


Founded in 2001 by the Issa family with the
acquisition of a single site in the UK and with the
help of colleagues, customers, brand partners
and stakeholders, the Group has grown into the
internationally renowned business it is today.

Always at the forefront of innovative forecourt trading,
EG Group provides excellent service and quality
products at our well maintained, multi-purpose,
convenient locations.

OUR VALUES

We are committed to continue to work with our
colleagues, customers and local communities to
ensure we are all best placed to combat the recent
inflationary pressures. —

@ Support local communities with a
} %‘ view to empowering individuals to
grow, contribute and succeed

Awareness and commercial
responsiveness to consumer
trends and demands

Commiitted to infrastructure, people
and system investment to build a
sustainable business model

Delivering value and results
consistently to stakeholders




STRATEGIC REPORT GOVERNANCE

FINANCIALS

HIGHLIGHTS AND KPIs
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FINANCIAL

Revenue Gross profit

($Sm)® ($m)

s
2021 26,420 2021 4,096
2020 21,463 2020 3,607

Adjusted EBITDA Adjusted EBITDA

($m)® before IFRS 16 ($m)*“®

ENNT EEEEED
2021 1,660 2021 1,429
2020 1,443 2020 1,248

NON-FINANCIAL

Number
of sites®”

Fuel volume
(bn litres)

Revenue is presented for information purposes only, as revenue is not a
comparable KPI for the business due to the impact of wholesale fuel
pricing on reported fuel revenues. Additionally, revenue in the first few
months of 2022 and in the comparative periods was impacted by the
COVID-19 pandemic, which impacted site footfall due to travel restrictions
across some of the regions in which EG operates

Operating profit includes the impact of depreciation, amortisation and
impairment

Earnings before interest, tax, depreciation and amortisation, before
exceptional items. Please refer to the APM section from page 163
Adjusted EBITDA is stated before the impact of IFRS 16. Please refer to
the APM section from page 163

Operating profit (Loss)/profit before tax

Sm)® ($m)
2021 626 2021 207
2020 696 (167) 2020

Net debt before lease Leverage®™

liabilities ($m)

T
2021 (9,601) 2021 6.1x
2020 (9,001 2020 6.0x

Employee
numbers®

2022 56,647

New-to-industry
sites opened

2021 53,000

2020 44,771

Leverage is presented as the ratio between total net debt before lease

liabilities to pro forma Adjusted EBITDA before IFRS 16, which includes an
estimate to reflect the full-year Adjusted EBITDA of mid-year acquisitions,
the annualised benefit of new sites opened and synergies expected to be
realised. Please refer to the APM section from page 163

) As at December 31, 2022 (and at December 31, 2021 for the comparative

period), and excludes any acquisitions that have been announced as at
December 31, 2022

®  Total number of sites comprises of 5,829 PFS locations and 783

standalone Foodservice/Grocery & Merchandise locations. Across these
sites are 1,916 Foodservice outlets
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CHAIRMAN’S STATEMENT

GIVEN THE GROUP’S
GLOBAL FOOTPRINT AND
GROWTH TRAJECTORY,
BEST PRACTICE
GOVERNANCE HAS NEVER
BEEN MORE IMPORTANT

Lord Stuart Rose

This past year has been one of progress for EG Group and | would
like to, first and foremost, thank our Co-CEOs for their leadership
in delivering a resilient performance. This came despite challenging
macroeconomic conditions, with geopolitical factors impacting
global economies and driving elevated input costs, and volatile
fuel prices creating a challenging operating environment.

| would also like to recognise, as ever, the massive contribution of
our global colleagues, who have been vital in helping the business
continue to outperform across all its markets.

FURTHER PROGRESS ON GOVERNANCE

Today, we employ more than 56,000 colleagues working in over
6,600 sites across the UK & Ireland, Europe, USA and Australia.
The scale and international nature of the business requires good
corporate governance, and over the year, this has continued to be
a key focus of the Board. We continue to ensure that the Group
has the right structures in place, reflecting the size of the business.

An important part of this focus has been having in place a talented
management team, with the experience and ability to drive the
business forward. That is why, in October 2022, we were delighted
to promote Imraan Patel to Chief Strategy & Business Officer,
following his appointment as Group General Counsel and Company
Secretary in 2016. Imraan now plays a vital role in developing and
executing the business’s strategy and operations, and his
promotion was a positive step for the whole Group.

Additionally, in September 2022, the Board was pleased to
welcome Michael Bradley, who joined the Executive Management
Team as Chief Financial Officer. Michael brings more than 25 years
of experience to EG Group, having worked at board level across
both the public and private sectors. His appointment represents

a valuable addition to the business, and we have already seen the
benefit of his experience.
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ACTION ON ESG

Our commitment to being a responsible business means that we
continue to evolve our work on ESG. We aim to report in line with
good practice, and with that in mind, we published the Group’s
first ESG Report in 2022. This baselined our ESG performance and
set out clear targets across three key areas: Planet, Colleagues and
Communities. We will continue to measure and communicate our
progress, so that we can demonstrate the steps we are taking on
our ESG journey.

The business will continue to develop its reporting and is mindful
of future requirements, including the UK’s Task Force on
Climate-Related Financial Disclosures, against which we have
started to report in part for the first time this year, and the EU’s
Corporate Sustainability Reporting Directive. We look forward to
reporting our progress against this over the coming years.

Developing our people is part of our DNA. In February 2022, we
announced plans to create opportunities for approximately 500
apprentices over a three-year period, as part of our wider ongoing
commitment to train and develop colleagues across the UK.

Opportunities are available at EG’s head office in the UK, as well as
at site level within Foodservice, Fuel and Grocery & Merchandise
operations, allowing our apprentices to cover a wide range of
disciplines and departments.

The goal is to provide individuals with the opportunity to develop
their skills, behaviour and knowledge whilst gaining practical
experience.

FINANCIALS

LAYING THE FOUNDATIONS FOR PRESENT

AND FUTURE SUCCESS

We recognise that the world needs to limit global warming and
we understand we have an important role to play in reducing
emissions, as part of the energy transition to a lower-carbon
future.

We continue to explore various alternative fuel solutions, leading
to investments where they make sense in a disciplined and
selective manner. In August 2022, we launched “evpoint”, our
proprietary branded ultra-fast EV charging proposition. This is
an exciting development, and we are well placed to deliver the
infrastructure to enable lower-carbon mobility for our customers
Additionally, we have committed to be net zero on our own
operations by 2050.

There will be more challenges to come in 2023; cost of living
pressures will continue to play a role, and economic recovery

may not be even across markets. That said, | am confident that

EG Group is ready to navigate these challenges, grasping the new
opportunities that the coming months may bring, while continuing
to adapt to our customers’ needs.

Lord Stuart Rose
Chairman

May 10, 2023
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CO-CHIEF EXECUTIVES’
STATEMENT

OUR 56,647 COLLEAGUES,
ACROSS OUR TEN GLOBAL
MARKETS, CONTINUE TO
DEMONSTRATE THEIR
EXPERTISE, COMMITMENT
AND PASSION FOR THE
BUSINESS

Zuber Issa CBE & Mohsin Issa CBE

We had another successful year in 2022, thanks to the hard work
of all colleagues. We made good strategic progress in all ten
markets across Foodservice, Grocery & Merchandise and Fuel,
leading to a good financial performance, which again saw us
outperform the wider market.

RESILIENT PERFORMANCE

On a constant currency basis, the Group’s Adjusted EBITDA
before IFRS 16 increased by 1.9% to $1.46bn for the full year to
December 31, 2022, while total revenue rose by 25.1% to $33.04bn,
supported by the performance of all our three business teams and
highly targeted acquisitions.

Over the last year we have continued to lead the market in serving
significant numbers of customers on a daily basis across our
multi-purpose sites, whether for essential grocery purchases, a cup
of coffee, a hot meal with popular Foodservice brands, or filling up
vehicles with petrol or alternative lower-carbon fuels.

Against a highly competitive backdrop across our markets, the
performance of our Fuel business was robust, though this was to
some extent offset by increasing overhead costs. We are
encouraged by our ongoing trial of ultra-fast chargers and
infrastructure, evpoint, in the UK, as part of our energy transition
plans to lower-carbon fuels.

Our Foodservice business also continued to make good progress
in 2022, reflecting our unparalleled offering and continuous
innovation across our proprietary and popular third-party brands.
Ongoing growth in Foodservice was supported by an increase in
outlets globally, and 102 new openings in the year across the
Group, reflecting our focused approach to capital investment.

