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ABOUT THIS REPORT

The 2024 Sustainability Report for Performance Food Group Company (“we,” “our,

“us,” “the Company,” or “PFG”) serves as the principal annual sustainability disclosure. It

reflects our commitment and continuous progress toward achieving our environmental,

social, and governance management and performance goals. The data and insights

in this report span PFG’s fiscal year 2024 — July 2, 2023, to June 29, 2024 — unless ‘
otherwise specified.

This report incorporates disclosures in alignment with recommendations from the

Sustainable Accounting Standards Board (SASB) and the International Sustainability

Standards Board (ISSB) International Financial Reporting Standards (IFRS) Sustainability ..
Disclosure Standards. In compiling this report, we collaborated with PFG’s business

units and third-party entities to ensure rigorous data collection, analysis, and calculation.

PFG didn’t obtain external assurance of the information and data within this report. ﬂe

PFG’s 2024 Sustainability Report contains forward-looking statements based on what
the Company believes to be attainable and is informed by current data and managerial
insights. Actual results may vary due to various business risks, uncertainties, or
assumptions that might not materialize as anticipated. PFG doesn’t undertake any
obligation to update or revise any forward-looking statements in this report.

Terms such as “material” issues or “materiality” may be used throughout this report

to denote topics deemed pertinent to PFG and our stakeholders, in alignment with &»
sustainability reporting guidelines and frameworks. Issues considered material in the = |
context of this report or about the Company’s sustainability strategies shouldn’t be

construed as a characterization regarding the materiality or potential financial impact

of that information for SEC reporting purposes and aren’t about the terms “material”

and “materiality,” as delineated by securities laws. For additional information regarding

PFG, please see the reports we file with the U.S. Securities and Exchange Commission

(SEC), including our Annual Report on Form 10-K and Quarterly Reports on Form 10-Q.

—— Performance E PERFORMANCE’
: Food Group FOODSERVICE




Introduction

MESSAGE FROM THE CEO

I’'m incredibly proud of our
organization’s progress toward
fulfilling our sustainability
commitments and building a
better tomorrow.”

At Performance Food Group, we understand that sustainability is a journey
shared by all. Our Better for All approach is at the core of everything
we do and defines our sustainability strategy across three pillars:

e Better for the Planet: \We're committed to responsible sourcing,
sustainable practices, and the protection of natural resources.

e Better for Our People: We prioritize the safety, well-
being, and development of our associates.

e Better for You: We believe in providing healthy food and ensuring
equal opportunities for everyone to pursue their aspirations.

This year’s Sustainability Report highlights our continued commitment to
these focus areas, demonstrating how our business practices contribute
to creating a better world for our customers, communities, and the
planet. Our 2024 sustainability milestones reflect significant achievements
across environmental sustainability and social responsibility.

Over the past four years, we've embedded sustainability into our business
practices. As part of our Better for the Planet efforts, we’ve reduced

power consumption intensity by almost 7% —nearly halfway to our goal—

and increased our renewable energy sourcing. In addition to advancing
sustainability within sourcing, we’ve made substantial investments in
transportation technologies. Our fleet now includes six Class 8 Volvo electric
trucks, one zero-emission yard tractor, and 30 solar-electric transportation
refrigeration units (TRUs), underscoring our commitment to reducing emissions.

2024 PFG Sustainability Report

Better for Our People will always remain a core focus. Over the past
year, we've improved safety standards, making substantial strides at
critical locations. This effort led to a 12% reduction in our Recordable Case
Rate (RCR), furthering our dedication to associate health and safety.

Better for You also drives our community efforts. Addressing food insecurity
is central to our social responsibility efforts. This year, we partnered with
Fit4Kids, donating more than 1,000 pounds of fresh produce to benefit

more than 4,000 students across seven schools near our headquarters

in Richmond, Va. Our volunteers helped students plant gardens and
distribute the produce, furthering our commitment to community well-

being. We plan to expand this program to 20 schools by fiscal year 2025.

It's gratifying to see our investments in technology, people, and communities
yield tangible results. I'm incredibly proud of our organization’s progress toward
fulfiling our sustainability commitments and building a better tomorrow.

As we move forward, PFG remains focused on continuing to achieve
our sustainability targets, leaving a lasting legacy of positive impact for
our associates, customers, suppliers, and the communities we serve.

Loy f-

George Holm
Chairman & CEO
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PFG COMPANY OVERVIEW

At PFG, we strive to ensure that our communities have access to nutritious,
sustainable, and high-quality products. We source our products from a variety of >
suppliers and serve as a vital partner by connecting them to our extensive and .. °
expanding customer network. In addition to the products we offer, we deliver value- @
added services that leverage our industry expertise, scale, and knowledge in areas
such as product selection, procurement, menu development, and operational strategy. , °®

< ¢ BUSINESS
. e SEGMENTS

oo @ roodservice

@ Specialty

Convenience

PFG operates through three distinct segments: L d ® °

¢ Foodservice: Dedicated to providing high-quality food and food-related products, e © [ ]
the Foodservice segment offers a diverse selection of custom-cut items, including
beef, pork, poultry, and seafood, tailored to our customers’ menu needs. In
addition, we provide frozen foods, refrigerated products, and cleaning and kitchen ® e
supplies. This segment distributes food and food-related products to independent ” ) (]
and chain restaurants, as well as various institutional “food-away-from-home” ® (] 0 Headquarters
locations, serving both regional and national businesses and catering to many well- o o ° (Richmond, Va.)
known family and casual dining restaurant chains. [ \ a ‘

