
METRO SUSTAINABLE

DEAR READERS,

Is it possible to maintain something while constantly progressing? Can we zoom in on our own
customers and still contribute to a global transformation process that goes beyond these
relationships? Does focusing on the core business allow climate protection?

We say: Yes! Focusing on our customers and our core business drives us and our company
forward – and it includes protecting resources and the climate.

In this progress report, we show how we are adapting our assortment to the demands and
requirements of our customers. We show how our core business with its focus on food is
directly influenced by the climate and its development.

With the work in the focus areas of our sustainability strategy, we contribute to making our
impact on resources, climate and society as positive as possible. The Sustainability Agenda
2030 and the principles of the United Nations Global Compact provide us with the global
framework for this.

2020 and 2021 were very challenging years due to the Covid-19 pandemic, which left
significant traces throughout the whole value chain. But the pandemic has also highlighted a
development in gastronomy towards more regionality, more health, more choice, less plastic
and better packaging.

2021 has brought us back to restaurants, bars and cafés – we are enjoying again. Behind the
scenes, we at METRO are working to offer our 17 million customers a growing, more
sustainable assortment that helps them respond to their customers’ changing needs. Our
range of regional items is growing steadily. Since 2018, we are also offering organic products
under own brand. Among the most successful product launches in 2021 is METRO Chef Veggie,
a curated selection of plant-based meat alternatives for beef and poultry specialties developed
together with chefs. And with our work on traceability, we are doing everything we can to
ensure that meat and fish products can be traced back to their origin from the plate in the
restaurant.
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We are aware of our responsibility, but also of our opportunities: our product range is a
great lever to have a sustainable positive impact on resources, people and the environment –
along the entire value chain from producer to restaurateur. We accept the responsibility for the
challenges associated with this, because in our eyes we need more cooperation than ever
before in order to achieve a goal that is elementary for all of us, but above all for future
generations: to limit global warming and to secure valuable resources.

Food and climate are complexly interwoven. At METRO, we are therefore doing everything
we can to set a good example and initiate change across our supply chains. That’s why our
purchasing policies include ambitious sustainability targets. Therefore, we are fighting food
waste on all fronts and this is why we will invest 1.45 billion euros in our own global business
operations to become climate neutral in our own business operations by 2040. The necessary
cooperation to achieve this starts in our own company and carries through to our cooperation
with our business partners and on to our customers.

It has rarely been so clear: we must set the course for the future today. We can only grow
our quality of life if we ambitiously drive change now. As a company, we reach over 17 million
customers and these billions of people who eat, order, shop with them. The more we embed
sustainability in our core business, the greater the effect we achieve. This is the core of
#METROSustainable – knowing our leverage, we implement sustainability with a focus on our
customers and our core business.

Let us show you how we are progressing with this report: Many courses have already been
set, but at the same time there is still a lot of work ahead of us – and our motivation is right:

Let’s do this.
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SUSTAINABILITY STRATEGY

With our core business, we strive to provide customers worldwide with high-quality products
and services. Because at METRO, our purpose ‘Champion for Independent Business’
determines our actions – and we strive to do so in a responsible way with our sustainability
approach METRO SUSTAINABLE. In this sense, sustainability is more than social and ecological
responsibility in an economically sensible manner: it is also a question of attitude and way of
working. It determines the actions of our employees and is an integral part of our corporate
strategy. We want to drive change toward responsible and sustainable business practices –
within our business operations, but especially in cooperation with our suppliers and customers.

By balancing our needs and goals with the needs of nature, people and future generations,
we can achieve long-term success and overcome the conventional limits to growth for
ourselves, our stakeholders and society as a whole. The leading principles are the 17
Sustainable Development Goals (SDGs) of the United Nations and the 10 principles of the
United Nations Global Compact. They form the global framework for our sustainability
activities.

Challenges of an economic, ecological, social and cultural nature, such as the Covid-19
pandemic, but also global challenges such as the growth in the world’s population, with their
consequences for resource consumption, the climate and food security, are closely linked to
our core business. These challenges are thus drivers of the issues that are of greatest
importance to our business activities and define our work along our sustainability strategy.