The Grocery & Merchandise business performed well, benefiting
from our strategic partnership with Asda in the UK, which we will
continue to develop. Subsequent to the year end, we were pleased
to reach a milestone by opening our 100th ‘Asda On the Move’
convenience store in February 2023.
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INVESTMENT IN OUR OPERATIONS AND PEOPLE

To continue on an upward trajectory across geographies, we
added 318 sites to our global estate in 2022, primarily driven by
our completed acquisition from OMV of 285 forecourts in southern
Germany in May 2022 - strengthening our European business.

As we have always done, we continue to offer colleagues extensive
training and development opportunities. For instance, alongside
our investment in apprenticeships, we launched the ‘Learning Hub’
for all UK colleagues, with plans to roll this out for colleagues in
Europe in 2023. The ‘Learning Hub’ is an online resource centre,
with the most extensive course library in the world, supporting
every step of our colleagues’ careers.

From business skills to digital and leadership skills, the portal is
accessible from any device 24/7, and makes learning free and
accessible to our colleagues.

We are committed to maintaining the highest standards of health
and safety utilising dedicated safety teams in each market, with
our approach and performance regularly reviewed by the Board.
All our PFS and FTG sites are subject to detailed internal and
external audits with rigorous emergency response procedures in
place relating to hazardous substances.

We continue to position EG for future growth, including the
progress we continue to make to put in place a sustainable capital
structure for the Group to underpin our long-term strategy.

PROGRESS TO PUT IN PLACE ROBUST CAPITAL

STRUCTURE

At our Q3 trading update in November 2022, we stated
management’s commitment to reducing total net leverage through
debt reduction and free cash flow generation. We updated on our
progress in Q1 2023, announcing the sale and leaseback on a
portfolio of sites on the east coast of the United States of America
to Realty Income Corporation, the global real estate investment
bank, for a total consideration of approximately $1.5bn, and the
transaction is expected to complete during Q2 2023.

FINANCIALS

This attractive portfolio - which EG America will continue to
operate and trade - comprised over 400 store assets under the
Cumberland Farms, Fastrac, Tom Thumb and Sprint banners.
Following completion of the transaction in Q2 2023, net proceeds
will be used to repay debt and the business remains committed to
a significant freehold underpin in the USA and globally.

We continue to have multiple potential levers to support our
deleveraging options and we will continue to consider these on
a selective basis where we believe they make financial sense and
align with our strategic vision for the Group.

In addition, we completed the disposal of 26 non-core sites under
the Minit Mart banner in the Group’s central USA portfolio for total
gross proceeds of $48m in Q2 2023, with no impact on the
Group’s EBITDA.

PEOPLE ARE OUR GREATEST ASSET

Reflecting on our progress in 2022, we are well aware that none of
this would be possible without our colleagues, and we would like
to take this opportunity to sincerely thank them for their fantastic
work, expertise and commitment, which we value on a daily basis.

Looking at the current financial year, we remain confident that EG
is well positioned to continue to outperform the wider market,
execute on our strategic objectives and take advantage of the
opportunities that lie ahead.

Zuber Issa CBE & Mohsin Issa CBE
Co-Founders and Co-Chief Executive Officers

May 10, 2023
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RESPONDING TO KEY
MARKET FACTORS

INFLATION AND INCREASED CONVENIENCE

COST OF LIVING ON DEMAND

Macro economic and geopolitical factors continue to impact The pandemic accelerated a customer trend towards

the economy, and with the cost of fuel, energy and raw convenience shopping and home delivery, but even beyond
materials rising significantly, people globally are facing the pandemic, as customer behaviour has transitioned to
significant increases in their household costs. more hybrid routines, convenience is a critical factor,

particularly in the grocery and foodservice sector.

HOW WE ARE RESPONDING: HOW WE ARE RESPONDING:

We remain committed to supporting our colleagues and Through our 6,612 sites globally, we are well positioned to
customers through what may be challenging financial times meet our customers’ convenience needs, and we are focused
ahead. This includes supporting our colleagues with on improving this even further through our digital strategy,
enhancements to pay and benefits, and working with our which includes self-service kiosks and rapid delivery through
suppliers and brand partners to offer choice, promotions and Deliveroo and Uber Eats.

value across our product range.
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FOCUS ON
SUSTAINABILITY

COMMUNITIES COMING TOGETHER

As the world transitions to a lower-carbon future, the
demand for more sustainable products and the expectations
on businesses to deliver long-term value to shareholders and
wider stakeholders continues to increase.

HOW WE ARE RESPONDING:

We are committed to minimising our environmental impact.
During 2022, we undertook a materiality assessment to
understand the most important ESG matters and to help
formulate our ESG strategy focusing on the Planet, Colleagues
and Communities. In our commitment to be net zero in our own
operations by 2050, we seek to reduce our energy and water
consumption on site, to manage waste responsibly, and have
robust procedures to avoid serious environmental incidents.
We operate a number of electric vehicle chargers across our
sites and plan to continue to develop our mobility strategy
which will include a significant increase in charging points in the
future and consideration of other alternative fuels such as
hydrogen. For further information regarding the rollout of EV
chargers, please refer to page 31.

During the pandemic, customers spent more time at home
and value their communities and the key role that businesses
can play in bringing communities together.

HOW WE ARE RESPONDING:

We are more than just a global convenience business. Our
shareholders and our colleagues are passionate about giving
back to local communities, and this is seen in our continued
support for local charities and projects and our ongoing
ambition to create job opportunities in the communities we
operate in.
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OUR BUSINESS MODEL

Delivering a best-in-class customer experience

8

Our

purpose

We are a leading global
independent convenience
retailer with a diversified
portfolio of over 6,600
sites™ across three
continents.

Our purpose is to deliver

a modern and compelling
retail experience that
allows customers to achieve
multiple missions in one
convenient location.

We pride ourselves as a
responsible operator with a
commitment to delivering
world-class convenience
retail whilst improving

the lives of others and
delivering a positive impact
on society.

Our
strategy

GROWTH @

Our key business
streams

@ GROCERY &
MERCHANDISE

As an entrepreneurial business, we are always
looking to drive growth by investing in our site
network and developing our retail offer.

Our acquisitions have enabled us to diversify
operations and expand into new markets and
reinforce our position as a key global player.

We continue to explore opportunities to expand
our operations in our existing markets.

35%

of Group gross profit®

e See page 14

FOODSERVICE

N

16%

INNOVATION

We continue to be innovative and forward-thinking
with significant investments made to date in adapting
to technological change. This includes investment in
electric charging stations and the development of IT
capability to support evolving payment methods and
loyalty programmes.

FOODSERVICE

The sales of non-fuel products within the global
c-store industry are growing as consumers are
increasingly seeking convenient and timely
solutions to purchase everyday and Foodservice

St of Group gross profit®
products.

© see page 14

@ FUEL

49%

Our penetration within Foodservice is increasingly
important given the sector is expected to
experience significant growth over the next few
years, driven by changing lifestyles and the
evolution of alternative fuels.

SITE NETWORK

We invest in, and continually review, our site portfolio
to differentiate our customer offering with
best-in-class facilities and a superior experience

and amenities compared to our competitors.

© See our strategy on pages 10 to 13 of Group gross profit®

e See page 15

EG Group Limited | 2022 Annual Report and Financial Statements



STRATEGIC REPORT GOVERNANCE FINANCIALS

Our competitive How we 2022

advantage create value outcomes

Strong brand offer and FOR CUSTOMERS
innovative approach across We existt to Serveéhe needs to_f $3o. 6 b n
- our customers and we invest in
Grocery & Merchandise, what matters to them, offering REVENUE
Foodservice and Fuel a broad range of great value,
quality products with focus on
e Our complementary Grocery & Merchandise, strong availability and excellent
Foodservice and Fuel offer creates a site halo customer service. All delivered $4 4 bn
impact through our attractive and —
- Our larger sites drive customer footfall and spend conveniently located sites. GROSS PROFIT
*  We target a balanced offering across regions to
further diversify and improve resilience of FOR BRAND PARTNERS
profitability AND SUPPLIERS
*  We are constantly innovating and developing to We are proud of our strong $1 ] 6 b n
adapt for the forecourt of the future, with ample i
space for electric vehicle charging stations, :E,:s):iit;se;igdws:agir =R IEA
roadside positioning for fulfilment of last mile collaboratively with them to
custo_mer needs and an IT platform ready for grow our business and theirs.
evolving payment methods 31 8
- . . FOR COLLEAGUES
Well-invested sites at prime e -y NEW SITES (INCLUDING
locations delivering local asset of the business and we ACQUISITIONS)
services, globally strive to recruit, develop and
retain talent through
+ Our extensive geographic footprint in three well-invested training schemes
continents and across ten countries provides the and recognition. $o 5 b n
benefits of geographical diversification, with —
balanced exposure to multiple national economies FOR INVESTORS CAPITAL EXPENDITURE

with different economic cycles and
macroeconomic fundamentals

We have a proven ability to
execute significant acquisitions

e Our site portfolio delivers high-quality customer and synergy realisation to
experience and amenities deliver strong cash generation. $484m
»  Our best-in-class offering allows us to be well
positioned in the market for site profitability and GROWTH ACQUISITIONS