Specialty (formerly known as Vistar, with the name change effective as of “ &
March 2025): As a leading national distributor, our Specialty segment provides <
a wide range of products, including candy, snacks, beverages, coffee, and other
nonfood essentials, to vending distributors, major retailers, cinemas, and hospitality
venues. Specialty also expands its national platform to serve additional channels
such as concessionaires, airport gift shops, college bookstores, correctional
facilities, and impulse purchase locations within various big-box retailers nationwide.
Our “pick and pack” capability uses third-party carriers and Specialty’s diverse SKU
offerings to meet the needs of customers with smaller order sizes that our standard
delivery network can't efficiently serve.

e Convenience: As a premier wholesale distributor in the convenience retail sector,
this segment provides a wide array of foodservice and consumer products, along

with marketing and technology solutions, to approximately 50,000 customer ﬁ $588+ o 144 @.“‘ 5,500+ “ 37,000+

locations in the U.S. and Canada. Our customers include traditional convenience m o ) i )
stores, drugstores, mass merchants, grocery stores, and other specialty and small- Total Sales m==1l Distribution Centers oW, Suppliers Associates

format retailers that offer convenience products.

Our product sourcing is diverse, and we adopt an innovative approach to our

operations. From procurement and warehousing to supply chain management, ?‘ 250,000.'. 300,000+ E 7,300.'. 372M+

customer service, and delivery, we continually explore new ways to enhance r—
sustainability within our systems. H. Products Customer Locations g===g \ehicles Miles Driven
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OUR BETTER FOR ALL STRATEGY

As a leading foodservice distribution company, PFG is committed to advancing sustainability, creating a positive
social impact, and upholding strong governance. Our Better for All strategy is built around three core pillars that
guide our actions across the Company:

BETTER FOR
THE PLANET

We’re dedicated to being
responsible stewards of the
environment. This means
reducing our environmental
footprint by using natural
resources efficiently and
implementing sustainable
practices across our supply
chain. Our efforts include
responsible sourcing
and adopting innovative

technologies to drive meaningful

environmental outcomes.

s P

Wiy

—t 4
*#  BETTERFOR
OUR PEOPLE

Our associates are the

foundation of our success.
We’re committed to their
safety, well-being, and
ongoing development. Our
initiatives prioritize health,
safety, and career growth,
and they foster a positive
work environment where our
associates can thrive. Ensuring
the well-being of our people is
central to how we operate.

LS ﬂ;

BETTER FOR
YOU

We believe that everyone
deserves access to healthy,
nutritious food and the
opportunity to pursue their
dreams. Through our focus on
food quality and nutrition, we
help ensure that individuals and
communities are supported in
leading healthier lives. We’re
also committed to giving back
to the communities we serve,
contributing to local efforts that
enhance well-being and create
equitable opportunities for all.

GOVERNANCE

PFG’s strong governance framework is built on integrity
and ethical business practices. Governance is essential
to reinforcing and enabling progress across our “Better
for All” strategy. The trust and success we maintain
with customers, suppliers, and communities rely on our
high standards of legal compliance, accountability, and
transparency. We integrate environmental, social, and
governance considerations into our risk management
practices to ensure our business decisions align with
our sustainability commitments.

To guide our sustainability efforts, the Nominating and
Corporate Governance Committee, composed entirely
of independent directors, oversees PFG’s sustainability
strategies and programs and receives progress reports
every quarter. Our C-Suite Sustainability Executive
Committee, which includes our Chief Financial Officer
and General Counsel, works closely with our leaders
to set strategic direction and ensure alignment with our
corporate vision. This committee reports directly to the
Nominating and Corporate Governance Committee,
ensuring that our sustainability initiatives are embedded
throughout the Company.

Additionally, we have cross-functional support groups
from key areas such as Operations, Supply Chain,
Reporting, and Community Relations. These groups
meet regularly to assess progress and refine action plans,
ensuring that we stay on course to meet our objectives.
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OUR 2024 PERFORMANCE

ENVIRONMENTAL STEWARDSHIP

GOALS
BETTER FOR THE PLANET

Greenhouse Gas (GHG) Emissions

e Reduce Scope 1 and Scope 2 GHG emissions by 30% (using
a per-case metric basis) by 2034 from a 2021 base year."

e Evaluate and disclose Scope 3 emissions in the fiscal year
2024 Sustainability Report.

e (NEW) PFG will engage with our suppliers representing 40%
of our spend (Purchased Goods Sold and Distributed to our
customers) to set Scope 1 & 2 emissions targets by 2034
that are in line with the Paris Agreement’s 1.5 °C emissions
reduction goal.

Energy Efficiency

Reduce power consumption intensity by 20% by 2030 against
our fiscal year 2021 baseline.?

Renewable Energy

Secure 10% of purchased electricity from renewable sources
by 2030.

Responsible Sourcing

Ensure at least 90% of PFG-branded beef, pork, poultry, seafood,
coffee, and tea are produced with verified environmentally
sustainable and socially responsible practices by 2025.

Waste Management
Achieve an 80% diversion rate for operational waste by 2030.

Sustainable Nonfood Packaging

Ensure 75% of nonfood-branded products by 2025 include
sustainable options in the following categories:

e Foil — Recyclable (pans, rolls, lids)

e Paper, including fiber — Recyclable and/or compostable (more
than 10 product categories to target)

e Plastics — Compostable and/or recyclable (five product
categories and counting to target)

\ FY2024 PROGRESS

On Track: We have a 10.4% reduction in Scope
1 and 2 emissions versus our 2021 base year.

