 10 years based on the
uncertainty associated with long-term
future policy frameworks.

The outcomes of this analysis, along

with our mitigating actions and our

overall resilience are summarised in the

following table.

In all scenarios and for all risks, specific
consideration was given to the next five
years as it is the period covered in our
business strategy cycle and therefore

¢ Modelling of the commercial risks
associated with changing consumer

Premier Foods plc
www.premierfoods.co.uk



Task Force on Climate-related
Financial Disclosures

CLIMATE-RELATED DISCLOSURES | CONTINUED

Physical Risks

Key physical risks

Disruption to our
operations as a result
of acute extreme
weather events.

Unmitigated risk

The most significant risk to our sites comes from
flooding as a result of intense localised rainfall.
Our Lifton site was previously identified as being at
risk of flooding from a river bordering the site but
investments have already been made to mitigate
this risk. The extreme weather experienced during
the summer in 2022 helped us identify processes
and infrastructure which will be increasingly
vulnerable to higher localised rainfall and higher
temperatures. In some circumstances these
necessitated temporary changes to working
practices in order to maintain production.

Time horizon

Next 5 6-10 More than
years years 10 years

0006

Changes in the availability,
price or quality of key
ingredients, as a result of
more extreme weather
events or chronic changes
in climate in sourcing
regions.

We have already seen some supply challenges in
summer 2022, as a result of the extreme weather
experienced in several supply regions. This has
been a contributing factor to price inflation across
the food industry and has necessitated working
with a wider range of suppliers to meet product
demand and in some cases, contributed to an
increase in pricing of products.

Our analysis of our eight largest commodities by
volume and two key ingredients with a known
limited supply region, shows that many would expect
to see an increase in long-term yields as a result of
physical impacts of climate change, however, we
have identified one commodity with a local yield risk
in the short-term and three commodities with local
yield risks in the medium to long-term which we will
address through our procurement strategies.

Next 5 6-10 More than
years years 10 years

0006

Transition Risks

Key transition risks

Financial impact of
increasing energy costs
and carbon pricing.

Unmitigated risk

In all climate scenarios, we assume increases in the
pricing of electricity and gas. This is driven by many
factors including, but not limited to, the policies
adopted by governments to address climate
change. This will impact our own energy prices

and also that of suppliers, who will likely seek to
recover some of those costs.

Time horizon

Next 5 6-10 More than
years years 10 years

Premier Foods plc

Time Horizon Key a Smooth transition e
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Addressed in our Mitigating actions as part

business strategy of our strategic planning Outcome

investment Investments in flood protection were made at mitigated risk reaches the threshold for
Lifton in 2021 and a review of drainage is being materiality in the period covered in our
carried out at our Worksop site. Following a review, business strategy cycle.
all sites have strengthened their site extreme
weather protocols, including local site investments
to improve local resilience. We have developed
our arrangements with insurance partners to
reduce and mitigate financial risk in the event
of future issues.

supply chain Protecting key infrastructure In all scenarios we do not deem this

[
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w
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N — We have developed a quantitative yield impact mitigated risk reaches the threshold for
tool with a third party which we will monitor materiality in the period covered in our
regularly. We are working closely with suppliers business strategy cycle.
of those commodities identified as at a yield risk
to understand their resilience and mitigation
plans. These include sourcing key commodities
from other regions, and in some cases product
reformulation to broaden the range of ingredients
we can use in our products. We seek to minimise
the cost of these actions although in some cases
it may be necessary to include price increases
in our commercial strategy. Our programmes to
improve ingredients’ yields and reduce food waste
in our own operations will also contribute to our
resilience. We are developing new metrics and
targets to guide this work.

supply chain Supplier collaboration and R&D In all scenarios we do not deem this

Addressed in our Mitigating actions as part

business strategy of our strategic planning Outcome

investment and procurement models mitigated risk reaches the threshold for
materiality in the period covered in our

business strategy cycle.

supply chain Energy efficiency, low carbon electricity In all scenarios we do not deem this

We have invested in metering equipment to better
understand electricity usage, and have developed
site energy councils to drive short and long-term
efficiency and decarbonisation plans. Our business
strategy cycle includes investment in low carbon
electricity generation on our sites, and we have a
range of procurement mechanisms to reduce the
risks associated with energy pricing. - Continue on the next page

Premier Foods plc
www.premierfoods.co.uk



Task Force on Climate-related
Financial Disclosures

CLIMATE-RELATED DISCLOSURES | CONTINUED

Transition Risks

Key transition risks

Unmitigated risk

Time horizon

Premier Foods operates in a complex regulatory Next 5 6-10 More than
ﬁ landscape, set by governments and often influenced years years 10 years
= by their adoption of global frameworks. Current UK
legislation is focused on disclosure and understanding a G
Evolving legislation and risks which, while increasing reporting obligations,
regulation could lead will not have material impact on our operations. 9
o frereeees] refiness Governments do have stated policies to support
complexity and forced the transition to a low carbon economy, which will
changes in key business encourage the adoption of new technology and
processes. energy sources for manufacturing and transport.
Commercial Opportunities and Risks
I
Key commercial
opportunities Unmitigated risk Time horizon
and risks
Premier Foods produces, markets and distributes Next 5 6-10 More than
a range of products that are consumed in a variety years years 10 years
of situations. Consumption of food and drink varies
as a result of weather and many of our products a
Changes in consumers’ have a seasonal demand pattern. Changes in the
demand for our products, climate will alter seasonal patterns and, therefore, c
in the event of changing may change the demand for different types of
weather patterns. products. This represents both a risk and an
opportunity for Premier Foods, with demand for 9
products traditionally consumed in autumn and
winter, potentially under threat from shorter and
less severe cold weather, and products consumed in
hotter weather, potentially able to exploit increased
opportunities from longer and hotter summers.
Many of our major customers have their own Next 5 6-10 More than
science-based targets to tackle climate change years years 10 years

&

Commercial opportunities
from supporting customers’
and consumers’ demands
for more sustainable
products.

and have developed strategies to encourage
decarbonisation and resilience in their supply
chains. These strategies could include the
rewarding of positive progress through supplier
financing terms, product listings, or collaborative
projects. There is also a risk that retailers could
penalise suppliers who are not making sufficient
progress on addressing issues in their own
products and services.

Time Horizon Key a Smooth transition e

Premier Foods plc
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Addressed in our
business strategy

Supply chain
investment

Mitigating actions as part
of our strategic planning

Horizon scanning on upcoming
legislation and emerging technology

We have strengthened our ESG risk assessment
and disclosure standards to prepare for upcoming
reporting requirements. Our Compliance and
Reporting working group reviews upcoming
legislation twice a year to include in our functional
plans. Our engineering team reviews emerging low
carbon technology and programmes to support
their adoption, for suitability in our applications.

Outcome

In all scenarios we do not deem this
mitigated risk reaches the threshold for
materiality in the period covered in our
business strategy cycle.

Addressed in our
business strategy

OLY

o
o
00

Continue to grow
in the UK core

Expand UK into
new categories

Build international
businesses with
critical mass

Inorganic
opportunities

Mitigating actions as part
of our strategic planning

Commercial planning and

category expansion

By understanding the factors which impact
consumers’ purchasing decisions, we are well
placed to manage the risk of reduced demand for
products at specific times. Our commercial strategy
includes expansion into new categories, many of
which have different use occasions and are more
suitable for warmer weather. Recent examples
include Mr Kipling ice cream and products for meals
more common in the summer such as barbecues.

Outcome

When considering this risk (excluding
the associated opportunities), we do
deem that this mitigated risk could
reach the threshold for materiality in
the period covered in our business
strategy cycle and it has therefore been
considered in our viability statement.

Ve @

@

Continue to grow
in the UK core

Expand UK into
new categories

Build international
businesses with
critical mass

Inorganic
opportunities

Strengthening the sustainability credentials
of our products and collaboration

Our Enriching Life Plan lays out a wide range of

ways in which we are improving the sustainability
credentials of our products. Many of these are

well aligned to the objectives of our customers.

We monitor consumer sentiment to understand

the factors which are most important in purchase
decisions and are well placed to respond to those
opportunities. One particular opportunity is
consumers’ increasing demand for plant-based
products, which is a key part of our commercial plans.

In all scenarios we do not deem this
mitigated risk reaches the threshold for
materiality in the period covered in our
business strategy cycle.

Premier Foods plc
www.premierfoods.co.uk
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Task Force on Climate-related
Financial Disclosures

CLIMATE-RELATED DISCLOSURES | CONTINUED

Risk Management

Climate-related risks are identified and
managed through our established Enterprise
Risk Management framework to identify,
assess, mitigate and monitor the key risks
we face as a business. The risk management
framework is used to inform our principal,
watch list and emerging risks. Our Internal
Audit and ESG teams work closely to update
our principal risks as they relate to climate
change and climate change is considered

as a principal risk. We have taken steps to
more formally integrate the identification

of climate-related risks into our existing
functional risk logs including training and
new templates to ensure their inclusion.

- See the Risk management section for
more information.

Key physical risks

Response strategies are developed for the
key risks identified across the business.

We use these to define controls and
monitor metrics. This will ensure that

the appropriate decisions on mitigating,
transferring, accepting or controlling

the climate-related risks are made. Risk
owners from the ELT are assigned and are
responsible for embedding our response to
risk-related issues in our business strategy.

All key risks are reviewed with risk owners,
on a bi-annual basis, to assess and
understand the evolution of the risk, and
whether our current risk management
controls are sufficient. Qutputs of this work
are then included in the Risk management
sections of each annual report.

Metrics

e Our operational performance and service levels.
(Internal measure)

¢ Climate risk score assessing exposure to
climate-related risks at our sites provided by our

Disruption to our
operations as a result of
acute extreme weather
events.

insurance partner. (Internal measure)

Metrics and Targets

Our performance reducing greenhouse

gas emissions and progress against our
science-based targets are key metrics to
help us understand our management of
climate-related risks and opportunities.

A full review of our energy consumption and
greenhouse gas emissions data in line with
the UK Government’s Streamlined Energy
and Carbon Reporting (‘SECR’) regulations
can be found on page 48. In addition, there
are a range of other key environmental and
commercial performance measures linked to
our management of climate-related risks and
opportunities which are shown in the table
below. Many of these, and other important
performance indicators, can be found in our
Enriching Life Plan disclosure tables from
page 178 and our Sustainable Accounting
Standards Board (SASB) disclosure on our
website. www.premierfoods.co.uk/Investors/
Results-Centre/2022-2023.aspx

Target (2030 unless
otherwise stated)

e Delivery of our site
infrastructure plans.

e Target for reduction in climate
risk score at our sites under
development for update in next
statement.

e Quantitative yield forecast tool developed with
third party to understand local and global impact
of physical climate change. (Internal measure)

e Our approach to champion regenerative

Changes in the availability,
price or quality of key
ingredients, as a result of
more extreme weather
events or chronic changes
in climate in sourcing
regions.

agricultural practices for key ingredients.
(Currently under development for update in
next statement)

¢ Target for reducing exposure to
yield loss under development for
update in next statement.

e Champion regenerative
agricultural practices for key
ingredients.

¢ Halve our food waste and support
our suppliers to do the same.

Premier Foods plc

Annual Report for the 52 weeks ended 1 April 2023



Target (2030 unless

Key transition risks Metrics .
y otherwise stated)

Reduce scope 1 and 2 emissions

by 66.8% and reduce our scope 3
emissions by 25% by 2030 (against

a 2020 baseline). These targets have
been validated by the Science-Based
Targets initiative

e Scope 1, 2 and 3 emissions. (Disclosed below)

e Energy usage. (Disclosed below)

Financial impact of
increasing energy costs

and carbon pricing. ¢ Net zero in our own operations by
2040 and in our total supply chain
by 2050. E
e
-4
¢ Packaging usage and recyclability. (Disclosed in e Ensure 100% of our packaging is §
ﬁ our Enriching Life Plan disclosure tables) reusable, recyclable or compostable E
= ¢ Food Waste. (Disclosed in our Enriching Life Plan by 2025. 5
disclosure tables) ¢ Halve our food waste and support our
Evolving legislation and « Certification status of key commodities suppliers to do the same.
regulation could lead to addressing environmental and social risks. e Zero deforestation and conversion free
increased business complexity (Disclosed in our Enriching Life Plan disclosure palm and meat by 2025, and across
and forced changes in key tables) the whole supply chain by 2030.

business processes.

Key commt_er_ual . Target (2030 unless
opportunltles Metrics th . tated
and risks otherwise stated)
¢ Internal tool to assess the impact of climate e Expand UK into new categories —
change on the consumption of products in key ongoing.
categories. (Internal measure)

Changes in consumers’
demand for our products,
in the event of changing
weather patterns.

¢ Sales of plant-based products. (Disclosed in our ¢ Expand UK into new categories —
@ Enriching Life Plan disclosure tables) ongoing.
e Core product category with plant-based
offerings. (Disclosed in our Enriching Life Plan

Commercial opportunities disclosure tables)
from supporting customers’ e Packaging usage and recyclability. (Disclosed in
and consumers’ demands our Enriching Life Plan disclosure tables)
el UEINE I o = o Certification status of key commodities
products.

addressing environmental and social risks.
(Disclosed in our Enriching Life Plan disclosure
tables)

e Customer feedback and consumer insight.
(Internal measure)

Premier Foods plc
www.premierfoods.co.uk



Task Force on Climate-related
Financial Disclosures

CLIMATE-RELATED DISCLOSURES | CONTINUED

2022/23 Streamlined Energy

and Carbon Reporting

Premier Foods’ Greenhouse Gas (GHG)
emissions are calculated and reported
based on ‘The Greenhouse Gas Protocol:
GHG Protocol: A Corporate Accounting
and Reporting Standard — Revised Edition’
(GHG Protocol) and the complementary

‘Corporate Value Chain (Scope 3) Accounting
and Reporting Standard’, setting our
boundaries to include all key requirements
and following an operational control
approach. More information can be found

in our Enriching Life Plan disclosure tables
from page 178 and in our reporting criteria
www.premierfoods.co.uk/CorporateSite/

media/documents/sustainability/Premier-
Foods-reporting-criteria-for-specified-ESG-
performance-metrics-2022-23.pdf

All of our energy use is based in the UK, we
have no manufacturing or office facilities
under our control outside of the UK and as
such, our Streamlined Energy and Carbon
data below is all UK based.

2021/22 2022/23
Production output and energy usage
Production output (tonnes) 333,260 305,449
Total Energy Usage (MWh) 275,577 (® 259,555
Energy usage intensity (MWh/t) 0.83 0.85
Scope 1 and 2 Greenhouse Gas Emissions
Scope 1 Greenhouse Gas Emissions (tCOze) 37,621 ® 36,668
Scope 2 Greenhouse Gas Emissions — location-based (tCO-e) 18,567 @ 15,081
Scope 2 Greenhouse Gas Emissions — market-based (tCOze)* 227 28,961
Total Scope 1 & Scope 2 Greenhouse Gas Emissions — location-based (tCO-e) 56,188 ® 51,749
Total Scope 1 & Scope 2 Greenhouse Gas Emissions intensity — location-based (gCO.e/Kg) 168.6 169.4
Total Scope 1 & Scope 2 Greenhouse Gas Emissions — market-based (tCO.e)* 37,848 65,629
Total Scope 1 & Scope 2 Greenhouse Gas Emissions intensity — market-based (gCO:e/Kg) 113.6 214.9
Scope 3 Greenhouse Gas Emissions**
Scope 3 Greenhouse Gas Emissions associated with Purchased goods and services (tCO:e) 807,319
Scope 3 Greenhouse Gas Emissions associated with Upstream transport and distribution (tCO-e) 34,960
Scope 3 Greenhouse Gas Emissions associated with Downstream transport and distribution (tCOze) 6,930
Scope 3 Greenhouse Gas Emissions associated with Other relevant scope 3 emissions (tCO.e)*** 56,286
Total Scope 3 Greenhouse Gas Emissions (tCO,e)** 983,117 905,495

*  Scope 2 Greenhouse Gas Emissions - market based (tCO:e) for prior year has been restated to reflect more accurate emissions data. For more information see our Enriching

Life Plan disclosure tables.

**  Scope 3 Greenhouse Gas Emissions are based on 2022 calendar year and were only disclosed at a total level in prior year. The approach has been updated and the prior year
data has been restated. For more information see our Enriching Life Plan disclosure tables.
*** Includes: capital goods, fuel and energy-related activities, waste generated in operations, business travel, employee commuting, and the end-of-life treatment of sold
products (packaging). For more information see our Enriching Life Plan disclosure tables.

Independent assurance
PricewaterhouseCoopers LLP (‘PwC’) has
performed an Independent Limited Assurance
engagement on selected balances within the
2022/23 data, shown with the symbol ®), in
accordance with the International Standard
on Assurance Engagements 3000 (Revised)
‘Assurance Engagements other than Audits or
Reviews of Historical Financial Information’
and International Standard on Assurance
Engagements 3410 ‘Assurance engagements
on greenhouse gas statements’, issued by
the International Auditing and Assurance
Standards Board. The Independent

Limited Assurance Report can be found at
www.premierfoods.co.uk/SpecialPages/
ESG-Disclosure-Assurance-Report. Our
Methodology Statement — the basis on which
the KPIs are calculated and on which the
limited assurance is given - can be found at
www.premierfoods.co.uk/CorporateSite/

Premier Foods plc

Annual Report for the 52 weeks ended 1 April 2023

media/documents/sustainability/Premier-
Foods-reporting-criteria-for-specified-ESG-
performance-metrics-2022-23.pdf

Principal energy efficiency
measures taken in FY22/23

As part of our Enriching Life Plan, we have

set bold new targets to decarbonise our own
operations and support our suppliers to do the
same. Energy efficiency is a crucial element
of this plan and we have launched a ‘Smart
Energy’ programme under the leadership

of our Operations director. The programme
coordinates the organisation’s work on
energy efficiency through site energy councils
who are driving short-term behavioural and
operational improvement programmes. Our
engineering team is driving

long-term investments in new processes and
equipment. Investments in this year include
boiler upgrades, compressor renewals and
investments to improve the efficiency of

our ovens, along with a continuation of our
LED lighting programme and changes to
distribution infrastructure to facilitate more
efficient vehicle loading and utilisation.