FOR COMMUNITIES

We are fully committed to
being a responsible business

future industry trends

Best-in-class owned and e el Elseuk fhe 1 1 bn
operated model communities in which we -
operate. CUSTOMERS SERVED
e Our directly managed, owned and operated site i .
model gives control over quality, consistency, cost e For more information
structures and pricing and allows us to execute about how we engage
our site optimisation and rollout strategy with our stakeholders,
*  We develop strong brand partnerships and are see pages 24 to 27

viewed as a brand ambassador by our partners
. . (] i - isiti
« We are a leading independent global c-store Site numbers are stated as at the year-end date and exclude any acquisitions that have

. . completed or have been announced after December 31, 2022

operator with over 6,600 sites across ten © Bus . it for the G ted . . total
s : : usiness stream gross profit for the Group presented as a percentage of Group tota

countries in three contlngnts, WhICh_ makes us, gross profit for 2022. The percentage represented by Grocery & Merchandise gross

by store numbers, the third largest independent profit also includes other gross profit

c-store operator in the world @ Earnings before interest, tax, depreciation and amortisation, before exceptional items.

Please refer to the APM section from page 163
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OUR STRATEGY

STRATEGY

Our strategy reflects our desire to build a We continually evaluate opportunities to expand and enhance our
sustainable business that is relevant to our portfolio through innovation.
customers and partners in future decades as We aim to meet and exceed the needs of consumers as they seek
itis today. additional convenience and quality in their daily life.

. o ) We seek to accelerate the development of our people; grow and
We recognise the sectors that we operate within are evolving, strengthen our leadership capabilities; and enhance employee
notably with an increased focus on sustainability and alternative performance through continued engagement.

fuel, and as a result we must similarly evolve. It is a source of pride
for the business that often, in areas such as the provision of
foodservice on forecourts, EG has been an innovator and disruptor
to established forecourt business models.

We continue to strive towards being a partner of choice for
leading foodservice, retail and fuel brands across the markets that
we operate in, and to evaluate growth opportunities that

. . ) complement and strengthen our expanding business portfolio.
We are focused on developing a sustainable capital structure for

the Group, through debt reduction and free cash flow generation.
$1.5bn is to be monetised through a sale and leaseback transaction
of sites in our Eastern US site portfolio, with the size and scope of
this transaction being carefully considered, representing only 15%
of the Group’s freehold estate. Our mid to long-term strategy
remains consistent with that of prior years, with our four key
strategic pillars.

GROWTH INNOVATION FOOD
SERVICE

See more on See more on See more on e See more on
page 1 page n page 12 pages 12 and 13
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® GROWTH

As an entrepreneurial business, we are always looking to drive
growth by investing in our site network and developing our
retail offer.

The Group has been defined by its growth over recent years.
We are able to grow both organically and otherwise through our
extensive capital investment programme, strong operational
principles and a proven M&A execution capability that has seen
value created from a number of acquisitions.

We continue to see opportunities to grow, especially in the current
environment, however we are ensuring we keep our discipline, in
line with our financial policy, and are being increasingly selective
when we consider inorganic opportunities.

A key pillar of our organic growth plans is growing our footprint
through the building and operation of new-to-industry (“NTI”)
sites, which provide us with greater ability to apply our preferred
multi-format operating platform offering Grocery & Merchandise,
Foodservice and Fuel (including lower-carbon fuels) products.
These NTI sites are typically larger than our existing site network
and as a result become some of our best-performing sites.

We opened 31 NTI sites in 2022 (30 in 2021); almost half (13) of
the sites were opened in the USA, with eight in the UK&I, seven
in Australia and three opening in Continental Europe.

We have continued to grow our land bank to support future new
site openings and expect to continue to roll out additional NTI
sites across all of our regions.

As we look forward, we continue to further expand and
consolidate our footprint in our existing markets whilst being
open-minded to market opportunities in other territories.

We continually examine our site network, looking for opportunities
to re-invigorate sites through knock-down-rebuilds (“KDR”, known
as ‘raze-and-rebuilds’ in the USA) and through expansion of our
offerings through either extension to existing buildings or through
the purchase of adjacent land and construction of new facilities.

We would typically undertake a KDR if the presentation and layout
of a site is looking dated and not reflective of the high standard of
customer offering we are looking to provide.

During 2022 we undertook four KDRs (2021: four).

During the year, we completed the acquisition of OMV’s
high-quality German forecourt business, consisting of 285 sites
in Southern Germany, for a consideration of €495m ($541m).

We also completed on a smaller KFC acquisition in Germany,
which enhanced our growing Foodservice offering by seven sites,
for €27m ($33m).

FINANCIALS

® INNOVATION

We continue to be innovative and forward-thinking with significant
investments made to date in adapting to technological change.
This includes investment in EV charging stations, the development
of IT capability to support evolving payment methods, and loyalty
programmes.

Consumer demands are continually evolving, with more emphasis
than ever being placed on time constraints and product choice.
We continue to evolve our technology platform to develop a
‘forecourt of the future’, focused on broadening the product range
and driving quality to meet changing demands.

As the world transitions to a lower carbon future, the demand for
electric vehicles continues to increase, as described in our
environmental considerations. The Board believes the long-term
trend towards electrification of vehicles presents a significant
opportunity for the Group.

EG Group has continued its rollout programme for EV chargers
across the UK and some sites in Continental Europe. We now
operate 470 electric charging points across 100 sites in the UK&I,
Germany and France and have identified over 500 additional sites
that, due to their locations and nature, are suitable for additional
electric charge points as part of the next wave of site developments.
The Group plans to continue the rollout of chargers in 2023, to have
a further 300 electric charging points operating by the end of the
year, with the majority of these being ultra-fast chargers.

Over time, we see an opportunity for more than 25,000 EV
chargers to be deployed on our existing site network. To support
that vision, we are working with leading market participants for
the deployment of infrastructure and services to support energy
transition demand across our network.

We are conscious that alternative forms of power, other than
electric, are being explored as a means to fuel cars, light vehicles
and trucks. Beyond EV chargers, we are also actively considering
how compressed natural gas (“CNG”), liquefied petroleum gas
(“LPG”) and hydrogen may form part of a broader strategic
programme of retail fuels at our sites to sit alongside traditional
transport fuels, with a particular focus on the potential for
hydrogen to power light and heavy-duty vehicles. As part of the
hydrogen strategy, we made a strategic investment in Hydrogen
Vehicle Systems Limited (“HVS”), as well as planned deployment
of hydrogen refuelling at key sites. Our investment in HVS allows
us a unique insight into how that space is developing and, working
with their team, we are driving thought leadership as well as
infrastructure planning to support hydrogen refuelling at key sites
across our portfolio. Outside the UK, following our acquisition of
OMV, we inherited a stake in H2 Mobility in Germany. That venture
is allowing fuel-cell vehicle drivers to refuel at hydrogen filling
stations throughout Germany and we believe that our involvement
will allow us to gain an accelerated insight into that space.

EG Group has further progressed our digital strategy, ensuring we
deliver market-leading technology to increase transaction value,
frequency of visits and attraction of new customers, whilst
enabling efficiencies in operations. We have continued to increase
our method of payment options and will soon be trialling
cashier-less stores in select locations.
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OUR STRATEGY CONTINUED

FOODSERVICE

SITE NETWORK

The development of our Foodservice business is increasingly
important given the sector is expected to experience secular
growth over the next few years, driven by changing lifestyles
and the evolution of our Fuels business.

The Group has been successfully operating Foodservice outlets
for over a decade and we are a partner of choice for many leading
third-party brands.

Across the Group we now operate almost 2,000 Foodservice
outlets, of which 707 are located at standalone Foodservice
locations.