Achieved: Our Scope 3 emissions are evaluated
and disclosed for the first time in this report.

In Progress: We'll report on progress in the fiscal
year 2025 report.

In Progress: We have a 6.9% reduction in power
consumption intensity.

In Progress: Less than 1% of purchased
electricity is from renewable sources.

Achieved: A total of 94.5% of vendors in scope
meet our criteria.

On Track: We have a 75% diversion rate.

Achieved: A total of 75% of branded nonfood
products in designated categories have
sustainable options.

"I PFG recalculated the fiscal year 2021 baseline to include material acquisitions and revised our target to reduce Scope 1 and 2 emissions in line with the Paris Agreement.
?l PFG adjusted our baseline year from fiscal year 2020 to fiscal year 2021 to align with the per-case metric used when calculating our GHG emissions intensity.

SOCIAL RESPONSIBILITY

GOALS
BETTER FOR YOU

Food Attribute Transparency

Provide attribute transparency on 85% of PFG-branded food
items by 2030.8

Community Relations & Engagement

e Expand advocacy, volunteerism, and charitable contributions
with organizations committed to fighting food insecurity,
combating human trafficking, supporting healthier
communities, and providing disaster relief.

e Ensure a community relations plan is in place during fiscal
year 2024.

2024 PFG Sustainability Report

\ FY2024 PROGRESS

Achieved: A total of 91% of PFG-branded food
products meet requirements.

Achieved: In fiscal year 2024, PFG supported
Truckers Against Trafficking (TAT), the
American Red Cross, and local Richmond area
nonprofits by providing company donations
and sponsorships, facilitating associate
contributions, and promoting volunteer efforts.
All PFG operating companies remain dedicated
to supporting charities important to their
communities and businesses.

Achieved: PFG’s community relations strategy
builds on the foundation of PFG’s traditional
giving history and focuses on (1) fighting food
insecurity, (2) combating human trafficking,

(8) supporting disaster relief efforts, and (4)
promoting associate well-being.

7

B The list includes Reduced Fat, Low Sodium, Organic, Lactose Free, Biodegradable, Vegan, Trans Fat-Free, Gluten Free, Kosher, Halal, Fair Trade, Reduced Sodium, Genetically Modified,

Shade Grown, MSC Certified, Humanely Raised, RBST Free, Probiotic, Wild, Free Range, and Plant Based.
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At PFG, as we embrace the principlé of “Better for All,”
we’re dedicated to protecting the eﬁvironment for futlin

) . |
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innovative technologies that promote sustainable prac.‘,tices
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GHG EMISSIONS GOALS

¢ Reduce Scope 1 and Scope 2 GHG emissions by 30% (using a per-case metric basis) by

2034 from a 2021 base year.

¢ Evaluate and disclose Scope 3 emissions in the fiscal year 2024 Sustainability Report.

¢ (NEW) PFG will engage with our suppliers representing 40% of our spend (Purchased Goods
Sold and Distributed to our customers) to set Scope 1 & 2 emissions targets by 2034 that are
in line with the Paris Agreement’s 1.5 °C emissions reduction goal.

PROGRESS

In fiscal year 2024, our Scope 1 and 2 emissions intensity was 10.4% lower compared to our
fiscal year 2021 base year. This is in part due to resource investments in renewable energy
infrastructure, zero-emission vehicles (ZEVs), and improving our internal data collection and
accuracy processes. Fiscal year 2024 was also the first year that PFG evaluated and disclosed
our Scope 3 emissions, with actions and goal oriented activity to be disclosed in FY25.

At PFG, we’re committed to reducing our GHG
emissions and minimizing our carbon footprint across
our operations. As one of the largest distributors of food
and nonfood products in the U.S., we understand that
our greatest impact comes from the transportation of
goods and the energy usage at our distribution centers.
Transportation is critical to our business, ensuring

communities nationwide have access to essential
products, but it also presents a significant source of
our Scope 1 and Scope 2 GHG emissions. This reality
has driven us to invest in innovative technologies

and strategies aimed at reducing fuel consumption,
optimizing delivery routes, and adopting energy-efficient
practices across our distribution centers.

GHG EMISSIONS: OUR FOOTPRINT

Better for the Planet

Our focus extends beyond transportation to our
network of distribution centers, where energy usage
represents another key area of opportunity for
emissions reduction. Through enhanced refrigeration
technology, lighting upgrades, a shift to renewable
energy sources, and other initiatives outlined in our
Environmental Policy and Climate Change Palicy,

we aim to reduce emissions while maintaining peak
operational efficiency. These efforts are central to
PFG’s broader sustainability commitment, as we
actively work toward decreasing the overall intensity of
our Scope 1 and 2 emissions.

