Indicator overview: The FOUR PAWS Atlas Challenge

Poll of meat and fish reduction as an approach to a sustainable and innovative strategy

This overview shows the markets, in which the assessed
food producers have a presernce. (HQ) is added next to the
country the cornpany is headquartered in.
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Austria, Germany, Switzerland, United Kingdom (HQ); worldwide

Austria, Germany, Switzerland (HQJ, United Kingdomn; worldwide

Austria, Germany [HQ), Switzerland, United Kingdorn; 40 countries worldwide

Austria, Germany, Switzerland, United Kingdom; United States of America (HQJ; worldwide

Austria, Belgium, Denmark, Germany, Finland, France, Greece, Hungary, ltaly, Ireland,
Netherlands, Norway, Portugal, Spain, Sweden, Switzerland, United Kingdom (HQ)

Germany, Belgium (HQ), Finland, France, Sweden

Austria, Germany, Switzerland, United Kingdom; Japan (HQJ; worldwide

Austria, Germany [HQ), Switzerland, Belgium, Croatia, France, Greece, Italy, Luxembourg,
Netherlands, Slovenia, Spain

Austria, Germany [HQ), Czech Republic, Hungary, Italy, Poland, Romania, Russia, Slovakia

Germany, Netherlands (HQJ, United Kingdorn; Europe

Australia, Austria, Germany, Ireland, United Kingdorn (HQJ, United States of America

Austria, United Kingdorn (HQ); growing presence in continental Europe

United Kingdom [HQJ; Europe

United Kingdom (HQJ; worldwide

Austria, Czech Republic, Denmark, Estonia, Finland, Germany, Hungary, India, Latvia,
Lithuania, Norway (HQ), Romania, Russia, Slovakia, Sweden, Switzerland, United Kingdom

Austria [HQ), Czech Republic, Hungary, Romania, Slovakia

Germany, Switzerland (HQ), United Kingdom; worldwide

Austria, Germany [HQ), Switzerland, United Kingdorn; worldwide

The table on the following two pages provides an overview of the indicators for each food producer which the rarking is based
on. For the assessment, the indicators were divided into four different sections. Please note that although a company could
fulfill the majority of the criteria, it does not deern thern as the highest scoring cormpany due to the specific scoring system
of the questionnaire.
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2. Sustainable diet/ nutrition vVivivI]

is part of annual report
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3. Sustainability seen as

business responsibility to VARV ARV ARV 4

reduce impact on the planet
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4. Statement/ policy

on environmental V V V V

sustainability
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5. Statement/ policy on plant- v iv| v

based foods / proteins
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6. Statement / policy on 5 x| x| x

meat reduction

7. Statement/ policy o P
on fish / seafood v v
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8. Statement/ policy
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meat substitutes

Product Range

1. Offerplant-basedfoods | V' |V |V X |V |V V|V VIV IV VIV IV IX VIV VI X X
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2. Offer vegetarian foods vV iV IV IV iV VvV V viv i ivI VvV Vv VvV v x vV iVv v Vv V'

3. Offer meat substitutes / VIiVIVIXIVIVIVIOIVIVIXIX VI IXXIX VIO OV

innovative products

4. Offer fish / seafood X X v X X X XX XX v I XX X X X X X X X

substitutes

5. Replace or remove

meat-based with plant- X@\/’(@@X@@VV@V’@@@@@@@

based ingredients

6. Reduce fish / seafood-

based products - - QI QO VvV QIO X VI—QC QS| ——
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1. Highlight plant-based vV viviviviivivivivivIi vii i x v v xl x

foods

2. Focus on plant-based

foods & meat VIVIVIXIVVIVIVIVIVIXIXV XXV VI XX X

substitutes on website

3. Highlight plant-based

foods & meat substitutes V \/ \/ x @ V V @ @ \/ \/ x x x x x V X X X

under certain criteria

4. Mention benefits

and importance of VIVIVIXX IV IX OX XV XX X X X X X X X

meat reduction

Future Commitment

1. Bepartof initiatives / in}tial
rograms that promote

ﬁig light meat reduction and/| vViv i X X

or plant-based products
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2. Committing to meat

reduction approaches @ @ @ @

and strategies

3. Committing to fish/
seafood reduction ap-
proaches and strategies
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4. Expansion/ development

of plant-based foodsand/ | v | v | vV | V

or meat substitutes
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Additional
i Response V X VIV XXV XXV IV XV XXX XV X X
ii Transparency VIiVIVIVIXIXVIVIXIVIVIXIVIXX XV VI VI X

Key: w/=Yes X€=No === Notapplicable/Not part of product portfolio
() = No information could be publicly found within the allocated research tirre

* DACH: Abkreviation for Austria (AT), Germany [DE) + Switzerland (CH])
** UK = United Kingdorn

Disclaimer: December 2019 till the 30th of June 2020 reflects the careful research effort of FOUR PAWS. Any changes in the assessed
cornpanies which took place after the 30th of June 2020 and which may affect the ranking results, have not been taken into account.
For more information please don't hesitate to contact: TheAtlasChallengefdvier-pfoten.org