We are a significant operator of scale of Foodservice sites and
have established a position as a leading franchisee for our brand
partners.

Foodservice offerings on a forecourt platform remains
underdeveloped across most countries, in terms of penetration
and rollout of more sophisticated propositions. Unlocking the
opportunity requires high traffic sites and the operating know-how
to provide compelling customer propositions.

We are continually reviewing our brand portfolio and evaluating
opportunities to partner with leading Foodservice brands and to
develop high-quality proprietary offerings.

During 2022, we made continued investment in Foodservice
outlets globally with a total of 102 new outlets opening in the year,
including those at Asda locations (see UK&I operating update on
page 16) and new brand partnerships developed.

We continue to invest in and grow our proprietary Foodservice
brands, LEON and Cooplands, with 16 and six new openings
respectively. Following an in-depth review of the Cooplands
business, we have proposed to make some changes to both our
retail and bakery operations, to help better position the business
for long-term and sustainable growth. This has been done to
ensure that our store estate and broader business are fully aligned
with our ‘modern bakery food-to-go retailer’ strategy.

We invest in, and continually review, our site portfolio to
differentiate our customer offering with best-in-class facilities and
a superior experience and amenities compared to our competitors.

From a single UK site in 2001 to over 6,600 across three
continents and ten countries today, we have been on an incredible
growth journey, facilitated by our acquisitions and NTI opening
programme. A significant proportion of our sites are company
owned and company operated and our sites are typically larger
than the average site size in the markets in which we operate.

We have a dynamic approach to managing our site estate, where
we look to add to the number of sites we operate through
acquisitions or the development of new-to-industry sites. We will
also, and have, exited sites that are believed to be non-core to the
Group’s wider strategy or are significantly underperforming. There
have been a number of small divestments throughout the year,
mainly in the USA.

In addition to growing our site numbers, we continually look to
upgrade the quality of our estate through knock-down-rebuilds
and site conversions as described in our organic growth strategy
on page 11.

We have a mix of company-owned, company-operated (“COCQO”),
company-owned, not company-operated (“CONCO”), and retailer
or dealer-owned and operated (‘other’) sites. Different models
result in different levels of revenue generation and require different
levels of capital expenditure.

The Group’s operating models can be described in more detail
as follows:

* COCO operations are directly managed by the Group and for
which the Group recognises all aspects of the performance and
maintenance of the site.

At CONCO sites, the dealer, franchisee or retailer is responsible
for all non-fuel operations, as well as the operating costs
associated with the management of the site, whereas the Group
is responsible for any capital and maintenance costs associated
with the fuel equipment, and in some instances the Group has a
consignment arrangement for fuel sales and inventory.

* ‘Other’ sites are owned and operated by a third party who has
full responsibility for the performance and maintenance of the
site. The Group either has a fuel supply arrangement in place
with the third party, or, alternatively, the fuel supply is on a
consignment basis.
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We have a proven track record of performance improvement
through the conversion of sites to COCO to benefit from greater
control of operations, with EG assuming responsibility for all
employees on site. Whilst this model means we incur the full cost
base of the site, we benefit from capturing the full margin potential
with little to no conversion costs typically incurred.

In addition to our growth strategy, which includes opening new
and redeveloped sites, during 2022 we saw the development of
our site network through the following actions:

Recognising the enhancement to our Grocery & Merchandise
offering in the UK&I through our strategic relationship with Asda,
we continued to focus on expanding our customer proposition and
earnings potential through the rollout of the ‘Asda On the Move’
convenience retail offering at our UK locations, converting an
additional 37 of our forecourt convenience stores during 2022,
bringing the total to 68 by the end of the year. We intend to roll
out the Asda On the Move proposition across our UK&l PFS
network.

Our European estate represents the highest proportion of CONCO
sites, with 2,202 dealer-operated sites at the end of 2022, largely
in Italy. We converted 53 CONCO sites to our preferred COCO
operating model during the year.

As part of our site network assessment to ensure the appropriate
brands are being leveraged, at the end of 2021 we took the
decision to commence a rebranding programme of a number of
sites in the USA from our Tom Thumb brand to our Cumberland
Farms brand, with 25 being completed during 2022.

Also in the USA, as part of ongoing reviews of our site network, in
the prior year we decided to exit 35 of our sites across the states
of Wisconsin, Minnesota and Indiana, with these sites being sold in
early 2022. This decision was made due to the small number of
sites that we operated in these states, that limited our ability to
operate efficiently.

GROUP SITE NUMBERS BY OPERATING MODEL

66% coco
23% CONCO

11% OTHER

@ At December 31, 2022

FINANCIALS

In Australia, we continue to focus on delivery of contractually
committed rebranding obligations and have used the opportunity
to upgrade backcourts at the same time as the rebrand of
forecourts.

As per the German Anti-Trust Authorities clearance decision
relating to our completion of the OMV network acquisition, we
agreed to divest 48 sites, 24 of which were in our existing German
estate and 24 in the OMV estate. These divestments completed by
Q3 2022.

The strength of our site network offers a number of distinct
strategic advantages over our competitors:

We are more attractive to third-party brand partners, who are
looking for new routes to market with trusted partners, often
across multiple geographies. We have a strong pipeline of sites
that are suitable for roll out of new Foodservice and Grocery &
Merchandise propositions, whilst having established a strong track
record as a responsible brand ambassador.

By being so diversified, the Group has the resiliency to cope with
localised natural catastrophes, such as hurricanes and wildfires.
This geographic diversification was demonstrated during the
pandemic, where our operating countries experienced lockdown
restrictions at different times, enabling the sharing of best practice
across the Group whilst the adverse financial impact from
individual countries was able to be offset from the recovery

of others.

An unrivalled platform to build an extensive electric vehicle, and
other lower carbon fuels, network. A vast number of sites are large
enough to operate both fossil and alternative fuel offerings and
already host a number of attractive non-fuel propositions for
customers. Our high-quality sites are able to provide a strong
Foodservice and Grocery & Merchandise offering for consumers
to take advantage of.

EG Group Limited | 2022 Annual Report and Financial Statements 13



OUR BUSINESS MODEL IN ACTION

GROCERY &
MERCHANDISE®

[0

AS A % OF GROUP GROSS PROFIT FOR 2022:

GROSS PROFIT (IN $M)

2022 1,537

o,
35 /O 2021 1,547

2020 1,428

Grocery & Merchandise® continues to be the most stable
of our business streams.

We have cultivated strong relationships with well-known
retail and grocery brands such as SPAR, Rewe and Carrefour
and developed our strategic partnership with Asda to supply
our UK site network, in addition to operating our own
proprietary brands, including the Cumberland Farms brand
in the USA, which supports our premium convenience
offering to consumers. We are continually reviewing our
brand portfolio and evaluating opportunities to partner with
other leading convenience retail businesses and expand our
ancillary services offering to further enhance our Grocery &
Merchandise business.

In 2022, our Grocery & Merchandise operations were
impacted by changes in consumer buying behaviour, due to
the inflationary pressures and cost-of-living increases seen in
most regions. Margins remained consistent with the prior year,
despite some unavoidable underlying product cost pressures;
not only is this reflective of our disciplined approach to
purchasing and pricing, but also demonstrates the resilience
of convenience retail against the backdrop of rising prices.

Grocery & Merchandise revenue of $4,914m (2021: $5,012m)
was a decrease of $98m or 2% on 2021, and gross profit for
the full year decreased by 0.6% to $1,537m in 2022 (2021:
$1,547m). These decreases are attributable to the impact of
foreign exchange movements; when translated at a constant
currency rate, both sales and gross profit increased on the
prior year (sales 3%, gross profit 4%), supported by the
acquisition of Sprint Foods in December 2021 and our
continued focus on converting our UK forecourt convenience
stores to the ‘Asda On the Move’ concept, bringing the total
to 68 sites at December 2022.

Grocery & Merchandise includes ‘Other revenue’

@ All number references include other gross profit

14

FOODSERVICE

AS A % OF GROUP GROSS PROFIT FOR 2022:

GROSS PROFIT (IN $M)

2021 613

16%

2020 305

Our well-documented strategic focus and growth in
Foodservice has provided a strong platform to provide
choice for customers, across the Group’s multiple brand
partnerships and proprietary brands.

The Group has established a scaled, global footprint across
the Foodservice market, driven by our strong international
brand partnerships and strategic acquisitions. Our expanded
Foodservice operations have transformed our sites into
destinations serving multiple customer needs, which
supports an increase in customer traffic and sales volumes.
Over the past year, inflationary pressures on wholesale food
cost prices and reductions in discretionary spending from
budget-conscious customers have impacted the
performance of our Foodservice operations.