2024 PFG Sustainability Report

SCOPE 1 AND 2 GHG SCOPE 3 GHG EMISSIONS
EMISSIONS BY SOURCE BY CATEGORY
3.3% 0.5% 0.3%
% 1.0% 0.3% 0.1%
>4 3 | 20% T\ o_?,lof,,
5.5% L
68.3%

2 . . Purchased Goods .
] Diesel ] Facility Refrigerants O e [ Capital Goods
Utility Powver Other (e.g., Propane, Upstream Transp. ;
O (e.9., Electricity) B \atural Gas, Dry Ice) O3 and Distribution B Employee Commuting

End of Life Treatment Waste Generated in
] [l

[ Traier Refrigerants of Sold Products Operations

H Fuel-and-Energy-

Related Activities [ Business Travel

GHG EMISSIONS INVENTORY
BASELINE FY20211 FY2024

WETAIS ToN) 873,529 870,498

SCOPE 2: LOCATION BASED
(METRIC TONS) 193,143 185,634

SCOPE 2: Mf‘@gﬂfﬁgﬁ; 191,188 186,496
SCOPE 31

1 Baseline year data has been revised to'include PFG’s recent acquisitions (e.g., Core-Mark).
2 PFG evaluated and disclosed-Scope 3 emissions starting in fiscal year 2024.
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https://s22.q4cdn.com/140600076/files/doc_downloads/governance_doc/2020/05/PFG-Climate-Change-Policy-(18May2020).pdf

Better for the Planet

TRANSPORTATION

As a nationwide distributor, transportation plays a critical
role in our operations, representing a significant portion

of PFG’s GHG emissions. Reducing emissions across
our transportation network is a key priority as we strive

to become a more sustainable company. Our efforts are
focused on advancing fleet technology, optimizing fuel
efficiency, and reducing the carbon intensity of every mile
traveled. Through strategic investments and innovation,
we’re working to minimize our environmental impact while
maintaining reliable service for our customers.

FLEET FUEL MANAGEMENT

As of the end of fiscal year 2024, PFG has approximately
80 ZEVs in service. We continue to expand our ZEV

fleet with electric and hydrogen-powered tractors, yard
trucks, and refrigeration on trailers (€TRUSs). Infrastructure
enhancements to enable our growing electric fleet, such
as charging networks and transmission lines, continue
across several locations.

Looking forward to fiscal year 2025, PFG will continue

to evaluate the opportunities and risks associated

with our current fleet technologies and explore other
innovative technologies to expand our fleet and power our
distribution vehicles.

FUEL CELL

ELECTRIC VEH|ICLE

- PERFORMANCE

ERVICE

www.PerformanceFoodservice.com

CHARGING AHEAD

ZERO EMISSIONS

" ELECIRIC

2024 PFG Sustainability Report
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DISTRIBUTION CENTERS

Better for the Planet

Better for Our People Better for You Appendix

PFG’s distribution centers are critical hubs in our operations, requiring substantial energy to power refrigeration, heating,
ventilating, air-conditioning (HVAC) systems, and lighting. We recognize the opportunity to reduce emissions at these
facilities and have dedicated efforts toward both renewable energy adoption and energy efficiency improvements.

ENERGY EFFICIENCY

We continue to conduct energy efficiency studies that we originally
piloted in fiscal year 2021, serving to explore efficiency opportunities for
reducing energy use, electricity costs, and emissions within the lighting,
refrigeration, and battery charging systems in our distribution centers. In
fiscal year 2024, we completed five additional studies, bringing our total
of completed studies to eleven. As a result, we implemented several
new protocols, including a demand response program to reduce energy
use during peak demand hours through management practices and
training for associates. Several separate utility-funded “Find and Fix”
efforts were also conducted. Operating companies that implemented
improvements identified by the studies experienced on average a 15%+
improvement in energy intensity.

Moving forward, we intend to share the best practices learned from the
energy efficiency studies to help other facilities implement low/no-cost
power usage reduction recommendations in future years.

We also surveyed all facilities to identify LED conversion opportunities.
This year, two of our distribution facilities have received approval for
LED lighting conversions because of this survey, and we continue to
assess additional facilities for similar conversions, with more underway
expected to complete in fiscal year 2025.

RENEWABLE ENERGY

The distribution and warehousing of food products rely on electric
power for refrigeration, heating, ventilation, HVAC systems, and
lighting across various segments. In fiscal year 2024, PFG consumed
503,624,457 kilowatt hours (kWh) of electricity across our locations,
with less than 1% coming from renewable sources.

In fiscal year 2024, PFG started our first roof-mounted solar project at
our distribution center in Gilroy, Calif., with completion anticipated in
the second half of fiscal year 2025. Additional solar projects will begin
in fiscal year 2025, with completion anticipated over the next two fiscal
years. We anticipate that by the end of fiscal year 2026 we will have
seven or more solar projects operational and as a result will offset more
than 1,000 MTCO2e. We have a robust pipeline of additional solar
projects that we will evaluate for future periods.

In addition to these on-site solar infrastructure projects, PFG has signed
two utility contracts to source 100% renewable energy, both taking
effect in fiscal year 2025. These contracts support 11 of our facilities,
reducing our energy-related emissions by more than five metric tons in
fiscal year 2025 and more than 14 metric tons in fiscal year 2026.

PFG is dedicated to exploring alternative energy technologies to enhance
our operational protocols. This includes integrating strategic renewable
energy initiatives, such as pursuing additional agreements for renewable
energy procurement. We will also continue investigating the potential for
solar infrastructure installations across various new construction projects
nationwide and across multiple business segments.

2024 PFG Sustainability Report 11

ENERGY EFFICIENCY GOAL

Reduce power consumption intensity by 20% by 2030
against our fiscal year 2021 baseline.

PROGRESS

PFG conducted five more energy efficiency studies
at our distribution centers in fiscal year 2024, which
led to the development of new protocols. As a
result, operating companies that implemented these
protocols saw an improvement of more than 15%

in energy intensity. Overall, we’ve reduced power
consumption intensity by 6.9% compared with our
fiscal year 2021 baseline.

RENEWABLE ENERGY GOAL

Secure 10% of purchased electricity from renewable
sources by 2030.