Both energy use and associated CO:e
emissions are monitored monthly through
our internal environmental reporting and
we are improving the quality of available
information by investing in metering
equipment. This will allow us to more
clearly identify improvement opportunities
and prioritise them based on their
potential benefits.



Operating and financial review

Once again, the business has delivered a year of strong performance in

a challenging environment with Group revenue increasing by 11.8%.

Our brands grew strongly, up 9.1%, and Trading profit increased by 11.5%,
as we successfully offset exceptionally high input cost inflation through

a combination of cost efficiencies and pricing.

Financial results illustrating the strength and resilience of

. the Group’s portfolio as consumers budgets
Overview came under pressure. Non-branded revenue
£m FY22/23 FY21/22 % change grew due to pricing benefits in retailer
Branded revenue 844.2 774.1 9.1% branded product categories and recovery -
Non-branded revenue 162.2 126.4 28.3% in out of home sales compared to the §
Group revenue 1,006.4 900.5 11.8% prior year. E
Divisional contribution? 216.2 193.6 11.7% The Group’s branded growth model g
Divisional contribution margin 21.5% 21.5% 0.0ppts leverages the strength of its market leading E
Trading profit! 157.5 141.2 11.5% brands, launching insightful new products, 2
Trading profit margin 15.7% 15.7% 0.0ppt supporting the brands with emotionally
Adjusted EBITDA? 182.3 160.4 13.7%  engaging advertising and building strategic
Adjusted profit before tax® 137.2 121.4 13.0% retail partnerships. During the year, the
Adjusted earnings per share’ (pence) 12.9 11.5 12.7% Group expanded investment in its ‘Best
Basic earnings per share (pence) 10.6 9.0 17.8% Restaurant in Town’ campaign, which

highlights great value meal ideas across the
Grocery portfolio. This strategy has driven
5.3% compound annual branded revenue

The table above is presented including the impact of The Spice Tailor acquisition. A reconciliation excluding The Spice

Tailor is included in the appendices.

Group revenue increased by 11.8% in the year, with branded revenue up 9.1% and non- growth for the combined UK Grocery and
branded revenue 28.3% higher. Revenue growth of 6.6% in the first half of the year Sweet Treats businesses over the last three
accelerated to 15.8% in H2. Divisional contribution grew by 11.7% to £216.2m, with margins  years (this excludes revenue related to The
in line with the prior year and Trading profit increased by 11.5% to £157.5m. Group and Spice Tailor).

corporate costs rose in the year, reflecting wage and salary inflation, additional strategic
roles and a provision release in the prior year. The Company also paid one-off cost of living
payments to colleagues and awarded a bonus to all colleagues in the year. Trading profit
also included other income of £3.8m reflecting a receipt following a temporary interruption
at a manufacturing site, in compensation for equivalent revenue and cost of sales impact
presented within Gross profit. Adjusted profit before tax and adjusted earnings per share
increased by 13.0% and 12.7% respectively. Basic earnings per share for FY22/23 increased
by 17.8% to 10.6p. The results above include seven month’s ownership of The Spice Tailor.

Revenue growth of Batchelors and

Nissin noodles ranges were particularly
strong in the year, as consumers sought
convenient, tasty and affordable meal
solutions across the respective product
ranges. Consequently, Batchelors is now the
Group’s largest Grocery brand by revenue.
New product development, driven by key
Trading performance consumer trends included Sharwood’s East
Asian cooking sauces, Batchelors pasta

Grocery . ) .

n’ sauce chef specials, Ambrosia Deluxe
£m FY22/23 FY21/22  %change  cystard pots and Plantastic cooking sauces
Branded revenue 635.3 560.1 13.4% and protein pots.

Non-branded revenue 111.5 87.6 27.3% . . .

Total revenue 746.8 647.7 15.3% Strong, coII.a borative partnerships with
customers is another key element of the

Divisional contribution? 189.2 160.2 18.1% Group’s branded growth model. Ambrosia

Divisional contribution margin 25.3% 24.7% +0.6ppts and Angel Delight teamed up with the

The table above is presented including the impact of The Spice Tailor acquisition. A reconciliation excluding The Spice Minions to deliver great instore activity

Tailor is included in the appendices. in conjunction with on pack offers to win

cinema tickets. Additionally, Batchelors
continued to partner with the DC Warner
Brothers Superhero franchise to offer
consumers the opportunity to win prizes.
These are both pertinent examples of

Grocery revenue increased by 15.3% in the year to £746.8m and Branded revenue grew
by 13.4% to £635.3m. Non-branded revenue increased by £23.9m to £111.5m. Divisional
contribution was 18.1% higher at £189.2m and consequently, divisional contribution
margins increased by 60 basis points.

In the fourth quarter, Grocery revenue increased by 24.7%, with very strong growth in driving volume uplifts with retail customers
both branded and non-branded revenue, reflecting pricing and benefits of the branded leveraging the strength of the Group’s brands
growth model across the portfolio. Market share®® grew by 64 basis points across the year, and the respective franchise partners.

Premier Foods plc
www.premierfoods.co.uk



Operating and financial review

CONTINUED

Another of the Group’s growth strategies is to leverage its strong brand equities to expand
into adjacent categories. Revenues from products launched in new categories increased by
33% in the year and was led by a particularly good performance from Ambrosia porridge
pots. This product benefits from being ready to eat with the distinctive creamy texture
characteristic of Ambrosia. The ‘on the go’ porridge pot market is a high growth category,
and Ambrosia porridge succeeded in gaining over 10% value share in certain major retailers.

The Group acquired The Spice Tailor brand in the year. Complementing the Sharwood’s and
Loyd Grossman brands in the cooking sauces and accompaniments category, The Spice Tailor
grew revenue by 25% on a 12 months pro forma basis, to £17m in FY22/23, in line with
expectations and ahead of its historical growth rate.

New product development for FY23/24 include Loyd Grossman stir in sauces, Sharwood’s
lower fat curry pastes and Batchelors cook with noodles.

Sweet Treats

fm FY22/23 FY21/22 % change
Branded revenue 208.9 214.0 (2.4%)
Non-branded revenue 50.7 38.8 30.5%
Total revenue 259.6 252.8 2.7%
Divisional contribution? 27.0 334 (19.2%)
Divisional contribution margin 10.4% 13.2% (2.8ppt)

Revenue in the Sweet Treats business grew by 2.7% in the year. Branded revenue was
£208.9m, (2.4%) lower than the prior year, while non-branded revenue increased by 30.5%
to £50.7m. The particularly strong growth in non-branded revenue of 30.5% was due to
pricing benefits of existing ranges and contract wins in pies and tarts and seasonal ranges. In
the fourth quarter, overall revenue growth was similar to the full year, with revenue growing
by 2.9%. Branded revenue showed an improving trend compared to the third quarter and
non-branded grew by over 60% versus the prior year.

Divisional contribution was £27.0m in the year, £6.4m lower than FY21/22. While divisional
contribution margins of 10.4% were 2.8 percentage points lower than the prior year, they
were 1.1 percentage points higher than two years ago. Revenue growth reflected pricing to
help recover input cost inflation, partly offset by lower volumes due to lower promotional
activity, especially in the first half of the year and some price elasticity effects which we
expect to recover over the coming months. In the second half, Sweet Treats was also
affected by some unscheduled maintenance of a Cadbury cake plant line which impacted
Divisional contribution in the year.

The Mr Kipling brand launched a new, non-HFSS (non-high in fat, salt & sugar) cake range
called ‘Deliciously Good’ in the year, which received a good response from consumers.

This new range is a clear demonstration of how the Group is delivering against the Group’s
‘Enriching Life Plan’ ESG strategy and offers consumers further options to support healthier
lifestyles. The product range is made with 30% less sugar and lower fat and benefits from a
higher content of fibre and fruit compared with the standard Mr Kipling range. These cakes
are the only full range which can be promoted on end of aisles and at front of store in large
supermarkets, under new legislation. Other new product development launched in the year
included Mr Kipling Signature brownie bites and Plantastic Millionaire Flapjacks.

Mr Kipling also benefitted from a fresh new TV campaign for Mr Kipling, the ‘Piano’ advert,
continuing the strategy under the branded growth model of building emotional connections
with consumers. Looking ahead to next year, product innovation to be launched to market
includes Mr Kipling Deliciously Good loaf cakes and Cadbury Mini rolls in mint and orange
flavours.

Premier Foods plc
Annual Report for the 52 weeks ended 1 April 2023

International

Revenue overseas (on a constant currency
basis and excluding The Spice Tailor)
increased by 10%& compared to the prior
year. On a reported basis and including

The Spice Tailor, revenue growth was 19%.
This progress was broad based across

the Group’s target markets of Australia,
Canada, Europe, Ireland and the USA. The
key focus brands which the Group considers
possess the greatest potential for long-term
international growth, are Sharwood’s, Mr
Kipling and The Spice Tailor. In FY22/23,
Sharwood’s and Mr Kipling grew by 30% and
11% respectively.

The Group’s strategy of building sustainable
businesses in its target markets is progressing
well. In Australia, the Mr Kipling and Cadbury
cake brands have collectively delivered

the Group’s highest ever share of the cake
market in the year and reached 15.6% on a
full year basis, extending leadership of the
cake category. Additionally, and following the
acquisition of The Spice Tailor, the reach in
the Australian ethnic cooking sauces market
is significantly enhanced, and presents
further opportunity for growth.

The Mr Kipling test in the USA concluded
successfully with encouraging rate of sale
KPls; wider rollout to additional retailers has
now commenced and is expected to build
during FY23/24. Sharwood’s also grew sales
strongly in the US throughout the year. In
Canada, revenue more than doubled in the
year following the listing of 30 new product
lines of Sharwood’s in a leading North
American retailer. This was followed up by
listings of The Spice Tailor in the same retailer
shortly after acquisition, while Mr Kipling
cake also delivered good sales growth in

the year.

Sales in Ireland were, like the UK, broad
based and Nissin noodles sales more than
doubled. Europe continues to deliver
distribution gains for Sharwood'’s, entering
the Netherlands for the first time and
expanding presence in Spain and Germany.



Operating profit

Operating profit grew by £1.1m to £132.2m in the year. Trading profit increased to £157.5m,
as described above. Brand amortisation was £20.7m in the year and movement in the

fair valuation of foreign exchange and derivative contracts was a charge of £1.8m. Net
interest on pensions and administrative expenses was a credit of £17.7m (FY21/22: £4.2m),
reflecting c.£26m due to an interest credit on the opening combined surplus of the pension
scheme, partly offset by approximately £8m of administrative expenses. Following the
decision to close the Group’s Knighton manufacturing site, restructuring costs of £7.6m
were incurred in addition to an impairment charge of £3.6m. Total restructuring costs taken
in the year were £11.1m which included some additional supply chain restructuring. Other
non-trading items were £5.8m, predominantly reflecting M&A advisory costs and other one-
off supply chain charges. Other non-trading income of £1.5m in the prior period primarily
related to the successful resolution of a legacy legal matter.

Finance costs

Net finance cost was £19.8m in the year, a reduction of £8.7m compared to the prior year.
This was primarily due to the accelerated amortisation of debt issuance costs (£4.3m)

and the early redemption of the Group’s now retired £300m 2023 dated Fixed Rate Notes
(E4.7m) in FY21/22. Net regular interest® was £20.3m, £0.5m higher than last year. This
increase was due to a higher SONIA (‘Sterling Overnight Index Average’) rate applicable to
the Group’s revolving credit and debtors securitisation facilities, partly offset by the full year
effect of lower Senior secured notes interest charges following issuance of the Group’s 3.5%
2026 Fixed Rate Notes.

Taxation

The taxation charge for the year of £20.8m (2021/22: £25.1m) comprised a charge on
operating activities of £21.4m (2021/22: £19.5m) and adjustments to remeasure the
opening deferred tax balances, the latter due to the change in UK corporation tax from 19%
to 25%, effective 1 April 2023. The Group currently retains brought forward losses which it
can utilise to offset against future tax liabilities and has now recommenced paying cash tax.

Earnings per share

£m FY22/23 FY21/22 % change
Operating profit 132.2 131.1 0.8%
Net finance cost (19.8) (28.5) 30.5%
Profit before taxation 112.4 102.6 9.6%
Taxation (20.8) (25.1) 17.1%
Profit after taxation 91.6 77.5 18.2%
Average shares in issue (million) 861.2 858.8 0.3%
Basic Earnings per share (pence) 10.6 9.0 17.8%

The Group reported profit before tax of £112.4m in the year, a 9.6% increase on FY21/22.
Profit after tax increased by £14.1m to £91.6m and basic earnings per share increased by
17.8% to 10.6 pence.

Cash flow

Net debt as at 1 April 2023 was £274.3m, a reduction of £10.7m compared to the prior
year. An inflow of cash and cash equivalents was £9.1m and movement in lease liabilities of
£2.8m was partly offset by a £1.2m amortisation of debt issuance costs. The reduction in
Net debt was after paying consideration of £43.8m to acquire The Spice Tailor.

Trading profit was £157.5m, as described above, while depreciation and software
amortisation was £24.8m. A £24.8m outflow of working capital was due to higher stock
reflecting inflation of both raw materials and finished goods, with an associated impact on
debtors. Pension deficit contribution payments of £37.5m and administration cash were
£7.6m, totalling £45.1m cash outflow to the schemes.

On a statutory basis, cash generated from
operating activities was £87.2m (2021/22:
£90.1m) after deducting net interest paid
of £19.6m (FY21/22: £20.8m) reflecting a
lower coupon on the Group’s Fixed Rate
Notes, partly offset by higher SONIA rates
on the Group’s unutilised RCF and debtors
securitisation facilities. The Group paid Tax
of £1.5m (2021/22: Nil).

Cash used in investing activities was
£63.8m (FY21/22: £23.2m) and included
acquisition consideration of The Spice Tailor
as described above and capital expenditure
of £20.0m (FY21/22: £23.2m). In FY23/24,
the Group expects to increase its capital
investment, as it looks to accelerate
investment across the supply chain and
transfer some manufacturing capability
from the Knighton site to Ashford, Kent and
Carlton, South Yorkshire. Such investment
includes both growth projects supporting
the Group’s innovation strategy and cost
release projects to deliver efficiency savings.
The strategy of investing in supply chain
infrastructure represents a virtuous cycle
to provide the fuel for the Group’s branded
growth model. Projects completed in the
year include automation solutions at some
of the Group’s cake manufacturing sites;

at the Stoke site an end of line auto case
packer and triple head depositor were
installed and Carlton invested in an end of
line auto case packer.

Cash used in financing activities was £14.3m
in the year (FY21/22: £13.7m) which
included a £10.3m dividend payment to
shareholders. A dividend match payment to
the Group’s pension schemes of £2.7m was
also made in the year.

The Group’s Net debt/adjusted EBITDA ratio
at 1 April 2023 was 1.5x, a reduction of 0.2x
compared to the prior year position and

in line with the medium-term target. As at

1 April 2023, the Group held cash and bank
deposits of £63.4m and its £175m revolving
credit facility was undrawn.

Premier Foods plc
www.premierfoods.co.uk
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Operating and financial review

CONTINUED
Pensions

1 April 2023 2 April 2022
IAS 19 Accounting Valuation (Em) RHM Premier Foods Combined RHM  Premier Foods Combined
Assets 3,240.2 552.6 3,792.8 4,273.7 826.3 5,100.0
Liabilities (2,291.9) (735.4) (3,027.3) (3,134.9) (1,020.2) (4,155.1)
Surplus/(Deficit) 948.3 (182.8) 765.5 1,138.8 (193.9) 944.9
Net of deferred tax (25%) 711.2 (137.1) 574.1 854.1 (145.4) 708.7
The Group’s pension scheme had a Pensions — Triennial actuarial Dividend

combined surplus of £765.5m at 1 April
2023, a reduction of £179.4m compared to
the prior year. This is equivalent to a surplus
of £574.1m net of a deferred tax charge

of 25.0%. Asset values and liabilities fell in
both sections of the schemes due to the
hedging in place. The movement in liabilities
was impacted by the increase in discount
rate, from 2.75% to 4.80%, reflecting recent
rises in UK corporate bond yields. Asset
values were lower across a number of asset
classes, notably in absolute return products
and credit funds.

A deferred tax rate of 25.0% is deducted
from the IAS19 retirement benefit valuation
of the Group’s schemes to reflect the fact
that pension deficit contributions made to
the Group’s pension schemes are allowable
for tax.

Assets in the combined schemes decreased
by £1,307.2m, or by 25.6%, to £3,792.8m

in the period. RHM scheme assets reduced
by £1,033.5m to £3,240.2m while the
Premier Foods’ schemes assets decreased
by £273.7m to £552.6m. In the combined
schemes, liabilities decreased by £1,127.8m,
or 27.1%, to £3,027.3m. The RPI inflation
rate assumption used decreased by thirty
basis points to 3.3%, compared to 3.6% as at
2 April 2022.

The pension Trustee manages impacts from
market volatility efficiently and there were
no issues encountered by the scheme as a
result of LDI (‘Liability Driven Investment’)
asset collateral calls due to volatility in
financial markets during FY22/23.
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valuation

As at 31 March 2022, the Group’s pension
scheme was valued at a combined surplus
of £297m on a technical provisions basis.
Within this, was an RHM section surplus of
£665m and a Premier Foods section deficit
of £368m. This represents an improvement
of approximately £511m compared to

the previous technical provisions basis

at 31 March 2019, when the combined
valuation was a deficit of £214m.

Following this valuation, the Company

and Trustees of the schemes have agreed
to reduce the annual deficit contribution
payments by £5m per annum to £33m

until FY25/26. Additionally, administrative
expenses (including the UK Government
PPF levy) have reduced from the Group’s
guidance of £6-8m per annum to £6m.
Consequently, and in addition to an
increase in the Group’s post-tax weighted
average cost of capital to 9.1% (FY21/22:
7.4%), the net present value of future
pension contributions to the end of the
respective recovery periods has reduced by
approximately 50%, from £240-260m** to
approximately £125m®. This includes the
benefit of a c.£100m surplus from the RHM
section on a buyout valuation basis.