We continued to see our Foodservice business grow in the
year, driven by the contribution of our 2021 acquisitions and
our continued programme of outlet openings. Foodservice
revenue for 2022 of $1,280m (2021: $1,062m) is an increase
of 21%, and Foodservice gross profit of $706m (2021: $613m)
is a year-on-year increase of 15%, partially driven by the
annualised impact of our UK Foodservice acquisitions made
throughout 2021. Excluding the impact of foreign exchange
movements, Foodservice revenue increased by 37% and
gross profit by 28%. We recognised a slight reduction in
gross profit margin from 58% to 55%, primarily due to the
impact of inflationary cost pressures on product costs and
the conclusion of UK reduced VAT support during COVID-19.

EG Group Limited | 2022 Annual Report and Financial Statements
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AS A % OF GROUP GROSS PROFIT FOR 2022:

GROSS PROFIT (IN $M)

2021 1,935

49%

2020 1,874

We have Fuel retail operations in nine countries, including six
of the ten largest fuel markets in Europe, the USA and
Australia.

The Group has continued to focus on the growth and quality
of our network through the acquisition of businesses
alongside the development of new-to-industry sites (“NTIs”),
knock-down-rebuilds, upgrades and conversions to our
company-owned, company-operated (“COCO”) model. Our
wholesale supply agreements with valuable and well-known
brands increase customer confidence in our products and
services, leading to higher customer traffic, and support our
premium positioning on Fuel. This was further supported by
the introduction of Asda branded fuel to 15 trial sites in the
UK with further rollout expected in 2023. We also operate a
wholesale supply business, EG Fuel, that focuses on the
strategic and operational fuel supply and distribution in
mainland Europe.

Market volatility caused by ongoing geopolitical events,
following the conflict in Ukraine, has impacted wholesale oil
prices and demand, resulting in an increase in gross profit of
9% to $2,109m (2021: $1,935m) at December 31, 2022.

All regions, except Continental Europe, noted a slight decrease
in volumes due to the impact of higher than average fuel retail
prices and cautious consumer spending, with 17.6bn litres sold
in 2022 (2021: 17.7bn litres). The acquisition of OMV in Germany
supported growth in fuel volumes in Continental Europe.

Fuel margins have strengthened slightly, against a backdrop
of rising inflation and continued volatile macroeconomic
environment conditions in the oil industry covering the
increased cost of delivering our fuel service offering.

2022 Annual Report and Financial Statements



OPERATING REVIEW 4

EUROPE: UK AND IRELAND

OPERATIONAL REVIEW

Our UK & Ireland (“UK&I”) business represents the Group’s most
mature business in terms of our forecourt strategy and customer
proposition, having grown over a period of 20 years, from a single
site in 2001, to a network of 388 petrol filling stations and 696
standalone Foodservice outlets at the end of 2022, with our
operations now including our proprietary Foodservice brands,
LEON and Cooplands, in addition to our extensive relationships
with global retail brands.

During the year, our UK&I operations continued to be enhanced
through our strategic relationship with Asda, where we focused
on expanding our customer proposition and earnings potential
through the rollout of the ‘Asda On the Move’ convenience retail
offering at our UK locations, with 68 locations open as at
December 31, 2022. Our Fuel operations were enhanced further
through the supply of the ‘Asda fuel’ product on our existing
estate, which offers customers an unbranded value proposition.
We opened 15 trial ‘Asda On the Move’ branded petrol filling
stations (“PFS”) in the year through the conversion of 14 of

our existing UK&I locations and three new-to-industry sites.

@  Adjusted EBITDA and operating profit excludes shared service
centre costs

@ Earnings before interest, tax, depreciation and amortisation, before
exceptional items. Please refer to the APM section from page 163

®  Operating profit includes the impact of depreciation, amortisation and
impairment
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FINANCIAL REVIEW

Revenue for the UK&I business in 2022 increased by $401m, or 11%,
to $4,079m (2021: $3,678m), whilst Adjusted EBITDA"? decreased
by $87m to $309m (2021: $396m) and operating profit®®
decreased by $162m to $152m (2021: $314m). Excluding the impact
of foreign exchange movements, revenue for the UK&I business
increased by $884m, or 24%, in 2022, whilst Adjusted EBITDA"?
decreased by $55m to $341m (2021: $396m).

Our UK&I business has been impacted by rising costs and
inflationary pressures, particularly in Foodservice, in addition to
the negative impact of the increased hospitality VAT rate following
the conclusion of the reduced rate introduced during COVID-19.

We saw an overall increase in non-fuel gross profit of $44m to
$690m (2021: $646m); excluding the impact of foreign exchange
movements the increase was $124m, of which, our recently
acquired businesses contributed $110m. The remaining improved
performance is primarily due to the continued growth in our
Foodservice operations, driven by ongoing site development
during the year, including the opening of eight new-to-industry
forecourts, bringing our total number of forecourts in UK&I to
388 at the end of the year.

Fuel gross profit increased by 5% to $197m (2021: $188m) in the
year, with supportive fuel margins offsetting a reduction in volume,
as a result of the volatile fuel market conditions.

Capital expenditure in the UK totalled $169m in 2022 (2021:
$174m) and included the building of the eight new-to-industry
sites and significant investment in developing our Foodservice
offering and acquiring land for future development.

@ Also includes other gross profit

) As at December 31, 2022 (and at December 31, 2021 for the comparative
period)

®  Petrol filling station (“PFS”) locations, where each site includes the
forecourt and any co-located Foodservice outlets and Grocery &
Merchandise stores
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2022 GROSS PROFIT BY BUSINESS STREAM

GROCERY & MERCHANDISE® FOODSERVICE FUEL
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ADJUSTED EBITDA">> PFS LOCATIONS®®

$309m 388

(2021: $396m) (2021: 380)

FOODSERVICE OUTLETS®

1,132

(2021: 1,048)

CUSTOMERS SERVED DURING 2022% NUMBER OF EMPLOYEES® SITE NUMBERS BY OPERATING MODEL
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OPERATING REVIEW

CONTINUED

EUROPE: CONTINENTAL EUROPE

OPERATIONAL REVIEW

We operate a large European network, built around the acquisition
of our French and Benelux operations of EFR acquired in 2016, and
the 2018 acquisitions of Esso Italy, NRGValue (the Netherlands)
and Esso Germany, which was expanded further in 2022 with the
acquisition of OMV Germany. Our prime location European estate
comprises of 293 sites, whilst a further 311 of our sites are
unmanned and retail fuel only.

Our European estate also represents the highest proportion of
company-owned, not company-operated (“CONCO”) sites, with
2,202 dealer-operated sites at the end of 2022, largely across
Italy and Germany. We continued to review and identify
dealer-operated sites with the potential to convert selected
suitable sites to our preferred COCO model, with 52 conversions
taking place during the year.

The Group completed its acquisition of OMV’s German forecourt
business, consisting of 285 sites in Southern Germany, on May 1,
2022. As per the German Anti-Trust Authorities clearance decision
relating to the completion of the OMV acquisition, the Group
agreed to divest 48 sites, 24 of which were in EG’s existing estate
and 24 in the OMV estate; these divestments completed in the
second quarter of 2022. This transaction further bolsters EG
Group’s established footprint within Germany and demonstrates
our confidence in the German market, a key European market with
significant growth potential.

During the year we have continued to invest in our Foodservice
proposition, which demonstrates the Group’s desire to improve
our non-fuel offering across the region, with the acquisition of
seven KFCs in Southern Germany, in January 2022. We also
saw continued strong momentum from the rollout of branded
third-party Foodservice outlets across Continental Europe,
with 293 outlets open at December 31, 2022.

@  Adjusted EBITDA and operating profit excludes shared service centre
costs

@ Earnings before interest, tax, depreciation and amortisation, before
exceptional items. Please refer to the APM section from page 163

®  Operating profit includes the impact of depreciation, amortisation and
impairment
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FINANCIAL REVIEW

Revenue for Continental Europe in 2022 increased by $1,792m,
or 16%, to $13,095m (2021: $11,333m). This increase was largely
due to positive contribution from our 2022 acquisitions, and the
Group’s investment in branded third-party foodservice outlets
and new site openings in the year.