PROGRESS

Currently, less than 1% of PFG’s purchased energy
is from renewable sources. Solar projects are
underway at several of our distribution centers, with
additional projects currently under negotiation. We’re
also assessing solar energy options for several new
construction initiatives nationwide across multiple
business segments.




Better for the Planet

SPOTLIGHT: SUSTAINABLE DISTRIBUTION MODEL (GILROY, CA)

Our state-of-the-art Gilroy, Calif. facility serves as
PFG’s flagship distribution center for sustainability

and innovation initiatives. Our strategic investments

in ZEV technology, advanced charging systems, and
renewable energy infrastructure have set a benchmark
for sustainability in the food distribution industry.

ZEVS AND ADVANCED CHARGING SYSTEMS

The Gilroy facility operates six Class 8 Volvo VNR Electric trucks

and one zero-emission yard tractor, demonstrating our commitment
to zero-tailpipe emissions. Also in use are 30 solar eTRUs that
eliminate approximately 20 tons of carbon dioxide (CO2) annually per
unit — equivalent to removing 120 passenger cars off the road.

In partnership with FreeWire Technologies, we’ve installed an
innovative charging island capable of powering up to 30 tractors
simultaneously. Each charger features an internal battery that
stores energy during off-peak hours, allowing it to supply electricity
to the trucks upon arrival without overloading the grid. By

utilizing chargers equipped with internal batteries, we’ve avoided
costly grid upgrades that could take years to implement.

SOLAR ENERGY INVESTMENTS

Additionally, we’re powering our Gilroy facility sustainably through
the installation of a rooftop solar power system, developed in
collaboration with our partners at GridMarket, Enerlogics, and MBL
Energy. This comprehensive rooftop solar array and connected
battery storage represent an investment of approximately $3 million,
directly powering Gilroy’s 189,000-square-foot warehouse and
storing energy for the FreeWire vehicle chargers and other electric
equipment. The solar array will also help offset the anticipated

increase in energy demand as our electric fleet continues to expand.

This initiative underscores our dedication to clean energy and
reduces our reliance on traditional grid sources. Once fully
operational, we're excited about the positive impact it will
have on our energy efficiency and environmental footprint.

A COMMITMENT TO FUTURE INNOVATION

With zero-emission trucks, advanced charging stations, and on-
site solar power, we are embracing and investing in new technology
to help reduce our carbon footprint. To date, the Gilroy facility

has reduced carbon emissions by approximately 500 metric tons
over the last three years, the equivalent of removing 436 gasoline-
powered passenger vehicles driven for one year. We're proud

to be at the forefront of our industry’s evolution and excited to
continue showcasing our dedication to a sustainable future.

2024 PFG Sustainability Report 12

The Gilroy facility is really a postcard from
the future. You are leading the innovation
economy, as well as decarbonizing our state.”

— David Hochschild, Chair of the California Energy Commission

EARTH DAY INNOVATION SHOWCASE

This past Earth Day, we held an open house
event at the Gilroy facility to showcase our
sustainable distribution model. Attendees at the
Earth Day event experienced our commitment to
sustainability firsthand by taking short rides in
one of our electric trucks and enjoying ice cream
kept fresh in our solar-powered refrigeration
trailers — affectionately dubbed “ice cream
cooled by the sun.”

CLICK HERE TO READ MORE —>


https://gilroydispatch.com/gilroy-facility-presents-sustainable-distribution-model-on-earth-day/

Better for the Planet

RESPONSIBLE SOURCING

As part of our Better for the Planet commitment, responsible sourcing is essential to minimizing
environmental impacts while maximizing value for our stakeholders. To meet our goal of producing 95% of
PFG-branded beef, pork, poultry, seafood, coffee, and tea with verified environmentally sustainable and socially
responsible practices by 2025, we’ve implemented a multifaceted approach across our supply chain.

Our responsible sourcing approach is built on collaboration with our suppliers, rigorous monitoring, and third-
party certifications. We work directly with our vendor partners to ensure they meet the high environmental and
social standards defined in our Environmental Policy and Business Partner Code of Conduct. We support these
efforts by regularly assessing supplier performance and providing guidance to help them achieve certification
and meet our stringent requirements.

In addition to working with third-party certifiers, we’ve developed a Preferred Purchasing Policy to prioritize
sourcing from vendors committed to sustainability. As a result, 95% of PFG-branded beef, pork, poultry,
seafood, coffee, and tea now meet verified environmentally sustainable and socially responsible standards, with
these outcomes reviewed quarterly.

* Al N ™
In 2024, we became a member of the Roundtable on Sustainable Palm Oil (RSPO) Q"\)S 49(@
and introduced our Palm Qil Policy, emphasizing our commitment to minimizing g “-?,
the environmental impacts of palm oil production. We regularly collaborate with our = " E
vendors to determine whether palm oil is used in their products and, if so, ensure %Q §

they have the necessary certification to confirm that it’s sustainably sourced. This
approach is intended to drive ongoing progress in sustainable sourcing and support
our suppliers in meeting our goal.

3-0136-23-100-00
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SUPPLIER RISK MANAGEMENT

Aligned with our responsible sourcing efforts, in fiscal year 2024, we completed the third phase of our
Supplier Survey to gain insights into how our suppliers address sustainability issues and to identify areas for
collaboration and improvement. The survey targeted suppliers within our Convenience, Foodservice, and
Specialty segments and covered topics such as environmental management, human rights, animal welfare,
health and wellness, ingredient transparency, and supply chain management.