Capital allocation

The Group is a highly cash generative
business and has substantially reduced its
interest costs in recent years. Today, the
allocation of capital is split across pension
contributions, capital investment and
dividends. Additionally, the Group continues
to explore M&A opportunities. In the
medium term, pensions contributions are
expected to reduce further, freeing up more
cash to spend on capital investment, M&A
and dividends.

Subject to shareholder approval, the
directors have proposed a final dividend

of 1.44 pence in respect of the 52 weeks
ended 1 April 2023 (FY21/22: 1.2p), payable
on 28 July 2023 to shareholders on the
register at the close of business on 30

June 2023. The shares will go ex-dividend
on 29 June 2023. This represents a 20%
increase in the dividend paid per share
compared to FY21/22, is ahead of adjusted
earnings per share growth and is consistent
with Board’s approach of proposing a
progressive dividend to shareholders.

Outlook

The Group delivered a strong financial
performance in FY22/23, demonstrated by
clear progress across all the elements of

its five pillar strategy. Looking ahead to the
coming year, the Group has strong plans

in place for product innovation, further
consumer marketing and increased capital
investment. Additionally, it expects to build
on the initial success in new categories,
deliver further progress Internationally and
continue to explore M&A opportunities.
With continued positive momentum and a
good start to Quarter one, the Group is well
placed to make further progress this year,
with expectations unchanged.

Duncan Leggett
Chief Financial Officer

18 May 2023



Appendices

The Company’s results are presented for the 52 weeks ended 1 April 2023 and the comparative period, 52 weeks ended 2 April 2022. All
references to the ‘quarter’, unless otherwise stated, are for the 13 weeks ended 1 April 2023 and the comparative periods, 13 weeks ended

2 April 2022.
Full year and Quarter 4 Sales
FY22/23
Excluding Including
FY Sales (£€m) The Spice Tailor ~ The Spice Tailor ~ The Spice Tailor
Grocery
Branded 625.3 10.0 635.3
Non-branded 111.5 0.0 111.5
Total 736.8 10.0 746.8
Sweet Treats
Branded 208.9 0.0 208.9
Non-branded 50.7 0.0 50.7
Total 259.6 0.0 259.6
Group
Branded 834.2 10.0 844.2
Non-branded 162.2 0.0 162.2
Total 996.4 10.0 1,006.4
% change vs prior year
Grocery
Branded 11.6% 13.4%
Non-branded 27.3% 27.3%
Total 13.8% 15.3%
Sweet Treats
Branded (2.4%) (2.4%)
Non-branded 30.5% 30.5%
Total 2.7% 2.7%
Group
Branded 7.8% 9.1%
Non-branded 28.3% 28.3%
Total 10.6% 11.8%
FY22/23
Excluding Including
Q4 Sales (Em) The Spice Tailor ~ The Spice Tailor ~ The Spice Tailor
Grocery
Branded 171.5 5.0 176.5
Non-branded 30.7 0.0 30.7
Total 202.2 5.0 207.2
Sweet Treats
Branded 54.4 0.0 54.4
Non-branded 7.0 0.0 7.0
Total 61.4 0.0 61.4
Group
Branded 225.9 5.0 230.9
Non-branded 37.7 0.0 37.7
Total 263.6 5.0 268.6
% change vs prior year
Grocery
Branded 19.2% 22.7%
Non-branded 37.6% 37.6%
Total 21.7% 24.7%
Sweet Treats
Branded (1.8%) (1.8%)
Non-branded 63.9% 63.9%
Total 2.9% 2.9%
Group
Branded 13.4% 15.9%
Non-branded 41.8% 41.6%
Total 16.7% 18.9%
FY22/23
Excluding Including
Divisional contribution & Trading profit (Em) The Spice Tailor ~ The Spice Tailor ~ The Spice Tailor
FY22/23
Divisional contribution?
Grocery 188.7 0.5 189.2
Sweet Treats 27.0 - 27.0
Total 215.7 0.5 216.2
Group & corporate costs (62.5) - (62.5)
Other income 3.8 - 3.8
Trading profit’ - New definition 157.0 0.5 157.5
FY21/22
Divisional contribution?
Grocery 160.2 - 160.2
Sweet Treats 334 - 334
Total 193.6 - 193.6
Group & corporate costs (45.3) - (45.3)
Trading profit* - Old definition 148.3 - 148.3
Less: software amortisation (7.1) - (7.1)
Trading profit’ - New definition 141.2 - 141.2
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Operating and financial review

CONTINUED

EBITDA to Operating profit reconciliation (£Em) FY22/23 FY21/22
Adjusted EBITDA® 182.3 167.5
Depreciation (19.9) (19.2)
Trading profit — Old definition 162.4 148.3
Software amortisation (4.9) (7.1)
Trading profit — New definition 157.5 141.2
Amortisation of brand assets (20.7) (19.9)
Fair value movements on foreign exchange & derivative contracts (1.8) 4.4
Net interest on pensions and administrative expenses 17.7 4.2
Non-trading items — GMP equalisation - (0.3)
Non-trading items — restructuring costs (11.1) -
Non-trading items — other non-trading items (5.8) 1.5
Impairment of fixed assets (3.6) -
Operating profit 132.2 131.1
Finance costs (£Em) FY22/23 FY21/22 change
Senior secured notes interest 11.5 13.4 1.9
Bank debt interest — net 6.9 4.3 (2.6)
18.4 17.7 (0.7)
Amortisation of debt issuance costs 19 2.1 0.2
Net regular interest® 20.3 19.8 (0.5)
Write-off of financing costs - 4.3 4.3
Early redemption fee = 4.7 4.7
Re-measurement due to discount rate change (1.1) (0.9) 0.2
Other finance cost 0.6 0.8 0.2
Other finance income - (0.2) (0.2)
Net finance cost 19.8 28.5 8.7
Adjusted earnings per share (£Em) FY22/23 FY21/22 % change
Trading profit!- New definition 157.5 141.2 11.5%
Less: Net regular interest® (20.3) (19.8) (2.6%)
Adjusted profit before tax 137.2 121.4 13.0%
Less: Notional tax (19%) (26.1) (23.1) (13.0%)
Adjusted profit after tax® 111.1 98.3 13.0%
Average shares in issue (millions) 861.2 858.8 0.3%
Adjusted earnings per share (pence) 12.9 11.5 12.7%
Net debt (Em)
Net debt*! at 2 April 2022 285.0
Movement in cash (9.1)
Movement in debt issuance costs 1.2
Movement in lease creditor (2.8)
Net debt at 1 April 2023 2743
Adjusted EBITDA 182.3
Net debt / Adjusted EBITDA 1.5x
Free cash flow (Em) FY22/23 FY21/22
Trading profit! - New definition 157.5 141.2
Depreciation & software amortisation 24.8 26.3
Other non-cash items 4.7 4.1
Capital expenditure (20.0) (23.2)
Working capital (24.8) (21.0)
Operating cash flow"’ 141.9 127.4
Interest (19.6) (20.8)
Pension contributions (45.1) (41.4)
Free cash flow*? 77.5 65.2
Non-trading items (8.3) 0.9
Net (payments)/proceeds from share issue (1.1) 1.3
Re-financing fees (0.7) (13.2)
Taxation (1.5) -
Dividend (including pensions match) (13.0) (11.0)
Acquisition (43.8) -
Movement in cash 9.1 43.2
Repayment of borrowings - (320.0)
Proceeds from borrowings - 330.0
Net increase in cash and cash equivalents 9.1 53.2

Premier Foods plc
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The following table outlines the basis on which the Group will report headline revenue for FY23/24.

This includes The Spice Tailor but excludes sales from Knighton which will be managed for exit during the course of FY23/24, following the
decision to close the site. In FY22/23, all Knighton revenue was all reported in Grocery — Non-branded.

FY22/23 revenue by quarter

Group sales ex Knighton Foods (£Em) Quarter 1 Quarter 2 Quarter 3 Quarter 4 Total
Group sales (including The Spice Tailor) 197.0 222.9 318.0 268.5 1,006.4
Knighton (6.2) (7.2) (9.8) (7.6) (30.8)
Group sales (including The Spice Tailor, ex Knighton) 190.8 215.7 308.2 260.9 975.6

Notes and definitions of alternative performance measures

The Company uses a number of alternative performance measures to measure and 9.
assess the financial performance of the business. The directors believe that these

alternative performance measures assist in providing additional useful information

on the underlying trends, performance and position of the Group. These alternative
performance measures are used by the Group for reporting and planning purposes and

it considers them to be helpful indicators for investors to assist them in assessing the
strategic progress of the Group.

Non-trading items have been presented separately throughout the financial
statements. These are items that management believes require separate disclosure
by virtue of their nature in order that the users of the financial statements obtain

a clear and consistent view of the Group’s underlying trading performance. In
identifying non-trading items, management have applied judgement including
whether i) the item is related to underlying trading of the Group; and/or ii) how
often the item is expected to occur.

1. The Group uses Trading profit to review overall Group profitability. Trading profit is 10.
defined as profit/(loss) before tax, before net finance costs, amortisation of brand
assets, non-trading items (items requiring separate disclosure by virtue of their 11.
nature in order that users of the financial statements obtain a clear and consistent
view of the Group’s underlying trading performance), fair value movements on
foreign exchange and other derivative contracts, net interest on pensions and
administration expenses and past service costs. The revised definition of Trading
profit includes software amortisation as the Group considers this should be
treated in the same way as tangible asset depreciation for definitional purposes.
FY21/22 has been re-stated accordingly. 13.

Software amortisation is the annual charge related to the amortisation of the
Group'’s software assets during the period.

Net debt is defined as total borrowings, less cash and cash equivalents and less
capitalised debt issuance costs.
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12. Free cash flow is Net increase or decrease in cash and cash equivalents excluding
proceeds and repayment of borrowings, less dividend payments, disposal
proceeds, re-financing fees, net proceeds from share issues, tax, acquisitions and
non-trading items.

IRI, 52 weeks ended 1 April 2023.

2. Divisional contribution refers to Gross Profit less selling, distribution and marketing ~ 14. Revenue growth excludes The Spice Tailor.

expenses directly attributable to the relevant business segment. 15. The schedule of future contributions are as agreed per the 2022 actuarial funding
3. Adjusted EBITDA is Trading profit as defined in (1) above excluding depreciation valuation for the Premier Foods sections, discounted using the Company post tax
and software amortisation. WACC of 9.1%.
4.  Adjusted profit before tax is Trading profit as defined in (1) above less net regular 16. Acquisition accounting pertaining to The Spice Tailor acquisition can be found in
interest. Note 28 of the financial statements.
5. Net regular interest is defined as net finance cost after excluding write-off of 17. Operating cash flow excludes interest and pension contributions.
financing costs, early redemption fees, other finance costs and other finance 18. SBTi refers to the Science Based Targets initiative, a coalition which defines and
income. promotes best practice emissions reductions and net zero targets in line with
6. Adjusted profit after tax is Adjusted profit before tax as defined in (4) above less a climate science.
notional tax charge of 19.0% (2021/22: 19.0%). 19. Champions 12.3 refers to a coalition who are dedicated to the pursuit of reducing
7. References to Adjusted earnings per share are on a non-diluted basis and is food waste and loss.
calculated using Adjusted profit after tax as defined in (6) above divided by the . .
weighted average of the number of shares of 861.2 million (52 weeks ended 2 Addltlpnal nqtes. § i .
April 2022: 858.8 million) ¢ The directors believe that users of the financial statements are most interested
] ) ) ) ) in underlying trading performance and cash generation of the Group. As such
8. International sales exclude The Spice Tailor and remove the impact of foreign intangible brand asset amortisation and impairment are excluded from Trading profit
currency fluctuations and adjusts prior year sales to ensure comparability in because they are non-cash items.
geographic market destinations. The constant currency calculation is made by N ding h b Juded fi Tradi it b h
o -
adjusting the current year’s sales to the same exchange rate as the prior year. The X on-trading |tems‘ ave been exclude ro'n‘1 -ra- "“? profit ecauset they are X
. . . incremental costs incurred as part of specific initiatives that may distort a user’s view
constant currency adjustment is calculated by applying a blended rate. i X
of underlying trading performance.
Reported Reported « Net regular interest is used to present the interest charge related to the Group’s
(including (excluding ongoing financial indebtedness, and therefore excludes non-cash items and other
The Spice The Spice Constant credits/charges which are included in the Group’s net finance cost.
£m Tailor) Tailor) Adjustment currency e Group & corporate costs refer to group and corporate expenses which are not
FY22/23 63.3 59.4 (0.7) 58.7 directly attributable to a reported segment and are disclosed at total Group level.
FY21/22 53.4 53.4 N/A 53.4 * In line with accounting standards, the International operating segment, the results of
Growth/(decline) % 18.5% 11.3% N/A 10.0% which are aggregated within the Grocery reported segment, are not required to be

separately disclosed for reporting purposes.

Premier Foods plc
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Key performance indicators (KPIs)

We use a number of performance indicators to monitor
financial, operational and ESG performance.

These are reviewed on a regular basis
by our senior management teams and
the Board. Performance indicators are
used to encourage focus on the delivery
of our key strategic priorities. They are
used to measure performance, highlight

areas for attention and corrective action,
as well as recognising good performance
and celebrating success. Trading profit
and certain ESG targets also form part of
management’s bonus objectives.

The KPIs set out below are aligned with
the Group’s five pillar growth strategy and
also the commitments set out in our ESG
strategy, the Enriching Life Plan.

Financial KPIs

Revenue! Trading profit!

Fv22/23 I 006 4 Fv22/23 [ : 5 5
FY21/22 £900.5m FY21/22 £141.2m
FY20/21 £934.2m FY20/21 £141.6m
FY19/20 £847.1m FY19/20 £124.0m
FY18/19 £824.3m FY18/19 £117.1m
Why is this important? Why is this important?

Delivering sustainable revenue growth is one of our
strategic priorities.

Progress we have made

Revenue was up +11.8% versus prior year. This growth has
been driven by our branded growth model of delivering
new product innovation based on current consumer
trends, together with engaging advertising and strategic
relationships with our retail partners. Performance also
reflects the recovery of input cost inflation.

Link to strategy

WE®HH®

This measure reflects the revenues and costs associated
with the operational performance of the business and is
also a good proxy for the cash generative capacity of the
business.

Progress we have made

Trading profit increased by +11.5% versus prior year. This
improvement was driven by our strong branded revenue
growth within Grocery offset by a softer performance
within Sweet Treats.

Link to strategy

WESHH®

1 A definition and reconciliation of non-GAAP measures to reported measures are set out on pages 53 and 55. Trading profit for FY22/23 is stated including software

amortisation, and the prior year comparatives have been re-stated accordingly.

2 Prior year comparatives have been represented in accordance with the revised definition of free cash flow set out on page 54.

3 For a definition and reconciliation, please refer to note 8, on page 55.

Premier Foods plc
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Net debt adjusted EBITDA ratio*

rv22/23 1.5x
FY21/22 1.7x
FY20/21 2.0x
FY19/20 2.8x
FY18/19 3.2x
Why is this important?

This ratio is the key metric used by the Group in
measuring its debt level relative to the overall
performance of the business.

Progress we have made

Net debt reduced by £10.7m, from £285.0m to £274.3m,
reflecting strong free cash flow in the year, partly offset by
the cost of The Spice Tailor acquisition. As a result of this
deleveraging and adjusted EBITDA growth, the ratio of Net
debt to adjusted EBITDA reduced from 1.7x to 1.5x.

(Note: the comparative for FY18/19 is stated pre adoption
of IFRS 16).

Link to strategy

WE&E®

International revenue (at constant currency)?

rv22/23 [ :s:. /-

FY21/22 £54.8m
FY20/21 £53.9m
Why is this important?

Expanding our international business is one of our
strategic priorities.

Progress we have made

International revenue, excluding the performance

of The Spice Tailor, was £58.7m, +10.0% higher than

prior year, on a constant currency basis®. This was the
result of growth in our five strategic markets, with

strong performances from Sharwood’s and Mr Kipling.
The international business has increased revenue by +37%
since we launched our new strategy in 2020.

Link to strategy

O

Free cash flow!

Fv22/23 [ <77

FY21/22 £65.2m

FY20/21 £71.2m?*?2
FY19/20 £70.5m?
FY18/19 £50.5m?

Why is this important?

Free cash flow is a measure of the overall health of the
business. It reflects the underlying cash generated by the
Group and helps inform capital allocation decisions.

Progress we have made

Free cash flow increased by +18.7% in the year, to £77.5m.
Cash flow benefitted from the strong trading performance
in the period.

Link to strategy

@@

Strategy pillars

O Continue to grow the UK core

Supply chain investment

@ Expand UK into new categories
Build international businesses with critical mass

@ Inorganic opportunities
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Key performance indicators (KPIs)

CONTINUED

Last year we introduced a number of new non-financial KPIs which align
with our business model, our refreshed ESG strategy and our commitment

to be a responsible food business.

Launching new products based on consumer  standards; Planet — CO, emissions; and
People — Senior management roles held

trends, with a major focus on health and
nutrition, is at the heart of our branded by females.
business model.

Further details of progress against our ESG
targets are set out in the section on our
strategy the Enriching Life Plan. To align with  Enriching Life Plan on pages 26 to 37 and
in Enriching Life Plan disclosure tables on
pages 178 to 183.

In October 2021 we launched a new ESG

our new ESG priorities we have included
a KPI to represent each of the pillars of
the Enriching Life Plan: Product — sales
of products that meet high nutritional

Colleague safety is our first priority as
a business. The Reporting of Injuries,

Diseases and Dangerous Occurrences
Regulations (‘RIDDOR’), is a major indicator
of the success of our Health and Safety
protocols and allows us to benchmark

our performance against the UK food
manufacturing industry.

Following improved usage data and
emissions factors from our suppliers, we
have updated our scope 2 emissions for
both the current and prior year.

Non-financial KPIs

(FY21/22: +41bps)

Branded market share (value growth)*

Why is this important?
Increasing market share indicates consumer preference for
our products and drives category growth for the business.

Progress we have made

Our market share value fell by -31 basis points (‘bps’),
versus prior year. We experienced strong growth within
Grocery, demonstrating the strength of our branded
growth model and the resilience of the Group’s brands.
This was offset by a softer performance in Sweet Treats,
due to a reduction in promotional activity and temporary
price elasticity.