Adjusted EBITDA®? marginally decreased by $6m to $565m (2021:
$571m) and operating profit®® increased by $128m to $223m
(2021: $95m). Our European countries’ performances were
impacted by changes in consumer buying behaviour, as well as the
impact of negative currency movements, excluding the impact of
foreign exchange movements, revenue for the Continental Europe
business increased by $3,443m, or 30%, in 2022, whilst Adjusted
EBITDA®? increased by $97m to $668m (2021: $571m).

Fuel gross profit of $643m decreased by $2m (2021: $645m);
when translated at a constant currency rate, gross profit increased
by 13% on the prior year, with OMV contributing $64m of Fuel
gross profit in 2022. Non-fuel gross profit of $498m increased by
$48m (2021: $450m), with a strong Foodservice performance,
demonstrating the returns from our continued investment in
Foodservice outlets offset slightly by a reduction in our Grocery &
Merchandise performance driven by cautious consumer spending.
On a constant currency basis, non-Fuel gross profit was $565m, an
increase of $115m on 2021. We noted an improvement in Grocery &
Merchandise margins, reflecting the strong focus on product mix
optimisation and our responsiveness to inflationary product cost
increases.

European capital expenditure totalled $115m in 2022 (2021: $78m)
with over 70% of this amount being spent on the growth of our
network, with three new-to-industry sites in the year, 52 COCO
conversions and nine new Foodservice outlets.

@ Also includes other gross profit

) As at December 31, 2022 (and at December 31, 2021 for the comparative
period)

®  Petrol filling station (“PFS”) locations, where each site includes the
forecourt and any co-located Foodservice outlets and Grocery &
Merchandise stores




STRATEGIC REPORT GOVERNANCE FINANCIALS

2022 GROSS PROFIT BY BUSINESS STREAM

GROCERY & MERCHANDISE® FOODSERVICE FUEL
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ADJUSTED EBITDA">> PFS LOCATIONS®®

$565m 3,286

(2021: $571m) (2021: 3,062)

FOODSERVICE OUTLETS®

293

(2021: 276)

CUSTOMERS SERVED DURING 2022 NUMBER OF EMPLOYEES® SITE NUMBERS BY OPERATING MODEL

332m 9,117
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OPERATING REVIEW

CONTINUED

OPERATIONAL REVIEW

Our USA region operates across 33 states and is the fourth largest
independent c-store estate in the country. The region contributed
almost 46% of Group EBITDA in 2022, making it the largest region
within our Group in terms of profitability and second largest in
terms of store count. The Group’s USA business is a scalable,
nationwide platform and one which we continue to look at for
further opportunities; we expect our store numbers to continue
increasing year on year as a result of our investment in
new-to-industry sites.

We regularly perform a review of our portfolio, and took the
decision to exit 35 of our sites across the states of Wisconsin,

Minnesota and Indiana, with these divested in the first half of 2022.

This decision was made due to the small number of sites that we
operated in these states, which limited our ability to operate
efficiently.

Further to this, the Group has announced two key post-balance
sheet transactions as part of the continued focus on deleveraging;
firstly, EG has a significant global freehold portfolio of which
$1.5bn is to be monetised at attractive terms through the sale and
leaseback of freehold assets on the East Coast of the USA agreed
in Q2 2023. The Group also generated $48m of gross proceeds
from the disposal of a number of non-core sites in our central USA
portfolio with negligible impact from this disposal on the EBITDA
of the Group; this includes assets that are less focused on Grocery
& Merchandise and Foodservice offerings.

@ Earnings before interest, tax, depreciation and amortisation, before
exceptional items. Please refer to the APM section from page 163

@ Operating profit includes the impact of depreciation, amortisation and
impairment

@ Also includes other gross profit

——

In December 2022, the Group committed to sell 98 non-core
locations in the USA. In accordance with IFRS 5 Non-current
Assets Held for Sale and Discontinued Operations, the assets and
liabilities of the locations have been classified as a disposal group
held for sale on the Group balance sheet. The disposal group does
not meet the definition of a discontinued operation.

No impairment loss has been recognised, as at the year end it was
expected the fair value less costs to sell is in excess of the carrying
value of the assets and liabilities.

FINANCIAL REVIEW

Revenue in the USA increased by $1,537m, or 18%, to $10,180m
(2021: $8,643m), whilst Adjusted EBITDA® increased by $53m
to $668m (2021: $615m) and operating profit® increased by $3m
to $366m (2021: $363m); these increases were largely driven by
promotional activity driving improved footfall, the impact of the
2021 Sprint acquisition and from enhanced product mix.

Fuel gross profit of $945m increased by $171m (2021: $774m)
attributable to the increased fuel margins observed as a result of
market volatility and the acquisition of Sprint, which contributed
an additional $21m of Fuel gross profit in 2022. Non-fuel gross
profit of $963m decreased by $5m (2021: $968m) due to reduced
lottery sales as a result of reduced discretionary spending despite
the positive contribution of the Sprint acquisition in 2021, the
rollout of eleven new Foodservice outlets during the year and
improved Grocery & Merchandise performance from an enhanced
sales mix including increased beverage sales.

USA capital expenditure totalled $199m in 2022 (2021: $191m),
of which $130m is growth capex which included investment
in 13 new-to-industry sites and land bank acquisitions.

@ As at December 31, 2022 (and at December 31, 2021 for the comparative
period)

®  Petrol filling station (“PFS”) locations, where each site includes the
forecourt and any co-located Foodservice outlets and Grocery &
Merchandise stores
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2022 GROSS PROFIT BY BUSINESS STREAM
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Acquired by EG Group in April 2019, our Australian site network is
the second largest independent c-store retailer by site numbers.

The Australian business consists of 536 COCO sites, of which over
99% are leasehold, all of which provide fuel and convenience retail
offerings. We have continued to expand our presence in Australia
through the opening of ten food outlets to the existing network,
including Café Aurora and Pizza Hut alongside the addition of
seven new-to-industry sites.

Management remain focused on their investment in the
transformation of the existing network through the continued
upgrade and rebranding of stores. Through the year, eight stores
have been upgraded with an additional 174 stores rebranded to
Ampol.

@ Earnings before interest, tax, depreciation and amortisation, before
exceptional items. Please refer to the APM section from page 163

@ Operating profit includes the impact of depreciation, amortisation and
impairment

@ Also includes other gross profit

Revenue for Australia during 2022 increased by $489m, or 18%, to
$3,255m (2021: $2,766m). This revenue increase was primarily due
to increased Fuel retail prices, due to wholesale fuel costs,
throughout 2022.

Adjusted EBITDA® decreased by $13m to $191m (2021: $204m),
and operating profit® increased by $69m to an operating profit
of $18m (2021: operating loss of $47m), due to the weakening of
the Australian Dollar. Excluding the impact of foreign exchange
movements, revenue for the Australian business increased by
$754m, or 27%, in 2022, whilst Adjusted EBITDA®? increased by
$3m to $207m.

Fuel gross profit of $324m decreased by $4m (2021: $328m).
This decrease is ascribable to foreign exchange movements; when
translated at a constant currency rate, Fuel gross profit increased
by 7% on the prior year. Non-Fuel gross profit of $90m decreased
by $4m (2021: $94m). Excluding the impact of foreign exchange
movements, non-Fuel gross profit was $94m, a 3% increase on
2021, largely driven by improved product mix in our convenience
retail offering.

Capital expenditure for Australia totalled $37m in 2022 (2021:
$74m) and includes the store refresh programme and the addition
of seven new-to-industry sites.

On April 1, 2022, our Australia business resolved its Federal Court
proceedings with Ampol Limited (‘Ampol’). In resolving the
dispute, the parties agreed updated commercial terms, and agreed
to rebrand our sites to Ampol. Further details are provided in note
5 to the financial statements.

@ As at December 31, 2022 (and at December 31, 2021 for the comparative
period)

®  Petrol filling station (“PFS”) locations, where each site includes the
forecourt and any co-located Foodservice outlets and Grocery &
Merchandise stores
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OUR STAKEHOLDERS & SECTION 172

We believe that a real understanding of the
priorities of our stakeholders is critical in
ensuring the long-term success and value
creation for the Group.

The Board considers the needs of our stakeholders and the
consequences of the Group’s decisions in the long term. We have
identified our key stakeholder groups on pages 25 to 27 and have
detailed how we have engaged with the stakeholders and
decisions made during 2022.

In performing their duties, the Directors have had regard for the
matters set out in s172 (1) of the Companies Act. Examples of how
the Directors have oversight of stakeholder matters and have
regard for these matters when making decisions is included
throughout this Annual Report.