We received and analyzed responses from 344 unique respondents across 18 different product categories,
representing more than $4.7 billion in annual spending. This data allows us to assess suppliers’ sustainability
performance, identify collaboration opportunities, and address potential supply chain risks. These insights will
be used to ensure our suppliers continue to align with PFG’s sustainability goals and meet our responsible
sourcing standards.



https://s22.q4cdn.com/140600076/files/doc_downloads/governance_doc/2020/05/PFG-Environmental-Policy-(08Apr2020).pdf
https://s22.q4cdn.com/140600076/files/doc_downloads/governance_doc/2020/05/PFG-Supplier-Code-of-Conduct-(8Apr2020).pdf
https://rspo.org/
http://q4live.s22.clientfiles.s3-website-us-east-1.amazonaws.com/140600076/files/doc_downloads/governance_doc/2024/02/22/pfgc-palm-oil-policy-2-1-24.pdf
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WASTE & PACKAGING

WASTE MANAGEMENT

PFG monitors our operational and food waste to maximize diversion from
landfills. We employ a third-party waste management company to assist in
tracking our operational waste and recycling efforts, actively monitoring the
recycling of pallets, stretch wrap, organic waste, and corrugated materials from
our distribution centers. We also safely dispose of used oil from our vehicles
through a third-party used oil recycling and re-refining partner. PFG is committed
to exploring additional recycling and reuse programs, including disposing of
hazardous and nonhazardous chemicals.

WASTE MANAGEMENT GOAL
1 2
et Pz Achieve an 80% diversion rate for operational waste by 2030.
TOTAL POUNDS RECYCLED
(STRETCH, CORRUGATED, AND PALLETS) 459,166,688 | 403,281,525 PROGRESS

In fiscal year 2024, PFG partnered with a new third-party waste management company.
531,489,510 539,936,798 This collaboration will enhance our data collection, improving both accuracy and
granularity like never before. We anticipate that this partnership will help improve our 75%
waste diversion rate by identifying new opportunities for diversion.

TOTAL WASTE POUNDS
(INCLUDING RECYCLED)

TOTAL DIVERTED FROM LANDFILL 86% 75%

'l Data excludes small acquisitions.
2 This lower diversion percentage is due to a change in waste management providers, improved data collection processes, and an
increase in our data accuracy (using actual weights to landfill versus estimates).




Introduction Our 2024 Performance

PFG is focused on reducing the environmental impact of
nonfood packaging within our value chain. To achieve this,
we’re expanding our sustainable product offerings in key
categories like paper, plastic, and foil. Our strategy involves
collaborating with select suppliers that provide recyclable,
biodegradable, and compostable foodservice products.

As part of PFG’s fiscal year 2023 Sustainability Report, we
established a goal to ensure that 75% of nonfood-branded
products in our foil, paper, and plastics categories included
sustainable options. In fiscal year 2024, we launched more
than 60 new sustainable products in these categories,
increasing our sustainable offerings from 67% to 75%

and achieving our goal a year ahead of schedule.

Looking ahead, in fiscal year 2025, we're preparing to launch
approximately 50 new sustainable product alternatives, including
deli paper, pizza boxes, and catering items, focusing on our foll,
paper, and plastics categories. PFG is committed to identifying
additional opportunities to partner with suppliers to provide

recyclable, biodegradable, and compostable packaging solutions.

Better for the Planet Better for Our People

SUSTAINABLE NONFOOD PACKAGING

GREEN RABBIT

Late last year, we acquired S
Green Rabbit, a cold storage s
logistics company specializing

ul

e,
in the fulfillment and delivery GR EEN RABBIT

Better for You

of temperature-sensitive
and perishable goods for
the e-commerce industry.
Green Rabbit is a pioneer in sustainable packaging, ensuring
that all components of its cold storage packaging — such as
the box exterior, thermal liners, and gel pack film — are fully
curbside recyclable. This addresses a significant recycling
challenge, as not all items labeled “recyclable” are suitable
for curbside recycling. Additionally, Green Rabbit’'s gel packs
are 100% nontoxic, environmentally friendly, and reusable.

We're thrilled to welcome Green Rabbit to the PFG family

of companies, providing our customers with a sustainable
packaging solution for their cold chain needs and reinforcing
our commitment to partnering with organizations that

align with our environmentally focused goals.

FRESH STUFF FAST
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SUSTAINABLE NONFOOD PACKAGING GOAL

Ensure 75% of nonfood-branded products by 2025 include
sustainable options in the following categories:

¢ Foil - Recyclable (pans, rolls, lids)

¢ Paper, including fiber — Recyclable and/or compostable (more
than 10 product categories to target)

¢ Plastics - Compostable and/or recyclable (five product
categories and counting to target)

PROGRESS

PFG achieved this goal by adding 60 new sustainable product
options, increasing our rate in exclusive brands from 67% in
fiscal year 2023 to 75% in fiscal year 2024.
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At PFG, we’re committed to the safety, well-being, and
continuous development of our associates, as detailed in
our Enterprise Human Rights Policy. Through initiatives

in training and development and occupational health and
safety, we create an environment where everyone can
thrive. These efforts are essential to fostering a culture of
growth, inclusion, and safety, ensuring that our associates
are supported as they contribute to the success of our
business and our sustainability goals.