Link to strategy

@

1 |IRI data for the 52 weeks ended 1 April 2023 and 26 March 2022.

Premier Foods plc
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Revenue from products that meet high
nutritional standards

rv22/23 [ < :5-0m

FY21/22 £286.0m

FY20/21 £320.0m

Why is this important?

Under our Enriching Life Plan we have set a target to more
than double sales of products that meet high nutritional
standards (see page 178 for a definition).

Progress we have made

Over the year, we continued to bring a range of more
healthy products to market such as: Mr Kipling Deliciously
Good range — a new range of cakes made with 30% less
sugar and lower fat and which benefit from a higher content
of fibre and fruit compared with the standard Mr Kipling
range — and no added sugar Homepride Pasta Bakes.

Link to strategy

WSSO



Senior management roles held by females

rv2z/2; [ o

FY21/22 37%
FY20/21 28%
Why is this important?

Under our Enriching Life Plan we are targeting gender
balance for our senior management population by 2030.
Senior management is defined as the Executive Leadership
Team and their direct reports.

Progress we have made

Over the year, we have continued to progress our I&D
strategy to improve accessibility to leadership roles
through enhanced recruitment, development and
mentoring programmes. As a result, the number of women
within senior leadership rose to 40% as at year-end.

Link to strategy
Supports our Enriching Life Plan

(FY21/22:0.12, RIDDOR reportable accident
per 100,000 hours worked)

RIDDORs

Premier Foods - 0.09
All UK manufacturing 0.21
UK Food manufacturing 0.55

Why is this important?
Colleague safety is our first priority as a business.

Progress we have made

Over the year RIDDORs reduced by 25% as a result

of a number of initiatives, including a refreshed and
reinvigorated TOP (Total Observation Process) across
sites, which identifies and eliminates potential hazards,
improved H&S communication with poster campaigns,
videos and refreshed induction training, and continued
with unannounced visits to sites, and a continued
behavioural safety focus.

Link to strategy
Supports our Enriching Life Plan

Scope 1 and 2 emissions (tCO,e)

rv22/23 [ 51,749

FY21/22 56,188

FY20/21 60,359

Why is this important?

Reducing carbon emissions is a key priority under our
Enriching Life Plan, as we aim to reduce scope 1 and 2
emissions by 67% and achieve net zero carbon emissions
by 2040.

Progress we have made

Total scope 1 and 2 location-based emissions were
reduced by 7.9% over the year, as a result of improved
efficiency from capital investment in projects such as
boiler upgrades, compressor renewals and oven profiling.
We have also launched a ‘Smart Energy’ programme

and established site energy councils to coordinate the
Group'’s approach to energy efficiency.

Link to strategy
Supports our Enriching Life Plan

Strategy pillars

@ Continue to grow the UK core

Supply chain investment

@ Expand UK into new categories
Build international businesses with critical mass

6 Inorganic opportunities

- -
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Top down

Bottom up

Risk management

Our approach

We have an established risk management
framework to identify, evaluate, mitigate
and monitor the risks we face as a
business. Our risk management framework
incorporates both a top-down and a
bottom-up approach, to ensure that we
have maximum input from the Board
through to operational management, to
identify both current and emerging risks
that our business faces as we execute our
strategy and grow the business. Our Board
owns and oversees our risk management
programme, with overall responsibility for

Risk management framework

Board of Directors
Assess principal risks and set risks appetite.
Overall responsibility for maintaining sound risk
management and internal controls.

Audit Committee
Set risk management framework. Assess
effectiveness of the Group’s risk framework
and internal controls.

Executive Leadership Team
Implement risk management framework.
Assess effectiveness of the Group's risk
framework and internal controls.

Risk and Internal Audit
Test internal controls and co-ordinate risk management
activity. Provide support to business risk owners and
report risk information across the Group.

Operational Management
Own and review operational risks. Operate
controls and implement mitigation actions.

Principal risks and uncertainties

The Board has carried out a robust
assessment of the principal and emerging
risks facing the Group. They include

those that we consider most impact our
business model (see pages 12 and 13) and
the delivery of our long-term strategic
objectives (see pages 18 and 19) and that
would threaten our business model, future
performance, solvency or liquidity. These
risks and uncertainties (pre-mitigation) are
identified in the heatmap opposite, followed
by a more detailed description including key
mitigating activities in place to address them
on pages 62 to 66.

We have also considered the broadening
potential impacts across a number of

Premier Foods plc
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ensuring that our risks are aligned with our
goals and strategic objectives.

The Audit Committee assists the Board in
monitoring the effectiveness of our risk
management and internal control policies,
procedures and systems. The Executive
Leadership Team (ELT) performs a robust
risk assessment on a periodic basis and the
output from this is routinely reviewed by
the Board and the Audit Committee.

Responsibility for risk management is
embedded throughout our organisation
and our first line of defence remains our
colleagues, who have a responsibility

Periodic reports provided to the
ELT and Board on how efficiently
risks are being managed

Controls defined to address risks
within tolerance and ownership
defined

Risk action plans created to manage
risks within appetite

principal risks of inflationary pressures
resulting from the ongoing Russia-Ukraine
conflict. These initially impacted energy and
commodity prices but have subsequently
spread into wider inflationary pressures
across the supply chain and are now
being felt by our valued consumers. The
‘Changes since FY21/22’, highlight changes
in the profile of our principal risks and/or
describe our experience and activity over
the last year.

Risk appetite

Our approach is to minimise exposure to
reputational, financial and operational risk
while accepting and recognising a risk/
rewards trade-off in pursuit of our strategic
and commercial objectives. Risk appetite

RISK
MANAGEMENT
PROCESS

to manage day-to-day risk in their areas
guided by Group policies, procedures,

and controls frameworks. The ELT and
ultimately the Executive, ensure that

these risks are managed, maintained,
reviewed and mitigated according to these
frameworks. The Group’s Internal Audit
function continues to provide assurance
over the effectiveness of mitigating controls.
While copies of these reports are provided
to the ELT to action any necessary control
improvements, the Internal Audit function
reports directly to the Audit Committee
who monitor and challenge management to
ensure control improvements are actioned.

Risk appetite set by the Board for all
principal risks

Measurement of risks against
appetite and escalation process

statements are reviewed routinely by the
ELT and approved by the Board to guide the
actions that management takes in executing
our strategy. As a food manufacturing
company, with many well-known brands,
the integrity of our business is crucial and
cannot be put at risk. Consequently, we
have zero tolerance for risks relating to
food safety and the health and safety of our
employees. In addition, we have set low-
risk appetites for a number of other risks
such as cyber-security, legal, compliance,
environmental and regulatory risks.

Nonetheless, we operate in a challenging

and highly competitive marketplace and as a
result we recognise that strategic, commercial
and investment risks will be required to



seize opportunities and deliver results at
pace. We are therefore prepared to make
certain managed financial and operational
investments in pursuit of growth objectives.
Our acceptance of risk is subject to ensuring
that potential benefits and risks are fully
understood and appropriate measures to
mitigate those risks are firstly established.

Emerging risks

The ELT and the Board formally review
emerging risks when considering the
outputs of the risk management processes.
Through both the top-down and bottom-up
risk discussions held across the business,
we seek to identify changes in both existing
and new risks which may have a significant
impact. This includes horizon scanning and
utilising in-house knowledge and expertise
supported by input from external sources,
to identify emerging risks for consideration

Probability

Impact

and review. These uncertainties may

relate to future economic, regulatory, or
environmental changes, for which examples
include, the further rollout of legislation
related to the UK Government’s programme
to tackle obesity and Extended Producer
Responsibility requirements for packaging.

While significant consideration has been
given to assessing emerging risks, we have
also concluded that these emerging risks

are adequately captured across our existing
broad set of principal risks and, as a result,
no new principal risks are proposed this year.

Risks

Future initiatives

We continuously evolve and improve our
approach to risk management, in light of the
ever-increasing volatility and uncertainty

in the external environment. In addition,
risk plays a key role in the cross-functional
team responsible for our approach to the
requirements for Task Force on Climate-
related Financial Disclosures (TCFD), under
a dedicated steering group. We continue to
embed the selection of the key risks used

in our scenario analysis and support the
integration of this activity into our ongoing
risk processes, so that climate-related
considerations become part of our longer-
term strategic thinking and decision-making
in the business. See pages 38 to 48 for
further details on our approach to TCFD.

Macroeconomic and geopolitical instability

Impact of Government legislation

Market and retailer actions

Operational integrity

Legal compliance

Climate risk

Technology

Product portfolio

HR and employee risk

Strategy delivery

v
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Risk management

CONTINUED

Macroeconomic and geopolitical instability

Risk and potential impact

Our business has been subject to a period .
of prolonged uncertainty owing to political

and ongoing economic developments.

While those risks related to Covid-19 have .
significantly dissipated, post the initial impact
of the Russian/Ukrainian war on energy and
commodity costs, this has subsequently spread
into broader inflationary pressures that are
creating a ‘cost of living crisis’ for our valued
consumers (also see Risk 8).

Impact of Government legislation

Risk and potential impact
The continued focus on health and obesity .
may result in a decline in demand for cakes

and desserts and/or our share of them, along

with the risk of additional complexity and cost

as a result of any reformulation efforts. There

is an elevated level of media and Government
scrutiny on health and obesity. The first phase

of the Government legislation restricting .
promotions of High Fat, Salt or Sugar (HFSS)

by ‘location’ became effective from 1 October
2022. It is expected that a second phase of
restriction of HFSS products by ‘volume’ will

come into force on 1 October 2023 followed

by an ‘advertising’ restriction for such products
from 1 October 2025.

The UK Government has also introduced a
new tax on non-recyclable plastic packaging

as part of the reformed Packaging Producer
Responsibility Regulations. The introduction of
this escalating tax on plastic packaging and any
further legislation may adversely impact the
products that the Group manufactures.

Premier Foods plc
Annual Report for the 52 weeks ended 1 April 2023

How we manage it

We seek to hedge certain key commodities and
energy supplies, where appropriate, to manage
our exposure to price increases.

In addition, we actively manage foreign exchange
currency volatility through hedging activity and
through an ongoing supplier risk management
process.

e Qur cost-saving and efficiency programmes seek

to minimise the impact of inflationary pressures.

The ELT closely monitors developments related
to commodity costs, and only after careful
consideration, and where absolutely necessary,
are prices increased.

We continually monitor our customer and supplier
base for potential exposure to Russian (or any
other applicable) trade sanctions.

How we manage it

We have a wide range of product offerings, which
includes non-HFSS products, that extend our range
of healthier choices, enhance the nutrition profile
of our existing core ranges and help consumers

to make healthier eating choices. Details can be
found in our Enriching Life Plan section on pages
30and 31.

We have an ongoing evaluation and development
of the brand portfolio and innovation pipeline
with a focus on healthier options that help us align
with changing consumer preferences (also see
Risk 8).

Our Environmental, Social and Governance
(‘ESG’) Committee, chaired by our CEO, has a
range of cross-functional steering groups that
are responsible for the delivery of our ESG
strategy, including our Packaging steering group.
This ensures focused efforts, through KPI-driven
targets, to optimise our packaging and reduce its
environmental impact and mitigate the impact
of the tax on non-recyclable packaging. This

is achieved by using materials from certified
sustainable sources wherever possible, increasing
our use of recycled materials, and increasing

the recyclability of our packaging. 96% of our
packaging, by weight, is recyclable at year-end.

Link to strategy O @

Changes since FY21/22

® The overarching risk trend was assessed as
stable during the year, however, the blend of
risk factors that contribute to the principal
risk have varied. While we have experienced
elevated input cost inflation, driven by
macroeconomic forces, this has been balanced
by a number of our brands, particularly within
Grocery, performing proportionally well as our
consumers switched to eating at home more
often. This change in consumer preference
has been supported by our ‘Best Restaurant
in Town’ campaign, as detailed under our
‘Continue to Grow the UK Core’ strategic pillar
(see page 18).

Risk trend

Link to strategy Q @

Changes since FY21/22
® The risk profile remained stable year-on-year.

® The Group continues to actively adapt its
strategy in order to support the phases of the
UK Government’s programme to tackle obesity.
This includes continuing to extend the range of
non-HFSS products available to consumers.

® The UK Government’s primary legislation
(November 2020) to introduce an escalating
tax on plastic material came into effect on
1 April 2022 and the Group has continued its
packaging optimisation programme to ensure
both the minimisation of packaging and that
packaging use is fully recyclable.

Risk trend



Market and retailer actions

Risk and potential impact

As a primarily UK-based company, our sales
are concentrated, predominately with a
number of major customers who operate in a
highly competitive market. Maintaining strong
relationships with our existing customers and
building relationships with new customers

and technology-enabled channels are critical
for our brands to be readily available to our
consumers. A failure to do this may impact our
ability to obtain competitive pricing and trade
terms and/or the availability and presentation
of our brands. Actions taken by these retailers
(for example, changes in pricing and promotion
strategies), may negatively impact our financial
performance and can also have an impact on
the overall market for our products.

Operational integrity

Risk and potential impact

Delivery of our strategy depends on our
ability to minimise operational disruption
from issues with facilities, factory
infrastructure as well as Procurement and
Logistics functions. Supplier failure, market
shortage or an adverse event in our supply
chain impacts the sourcing of our products,
and the cost of our products is significantly
affected by commodity price movements.

How we manage it

We have strong relationships with the major
retailers built on the strength of our brands, our
expertise in our categories and shopper insight.

We have a programme of continuous innovation

rooted in consumer insights and designed to build

category growth.

We develop commercial plans with customers that

include investment and activation plans.

We are growing our international business by
applying our proven UK branded growth model
strategy in target markets, which in time will
reduce dependence on the UK market.

We are investing to build our online channel
presence and capabilities.

How we manage it

We have business continuity and disaster recovery

management processes in place. These are
reviewed and refreshed on an ongoing basis.

Appropriate insurance coverage is in place to
mitigate the financial impact of material site
issues.

We have an appropriately resourced and skilled

procurement function that possesses the requisite

market and industry knowledge to pinpoint raw
material market developments.

Procurement category plans are in place to
mitigate against single supplier risk.

Cross-functional teams help to manage any
sourcing challenges because of broader
macroeconomic factors.

We have robust quality management standards
applied and rigorously monitored across our
supply chain.

We have an ongoing three-year programme (in
conjunction with our insurers) to move our sites
into a ‘Highly Protected Risk’ status.

ELT reviews resourcing plans to ensure appropriate
labour availability across factories, warehouse and

Link to strategy @

Changes since FY21/22

The risk profile remained stable year-on-year.

We continued to work with all our customers,
including category partnerships and range
reviews, to match our product offering to
consumer needs, particularly with more meals
eaten at home.

We recorded growth in branded sales as a result
of our strong innovation pipeline, sustained brand
investment and close customer partnerships.

We continued to focus on presenting our
brands well online, which helped drive growth
ahead of the market.

Our international business continued to grow
thanks to progress in all the Group’s strategic
markets: Ireland, Australia, the USA and Europe.

Risk trend

Link to strategy @

Changes since FY21/22

The risk profile has remained stable during
the year.

Our suppliers have continued to supply us with
raw materials and bought-in finished goods,
aided by accurate demand forecasting providing
forward views of requirements.

Our Procurement, Operational and Technical
teams have also managed to source alternative
suppliers for key ingredients where there were
potential interruptions to supply.

Our factories continued to maintain production
levels through careful management of
production capacity and through sourcing and
retaining a reliable pool of labour.

We improved our operational resilience through
various initiatives, including Capex projects

that replace existing plant and machinery and
provide increased reliability and efficiency. See
further detail in our ‘Supply Chain Investment’
strategic pillar on page 18.

We continue to maintain high levels of
customer service through our KPI monitoring of
key suppliers, despite the disruptions caused in
some of our key raw materials markets.

transport.
Risk trend
Strategy pillars Risk trend
@ Continue to grow the UK core Build international businesses with critical mass Increase
Supply chain investment @ Inorganic opportunities No change
@ Expand UK into new categories Decrease
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Risk management

CONTINUED

Legal compliance

Risk and potential impact

Our business is subject to many legal and
regulatory requirements and must continuously
monitor new and emerging legislation
(domestic and international), in areas such as
Health and Safety, listing rules, competition
law, intellectual property, food safety, labelling
regulations and environmental standards. We
have also adopted the recommendations of
the Financial Stability Board’s Task Force on
Climate-related Financial Disclosures (‘TCFD’).
A more detailed overview of the impact of
climate change on our business can be found in
the TCFD section on pages 38 to 48.

Climate risk

Risk and potential impact

Climate change has the potential to dramatically
change the world in which we live and operate.
Tackling climate change, by taking measures

to limit its impact to manageable levels, has
become a key priority for governments and
businesses. As the impacts of climate change
become clearer, businesses are looking to
understand how this will impact their operations.
Through our work to disclose against the
requirements of the Task Force for Climate-
related Financial Disclosures (TCFD), we have
identified risks and opportunities associated with
operational disruption, ingredients sourcing,
energy pricing, policy changes and changing
consumer behaviour.

Premier Foods plc

How we manage it

® We have dedicated Legal and Regulatory teams in
place to monitor laws and regulations to ensure
compliance, protect intellectual property and
defend against litigation, where necessary.

® We work closely with our external advisors
and the regulators, government bodies and
trade associations regarding current and future
legislation which would impact the Group.

® Whistleblowing processes are in place that are
routinely tested to ensure that they are fit for
purpose.

® We have leading food industry processes in place
to manage health and safety and food safety
issues (including an ongoing programme of
internal and external audits).

e Regular mandatory compliance-related training
is in place covering areas such as data protection,
anti-bribery and corruption, Corporate Criminal
Offence, anti-trust etc.

® As previously described, our ESG Committee
oversees various initiatives, including compliance
with TCFD recommendations.

How we manage it

e Qur decarbonisation targets have been submitted
to, and approved by, the Science-Based Targets
initiative (SBTi) and are embedded within our
Enriching Life Plan. We track progress against our
targets in line with our commitments.

® An assessment of the physical risks associated
with more extreme weather across the Company’s
manufacturing sites has been carried out in
partnership with our insurance partners, with
investments made at our Lifton site to reduce the
risk and impact of river flooding.