For us, sustainable action means creating qualitative growth through sustainable added
value. In this way, we generate added value for our customers and contribute to overcoming
global challenges for society as a whole.

In line with the requirements of our sustainability management, we are working to
overcome these challenges and to act in an operationally sustainable manner by focusing on
what is material to us. We want to ensure that our sustainability strategy works on the aspects
and concerns that have the greatest impact on our business and on which we can have a major
influence through our operations – together with our customers. With our focus on the food
sector, we are working on 8 strategic focus areas.

We can set the course for a sustainable future by working together to find solutions to food
waste, find answers for balanced protein use for more conscious consumption, and offer more
organic and other responsible products. Similarly, we are aware of our responsibilities and
opportunities when we stand up for human rights, develop innovative solutions in packaging
and plastics, make a positive contribution to climate protection, make raw material sourcing
sustainable, and promote diversity and inclusion.
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In this way, we strengthen local communities and encourage more conscious consumption.
As an innovation driver of sustainable solutions, we contribute to a sustainability movement.
By informing, inspiring, motivating and supporting our employees, customers and partners, our
sustainability activities can potentially reach millions of people and have an impact for more
sustainability.

Covid-19 has not resulted in any fundamentally new topics for us to consider in our strategy.
However, challenges and opportunities related to our focus areas have become more
prominent during the pandemic.

With METRO SUSTAINABLE and our work on the strategic focus areas we contribute to the
sustainability of communities worldwide. This is achieved in particular through discourse with
internal and external stakeholders such as employees, customers, suppliers and business
partners, local communities, non-governmental organizations (NGOs), political representatives,
investors, competitors and committees.

You can read more on our strategic focus areas in our proof point stories page 10 .
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MATERIALITY ANALYSIS 2020/21

In the course of the financial year 2020/21 we have carried out a materiality analysis to identify
and assess potential economic, environmental, social and governance topics that could affect
METRO. This analysis has been conducted in accordance with the requirements of § 289c of
the German Commercial Code and the reporting standard of the Global Reporting Initiative
(GRI) comprising all three aspects at the same time:

What influence the issue has on METRO’s business, financial result or economic situation
(according to German Commercial Code)
What influence METRO’s business operations have on the issue in question (according to
German Commercial Code and GRI)
How relevant the issue is for the stakeholders affected by it (according to GRI)

The outcome of this analysis are 11 material issues for METRO covering internal (corporate
mission and strategy) and external factors (reflective on stakeholder concerns) which the
company has the ability to control and influence, including the value chain.

These issues were selected in a process that consisted of several steps. First, a complete list
of non-financial issues relevant to our company or our stakeholder groups was generated from
key sources including:

Existing strategies, commitments and guidelines of METRO and its operational entities
Requirements for various rating systems, including the Dow Jones Sustainability Index
(DJSI)
Disclosure standards, such as Sustainability Accounting Standards Board (SASB)
Trend reports from World Economic Forum, European Commission, among others
Competitors’ materiality analysis

The wide range of issues was summarized into a condensed long-list of 18 issues, making sure
that each aspect from the complete list appeared in the content of the condensed list. The
process followed the design principles for business relevance, as:
1. the topic has the ability to affect the company’s operational results and financial

conditions
2. is within the sphere of control and influence of METRO but
3. excluding topics that are purely financial and/or operational.
Each of these 18 topics was assessed by the Materiality Analysis Project team, consisting of
3 experts from the METRO AG Corporate Responsibility department, from a scale of 1 to 7
(1 being low impact and 7 high impact) by the related risks and opportunities, current and
potential future impact on METRO’s business success. All those topics that had an average of
4 or higher were considered as meeting the materiality threshold, resulting in a shortlist of
11 materialities.
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These shortlisted topics formed the basis for the validation and prioritization of materialities
by different internal and external stakeholders during 18 online interviews including METRO’s
top management, country organization’s CEOs, customers, suppliers and Consumer Goods
Forum’s peers.