IN THIS SECTION:

17 Associate Development & Well-Being
24 Workplace Culture
26 Occupational Health & Safety


https://s22.q4cdn.com/140600076/files/doc_downloads/governance_doc/2020/06/PFG-Enterprise-Human-Rights-Policy-(12-May-2020).pdf

ASSOCIATE
DEVELOPMENT &
WELL-BEING

At PFG, we're committed to the success and
overall quality of life of our associates. By
focusing on the moments that matter most

in their experience, we take a comprehensive
approach to equipping them with the toals,
resources, and support they need to thrive
— both professionally and personally.

Our commitment goes beyond training and skill-building.
We strive to foster a culture of associate well-being,
where everyone feels valued and supported. Whether
it’s through opportunities for development, initiatives
that encourage teamwork, and programs that promote
mental and physical health, we aim to create an

environment where everyone can reach their full potential.

We believe that when our associates thrive, our business
thrives too. This belief drives us to continually invest

in their development and well-being as part of our
mission to build a stronger, more resilient workforce.

Better for Our People

2024 PFG Sustainability Report
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PFG’S APPROACH TO TRAINING

Our training and development philosophy emphasizes the strong LEARNING & DEVELOPMENT: INCREASING &
partnership between our associates, management, and the REWARDING OUR TALENTED WORKFORCE
Company. We encourage associates to pursue advancement in

ways that align with their goals, skills, and career growth while As our company expands, so do the promotional and
contributing to the overall success of the organization. By reviewing employment opportunities for current and future associates.
strategic needs, compliance training requirements, and associate Our talent acquisition strategy is focused on attracting,
engagement survey data, we create and implement comprehensive hiring, developing, and retaining the best, most qualified
training programs. This approach ensures we deliver the right talent who reflect the various communities we serve.

broad-based learning and development opportunities at the right

. . . Our career development philosophy emphasizes collaboration
time to support both organizational and associate growth. ur career develop i phy empnasiz el

among associates, management, and the Company. We

Additionally, we offer an enhanced onboarding experience that equips encourage associates to grow in ways that align with their talents
associates to succeed from their first day at PFG. Our offerings include and aspirations. We also offer development opportunities to help
30- and 90-day onboarding surveys for new associates, allowing them associates enhance their skills and competencies, enabling them to
to share feedback on their onboarding experience; professional and excel in their current roles while preparing for future opportunities.
leadership development opportunities; a sales training academy; and Our goal is to provide the tools, resources, and support needed
training modules on sustainability, safety, and policy compliance. for all associates who aspire to grow their careers with PFG.

In fiscal year 2024, we launched an in-house-developed sexual
harassment prevention course and a training module on workplace
violence prevention. Unlike typical training modules that tend to be
generic, we developed modules tailored specifically to our industry
and workforce.

(S FRE TR FEVY N

FY2024 TRAINING & DEVELOPMENT PROGRESS

1,260,636 436,156 9.8 97%

Courses Completed Training Hours Completed Average Hours of Training Code of Conduct Training
Completed Per Associate Completion Rate
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1 INTERN
PFG’S APPROACH TO TRAINING (conT.) f@
BUSINESS SOLUTIONS PFS LA CROSSE
2 INTERNS 6 II_\ITERNS 1 INTERN @
INTERNSHIP PROGRAM AT PFG s Finence ﬁpm"Tmmem Business Inelligence
o Operations

means investing in the next generation. While
PFG’s internship program isn’'t new, it's seen
significant growth over the past three years.
From 2021 to 2024, the program has almost
tripled in size from 10 to 29 participants thanks
to increased campus recruiting efforts at
universities across the U.S.

For PFG, part of developing our workforce -

NTERNSH\P
PROGRAM

PFS VIRGINIA
2 INTERNS

SPECIALTY CORPORATE

3 INTERNS
Merchandising, IT,
Engineering

Operations, Sales

(o)

(o0
A PFG intern’s journey begins at our headquarters in Richmond, Va.,
with a week full of meeting executives, listening to guest speakers, and o O Ii Splehg:g:s
participating in community volunteer events. In fiscal year 2024, interns ) o (o)

networked and participated in a volunteer event with our community partner,
Fit4Kids, building community gardens at local elementary schools while PFS ATLANTA
helping to improve education about fresh food, health, and well-being. From fo)
there, interns went to their respective operating companies or remained PFS SOUTHERN CAL PFS NASHVILLE

at headquarters to complete their 11-week program in their functions of P:glﬁ::nﬁym o 5
operations, procurement, sales, or finance. The program consisted of job

shadowing the day-to-day responsibilities of PFG associates and, in some © INTERN i EA"S

cases, working directly with our vendors. The program concluded with

another week at our headquarters, where interns showcased the outcomes PFS DALLAS PFS LITTLE ROCK SPECIALTY FLORIDA
of their summer-long, function-specific group projects and then participated 1INTERN 1INTERN 1INTERN

. ) \ , . Procurement Operations Sales
in a volunteer event with Shalom Farms to help fight food insecurity in our

communities and get food to those in need.

1 INTERN
Procurement

PFS TEMPLE

PFS VALDOSTA

1 INTERN
Operations

1 INTERN
Sales

o Historically, PFG’s internship program
5 o has seen 55% of interns convert into

full-time associates after graduation.
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PFG’S APPROACH TO TRAINING (conr.)

WOMEN’S FOODSERVICE FORUM (WFF)

We're proud champion-level sponsors of the WFF, an organization dedicated to advancing
women leaders in the food industry. In line with our commitment to fostering an engaged
workforce, PFG sponsored more than 140 associates, both women and men, to attend the WFF
Leadership Conference.