The Board recognised the importance of engaging with
stakeholders to help inform our strategy. They also acknowledge
that every decision they make will not necessarily result in a
positive outcome for all of our stakeholders. The Board carefully
considers key and material decisions regarding the likely
consequences on all stakeholders and, where appropriate, they
discuss these matters with the affected stakeholder group.

This helps the Board to understand their views and factor their
feedback into our decision process. The business units and our
central services teams regularly report to the Board about the
strategy, performance and key decisions they have taken and on
the regulatory environment in which EG operates. This assures the
Board that senior management consider stakeholder interests in
decision-making and also that they consult the Board on matters
and decisions that require its support and approval.

BOARD DECISIONS DURING THE YEAR

1. Launch of our ESG strategy o ° o o e

The Board recognises the increasing importance of ESG as
integral to being a responsible business. In 2022 we
undertook an ESG materiality assessment to identify our
ESG priorities, based on what matters most to our business,
and to our stakeholders, including our colleagues,
customers, investors and wider society. Following the
outcome of the assessment, the Board agreed our ESG
strategy, which focuses on three strategic pillars: Planet,
Colleagues and Communities. The strategy sets out targets
to show how we intend to progress over time. This includes
a target to halve our carbon emissions from our own
operations by 2030 (vs 2021), and to achieve net zero
emissions by 2050 in line with climate science. To read more
on how we are progressing this, please refer to our ESG
section on page 28, and our ESG Report, which will be
published later this year.

2. Rationalisation of Portfolio o o ° o

During the year, the Board approved a number of non-core
asset disposals across the USA, Germany and Italy in line
with our strategic objectives. Following year end, the Board
has continued to deliver on this objective with the
announcement of a sale and leaseback and disposal of
certain sites across the USA business. Further information
can be found in note 8.

3. Investment in social media strategy o o °

EG Group recognises the importance of social media in
building brand awareness, engaging with customers and
employees, and driving business growth.

As such, in 2022, we invested heavily in our social media
strategy to enhance our online presence further and
optimise our messaging. ‘Sprout Social’ which uses key
features such as brand monitoring, tracking social media
activity and performance metrics in order to improve brand
sentiment internally with employees and externally with
customers to identify areas for improvement.

Additionally, we have increased our focus on employee
advocacy, encouraging our EG Group colleagues to share
their experiences and engage with our followers on social
media. We have also enhanced our community management
offering, ensuring prompt and personalised responses to
customer enquiries and feedback.

Overall, our investment in social media has enabled us to
deepen our relationships with customers and employees,
increase brand awareness, and drive business growth in the
highly competitive digital landscape.

o Customers o Investors

o Brand Partners & Suppliers e Communities
° Colleagues
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The Group exists to serve the
needs of our customers, of
which we serve up to 21 million
every week across the world.

WHO & WHY THEY ARE

IMPORTANT

* We strive to provide excellent
service, quality and choice to
each of our customers to help
them achieve multiple missions

at convenient local destinations

* An understanding of our
customers will allow us to
increase market awareness
and enable quick response to
customer trends

¢ Maintaining and increasing their

loyalty and regard for the EG
brand ensures the long-term
success of our business

HOW WE ENGAGE

Enhanced our social media strategy and presence
to engage with customers and provide ongoing
and up-to-date feedback.

Undertook ESG materiality assessment, reviewing
legislation, regulations and standards as well as
market trends and behaviours to understand the
key issues that are important to our customers.

Offers and promotions as well as loyalty club
membership to drive engagement with customers.

OUTCOMES AND HIGHLIGHTS

Agreeing strategic decisions to achieve our
purpose of providing multi-purpose sites to meet
customer needs ensuring a wide range of good
quality and value products, and working hard to
ensure we have optimum availability across
product lines, including conversion of 68 sites to
‘Asda On the Move'.

Investment and integration of EG’s proprietary
food brand acquisitions to enhance the choice
and range available to customers.

Opened 31 NTI sites to improve our offering and
market presence, with continued expansion of
our Foodservice offering.

Capital expenditure of $504m invested in
facilities for our customers.

Approved ESG strategy with increased focus on
our customers. Further details can be found on
pages 29.

We have an experienced,
diverse and dedicated

workforce of over 56,000
colleagues who we recognise
as a key asset to our business.

WHO & WHY THEY ARE

IMPORTANT

* We have a diverse workforce,
who we consider to be a key
asset, and we therefore want
to develop and retain talent
for the long-term success of
the Group

HOW WE ENGAGE

Weekly country leadership meetings and monthly
senior leadership meetings to escalate and cascade
key messages via the Co-CEOs to the Board and
colleagues.

Colleagues are one of the three strategic pillars
under our ESG strategy and we have a target to
improve our engagement score year on year. While
we did not undertake a Group-wide engagement
survey in 2022, we intend to do this in 2023, and
will measure our progress against our first survey
which was carried out in 2021. In 2022, we worked
to respond to the issues raised by our colleagues
from our 2021 survey, including pay and benefits,
and colleague wellbeing. Further details can be
found on pages 32 to 33.

Non-Executive Director John Carey is the Board
sponsor for workforce pay and policies. John
meets with head office colleagues periodically to
gain their views and this is discussed at the
quarterly Remuneration Committee meetings
attended by all Non-Executive Directors, Co-CEOs
as well as global HR leads.

Publication of EG’s first global newsletter in
December 2022, with a follow-up scheduled every
six months.

Additionally, we have global Health & Safety
Committees, works’ councils and town hall sessions
to ensure the views of our colleagues are captured.

Independent third-party whistleblowing service
across all of EG’s operations and reports are
communicated to the Audit & Risk Committee.

OUTCOMES AND HIGHLIGHTS

Pay increases in all markets have been in line with
or above the average percentage increases or
mandatory pay rates in each country, conforming
with local legislation, and subject to local market
conditions.

Continued enhancement of transparent pay
structures, aligning bonus to the longer-term
strategy of the business, including both financial
and non-financial KPIs. For further information
please refer to the Remuneration Committee
report on page 78.

Enhanced employee benefits including approval
of Asda discount cards for our UK colleagues.
Further details can be found on pages 32 to 33.

Enhanced colleague training and development
with the rollout of a Learning & Development
programme to set out our internal development
commitments to dedicated training programmes
for colleagues as well as internal promotions and
apprenticeships.

Launched ‘Learning Hub’, an online resource
centre, with the most extensive course library in
the world - from business skills to digital and
leadership skills - for all UK colleagues to provide
continued support at every step of our
colleagues’ careers. Further plans to extend the
platform to Europe in 2023.
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OUR STAKEHOLDERS & SECTION 172

CONTINUED

SUPPLIERS & BRAND PARTNERS

We partner with prominent Fuel
brands such as ExxonMobil, BP,
Shell and Texaco, well-known
Grocery & Merchandise brands
such as SPAR, Asda On the
Move, Woolworths, Carrefour
and Louis Delhaize, and globally

recognised Foodservice brands
such as Starbucks, Burger King,
Subway and KFC, as well as
strong local Foodservice brands
such as Greggs and Pomme

de Pain.

WHO & WHY THEY ARE

IMPORTANT

« To maintain strong long-term
relationships

* To ensure continuity of supply

* To provide a relevant and
competitive offer for our
customers and react to
changing trends

HOW WE ENGAGE
Developed strong brand and supplier relationships
with regular dialogue and communication.

Supporting brand partners with promotions and
offers and provide monitoring and feedback.

Via our enhanced social media strategy, we
invested in multi-channel feedback for our brand
partners with brand monitoring in place.

Updates on key supplier contracts are provided
to the Board via the CEQ’s quarterly report and
ad hoc updates as matters arise.

Internal and external safety audits completed on
both owned and franchised brands. Own brand
suppliers are audited by qualified internal food
safety technicians.

Attended conferences and events as a founding
member of Diversity in Retail.

During 2022, we worked with suppliers and brand
partners to support with cost increases to deliver
menu optimisation and promotions.

OUTCOMES AND HIGHLIGHTS

Commitment to ethical standards, including zero
tolerance of anti-bribery and corruption and
modern slavery.

We continue to strengthen our brand
partnerships with our Foodservice brand partners
with 102 new outlets opening in the year, a
demonstration of the Group’s commitment to
expand the brand offerings.

Progression of the key strategic alliance between
EG and the UK supermarket, Asda, which is
mutually beneficial and creates significant value
for both organisations, with 37 new Asda On the
Move openings on EG locations in the year (total
of 68) and the introduction of eight Foodservice
outlets at Asda locations (total of 32).