® An assessment of the risk of changes in the
availability, price or quality of key ingredients,
as a result of chronic changes in the climate in
key sourcing regions has been carried out and
mitigating actions to reduce the risk of supply
issues on key commodities have been identified.

® An assessment of the risk associated with changes
in the demand for our products in the event of
changing weather patterns has been carried
out and considered as part of our commercial
planning.

Annual Report for the 52 weeks ended 1 April 2023

Link to strategy Q @@

Changes since FY21/22
® The risk remained stable year-on-year.

® We have included disclosures on pages 38
to 48 of this report to comply with TCFD
recommendations.

e Qur risk management framework continues to
be enhanced to accommodate and report on
climate risks and appropriate disclosures in line
with TCFD recommendations.

Risk trend

Link to strategy O @@

Changes since FY21/22

e The risk has remained stable year-on-year as we
continue to make progress against the targets
we have set for ourselves under our Enriching
Life Plan, and required of us under TCFD.

® Please refer to pages 32 and 33 for an update
on our Enriching Life Plan, pages 38 to 48 for
our TCFD statement and pages 178 to 183 for
our Enriching Life Plan disclosure tables.

Risk trend



Technology

Risk and potential impact

A successful cyber-attack, or other systems
failure, could result in us not being able to
manufacture or deliver products, plan our
supply chain, pay and receive money, or
maintain proper financial control. This could
have a major customer, financial, reputational
and regulatory impact on our business.

Product portfolio

Risk and potential impact

Consumer preferences, tastes and behaviours
change over time. As part of this, the
consumers’ desire for healthier choices and
premiumisation are significant trends. Our
ability to anticipate these trends, innovate and
ensure the relevance of our brands are critical

How we manage it

Our centrally governed IT function continually
monitors known and emerging threats with
incident response plans in place to manage/
eliminate these risks.

This includes maintaining firewalls and threat
detection and response systems with regular
penetration testing performed.

Disaster recovery plans across the Group are
reviewed and tested.

Information and IT policies are in place and

are regularly reviewed. Compulsory IT training
is regularly run including internal phishing
awareness campaigns to validate that learning is
embedded throughout the organisation.

Our cyber-security strategy and actions are
regularly monitored by the Audit Committee and
the Board.

We review our cyber-insurance coverage on a
regular basis.

How we manage it

The Group offers a broad range of branded
products across a range of categories and markets
which offer a wide choice to the end consumer.

We perform continual assessments of consumers
and customer trends and have an insights
programme in order to anticipate changes in

Link to strategy @

Changes since FY21/22

® The risk profile has remained stable during the
year as we continue to invest in our IT systems
to remain protected and match the ever-
increasing number and diversity of external
security threats.

Risk trend

Link to strategy @

Changes since FY21/22

® The risk remained stable year-on-year.

® The specific impact of inflationary pressure on
our consumers (Risk 1) and the introduction
of HFSS and other regulations (Risk 2) is
discussed above.

to our competitiveness in the marketplace and consumer preferences and evolve our product Risk trend
our performance. Furthermore, sales of many offerings accordingly.
of the Company’s products can be adversely . W ‘i to t heavily i duct
affected by seasonal weather conditions. We € continue ollnves eavi y.m new produc
. . development with well-established stage gate
may fail to successfully evolve our portfolio . .
. controls to ensure we continue to adjust to
to take advantage of growth categories , .
. consumers’ requirements.
and/or re-invent our core brands to meet
consumer needs. ® We continue to review the impact of weather on
sales during our monthly product performance
reviews.
Strategy pillars Risk trend
@ Continue to grow the UK core Build international businesses with critical mass Increase
Supply chain investment @ Inorganic opportunities No change
@ Expand UK into new categories Decrease
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HR and employee risk

Risk and potential impact

upon attracting and retaining high-quality
colleagues at all levels who can effectively

implement the Group’s strategy. Due to .

economic uncertainty and change (Risk 1),
there is a dual risk that the supply of labour
may be, in certain areas, constrained and, in
addition, the cost of labour could increase
resulting in additional financial and operational

pressure on the Group. °

Strategy delivery

Risk and potential impact

Our branded growth model, as set out on
pages 12 and 13, is at the core of what we

do. The strategy focuses on leveraging our
strong brands through launching insight-driven

new products, delivering sustained levels of .

marketing investment, and fostering strong
retail and customer partnerships. In addition,
we seek bolt-on acquisitions where we can
leverage strong synergies with our existing
categories to enable us to further accelerate our
growth. Failure to timely deliver our strategy
may result in taking longer than expected to
deliver results, which may impact the speed at

Risk management

CONTINUED

How we manage it
The ongoing success of the Group is dependent

We continue to invest in colleague development
and engagement initiatives on a focused basis. See
‘Our People’ on pages 34 and 35.

We have processes in place to attract diverse talent
into the business with the right capabilities and
behaviours through our ‘in-house’ team.

® We have succession plans in place to retain and

progress our internal talent pipeline.

We have a well-established and successful graduate
recruitment and development programme and
invest heavily in apprenticeship training.

We benchmark pay to make sure we remain
competitive in the market and, where appropriate,
make changes to our offering.

Regular engagement surveys take place across the
Company to obtain feedback from our colleagues.

How we manage it
e Given the seasonal nature of many of our brands,

media investment is targeted in periods of peak
consumer demand and through the most cost-
effective channels.

Our new and existing product development
programmes are based on deep consumer
insight and continue to make our product ranges
more relevant to the ever-changing lives of our
consumers.

® Qur strong strategic relationships with our

key customers facilitate the creation and joint
ownership of plans for mutual growth.

Link to strategy @

Changes since FY21/22
® The risk profile remained stable year-on-year.

® We continue to maintain a strong commercial
focus on process and cost improvement to
manage and mitigate the increased cost of
labour.

® |n addition, we maintain Group-wide
communication tools as well as hold quarterly
Town-Hall meetings to ensure colleagues are
briefed on new strategic initiatives that will
grow the Company.

Risk trend

Link to strategy @ @@

Changes since FY21/22
® The risk profile remained stable during the year.

® Following The Spice Tailor acquisition, we have
followed a rigorous integration programme to
ensure the benefits of the acquisition are fully
realised.

® QOur branded growth strategy for delivering new
product innovation based on consumer trends
together with high-quality advertising behind
our major brands continues to deliver.

® We continued to leverage our branded growth
model in the Group’s strategic markets.

which we can deliver shareholder value. Risk trend
Strategy pillars Risk trend
@ Continue to grow the UK core Build international businesses with critical mass Increase
Supply chain investment @ Inorganic opportunities No change
@ Expand UK into new categories Decrease

Premier Foods plc
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Viability statement

The directors, in accordance with provision 31
of the UK Corporate Governance Code 2018,
have assessed the viability of the Group,
taking into account the current financial
position, the Group’s strategic and financial
plan, and the potential impact on profitability,
liquidity and key financial ratios of the
principal risks documented on pages 60 to
66. These factors have also been carefully
assessed in light of the current global political
uncertainty driven by the conflict in Ukraine,
inflationary pressures across the industry and
the cost of living crisis.

The directors have determined that five
years is the most appropriate period to
assess viability over, this time frame is
consistent with the way the Board now
views the development of the business
over the medium-term, and is appropriate
for both business planning and measuring
performance. The directors also considered
the consistent business performance, nature
of the Group’s activities and the degree to
which the business changes and evolves,
given the dynamic nature of the FMCG
sector, when determining the assessment
period.

In order to report on the viability of the
Group, the directors reviewed the overall
funding capacity and headroom available
to withstand severe but plausible events
and carried out a robust assessment of
the principal and emerging risks facing the
Group, including those that would threaten
its business model, future performance,
solvency or liquidity. This assessment also
included reviewing mitigating actions in
respect of each principal risk.

The starting point for the viability assessment
is the Group’s strategic plan, which was
updated and signed off by the Board in
February 2023. Sensitivity analysis was
applied to this base financial information and
the projected cash flows were stress tested
against a number of severe but plausible
scenarios, the viability assessment being an
extension of the going concern assessment
(see note 2.1 of the financial statements).

As of 1 April 2023, £175m of committed
borrowing facilities available to the Group
were undrawn, the covenants linked to the
facilities are shown in note 20 of the financial
statements. The Board reviewed the level of
performance that would cause the Group to

breach its debt covenants and considered

all of the principal risks, focusing on those
which have the potential to materially
reduce Trading profit or adversely impact

the Group’s liquidity. The risks considered to
have the greatest potential impact have been
modelled in the downside scenarios, further
detail of which are shown in the table on
page 68.

Consideration has been given to the impact
of climate change which identified an
increase in costs of external specialists,
capital investment and regulatory
requirement within the assessment period,
best estimates for which are included in the
Group's strategic plan and a sensitivity was
modelled as discussed above. An in-depth
assessment of climate risk is progressing,
providing greater insight into such risk, and
while this work remains ongoing it is not
believed that the climate-related risks would
have a significant impact on the business
within the five-year viability review period.
See pages 38 to 48 for an overview of the
work related to TCFD.

STRATEGIC REPORT
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Viability statement

CONTINUED

In assessing the Group’s viability, the Board
also considered all the severe but plausible
scenarios simultaneously materialising

and for a sustained period, in conjunction
with mitigating actions such as reducing
discretionary costs and capital investment.
The likelihood of the Group having
insufficient resources to meet its financial
obligations and breach its covenants is
unlikely under this scenario.

In addition, a reverse stress test was
conducted to identify the magnitude of
Trading profit decline required before the
Group breaches its debt covenant, which
indicates that a Trading profit decline

of broadly half in each year of the five-
year review period is required to breach
covenants, which is considered extreme
and not plausible.

Based on this assessment, the Board
confirms that it has a reasonable expectation
that the Group will be able to continue in
operation and meet its liabilities as they fall
due over the five-year period to 1 April 2028.

Risk scenarios modelled

Link to principal risks

Action taken (on pages 60 to 66)

Materials, packaging,
utilities and supply
chain inflation in the
market place.*

We have modelled further inflation
in the market place, increasing
input costs, we have assumed that
this is not all recovered with an
adverse impact on volume and
margin.

A cyber-attack shuts
down the operating
systems temporarily
stopping production.*

We have modelled production
stopping at all manufacturing

sites for two weeks in the viability
review period, with the associated
loss of sales due to the halt in
production, and taking into account
the levels of stock held.

Climate change:
impact on revenue.*

We have modelled the expected
reduction in revenue anticipated

if Representative Concentration
Pathway (‘RCP’) 8.5 were followed.

Managing human
resources in response
to unplanned events.*

We have modelled disruption

to our supply chain due to the
outbreak of an infectious disease
which drives labour shortages

or outbreaks leading to half of
our manufacturing sites being
closed for a one-week period on
two occasions during the review
window, including the associated
loss of sales, and taking into
account the levels of stock held.

Retailer strategy results
in margin dilution.*

We have modelled a reduction in
gross margin for our UK business
over the viability review period.

* Risk impact included in the Going Concern 12-month review period.

The strategic report, set out on pages 08 to 68, has been approved by the Board.

By order of the Board

Simon Rose

General Counsel & Company Secretary
18 May 2023

Premier Foods plc
Annual Report for the 52 weeks ended 1 April 2023
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Governance framework

How our Governance framework supports the delivery of the Group’s strategic objectives
Our governance framework facilitates effective, entrepreneurial and prudent management that promotes the long-term success of the
Group, generates value for shareholders and contributes to all our stakeholders whether customers, consumers, suppliers, employees, the

Shareholders

Board

Committees

Company
Secretary and
Internal Audit

Executive
Leadership Team
(ELT)

Premier Foods plc

Shareholders and other stakeholders

Chair

The Chair is responsible for the leadership

of the Board, ensuring its effectiveness and
promoting the highest standards of corporate
governance. He chairs Board meetings,
ensuring timely and accurate distribution of
information and full review and discussion of
agenda items.

Nomination Committee

Senior Independent Director

The Senior Independent Director (SID)
supports the Chair and leads the non-
executive directors in the oversight of the
Chair. He is also available to shareholders,
if they have concerns that cannot be raised
through normal channels.

Responsible for Board appointments, succession planning and reviewing the structure, size and
composition of the Board, ensuring that there is a healthy balance of skills, knowledge, experience
and diversity on the Board. Provides oversight of Inclusion and Diversity, talent management and
succession planning for the wider Group.

- Further information can be found on pages 82 to 84

Company Secretary

The role of the Company Secretary is to ensure that there is an effective flow of information
between executive management and the Chair and NEDs. The Company Secretary also advises
the Board on legal and governance matters and supports the Board evaluation process

and induction programme.

The Board delegates day-to-day responsibility for managing the business to the ELT and its
sub-committees. The ELT comprises of the heads of the commercial business units and key
corporate functions. The ELT meets on a monthly basis, with weekly follow ups. Members of the
ELT also regularly present to the Board.

Annual Report for the 52 weeks ended 1 April 2023



government or wider society. The Board of directors is responsible for the governance of the Group, including setting the Group’s purpose,

values, the approach to ESG matters and strategy. It provides the leadership to put them into effect, supervising the management of the
business, monitoring performance, and reporting to shareholders on their stewardship.

Non-executive
directors (‘NEDs’)

The NEDs bring a range of
knowledge and experience
to the Board. Their role is
to use their experience,
objectivity and sound
judgement to scrutinise
and challenge executive
management’s plans and
performance and the
development of the Group’s
vision, values and strategy.

Workforce
Engagement NED

The Workforce Engagement
NED’s role is to engage
with colleagues across the
business to ensure their
views and concerns are
brought to the Board and
taken into account by the
directors, particularly when
they are making decisions
that could affect the
workforce.

Chief Executive
Officer (‘CEO’)

The CEO is responsible

for the day-to-day
management of the Group,
working with the Executive
Leadership Team to ensure
the implementation of the
agreed strategy.

Chief Financial Officer
(‘CFO’)

The CFO has responsibility
for developing and
implementing financial
and operational strategies,
financial risk management,
treasury, investor relations
and pensions strategy.

Audit Committee

Monitors the integrity of the Group’s external reporting and
provides oversight and governance of the Group’s Internal Audit
team, internal controls, risk management and the relationship
with the external auditors. The committee also monitors

Remuneration Committee

Responsible for setting the Directors’ Remuneration Policy
and the remuneration for the Chair, executive directors and
senior management, to ensure that it is aligned with the
Group's strategic objectives and culture, and oversight of the
remuneration of the wider workforce.

compliance with TCFD reporting regulations and provides
oversight of the Group’s whistleblowing procedures.

- Further information can be found on pages 85 to 89

Internal Audit

- Further information can be found on pages 90 to 114

Internal Audit is responsible for providing the Audit Committee and Board with independent assurance that the Group’s internal
control and risk management processes are operating effectively.

- Further information can be found on pages 87 and 88

ESG Governance Committee
Chaired by the CEO and including
members of the ELT, the committee is
responsible for setting the Group’s ESG
strategy, monitoring performance and
ensuring ESG is embedded into the way
the business operates.

- Further information can be found
on page 29

TCFD Steering Group

Responsible for assessing and managing
climate-related risks and opportunities
and embedding the TCFD framework
across the business.

- Further information can be found
on page 39

Inclusion and Diversity
Steering Group

Responsible for implementing and
reviewing the Group’s approach to
inclusion and diversity.

- Further information can be found
on pages 15
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Board of directors Y

Colin Day
NON-EXECUTIVE CHAIR

Appointed to the Board
August 2019 (appointed Nomination
Committee Chair in August 2019)

Skills and experience

Colin retired as Chief Executive of Essentra
plc in 2017, was previously Chief Financial
Officer at Reckitt Benckiser plc for over 10
years and, prior to that, at Aegis Group plc.
He has served as a non-executive director
on the boards of major UK plcs, including
Amec Foster Wheeler, WPP, Cadbury,
Imperial Brands, easylet, and Meggitt.

Colin is currently a board member of the
Department for Environment, Food and
Rural Affairs (Defra) and chairs the Defra
Audit and Risk Assurance Committee. He is a
non-executive director and Audit Committee
Chair at Euromoney Institutional Investor
plc and S4 Capital plc and a non-executive
director of FM Global. He is also a member
of the Board and Finance Committee of
Cranfield University.

Colin is a Fellow of the Association of
Chartered Certified Accountants and has an
MBA from Cranfield School of Management.

Richard Hodgson
SENIOR INDEPENDENT DIRECTOR

Appointed to the Board
January 2015 (appointed SID in
May 2019)

Skills and experience

Richard is Chief Executive Officer of The
SnowFox Group and has over 20 years’
experience in the food industry. He was
previously Chief Executive Officer at Pizza
Express, a role he held for four years until
May 2017. In 2010, he was appointed
Commercial Director at Morrisons, a

newly created role, combining Trading and
Marketing. Richard joined Waitrose in 2006
as Commercial Director and, prior to that,
spent 10 years at Asda holding a number of
senior roles culminating in his appointment
as Marketing & Own Brand Director.
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Alex Whitehouse
CHIEF EXECUTIVE OFFICER

Appointed to the Board
August 2019

Skills and experience

Alex joined the Company in July 2014

and was appointed Managing Director

of the Grocery Strategic Business Unit in
September 2014. He was promoted to UK
Managing Director in April 2017. Alex has
significant senior international, marketing,
sales, strategy, innovation and general
management experience gained across
multiple geographies. He spent 18 years
with Reckitt Benckiser plc, where he held
senior leadership roles, including Managing
Director, New Zealand and Worldwide Head
of Shopper and Customer Marketing. Earlier
in his career, he held a number of retail
management positions with Whitbread plc.

Simon Bentley
NON-EXECUTIVE DIRECTOR

Appointed to the Board
February 2019 (appointed Audit
Committee Chair in March 2019)

Skills and experience

Simon has over 30 years’ experience in
finance and retail, having previously served
as Chair and Chief Executive of Blacks
Leisure Group plc, Acting Chair/Senior
Independent Director of Frasers Group

plc (formerly Sports Direct International
plc), Chair of Umberto Giannini, and
Deputy Chair of Mishcon de Reya. Earlier
in his career, Simon spent 10 years with
accountancy firm Landau Morley, latterly
as a Senior Partner. Simon is also Chair of
Gingerbread, the leading national charity
working with single parent families. He is a
qualified Chartered Accountant.