Moreover, 2 online internal workshops took place with METRO employees from across
different departments and country organizations to gain by-proxy stakeholder views of
customers, suppliers, employees, peers, investors, and public organizations. These participants
were asked to:

Rank the issues from the perspective of each stakeholder group they were assigned to
Discuss the influence the issue has on METRO’s business, financial result or economic
situation by evaluating the risks and opportunities of each issue and the link to METRO’s
daily business
Assess the impact of METRO’s business operations could have an impact on society or
environment and estimate the relative magnitude as of high, medium, or low.

Lastly, the material topics were plotted into the matrix reflecting the:

Impact of topic on METRO’s business, financial result, or economic situation – for
example impacts on sales, investments, costs or the company’s reputation and
Impact of METRO’s business operation along the value chain – for example in the event
of non-compliance with certain laws or environmental or social standards and
Relevance of issue for stakeholder affected by it (shown by the size of the circles in the
graph) – for example in relation to purchase or investment decisions.
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Whilst the topics of Business Ethics and Transparency, Data Privacy and Security and Talent
Attraction and Development are part of our key business practices, all other topics including
those with the highest priority, namely Responsible Sourcing and Sustainable Assortment,
Human Rights, Food Waste Management and Packaging + Plastic, are explicitly allocated in
METRO’s sustainability approach and the corresponding areas of responsibility as follows:

Areas of responsibility Material issues

People
Human Rights
Occupation Health, Safety & Well-Being
Employee Diversity and Inclusion

Product
Responsible Sourcing & Sustainable Assortment
Healthy and Nutritious Products
Packaging and Plastic

Planet
Food Waste Management
Resource-Efficient Operations

With all 11 issues being material according to GRI and German Commercial Code requirements,
the respective management approach for each of the 11 issues is described already in the non-
financial statement of METRO’s Annual Report 2020/21 namely the chapters Actively
Managing Sustainability, Environmental and Social Matters, Employee Interest, Business Ethics
and Transparency and Customers. Therefore, they are not presented in depth here.

METRO and its affiliates will continue to conduct stakeholder surveys as a basis of their
materiality analysis and we are available for dialogue via the options provided on our website
and via our e-mail address CR@metro.de.

MANAGEMENT APPROACH

All topics identified in our materiality analysis in reporting year 2020/21 as material in the
sense of the German Commercial Code are also considered material in the sense of GRI. This
also reflects in our 8 sustainable focus areas. The management approach to dealing with the
material issues is described in the Non-Financial Statement (NFE) of the Annual Report 2020/
21 hence is not dealt with separately here.

A detailed overview of where statements on the management approaches to the material
topics are made can be found in the GRI Content Index page 46 .
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https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/sustainability-management
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/sustainability-management
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/environmental-matters
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/social-matters
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/employee-interests
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/corporate-ethics-and-transparency
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/corporate-ethics-and-transparency
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement/customers
mailto:CR@metro.de
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement
https://reports.metroag.de/annual-report/2020-2021/combined-management-report/principles-of-the-group/combined-non-financial-statement
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CUSTOMER
SUSTAINABILITY

SUSTAINABLE

OUR FOCUS AREAS

METRO SUSTAINABLE expresses our approach to sustainability and is the framework and 
at the same time the driver for all our activities aimed at increasing sustainability at our 
customers. Operationally, we implement this along our 8 strategic focus areas. In this way, 
we place METRO at the center of transforming and driving responsible and sustainable 
business and create added value through sustainable action - in our own company and for 
our customers. We want to share our knowledge and show how suppliers and customers 
benefit from sustainable choices. They can profit, for example, in terms of energy efficien-
cy and improved waste management and the resulting opportunities related to lower costs, 
better products with higher margins, new customer groups and a competitive edge. They 
profit from more efficiency hence less costs, better products with higher margins, new cus-
tomer groups and a way ahead of competitors.

Key Focus Areas

Extended Focus Areas

https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=raw-material-sourcing
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=food-waste
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=human-rights
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=packaging-plastic
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=climate-action
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=raw-material-sourcing
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=diversity-inclusion
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=conscious-proteins
https://reports.metroag.de/corporate-responsibility-report/2020-2021/metro-sustainable/our-focus-areas.html?first=organic
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