As part of our approach to ESG, we are focusing
on supplier engagement on sustainability through
attendance at supplier sustainability forums, as
much of our impact on sustainability is in our
supply chains. We have engaged with key
suppliers and brand partners on issues including
carbon, waste, energy efficiency and human
rights, as we look to strengthen our approach

on these issues and share good practice with

our partners.

Our investors and lenders play
an important role in our
business and growth strategy.
We maintain close and

supportive relationships with
this group of long-term
stakeholders, characterised by
openness, transparency and
mutual understanding.

WHO & WHY THEY ARE
IMPORTANT

» Our investors are interested in
a broad range of issues,
including the Group’s financial
and operational performance,
strategic execution,
investment plans, capital
allocation and sustainability

* The ongoing support of our
investors is important to
enable the continued growth
and development of the
business

HOW WE ENGAGE

Quarterly investor presentations are hosted by the
Group Co-CEO and Group CFO, and ad hoc
investor announcements are provided for relevant
Company updates. There are also regular calls for
investors with the Executive and Investor Relations
team.

A dedicated online investor portal is updated with
presentations, financial reports, trading updates
and press releases and an investor mailbox is
actively managed by the Investor Relations team.

Engagement with investors on matters relating to
sustainability to understand their objectives and
inform our ESG strategy and targets.
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OUTCOMES AND HIGHLIGHTS

Continued regular communication with investors
during the year, providing operational, strategic
and financial updates, with active engagement
and well-attended quarterly investor
presentations and attendance at external investor
conferences.

Regular updates and maintenance of the Group’s
Investor pages on our corporate website
providing up-to-date information for investors.

Engagement with investors on ESG, including the
publication of our first Sustainability report in
October 2022 and regular updates as part of our
quarterly presentations, as well as in-person
meetings and active dialogue with our Head of
ESG. Engagement with investors also helped to
inform the Group’s ESG materiality assessment in
early 2022.

An active and transparent dialogue was
maintained with investors on the Group’s
refinancing strategy and broader strategic
options as this developed during 2022 and
continued into 2023.



STRATEGIC REPORT GOVERNANCE

FINANCIALS

We are committed to operating
responsibly and making a

positive impact in the
communities in which we
operate, including local
businesses, residents and the
wider public.

WHO & WHY THEY ARE

IMPORTANT

¢ Supporting local communities
through corporate sponsorship

« Continued efforts to create
job opportunities in the
communities in which we
operate

HOW WE ENGAGE

Engaged with communities via our global charity
partnerships, in which colleagues and customers
fundraise for good causes across our markets.

The Group is the corporate sponsor to EG
Foundation, an independent charity established in
2019. In 2022, EG Foundation continued to make
grants to individuals, community groups and
charities.

We work with ‘Too Good To Go’ in the UK and
Europe, and ‘Feeding America’ in the US, to sell or
distribute surplus food to local communities -
helping to prevent food waste, whilst also
supporting households in making their food
budgets go further.

REGULATORY AND TRADE BODIES

We remain cognisant of our
operational impact on the

environment, our communities
and our customers.

WHO & WHY THEY ARE
IMPORTANT

Working with a number of
regulators and lobby groups to
ensure we act fairly and ethically
across markets, protecting the
interests of our customers,
communities and the
environment.

SHAREHOLDERS

OUTCOMES AND HIGHLIGHTS

New site openings and continued growth to
create jobs and opportunities.

In 2022, we continued to support a wide range of
family and children’s charities, as well as
specialist health and wellbeing-related charities.
Further details can be found on pages 34.

HOW WE ENGAGE

Liaise and engage with global regulators including
Competition & Markets Authority (“CMA”) (UK),
FTC (US), The Bundeskartellamt (Germany).

Membership of ‘Diversity in Retail’ and Petrol
Retailers Association (“PRA”).

OUTCOMES AND HIGHLIGHTS

Approved the divestment of 48 sites following
regulatory approval of the OMV acquisition.

As a leading operator within the sector, we have
actively engaged and responded to queries and
consultations from the PRA and CMA in the UK.

Mentorship programmes to provide support and
professional development of colleagues within
Diversity in Retail.

Long-term shareholder value

creation is at the core of the
Group’s stakeholder relations.

WHO & WHY THEY ARE

IMPORTANT

* Shareholders hold
management accountable for
their actions and expect them
to act in the best interests of
the company and its
shareholders

* Our shareholders’ interests are
aligned with our success, as
they benefit from our growth
and profitability, and therefore
play a crucial role in ensuring
our long-term viability

HOW WE ENGAGE

Regular dialogue between Board members and
shareholders via formal and informal forums.
The Chairman has regular contact with all Board
members, shareholders and management
separately.

Regular communication with shareholders
throughout the year, including quarterly financial
results.

Publication of the Group’s Annual Report and
inaugural ESG Report.

OUTCOMES AND HIGHLIGHTS

Shareholders are regularly consulted and guided
on matters including annual budget, strategic
business plans, financial and trading performance
as well as opportunities regarding acquisitions
and divestments.
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The world faces a number of-critical environmental and
societal challenges, from climate change and biodiversity

loss to challenging economic pressures including rising
energy and food prices. Businesses are expected to

act responsibly and ethically, manage impacts on the
environment and on people, and deliver long-term

value to shareholders and wider stakeholders. At EG, we
continue to invest in our people and infrastructure in line
with our commitment to being a responsible business.
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In 2022, we set out our new ESG strategy and targets, and

published our first-ever ESG Report. This section provides
an overview of our strategy and activity. Our 2022 ESG
Report will provide greater detail on our ESG performance
in 2022, and will be published in the first half of 2023.

As a retailer with global operations and supply chains, our
impacts are extensive and varied. We focus on the ESG issues
that matter most to our business and our stakeholders, and on
the issues where we have greatest influence to effect change.

In early 2022, we conducted our first comprehensive ESG
materiality assessment, to identify and define our priorities. With
the support of external consultants, we reviewed different areas
of our business, including our products and supply chain; our
own operations; our people and communities; and our
governance. We also reviewed stakeholder expectations, and
undertook peer benchmarking and horizon scanning. Our
assessment found that ‘Climate change and the transition to a
lower-carbon economy’ is EG’s most material ESG priority.
Diversity and inclusion, Colleague well-being and Waste were
also highlighted as being important to our stakeholders.

Based on this materiality assessment, in 2022, we set out our
ESG strategy which covers three focus areas: Planet, Colleagues
and Communities. We have set performance improvement
targets in each of these areas, against which we will monitor and
report progress annually via our ESG Report. In addition, we are
also committed to taking a responsible approach to our ESG
‘fundamentals’ - these are issues that form part of our business
as usual activity (such as health and safety and data protection).
In 2022, we also published a set of policy position statements
which set out our approach to managing our ESG priorities and
impacts. Read our ESG policy position statements on our EG
Group homepage. In 2023, we will focus on embedding our new
ESG strategy into the business, and delivering against our

set targets.
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The process of measuring and reporting is important for us to
drive performance and accountability, and to demonstrate
continued progress on ESG initiatives to our stakeholders. In
2022 we published our first-ever ESG Report (covering
performance in 2021), in line with external frameworks including
the UN Sustainable Development Goals and the Sustainability
Accounting Standards Board. More importantly, we created a
baseline, against which we will measure progress on ESG over
time. Our 2022 ESG Report will be published in the first half of
2023 and will provide greater detail of our progress against our
ESG strategy and targets. In this section we provide a summary
of our targets and progress to date.

As ESG reporting requirements increase, we continue to develop
our reporting approach and capabilities. For the first time in our
Annual Report, we have started to disclose information in line
with the UK’s Task Force on Climate-Related Financial
Disclosures, on pages 36 to 43. And in 2023, we will start to
develop our approach to the EU’s Corporate Reporting
Sustainability Directive.
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STRATEGIC REPORT GOVERNANCE

STRATEGIC ESG PRIORITIES

PLANET

We recognise that the

world needs to achieve
net zero emissions by
2050 at the latest.

We will play our part in tackling
climate change by reducing
emissions, scaling up products and
services that enable lower-carbon
mobility, and minimising our waste.

OUR TARGETS:
CLIMATE CHANGE

Own operations: Reduce our carbon
footprint by at least 50% by 2030 (vs
2021) and reach net zero by 2050.
We will develop a reduction roadmap
for this in 2022/23

Products and supply chain