Duncan Leggett
CHIEF FINANCIAL OFFICER

Appointed to the Board
December 2019

Skills and experience

Duncan joined the Company in September
2011 and has held a number of senior

roles within finance, including Group
Financial Controller and, most recently,
Director of Financial Control and Corporate
Development. Prior to joining the Company,
Duncan spent nine years at KPMG,

working with clients across a variety of
industries. Duncan’s responsibilities include
operational and corporate finance, corporate
development, investor relations and pensions.
He is a qualified Chartered Accountant.

Roisin Donnelly
NON-EXECUTIVE DIRECTOR

Appointed to the Board
May 2022

Skills and experience

Roisin has over 30 years’ marketing and
brand building experience, gained at Procter
and Gamble, where she was responsible
for a large portfolio of leading consumer
brands within the UK, Europe, EMEA and
the Americas, during a varied career.

Most recently, she spent 12 years as Chief
Marketing Officer, UK and Ireland, and then
two years in the same role for Northern
Europe before leaving the Company in
2016. Roisin has served as a non-executive
director of Just Eat plc, Holland & Barrett
Ltd, Homeserve plc and Bourne Leisure Ltd.
She is currently a non-executive director of
NatWest Group plc and Sage Group Plc and
a member of the Digital Advisory Board of
Coca-Cola Europacific Partners.



Tim Elliott
NON-EXECUTIVE DIRECTOR

Appointed to the Board
May 2020

Skills and experience

Tim has nearly 40 years’ experience in
investment banking and corporate finance,
advising a wide range of companies

and industries, particularly those in the
consumer and retail sectors. During his
career, Tim held Managing Director roles at
both Barclays Capital and JP Morgan and,
more latterly, was a Partner and Consultant
at KPMG. Tim has deep knowledge and
experience of capital markets and is
currently Senior Advisor at Alvarez &
Marsal LLP.

Yuichiro Kogo
NON-EXECUTIVE DIRECTOR

Appointed to the Board
March 2021

Skills and experience

Yuichiro is Head of Business Development,
Deputy General Manager (Corporate
Planning Division) of Nissin Foods

Holdings Company Limited (‘Nissin’)

and is responsible for devising Nissin’s
M&A strategy, as well as originating and
executing business alliance and investment
transactions. Prior to joining Nissin, in
September 2016, he was Vice President at
the Investment Banking Division of Goldman
Sachs Japan Co., Ltd. During his nine

years at the firm, his key responsibilities
included execution of global equity/debt
financing transactions, as well as coverage
of corporate clients across multiple industry
sectors, including technology, steel and
natural resources. Yuichiro received a

BA in Economics from Keio University in
2001 and an MBA from the University of
Chicago in 2007.

Tania Howarth
NON-EXECUTIVE DIRECTOR

Appointed to the Board
March 2022

Skills and experience

Tania has extensive senior executive
experience from her roles across global
FMCG businesses. Until 2017, she was
Chief Operating Officer of Nomad Foods, a
European frozen foods business listed on the
NYSE, with household brands such as Birds
Eye, Findus and Iglo. During her 10-year
tenure, she had responsibility for Supply
Chain, Quality, HR, IT and M&A integration.
Prior to this, Tania was CIO for Coca-Cola’s
European and African businesses and spent
nine years at Walkers Snack Foods, latterly
as ClO. Tania is currently non-executive
Chair of Ozo Innovations Ltd, a sustainable
hygiene solutions company, an advisor to
the Private Equity business within Goldman
Sachs Asset Management, and a member of
the Technology Advisory Board at NatWest
Group plc.

Lorna Tilbian
NON-EXECUTIVE DIRECTOR

Appointed to the Board
April 2022

Skills and experience

Lorna has extensive experience as an equity
analyst covering the media sector and an
investment banker with strong financial
analysis and leadership skills. During

her career, Lorna was executive director
and Head of the Media Sector at Numis
Corporation PLC until her retirement in
2018. She was a founder of Numis when

it launched in 2001, having previously
worked at Sheppards as a director at SG
Warburg and an executive director of
WestLB Panmure. Lorna is executive Chair
of Dowgate Capital Ltd, sits on the Board of
Dowgate Wealth Ltd and is a non-executive
director of Rightmove plc, Finsbury Growth
& Income Trust plc and ProVen VCT plc.

Helen Jones
NON-EXECUTIVE DIRECTOR

Appointed to the Board

May 2020 (appointed Workforce
Engagement NED in September 2020
and Remuneration Committee Chair in
July 2022)

Skills and experience

Helen brings 35 years of commercial and
general management experience for FMCG
and multi-site consumer businesses. During
her executive career, Helen was previously
Group Executive Director of Caffe Nero
Group Ltd and Managing Director of Zizzi
restaurants. Prior to this, Helen spent nine
years at Unilever and was the successful
architect for the launch of the Ben & Jerry’s
brand in the UK and Europe. Helen is
currently non-executive director and Senior
Independent Director of Halfords plc and
non-executive director and Remuneration
Committee Chair of Fuller, Smith & Turner
plc and Virgin Wines UK PLC.

Committee membership

Audit Committee
Remuneration Committee
Nomination Committee
Committee Chair

Independent
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Governance overview

Chair’s introduction
Dear shareholder,
On behalf of the Board, | would like to

introduce the Group’s corporate governance
statement for FY22/23.

Board leadership

The Board leads the Group’s governance
structure. It provides stewardship of the
Company with the purpose of safeguarding

its long-term sustainable success, creating
value for the Group’s shareholders and other
stakeholders, and enabling the Group to make
a positive contribution to the communities
and wider societies in which it operates.

Purpose, values and culture

One of the Board'’s responsibilities is to
assess and monitor culture and behaviours
throughout the organisation, to ensure
these are aligned with the Group’s strategy.

We continue to make progress with
embedding the Group’s purpose and values
across the business; increasing investment
in communication and engagement with
colleagues; and up-weighting training in
areas such as leadership and Inclusion and
Diversity. We monitor progress through
regular HR updates, Group-wide colleague
surveys, site visits by the Board, issues
raised in whistleblowing helpline calls,
colleague retention levels and through the
work of the Workforce Engagement NED.

The Board reviewed the Group’s purpose,
values, strategy and culture as part of the
review and approval of the Group’s five-year
strategic plan in February 2023; the Board’s
effectiveness in monitoring the culture and
behaviours throughout the organisation

was also considered as part of this year’s
external Board evaluation and rated
positively.

Group strategy

The Board has an important role to play

in reviewing and approving the Group’s
strategy, and in providing effective oversight
of the implementation of the key elements
of the strategy, in order to deliver long-term
sustainable growth. Over the year, the Board
has reviewed the Group’s five-year strategic
plan, the key steps to deliver the stretching
growth plans and the organisational design
needed to implement it.

Changes made to the structure of meetings
and agenda items last year have aided focus
on the delivery of the Group’s strategic
priorities. The changes have resulted
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in enhancing the balance of time spent
reviewing operational performance and
allowed more time for forward-looking
matters, such as innovation, investment and
growth initiatives. In addition, in light of

the increased size of the Board, committee
membership was reviewed, and the changes
made took effect from the end of the 2022
AGM. The new committee memberships are
set out on the opposite page.

ESG strategy and climate risks

The Board has overall responsibility for the
Group’s ESG strategy and oversight of the
climate-related risks the business faces as a
leading UK food producer.

In 2021, the Board approved a strengthened
ESG strategy, the Enriching Life Plan, which
is focused on three areas: Product, Planet
and People. The Board delegates day-to-day
management of the ESG strategy to the ESG
Governance Committee, which is chaired by
the CEO and is supported by the ESG Director,
members of the ELT and subject matter
experts from across the Group. Regular
updates are provided by the CEO. The Board
reviews ESG strategy on a biannual basis and
progress against ESG targets are reported at
each scheduled Board meeting.

Climate-related risks are incorporated into
the Group’s Enterprise Risk Management
framework. This ensures a bottom-up
approach to identifying and quantifying
risks for prioritisation, as well as oversight
through appointed members of the ELT, the
Audit Committee and, ultimately, the Board.
In addition, the ESG Governance Committee
oversees the TCFD Steering Group, which

is responsible for embedding the TCFD
framework across the business. ESG matters
and climate risks are considered by the
Board when making key decisions as part of
its responsibility to consider matters under
Section 172 of the Companies Act.

Governance, risk and internal control
The Board is responsible for the oversight

of risk and the effectiveness of the Group’s
system of internal control, including the
financial reporting process. In so doing,

it ensures that the necessary resources

are in place for the Company to meet its
objectives and to measure its performance.
The Board has an effective governance and
risk framework, which has been devised to
ensure that the Group is being operated and
managed appropriately, and that prudent
and effective controls are in place to identify
and manage or mitigate those risks.

During the year, the Board has undertaken a
robust assessment of the Group’s emerging
and principal risks.

The Board noted that the macro-economic
environment remained challenging and

has monitored the impact of elevated

levels of inflation on the business and key
stakeholders, such as consumers, customers,
colleagues and suppliers. The overall cyber
security landscape also remained an area
of elevated risk and the Board continued

to receive regular updates on the Group’s
IT strategy and management actions to
strengthen resilience. This included third-
party penetration testing of the Group’s
systems, a Group-wide cyber awareness
programme, investment in technology
infrastructure at manufacturing sites and
the strengthening of systems to support the
Group’s internal controls systems.

The Board has delegated authority for
monitoring risk management and internal
controls to the Audit Committee and
further information is set out on pages
87 to 88.

Workforce engagement

The Board and its committees receive
regular updates on workforce matters,

and this is a standing item reported to the
Board via regular HR reports. This includes
updates on key issues, such as site-based
pay negotiations, vacancies and recruitment,
the review of talent management and
succession plans, the results of periodic
employee engagement exercises and action
plans to address the issues raised.

These activities are enhanced by the work
of the Remuneration and Audit Committees,
which review remuneration arrangements
for the workforce across the business

and the issues raised via the Company’s
confidential whistleblowing helpline and
management’s response to them.

Helen Jones, as the Company’s Workforce
Engagement NED, has an important role
in fostering effective engagement with
the workforce to enable the Board to

be kept informed of the views of the
workforce, and ensure these views are
taken into consideration as part of the
Board’s decision-making process. ‘Voice
Forums’ have been established at all our
sites, facilitating two-way engagement
with colleagues across the business. During
the year, Helen attended these meetings
at various sites and the results were fed



back to the Board. Updates were provided
on the impact of the cost of living crisis

on lower-paid colleagues, recruitment
challenges for certain skilled roles and

the need for continued site investment.
Appreciation was noted for the cost of
living payments made to non-management
colleagues, the availability of products via
the ‘Company Store’ and the work being
undertaken at sites in regard to Inclusion
and Diversity and mental health support.

Compliance with the UK
Governance Code 2018

The Board supports the principles laid

down by the UK Governance Code 2018

(the Governance Code) as issued by the
Financial Reporting Council, which applies

to accounting periods beginning on, or after,
1 January 2019 (available at www.frc.org.uk).

The Company does not currently have a
formal post-employment shareholding
requirement (Provision 36), but is proposing
to introduce one as part of the new
Directors’ Remuneration Policy, which,

if approved by shareholders, will come

into effect following the AGM in 2023
(further details are set out in the Directors’
Remuneration report on page 91).

The Board considers that it has complied
with the requirements of the Governance
Code during the financial year, with the
exception of the matter highlighted above.

Annual General Meeting (AGM)

We understand the importance of the AGM
to shareholders and value the opportunity
to meet in person. We were, therefore,
pleased to be able to welcome our
shareholders in person to our AGM in 2022,
as well as offering the option of joining the
meeting remotely via webcast.

This year, we look forward to welcoming
shareholders in person once again to

the AGM, which will be held at our head
office, Premier House, Centrium Business
Park, Griffith’s Way, St Albans AL1 2RE, on
Thursday 20 July 2023 at 11.00 am. | look
forward to meeting with shareholders then.

Colin Day

Non-executive Chair

18 May 2023

Board attendance

During the year, there were seven scheduled
meetings of the Board, four meetings of

the Audit Committee, five meetings of the
Remuneration Committee and two meetings
of the Nomination Committee. In addition,

a number of other Board and Committee
meetings and calls were convened for
specific business.

All directors are expected to attend the
AGM, scheduled Board meetings and
relevant Committee meetings, unless

they are prevented from doing so by prior
commitments. Where a director is unable to
attend a meeting, they have the opportunity
to read the papers and ask the Chair to raise
any comments.

They are also updated on key discussions
and decisions that were taken at the
meeting. Non-executive directors also
have the opportunity to meet without
management present.

Details of Board and Committee
membership, and attendance at scheduled
Board meetings and Committee meetings,
are set out in the table below.

All directors attended the AGM in 2022.

Lorna Tilbian was unable to attend one

Board meeting, Richard Hodgson was unable
to attend two Remuneration Committee
meetings and Roisin Donnelly was unable

to attend one Remuneration Committee
meeting, due to other business commitments,
which could not be rescheduled.

Audit  Remuneration Nomination
Board Committee Committee Committee
Executive directors
Alex Whitehouse 7/7 - - -
Duncan Leggett 7/7 - - -
Non-executive directors
Colin Day 7/7 - - 2/2
Richard Hodgson 7/7 1/1 3/5 2/2
Simon Bentley 7/7 4/4 1/1 1/1
Roisin Donnelly 7/7 3/3 3/4 -
Tim Elliott 7/7 4/4 5/5 1/1
Tania Howarth 7/7 4/4 1/1 2/2
Helen Jones 7/7 1/1 5/5 1/1
Yuichiro Kogo 7/7 - - -
Lorna Tilbian 6/7 - - 2/2

Rosin Donnelly was appointed as non-executive director on 1 May 2022.

In light of the increased size of the Board, the structure of Committee membership
was reviewed and the following membership was put in place with effect from the

end of the 2022 AGM:

Nomination Committee
Colin Day (Chair)

Richard Hodgson
Tim Elliott

Tania Howarth

Tania Howarth
Lorna Tilbian

Audit Committee

Simon Bentley (Chair)
Roisin Donnelly

Remuneration
Committee
Helen Jones (Chair)
Roisin Donnelly
Tim Elliott

Richard Hodgson
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Governance overview

CONTINUED

Conflicts of interest

The Group has procedures in place for
managing conflicts of interest and directors
have continuing obligations to update the
Board on any changes to these conflicts.
This process includes relevant disclosure

at the beginning of each Board meeting as
well as the Group’s annual formal review of
potential conflict situations, which includes
the use of a questionnaire.

Under our Relationship Agreement with
Nissin (who held 24.9% of issued share
capital as at 1 April 2023), Nissin is entitled
to nominate an individual for appointment
to the Board. This is conditional upon

Nissin retaining an interest in shares in

the Company (representing 15% of issued
share capital). A summary of the principal
terms of the Relationship Agreement can
be found on the Company’s website. During
the period to 1 April 2023, no other director
had a material interest at any time, in any
contract of significance with the Company
or Group other than their service contract
or letter of appointment.

Induction

All directors receive a tailored induction on
joining the Board covering their duties and
responsibilities as directors. Non-executive
directors also receive a full briefing on all
key areas of the Group’s business and they
may request further information as they
consider necessary. A typical induction
would include meetings with Board
colleagues, the ELT and key management,
site visits and an induction on directors’
duties, key elements of the Listing Rules,
Disclosure and Transparency Regulations
and Market Abuse Regulation and the
operation of the Board and its Committees.

Premier Foods plc
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Board information

The main source of information provided
to directors is via the Board papers, which
are designed to keep directors up to date
with all material business developments

in advance of Board meetings. In addition,
training on specific issues is provided as and
when required. Non-executive directors
also meet with senior management outside
of Board meetings to discuss specific

areas of interest in more detail, e.g. brand
and marketing plans, customer strategy
and pension investment strategy. Board
papers, generally, contain the following
standing items: CEO business review; CFO
review (incorporating Investor Relations
and Treasury), Financial dashboard and
KPIs, Commercial and Performance review,
Health and Safety and ESG performance.

In addition, there are quarterly, biannual
and periodic updates on a range of matters,
such as Human Resources, diversity, talent
management, corporate affairs, commercial
performance, new product development,
customer service levels, operations and
logistics, ESG strategy, strategic projects,
and capital expenditure.

Terms of reference

During the year, the Board reviewed

the matters reserved for the Board, and
the terms of reference for each of its
committees, to update them with recent
developments in corporate governance
and best practice. The committees terms
of reference can be found on the Group’s
website.

Board allocation of time over
the year

@ strategic development and

implementation: 36%
@ Operational performance: 15%
Financial performance and risk: 29%

@ Environmental, Social and Governance
(including colleagues and Health & Safety):20%

(As at 1 April 2023)



Key Board activities in the year

Set out below are details of the key areas of focus over the course of the financial period.

Strategic development and implementation

e Reviewed progress on the Group’s five-year strategic plan, the strategy to
implement this plan, and the Group’s business plans for the medium-term.

e Considered and approved an assessment of the viability of the
Group’s Knighton factory.

¢ Approved the acquisition of The Spice Tailor group of companies.

e Reviewed the Group’s property strategy.

¢ Monitored the investment strategy, investment performance and
funding levels of the Group’s defined benefit pension scheme.

¢ Monitored the progress of key strategic projects.
* Received updates on customers and commercial execution.

¢ Reviewed NPD strategy and initiatives.

Operational performance

e Monthly trading updates from the UK and international businesses.

¢ Received regular updates on external matters impacting the Group
including the elevated levels of inflation and the ongoing impact of
the cost of living crisis on the business and key stakeholders.

Financial performance and risk

e Approved the annual budget, re-forecasts and monthly management
accounts.

¢ Continued to review the medium-term financing requirements of
the Group.

e Reviewed updates on the audit tender process and approved the
appointment of the new auditor.

e Monitored the funding levels and investment strategy of the Group’s
defined benefit pension schemes, and approved an amendment to
the Group’s Pensions Framework Agreement.

e Reviewed key risks facing the business, including environmental risks,
emerging risks and the risk appetite of the business.

* Reviewed cyber security and resilience of IT the Group’s strategy to
enhance processes and procedures.

¢ Reviewed viability statement over the next three years.

e Approved the Half Year and Full Year results, and the Q1 and Q3
trading statements.

e Monitored trading performance and approved a trading update.

