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Hvad forstar et
supermarked sig
pa sundhed?




Vores fundament
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Reinvestering i At ggre Donationer via
forretningen hverdagen bedre Salling Fondene
Vi investerer lgbende i vores Vi bidrager til at forbedre hverdagen Hvert ar doneres en del af vores
forretning, da vi streeber efter at veere for vores kunder, medarbejdere og overskud til gode formal gennem
pa forkant med vores kunders behov i de samfund, vi er en del af vores ejere, Salling Fondene
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Salling Group Baeredygtighedsstrategi

Afseettet for vores Et fundament — og to prioriteter
feelles beere-
dygtighedsstrateqi

| Salling Group arbejder vi med Kli
: o ima ndh
baeredygtighed pa to niveauer — Sundhed
fundament og nggleprioriteter % Klimaforandringerne er en af de starste udfordringer i vores tid — og Som stor detailhandler — og den sterste
= de sker allerede. Dette er en feelles dagsorden, og som en stor i Danmark — er vi ansvarlige for at
Vores fundament er de mennesker, vi ke virksomhed mener vi, at det er vores ansvar at bidrage. tilbyde sunde lgsninger til vores kunder.
beskeeftiger, og de produkter, vi a Udover vorefs fund_argen'; erkl)dima(lj dett_ vri]gt(ijgste omrade Derfor fsaetter vi en dagsordfen fr(_am for
seelger - disse to omrader er kernen i or os inden for baeredygtighe at fremme en sundere fremtid
vores forretning og derfor omrader,
hvor vi skal seette barren hgijt i forhold
til ansvar €
2 Mennesker
Vores prioriteter er Klima og Sundhed, O
hvor vi tror pa, at vi kan ggre den 2
starste forskel som virksomhed o

Produkter
B
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Sundhed er hgjt pa

2005

Retailer hot bottons 2005
NielsenlQ trend rapport 2005

2005

1. Mere komplekse forbrugere.. 2. Stigning i antallet af zeldre.
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4, Stigende fokus pa sundhed!
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2008

kundernes dagsorden...

Retailer hot bottons 2008
NielsenIQ trend rapport 2008

2008

Trend 1: Health 9

Trend 3: Organic and Fairtrade products
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Trend 2: Indulgence

HEIL

Trend 4: Global warming %

2020+
With recent events customer focus on health
has accelerated
MINTEL -

59%

Of German consumers limit their sugar intake when trying to
eat/ drink healthy, while 47% limit fat intake

BCG & 4790/
CONSULTING
GROUP O
Of consumers in Denmark find health as an important factor

when grocery shopping.(+24 pp. of Pre-Covid)

Share (%) of respondents finding preference important when shopping:
42

S 37

f 29 30 on 26 30 [] pre-Covid
18 19 1 Jan’ 21
[ Apr 22

Health (Food only) Sizeable Discount Value for Money
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... men kan vaere svaer at navigere i

Health is a broad concept with various ways to interpret We on strengthening well established labels

Key labgg

Nielsen
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Keyhole Whole grain

— __ ° -:__.__ . Starst Nummer 2
Health goes beyond the absence of disease Health elements:

. Obesity P tay,
Health is holistic: . Mental health
. Physical . Aging Gluten free Lactose free
*  Mental . Pollution Nummer 3 Nummer 4
» Social well-being . Preventive health care

/ /
Sundhedsstyrelsen Health claim labels

F,

Low calorie v Health food

Light, Reduced fat / sugar, Less fat/ Supplements, Collagen & Superfood
sugar, No added sugar, Sugarfree

Official dietary guidelines

30 minutes of physical

. ®.5 activity per day

1118 23
S)CH& * Mental health incorporates

L
_‘__’_”“ physical, emotional, social
Q000 oL « and spiritual well-being
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Salling Group Health Principles

We want to inspire and make it easier for everyone to make healthier choices

4 )

We create the framework for We inspire customers and We provide information about
customers and employees to employees to make healthier diet and health - and the effect
make healthier choices choices on well-being
Use marketing, labelling and Use nudging and campaigns Use public research on
health issues

store design

Support sports clubs and
health initiatives in local
communities

Use innovation and
partnerships to make products
even more nutritious and
varied.

N\ J

Improving everyday life
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Engage in public
debate on health issues




Gore det lettere at traeffe det sunde valg

i

Healthier shopping baskets

Inspire to a healthier shopping behaviour

Product assortment
Space management in stores
Marketing

Support workplace health

Create a workplace culture which actively
promotes and supports wellbeing

Healthy food at work
Support mental health

'51"\

Support health in local communities

Partnership with sports clubs ect.
Use shops as ‘public health centres’

salling group
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Gore det lettere at traeffe det sunde valg
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Butiksindretning

Med introduktionen af det nye
Netto 3.0 koncept har vi formaet
at gge salget af frugt og grant
med 10 %

Netto ©

salling group

Covid-vaccinationer

Kunderne blev tilbudt
vaccinationer i Bilka- og fatex-
varehuse udfgrt af regionen og |
samarbejde med SST

g

SUNDHEDSSTYRELSEN

Klimamaerkning

Salling Group stgtter et feelles,

nationalt klimameerke, hvor
produkterne rangeres efter
klimapavirkning

ll““.@

Fodevare
partnerskabet

for sundhed og klima

Sundheds-maerkning

Salling Group statter
erneeringsmeerke og
kostradene og fremmer

eksisterende meaerker
SPIS
1 PLANTERIGT,
g

0G IKKE
FOR MEGET
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Gore det lettere at traeffe det sunde valg

Keyhole Label Whole grain Label Gluten free Label

SKUs with  Addtional Current Add. SKUs Tocome New range SKUs with Label Addtional SKUs  Current range SKUs with Addtional Current To come new range
Label at SKUs with range with label in 2023 at start of 2022 with label until Labelat SKUswith  range in 2023
start of 2022 label until to comein October 2023 start of  label until
October 2022 2022 October
2023 2023

On top we have 35 additional SKUs with lactose free, 107 low calorie SKUs and 78 Health Food SKUs

(Some SKUs are in multiple buckets)
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Wording, visnhing, placering - og annoncering

Wording
Light/Let/kalorielet
/reduceret/etc.

@9 ©

| vomua A
' SAUCE
LET

Fokus pa fedtindhold
Mindre fedt/ingen fedt/
reduction af fedtindhold

Meerkets starrelse
Forskellige placeringer af
Fuldkorn og Ngglehul

SAUCE

A |

MORNAY
I sauce

A |

MORNAY

Fremheaever ‘light’
pa drikkevarer og ‘let’

Fremheever fedtindhold

Vi har gjort meerkerne starre,
mere synlige og sat dem pa

pa fadevarer I procent flere varer
| I |
sallinggroup 1,980 unique Totex QPG =
respondents plus




Men lgser det
1 virkeligheden
problemet?



D

Diabetesforeningen:
Brug for at beskytte
barn mod
markedsfaring af
usunde fedevarer
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o9 stlllesmldé de
adfzerd blandt
11-15-arige v

National monitorering med obJektive malinger
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