¢ Reviewed annual report to confirm it is fair, balanced and
understandable.

Governance and culture

e Reviewed diversity within the Board and for the wider Group.

¢ Reviewed the Group’s medium-term plans for organisational
structure, to ensure it was aligned with, and supported, the Group’s
strategic plan and growth strategy.

e Engaged in and reviewed the feedback from the externally-facilitated
Board and committee evaluations.

¢ Received updates from the Workforce Engagement NED.

e Reviewed governance best practice and the Governance Code.

Responsibility and sustainability

¢ Reviewed updates on the Group’s ESG Strategy, the Enriching Life Plan
and the targets set under each of the three pillars.

e The Board reviewed updates regarding the Group’s approach to
Health and Safety, product safety and trends and issues relating to
nutrition, modern day slavery, gender pay, Inclusion and Diversity and
plastic packaging.

Premier Foods plc
www.premierfoods.co.uk

@



Governance overview

CONTINUED

Board and committee evaluation

The Board conducts a three-year rolling evaluation process, which normally follows the following format:

Year 1

An externally facilitated evaluation is carried out to
assess the effectiveness of the Board, each committee
and the Chair. The input of each Board member is
kept confidential to foster open, honest and in-depth
feedback. A report is presented to the Board and an

action plan prepared.

Years 2 and 3

An internally facilitated evaluation is managed by the Company Secretary.

A questionnaire is prepared by the Company Secretary, in conjunction with the
Chair, focusing on core responsibilities of the Board. It also builds on the key
development areas identified in the prior year. The input of each Board member
is kept confidential to foster open, honest and in-depth feedback. A report is

presented to the Board and an action plan is drawn up.

FY22/23 evaluation

This is the first year of the three-year rolling evaluation process and, therefore, an externally facilitated evaluation was undertaken by Lintstock,
(who have no other connection with the Company). Lintstock worked with the Company Secretary and Chair to devise comprehensive questionnaires
covering a wide range of areas. The review covered the Board, its Committees and the Chair, CEO and CFO, as well as the Board’s oversight of the

Group'’s ESG strategy.

Lintstock created a report compiling the
feedback and presented this to the Board
with recommendations on areas of focus.
Following the review, the Board approved
an action plan to improve areas highlighted
by the evaluation over the forthcoming year.

Outcomes from the
FY22/23 evaluation

Overall, the responses to the Board and
Committee questions were very positive
and demonstrated that the Board had made
positive progress since the last external
benchmark undertaken by Lintstock.

Areas of strength that were highlighted
included the composition and diversity of
the Board, meeting management, Board
packs, reporting from Committee chairs,
oversight of corporate and ESG strategies,
and the understanding of stakeholder
matters. It was noted that the Board had a
strong focus on strategy and demonstrated
a collaborative and engaged mindset, and
that meetings were being conducted in a
positive and constructive way. The results
were also benchmarked against Lintstock’s
Governance Index to provide insight on the
Company’s performance relative to its peers.
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Following the review, the Board agreed
that its focus over the next 12 months
should include:

e Strategy — Execution of the Group’s
ambitious strategic growth plans, with
a particular focus on international
expansion, M&A and infrastructure
investment.

¢ Innovation — Maintain focus on the new
product development.

e Consumers — Strengthen understanding
of consumer preferences and behaviours,
and how best to respond to them.

e Colleague matters — Continue to review
succession plans, the organisational design
needed to support the Group’s growth
strategy and continued focus on diversity.

e Risk — Monitor the risk landscape for
the business, including the inflationary
environment and its impact on
stakeholders (including suppliers,
customers and consumers) and the
continued need to monitor and, where
possible, mitigate cyber security risk.

Assessment of the

Chair’s performance

As part of the annual Board evaluation
process, Richard Hodgson, the Senior
Independent Director, (‘SID’), led a review
of the Chair’s performance. A meeting

was held with the other non-executive
directors, without the Chair being present.
The review focused on the relationship
between the Chair and the CEO, the overall
leadership of the Board, the governance
process, the conduct of Board meetings
and the quality of debate. In addition, the
Chair’s relationship with major shareholders
and his understanding of their priorities
were discussed.

A summary of the key findings was shared
at a subsequent meeting between the SID
and the Chair. It was also noted that the
Chair had no other significant external
commitments and was able to dedicate
sufficient time to the role.



Stakeholder engagement and Section 172(1) statement

Our approach

The Board is responsible for leading shareholder engagement. Like many major UK businesses, the Group operates in a complex and
interconnected commercial and regulatory environment, which impacts and touches many different stakeholders. By understanding and
engaging with stakeholders, the Board can consider their interests and priorities when making key decisions.

This also aligns with our purpose of Enriching Life Through Food for our consumers, our planet and our colleagues, and ensures that
we work constructively with stakeholders to deliver value creation and promote the long-term sustainable success of the Group.

The table on pages 80 and 81 sets out our key stakeholders and our engagement with them. Set out below are two case studies,
which illustrate where the Board has taken into consideration the interests of various stakeholder groups.

Knighton The site at Knighton has a complex ownership history and The Board was concerned about colleagues affected by
factory the business has worked hard to explore multiple options the proposal and the subsequent impact on the local
to improve its commercial viability since it regained full supply chain and community. The Group fully supported
management control in May 2016. This included progress colleagues throughout the consultation process and sought
to reduce the cost base and increase efficiency. However, to mitigate the impact on affected colleagues, including
despite these efforts, it remained reliant upon short-term making colleagues aware of alternative roles at other sites,
marginal contracts, which did not cover the overheads offering a range of training programmes to enhance skills
associated with running the factory. and qualifications and working with other local employers to
. . . e share opportunities within their organisations. The business
The site has aged infrastructure, which would be difficult PP . . g . .
) o T . . also engaged with local residents during the consultation
to improve significantly and bring in line with operational . . o .
. . . period and continues to honour all obligations with regard to
and environmental standards fit for the future. Moving . . .
. . , . . services provided from the site.
production to other Premier Foods’ sites, will allow the
business to reduce its overall environmental impact. The Board met on several occasions over the year to review
. . . . the proposals for the factory in detail and considered
Against this backdrop, it was proposed in January 2023 to P p . y . . .
. . . alternative options for the site, including the potential to
enter a consultation process with colleagues regarding the . . .
. . - . . sell the business as a going concern. The Board reviewed
future of the site and, following this consultation, a decision . . .
was made to close it the contingency planning and risk assessment to customers
’ and the ongoing supply of product to the Group’s other
sites. In addition, it reviewed the communications plan,
consultation process, financial impact and proposed
timetable, associated with a decision to close the site.
As part of this review, the Board has considered a wide
range of stakeholders, including site colleagues, the
local community, customers, environmental matters and
alignment with the Group’s long-term growth strategy.
Capital As part of its review of the Group’s strategic plan and The Board is conscious of the importance of dividend
allocation budget, the Board has considered capital allocation payments for shareholders and, over the last few years, the

over the short to medium term and the importance of
balancing investment choices and the needs of different
stakeholder groups. This included choices for investment
in the business to launch NPD, improve efficiency, enhance
environmental performance, and support colleague talent
and development, in order to drive the Group’s growth
strategy, the potential for further targeted acquisitions,
debt servicing and financing, and the requirements of
shareholders and pension schemes.

Company has made significant progress in deleveraging the
business and reducing Net debt to a level that enabled the
reintroduction of dividend payments in 2021 (see our KPls
on pages 56 to 59. As part of its progressive dividend policy,
the Company has proposed a final dividend for FY22/23 of

1.44p per share to shareholders, representing a 20% increase

on the prior year.

Premier Foods plc
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Customers and consumers

Governance overview

CONTINUED

Colleagues

Why these stakeholders are important to our business

Customers and consumers buy and eat
our products — they are at the heart of the
Group’s business model.

We have an experienced and dedicated workforce
of over 4,000 colleagues at 15 sites across the UK.
We have a responsibility to ensure all colleagues
work in a safe environment and have opportunities
to learn and develop in their careers.

Issues and factors that are most important to these stakeholders

Category leadership

Excellent customer service levels

¢ Innovative, relevant products that meet
consumers’ needs

e Great-tasting products
e Convenient and responsible packaging formats

e Environmental, nutritional and
sustainability issues

Engagement and outcomes

We seek to develop sustainable partnerships
with our customers focused on driving mutual
category growth. Regular meetings take place

at many levels, through the sales team, senior
management and CEO. These cover range
reviews, new products, promotions, displays and
service levels. Feedback from customers is also
provided via an annual customer survey.

Customer insights, from various channels,

are shared and discussed at Board meetings,
including details on consumer behaviours, market
trends and competitor activities. Product tastings
and NPD are showcased at Board meetings.
Customer and consumer feedback is reported to
the Board via KPIs.

It is essential that we engage with our consumers
so that we can understand consumption and
lifestyle trends in order to help us to create
products that meet their needs.

We have a dedicated Consumer Careline,
through which we monitor and deal with
issues our consumers raise.

We also regularly benchmark our products
with consumers in blind panel tests.

Further information

— Read more on Making nutritious and
sustainable food on pages 30 and 31.
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¢ Understanding our purpose, strategy and
values

e Reward and recognition

¢ Safe and pleasant working conditions

e Learning and development opportunities
¢ Health and well-being

¢ Inclusion and Diversity

We communicate and engage with colleagues
in many ways throughout the year, to ensure
they understand our business priorities and
performance. This ensures that, in turn, we can
listen to their issues and concerns.

We have regular Company briefings led by the
CEO and shared by video feed to all sites across
the Group. There are regular site briefings from
management to give presentations and listen to
feedback, supplemented by ELT and Board visits.

Feedback is received via Group employee
surveys, line management and HR teams,
resulting in targeted action plans to address
key areas for improvement. The Board receives
regular updates on key employee issues and
internal communications.

To increase the focus on two-way communication,
the Workforce Engagement NED regularly attends
employee forums to discuss key issues directly
with colleagues.

A formal whistleblowing procedure is in place to
allow employees to raise any concerns or issues
they have confidentially, and details of all cases
raised are fed back to the Board via the Audit
Committee.

— Read more on Nourishing the lives of our
colleagues and communities on pages 34
and 35.

- Read more on Contributing to a healthier
planet on pages 32 and 33.

Suppliers

We are one of the UK'’s largest food producers
and we are proud to work with many British
suppliers. Over the year, 84% of our total third-
party spend was with UK-based suppliers.

e Understanding the Group’s strategy
and growth plans

e Forming long-term collaborative partnerships
e Transparent terms of business

e Fair payment terms

Itis crucial that we develop strong relationships
with our suppliers, based upon mutual trust and
respect, to ensure that we can source high-quality
ingredients at the right price.

We have open, constructive and effective
relationships with suppliers through regular
meetings, which provide both parties the ability
to feed back on successes, challenges and our
ongoing strategy.

Regular audits of suppliers are undertaken

to ensure compliance with ethical sourcing
standards. Feedback from suppliers is also
provided via feedback surveys. The Company’s
whistleblowing hotline has been extended to
include suppliers to allow them to raise any
concerns anonymously.

Key supplier contracts are discussed by the Board
as appropriate.

Payment policies, practice and performance are
reported through the Government’s Payment
Practices Reporting portal.

- Read more on Baked-in behaviours on pages
36 and 37.



Communities and
environment

As a responsible food manufacturer,
we consider the impact we have in
the areas we operate, including local
businesses, residents and charities.
We also have an important role to
play in ensuring we reduce our impact
on the environment.

e How our factories impact on local
communities

¢ Volunteering and supporting
charities

e Reducing carbon emissions
¢ Environmental commitments

e Reducing plastic packaging and
improving recyclability

Updates are provided to the Board
on ESG (Environmental Social and
Governance) matters affecting the
business, so that the long-term
sustainability of the Group can be
considered in its decision making.

The Board receives updates on KPIs
relating to our economic contribution
and environmental impact, as well as
our contributions to the community,
both at a local site level and via

the work we do with our corporate
charity partners.

In 2021, the Board reviewed and
approved a new ESG strategy, the
Enriching Live Plan, based around three
pillars: Product, People and Planet.

— Read more on Nourishing the lives
of our colleagues and communities
on pages 34 and 35.

- Read more on Contributing to a
healthier planet on pages 32 and 33.

Government and
society

The Board believes in the
importance of acting responsibly
and operating with high standards
of business conduct. The Group
also takes an active role in seeking
to shape and influence debates
around key issues in society
relating to food safety, nutrition
and health and well-being issues.

¢ Food safety
e Nutrition
e Tax

e Conducting business
in a fair way

The Board receives regular
updates from the Corporate Affairs
& ESG Director on key regulatory
issues affecting the Group and the
food industry, such as nutritional
guidelines, advertising and
promotions.

The General Counsel & Company
Secretary provides updates on
governance, legal, regulatory and
compliance matters.

We seek to take an active role
in responding to the key issues
affecting our industry, through
membership of organisations
such as the Institute for Grocery
Distribution and the Food and
Drink Federation.

- Read more on Baked-in
behaviours on pages 36 and 37.

Bond holders, bank
and pension schemes

The Group’s banks, bond holders

and lending group provide essential
financing that supports the long-term
viability of the Group. The Group also
has a large defined benefit pension
scheme, with approximately 42,000
pensioners and deferred pensioners,
who depend on the Group’s long-
term ability to fund the schemes.

e Regular communications with
regards to the Group's strategy
and trading performance

e Cash flow and Net debt levels

e The strength of our employer
covenant

* 0Ongoing schedule of contributions

Management engages regularly with
the Group’s lenders, bond holders and
banking group via conference calls,
conferences and face-to-face meetings.

During the first half of the year, the
Group completed the first extension
of its new Revolving Credit Facility
to 2025.

The CFO maintains a regular dialogue
via attendance at Trustee and
Investment Committee meetings

and regularly reports on the Group’s
trading performance. Periodic updates
are provided to the Board on funding
levels and investment strategy.

-> Read more on Net debt and free
cash flow KPIs on page 57

Shareholders, investors
and analysts

An important role of the Board

is to represent and promote the
interests of its shareholders, as well
as being accountable to them for
the performance and activities of
the Group.

e Shareholder return over the
medium-term

e Good governance and
stewardship of the Group and
its brands

¢ Delivery of financial performance

¢ Maintaining the appropriate
level of leverage

¢ Dividends

The Board believes it is very
important to engage with its
shareholders and does thisin a
number of ways.

This includes the financial results
presentations and conference calls
for shareholders and analysts, face-
to-face meetings, investor road
shows and anonymous shareholder
feedback via brokers. The Chair
and CEO meet regularly with
shareholders to discuss strategic
and governance matters. The SID
and committee Chairs also engage
with shareholders on specific
matters, when appropriate.

Board members also have
the opportunity to meet with
private shareholders at the
Company’s AGM.

The Group reinstated dividend
payments in 2021 and the Board
has recommended a final dividend
for FY22/23 of 1.44p, an increase of
20% from the prior year.

- Read more on Engagement with
shareholders on page 91

Premier Foods plc
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Nomination Committee report

Dear shareholder,

On behalf of your Board, | would like to
present the Nomination Committee report
for the period ended 1 April 2023.

The responsibilities of the Committee are
set out in its terms of reference (available
on the Group’s website), and include:

¢ Considering the size, structure and
composition of the Board;

¢ Leading the formal, rigorous and
transparent process for the appointment
of directors;

¢ Making appointment recommendations
so as to maintain an appropriate balance
of skills, knowledge, experience and
diversity on the Board;

e Ensuring a formal and rigorous Board and
Committee evaluation is undertaken on
an annual basis (an overview of which is
provided on page 78); and

e Overseeing the Company’s policy,
objectives and strategy on Inclusion and
Diversity.

The Committee also reviews the succession
requirements of the Board and senior
management and makes recommendations
to the Board as appropriate. With the
exception of myself, as Chair of the

Board, only independent non-executives
are members of the Committee. | was
appointed Chair of the Board in 2019

and was considered fully independent on
appointment. Details of the Committee’s
membership and meeting attendance are
set out on page 75.

Board membership and recruitment
The procedures for appointing new directors
are also set out in the Committee’s terms

of reference. The process of appointment is
led by the Chair of the Board, except where
the appointment is for their successor, when
it is led by the Senior Independent Director
(‘SID’). The process includes an assessment
of the time commitment expected for the
role, other significant business commitments
and any potential conflicts of interest.

Before an appointment is made, the
Nomination Committee evaluates the
balance of skills, knowledge, experience
and diversity on the Board, as well as the
skills required to help deliver the Group’s
strategy and meet the future challenges of
the business.

Premier Foods plc
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The Committee prepares a candidate
specification setting out the role and
capabilities required. Non-executive
directors and the Chair of the Board are
generally appointed for an initial period of
three years, which may be renewed for a
further two terms. Reappointment is not
automatic at the end of each three-year
term. As noted in last year’s Nomination
Committee report, Roisin Donnelly was
appointed as a non-executive director on
1 May 2022, following a rigorous external
search process.

During the financial year, a review of
Committee membership was undertaken
and, following a recommendation to the
Board, this came into effect following

the close of the AGM in 2022 (see page

75 for details of the new committee
memberships). The Committee also
considered the composition, balance and
diversity of the Board, reviewed succession
plans for executive directors and, as part
of the external Board evaluation exercise
undertaken in the year (see page 78), a
review of the Committee’s effectiveness was
undertaken.

Board tenure
The average length of appointment of
our NEDs was three years, as at year end.
The breakdown for the full Board can be
seen in the following chart.

0

@ 0-1 years @ 6-9 years
® 1-3 years @ o+ years
3-6 years (As at 1 April 2023)

Board independence

The Governance Code recommends that
at least half the Board, excluding the
Chair, should comprise non-executive
directors determined by the Board to be
independent.

@ chair Non-independent
@ Independent directors
directors (As at 1 April 2023)

Only independent NEDs are members of
the Board’s committees, with the exception
of the Chair of the Nomination Committee.
The Chair of the Board, who was considered
independent on appointment, chairs

the Nomination Committee, but is not a
member of the Audit or Remuneration
Committees. Yuichiro Kogo, who represents
our largest shareholder, is fully independent
of management, but is not considered
independent.

Gender diversity

Fv22/23 [
Fv21/22 [

rv22/23 [

FY21/22

36%
33%

11%
11%

FY22/23
FY21/22

40%
37%

37%
37%

FY22/23
FY21/22

FY22/23

. Board — (4 of 11)

@cET-(10f9)

@ ELT and direct reports (23 of 57)
All colleagues (1,505 of 4,098)

FY21/22
@ Board — (4 of 12)
ELT - (1 of 9)
ELT and direct reports (20 of 54)
All colleagues (1,604 of 4,332)
(Female: total, as at 1 April 2023)



Talent and Succession management
The Board reviews the Group’s Talent and
Succession process on an annual basis.
This covers all management colleagues

to identify, monitor and develop talent
within the Group. Senior Leadership was
reviewed in detail, including all members
of the ELT and their direct reports. It was
noted that there is a strong culture of
succession planning and talent management
within the organisation. This has resulted
in a significant proportion of senior roles
being filled internally, including the current
CEO and CFO, and the majority of ELT

and Factory General Manager positions.
Colleagues see this as positive, helping not
only in attracting talent externally, but also
with internal retention. The Board assessed
the strength of the talent pipeline, and
where there were potential risks, the plans
to address these.

The Committee met separately during the
year to review succession plans for the
executive directors.

During the year the Group adopted a new
talent process, introduced a more robust
approach to assessing the risk of key
individuals leaving the business and the
likely impact, developing plans to mitigate
identified risks. The review also highlighted
the key talent and development plans
specifically focused on strengthening gender
and ethnic diversity within management.

Review of non-executive
director performance

Over the course of the year, a review of
the contribution and performance of the
independent non-executive directors

was undertaken. This included a review
of the contribution of each NED, their
other appointments and whether these
impacted on their availability to commit
appropriate time to their roles, their
continuing independence, and training and
development needs. This was considered
by the Nomination Committee as part of
its assessment of the current composition
of the Board and the need for any future
appointments, as part of the succession
planning process. Following this review,

it was agreed that the Board had an
appropriate balance of skills, experience
and knowledge of the Group to enable it
to discharge its duties and responsibilities
effectively. In addition, the current Board
was felt to have a broad range of retail,
marketing, commercial and financial
experience, which is appropriate for the size

and complexity of the Group. Consequently,
the Nomination Committee recommended
the re-election (or election) of all directors
at the 2023 AGM.

Richard Hodgson’s third term of
appointment will end at the AGM in July
2023, following which he will have served
as a NED for 8.5 years. The Committee
considers his significant customer
experience to be of value to the Board and,
therefore, recommend he be appointed for
a further year, until the AGM in July 2024.
The Committee considers him to remain
independent of management, noting that
the current CEO and CFO have been in place
for less than four years.

Inclusion and diversity

The Board adopted a Diversity Policy in
2022, which is available on the Group’s
website. The purpose of the policy is to
ensure an inclusive and diverse membership
of the Board and its committees, to
enhance decision making and assist in the
development and delivery of the Group’s
strategy. The Board believes it is important
that its membership includes a broad

mix of skills, professional and industry
backgrounds, geographical experience and
expertise, gender, tenure, ethnicity and
diversity of thought.

A culture of inclusion and diversity is
promoted through a clear tone from the
top, with the Board and ELT championing
inclusion and diversity in support of the
Group’s values.

The Board, or where appropriate the
Nomination Committee, will:

o Consider all aspects of diversity when
reviewing the composition of the Board
and its committees, and when reviewing
the Board'’s effectiveness;

¢ Only engage executive search firms who
have signed up to the voluntary Code of
Conduct on gender diversity and best
practice and request them to identify
suitable candidates for appointment to
the Board on merit against objective
criteria, having regard to the benefits
of diversity in promoting the success of
the Group;

¢ Encourage the development of a diverse
internal talent pipeline to meet future
succession planning needs of the Group,
by supporting and monitoring the Group’s
actions to increase the proportion of
senior leadership roles held by women,
people from ethnic minority backgrounds

and other under-represented groups
across the business; and

¢ Assist the development of a diverse
pipeline of high-calibre candidates by
encouraging senior individuals within the
business to take on additional roles to
gain valuable board experience.

Developments over the year

The Board and Nomination Committee
regularly review the Group’s approach

to diversity (including both gender and
ethnicity), within senior management and
across the whole business and this remains
an area of significant focus.

The Board supports the recommendations
set out in the FTSE Women Leaders Review
and the Parker Review. The Nomination
Committee has reviewed the requirements
of, and compliance with, LR 9.8.6(9) and
notes that the Company is compliant

with the recommendations of the Parker
Review, but not yet in compliance with

the requirements of FTSE Women Leaders
Review, but has established a road map
with the aim of achieving full compliance, as
required, by the end of 2025.

At least 40% of Board directors to be women
As at 1 April 2023, 36% of Board directors
were women. In May 2022, Roisin Donnelly
joined the Board and, in July 2022, Pam
Powell and Daniel Wosner, retired as
directors. This resulted in overall female
representation reducing from 39% to 36%.
The Committee will continue to monitor the
skills and experience required by the Board,
and the need to replace departing Board
members, and currently anticipates female
representation to be at least 40% by the end
of 2025.

At least one of Chair, SID, CEO, CFO to be
awoman

As at 1 April 2023, none of the four senior
posts were held by a woman. Given that
all of the roles are currently occupied, the
Board aims to increase diversity within this
area, as soon as the opportunity arises,
taking all aspects of diversity into account.

At least one director is from a minority
ethnic background

As at 1 April 2023, the Board was compliant
with the recommendation.

Premier Foods plc
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Nomination Committee report

CONTINUED

Inclusion and diversity is one of the core
principles of Premier Food’s People strategy,
which forms part of the Group’s Enriching
Life Plan. Premier Foods is committed to
creating an inclusive culture across its whole
organisation and aims to ensure all existing
and potential colleagues are provided with
equal opportunity and are respected, valued
and encouraged to bring their authentic
selves to work. The Group has adopted the
following diversity targets:

¢ Achieving gender balance for the senior
management population by 2030; and

e Ensuring diversity KPIs at our sites reflect
their regional demographic by 2030.

The Board and Committee recognise that
strong progress has been made across

a number of areas and that this has
strengthened the Company’s employer
brand. In 2021 the Group has developed
and launched a Reverse Mentoring
Programme, which is designed to help
address the gender imbalance within
senior roles across the business. The Group
has seen a strong improvement in female
representation within the Group of ELT
direct reports, increasing from 28% in
FY20/21 to 37% in FY21/22 and, as at year-

Gender identity or sex

end, it now stands at 40%. This compares to
37% female representation for all colleagues
within the business.

In addition, the HR team have reviewed
colleague recruitment across the business
to make sure the Group’s practices attract
as diverse a talent pool as possible. The
Group is a member of Stonewall, Trans in
the City and headline sponsors of Diversity
in Grocery. Further training was also
provided over the year, with the continued
implementation of a line manager ‘diversity
in recruitment’ training module.

During 2022, the Group introduced a
Sponsorship Programme for ethnically
diverse colleagues across the graded
management population with the assistance
of an external partner, which is designed to
enable diverse talent to develop and excel.
The Group continues to promote a range of
programmes to raise awareness of Inclusion
and Diversity throughout the business.

The Group has continued to make progress
over the year in recording colleague diversity
data. Colleagues are able to provide their
personal data by different methods, which
include the completion of a paper-based

application, via a tablet, by scanning a QR
code or a unique URL link for connected
users. The questions included in the

survey are based around nine protected
characteristics, which include gender
identification, ethnic background, sexual
orientation, age demographic and parental/
carer status. Colleagues are presented with
a pick list of answers and always offered a
‘prefer not to say’ option.

Further information on our approach to
Inclusion and Diversity across the business
is set out in the section on our values and
culture, on pages 14 and 15, and progress
against our KPIs is set out on pages 56 to 59.

Information/data on the diversity on the
Board and ELT, as required under Listing
Rule, LR 9.8.6(9), is presented in the tables
below. These set out the position as at the
year-end (1 April 2023), and no changes
have occurred up to 18 May 2023.

Number of senior

positions of the Number in Percentage
Number of board  Percentage of the board (CEO, CFO, executive of executive
members board SID and Chair) management management
Men 7 64% 4 8 89%
Women 4 36% - 1 11%
Not specified/prefer not to say - - - - -
Ethnic background
Number of senior

positions of the Number in Percentage
Number of board Percentage of the board (CEO, CFO, executive of executive
members board SID and Chair) management management

White British or other White
(including minority-white groups) 10 92% 4 8 89%
Mixed/Multiple Ethnic Groups - - - - -
Asian/Asian British 1 8% - - _
Black/African/Caribbean/ Black British - - - - -
Other ethnic group, including Arab - - - 1 11%

Colin Day
Nomination Committee Chair

18 May 2023
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Audit Committee report

Dear shareholder,

On behalf of your Board, | am pleased to
present the Audit Committee report for the
period ended 1 April 2023. The Committee
has delegated responsibility for ensuring
the integrity of the Group’s Financial
Statements, reviewing the effectiveness of
the Group’s financial reporting systems and
the internal control policies and procedures
for the identification, assessment and
reporting of risk.

The Committee also keeps under review
the relationship with the external auditors,
including the terms of their engagement
and fees, their independence and expertise,
resources and qualification, and the
effectiveness of the audit process.

All members of the Committee are
independent non-executives, with a broad
range of FMCG, commercial, operational, IT,
financial and marketing experience relevant
to the Group’s business. Both myself and Tim
Elliott are considered by the Board to have
recent and relevant financial experience.
Details of Committee membership, their
qualifications and meeting attendance are
set out on pages 72 to 75. In addition to
the Committee members, the CEO, CFO,
Chair, Director of Financial Control, Director
of Internal Audit & Risk and external audit
partner are regularly invited to attend and
present at the Committee’s meetings.

Areas of review

During the financial period, the Committee
held four scheduled meetings and a further
four additional meetings in connection with
the external audit tender exercise. Key areas
of review were as follows:

¢ Monitored the integrity of financial
reporting, including the annual report
and the full-year, half-year and quarterly
results announcements;

¢ Ensured the Annual Report and Accounts
are fair, balanced and understandable,
and in compliance with relevant
regulations;

e Considered the going concern and
viability statements for the Group;

¢ Undertook a competitive external audit
tender exercise and recommended the
appointment of a new firm of auditors;

¢ Reviewed the statutory audit plan with
the lead audit partner to assess the
scope, methodology and areas of key risk
and materiality;

¢ Reviewed the ongoing impact of macro-
economic developments on the Group’s
performance and viability, including the
cost of living crisis and the inflationary
pressures on input costs;

e Monitored preparation for the new BEIS
framework for internal controls;

¢ Received regular reports from the internal
audit function, ensured it was adequately
resourced, monitored its activities and
effectiveness, and approved both the
annual internal audit plan and internal
audit charter;

o Reviewed the appropriateness of the
Alternative Performance Measures used
by the business;

¢ Received updates on changes to
governance and financial reporting,
including TCFD;

¢ Reviewed the adequacy and effectiveness
of the Group’s risk management systems
and mitigation programmes;

e Reviewed the Group’s policy on
Auditor Independence and Non-Audit
Services; and

¢ Reviewed the adequacy of the Group’s
whistleblowing helpline, and the calls
received through the service and
management’s response to them.

External auditors tender

and appointment

The Committee confirms that it has
complied with the requirements of the
Competition & Markets Authority’s
Statutory Audit Services Order 2014
during the financial year. As highlighted
in last year’s annual report, the
Company undertook a formal audit
tender exercise in 2022, following which
PricewaterhouseCoopers LLP (PwC) was
appointed by the Board in August 2022
to act as its independent auditors for the
financial year ended 1 April 2023. The
current Group audit partner is Richard
Porter. Accordingly, KPMG LLP, who had
been the Group’s independent auditors
since September 2015, resigned from its
role as auditor with effect from

23 August 2022. The Board will propose
a resolution for shareholders to approve
the reappointment of PwC as independent
auditors for the financial year ending

30 March 2024 and for the Audit Committee
to be authorised to set the auditors’
remuneration.

The Committee undertook a comprehensive
and competitive tender process,

which included several meetings with
management, the Committee members
and Chair, the Chair of the Board, CEO

and CFO, and a visit to the Group’s Shared
Services Centre in Manchester. The

tender process was designed following

FRC guidance on best practice for audit
tenders. The selected tender candidates
submitted written proposal documents

and formal presentations were made to

the Tender panel, which comprised the
Audit Committee Chair, CFO, Director of
Financial Control and Head of Procurement,
Corporate Services, with the Tender panel
making a recommendation of two possible
audit firm options to the Committee for
consideration.

Committee members undertook a formal

assessment of each firm’s credentials and

experience, which focused on areas such as

the firm’s:

e Approach to ensuring overall audit
quality, independence, and objectivity;

¢ Capabilities to undertake the audit
including resourcing;

e Culture and how well it would fit with
Premier Foods;

¢ Alignment and ambition of the firm’s
Environmental, Social and Governance
strategy with the Group’s;

¢ Experience of the business, food industry
and other similar-sized UK-focused FMCG
businesses; and

¢ Experience of the Group’s key audit matters.

It was noted that the standard of
submission had been high and, after careful
evaluation, the Committee submitted to
the board two possible audit firm options
with a justified preference for PwC. In
making its recommendation of firms, the
Committee considered the findings and
conclusions of the public reports on the UK
audit firms published by the FRC. Having
conducted a tender and appointed a new
external auditor in August 2022, the latest
point to undertake the next tender will

be after the FY31/32 year end, at which
point the current external auditor could

be reappointed for a further 10-year term,
following a competitive tender.

Premier Foods plc
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Audit Committee report

CONTINUED

External auditors independence,
effectiveness and non-audit services
The effectiveness of the external

auditors is monitored by the Committee
through regular engagement with senior
management and private meetings

held with the external auditor without

the presence of management. Their
effectiveness is also considered as part

of the Committee’s annual evaluation
process. While PwC were only appointed

in August 2022, over the course of this
initial term of appointment, the Committee
has reviewed the auditors’ independence
and assessed the effectiveness of the
external audit process by reference to:

the scope of the audit work undertaken;
presentations to the Committee; feedback
from management involved in the audit
process; the separate review meetings held
without management present; relevant UK
professional, regulatory requirements; the
Company’s Auditor Independence and Non-
Audit Services policy; and the relationship
with the auditors as a whole, including the
provision of any non-audit services.

In accordance with our policy, the Committee
has continued to review the level of non-
audit fees with management during the year.
The Committee also received an update from
PwC'’s lead partner on the internal controls,
which they employ to safeguard their
independence, integrity and objectivity. The
Group’s policy on Auditor Independence and
Non-Audit Services, which is aligned with
the FRC Revised Ethical Standard 2019, is
available on the Group’s website.

Non-audit fees for the period amounted

to £219,000 (FY21/22: PwC £Nil, KPMG
£199,500) representing 18% of the audit
fee. As part of the Company’s ongoing ESG
strategy, PwC was engaged to perform
independent limited assurance procedures
on selected 2022/23 ESG performance
measures. In addition, as with previous
years, the external auditor was engaged

to provide royalty statements, which

are required under the Group’s Cadbury
licence with Mondelez International. The
Committee remains mindful of guidelines

in respect of non-audit services and the
potential threat to auditor independence, as
set out in the FRC's Revised Ethical Standard
2019. The Committee assessed that, in each
case, the nature of the work would be best
performed by PwC due to their size and
knowledge of the business, the timescale
required for completing the assignments,
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and the overall cost in undertaking the
work. In addition, PwC consulted their own
internal Audit Quality and Risk Management
team prior to agreeing the engagements.
PwC’s procedures for ensuring compliance
with quality control standards, maintaining
independence, integrity and objectivity
were also reviewed and no matters were
identified that might impair the auditors’
independence and objectivity.

Following these reviews, the Committee

is satisfied that PwC is independent and
effective, and has recommended to the
Board that PwC be reappointed as external
auditors at the AGM in 2023.

Alternative Performance Measures
(‘APMSs’)

The Group’s performance measures
continue to include a number of measures
that are not defined or specified under
IFRS. The Audit Committee has considered
presentation of these additional measures
in the context of the guidance issued by the
European Securities and Markets Authority
(‘ESMA’) and the FRC in relation to the

use of APMs, challenge from the external
auditor, and the requirement that such
measures provide meaningful insight for
shareholders into the results and financial
position of the Group. The Committee
reviewed the APMs used within the Group’s
financial statements, how the APMs were
defined and the rationale for their use; this
included a review of the new definition of
Trading profit from FY22/23.

APMs are defined relative to the equivalent
IFRS measures on page 55.

Committee evaluation

As part of the external Board evaluation
exercise conducted during the year (see
page 78 for more information), a review

of the Committee’s effectiveness was

also undertaken. The review included the
management of meetings, quality of papers
and presentations, and the Committee’s
effectiveness in assessing the work of the
internal and external auditors, the financial
statements, risk management and internal
controls. Following the review, it was
confirmed that the Committee remained
effective. An action plan for the coming year
was agreed, which included the need to
embed the new Director of Internal Audit
& Risk into the business and to continue to
develop constructive relationships with the
new external audit team.

The Committee met with the internal

and external auditors on four occasions

in the year without the presence of
management. This provides an opportunity
for the Committee to discuss matters
independently of management, assess the
relationship between management and
both the internal and external auditors, and
to discuss any potential areas of concern.
In addition, the Committee Chair also met
independently with the CFO, lead audit
partner and Director of Internal Audit &
Risk, on several occasions, to discuss key
audit matters.

Task Force on Climate-related
Financial Disclosures (‘TCFD’)

The Committee provides oversight

of the Group’s compliance with the
recommendations of TCFD. A TCFD steering
group was established last year to develop
the Group’s approach to TCFD, raise
awareness of climate-related risks around
the business and to report on progress to
the Committee. The TCFD steering group
also co-ordinates the adoption of TCFD
best practices into the Group’s Enterprise
Risk Management processes and ensures
visibility and oversight of the programme
by the ESG Governance Committee.

Over the year, the Committee reviewed
progress against the various work streams,
the Group’s TCFD roadmap and the four
disclosure pillars (Governance, Strategy,
Risk Management, and Met