Reflecting our commitment to building community among our associates, PFG introduced
a more engagement-driven process for selecting this year's WFF Change Maker recipient.
The approach encouraged associates to nominate individuals who:

® Delivered exceptional business results
e Showed dedication to their own and others’ professional development
e Demonstrated a strong commitment to advancing PFG’s culture

We received more than 300 nominations, recognizing more than 225 women. This new process
not only highlighted the incredible contributions of outstanding PFG women but also empowered
associates to participate and take pride in celebrating our Change Maker recipient.

By investing in our people, we cultivate an active and engaged workforce. Through strategic
partnerships like WFF, we create opportunities for leadership development while helping our
associates build strong relationships with fellow PFG team members —both women and men—
and others across the foodservice industry.

Women's 140+ ASSOCIATES

Foodservice were sponsored to participate in
Forum the WFF Leadership Conference
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ASSOCIATE ENGAGEMENT

At PFG, we prioritize fostering an engaging workplace where every associate can thrive. Through initiatives such as
Associate Resource Groups (ARGs), specialized engagement for front line associates, and recognition programs
like Bravo, we ensure all our associates feel valued, connected, and supported. These programs not only promote
professional development but also enhance our sense of community and shared success.
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ASSOCIATE RESOURCE GROUPS FRONT LINE ASSOCIATE ENGAGEMENT

ARGs are strategic, associate-led networks that align with business PFG ensures that our crucial front line associates have the same
objectives to drive engagement and innovation. Open to all associates learning opportunities as other associates since approximately 60%
across PFG's business segments, ARGs provide personal and of our workforce is considered front line.

professional development opportunities and act as a vital conduit

for leadership to understand various perspectives, enhance talent
retention, and foster community within the organization. By leveraging
the insights and influence of ARGs, we enhance associate engagement,
strengthen organizational culture, and drive business outcomes.

We utilize various communication methods to reach all associates
effectively. Many warehouses are equipped with multiple TV
monitors connected through App Space, displaying communication
slides, important company information, and updates. We also

send mailings directly to associates’ homes, including information
about new health benefits and the Bravo recognition program.

— !ﬂ“ Additionally, we publish Total Rewards statements that are well-
B ° ° . . . .
—a ° Hls.PANlc e designed and clearly explain overall associate compensation and
- iunldosl benefits, including medical, dental, vision, and access to other
VWOMEN OF PFG OPFC ° programs. These statements are mailed to associates and are also

available online, tailored specifically to each individual. While the layout
is consistent for everyone, the content is unique to each associate.

Moreover, guest speaker events and lunch and learns are recorded and
BLACK INCLUSION GROUP @PFG published on our intranet site, ensuring that associates feel connected

to the Company and have access to these valuable resources.




ASSOCIATE ENGAGEMENT (conrT.)

BRAVO RECOGNITION PROGRAM

For the past two years, our Bravo recognition program has been part of our
continuing effort to reinforce positive behaviors and thank our many talented
associates for all the great work that they do. The program combines our past
service award program with three distinct ways to offer recognition:

e Service anniversaries (e.g., five years, 10 years)
e Automated (e.g., birthdays, holidays)
e Discretionary (e.g., leader and peer recognition)

Discretionary recognitions are divided into two categories: On-the-Spot Leader
Recognition and Peer-to-Peer Recognition. Each quarter, PFG provides leaders
with an online budget of points for On-the-Spot Leader Recognition, allowing
them to acknowledge associates who exemplify our values in their work. In
addition, everyone at PFG can give a Peer-to-Peer Recognition through our
online portal. This is a great tool to reinforce our values, say thank you, and
create a culture of appreciation. No points are associated with this recognition,
but a monthly sweepstakes with winners who’ve given, and received, a Peer-
to-Peer Recognition that month will receive points.

Through the Bravo recognition program, PFG associates can accumulate
points for recognition, similar to frequent flyer miles, which they can redeem for
various rewards, including merchandise, apparel, and retail gift cards.
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295K

RECOGNITIONS

In fiscal year 2024,
there were more than
295,000 associate
recognitions, averaging
eight per associate.
This represents a 16%
increase in recognition
activity compared to

fiscal year 2023.
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ASSOCIATE BENEFITS

Providing a workplace where our associates can thrive and feel
supported, both personally and professionally, is one of our top
priorities. Our inclusive health and wellness programs are designed to
meet the unique needs of our associates, offering a variety of tailored
options to choose from.

Each year, we assess and improve our PFG health and wellness
programs to address the evolving needs of our workforce. Our current
and recently implemented initiatives include:

e Extending parental leave by an additional two weeks
e Moving associate eligibility for PFG benefits to the first day of employment

e (Offering Livongo, a diabetes management program, to enhance support
and provide cost savings

e Providing Hinge Health, a complimentary rehabilitation resource for back,
hip, knee, neck, or shoulder injuries

e |mplementing PrudentRx, a no-cost discount program for specialty drugs

e Allowing 10 no-cost counseling visits per year for all associates and their
dependents through our Employee Assistance Plan (EAP)

e Introducing AccordantCare, a one-on-one nurse care management
program for complex health needs

e Offering 2nd MD, a second opinion program for surgical procedures

e Providing Carrum travel benefits to improve access to high-performing
surgeons

e |ncreasing maximums, eligibility, and coverage for the tuition
reimbursement program and GED testing

¢ Implementing a backup childcare and eldercare program with minimal
co-pays for associates

e Establishing the PFG Scholarship Program, which offers $5,000
undergraduate scholarships for children of associates

e Giving access to the Calm app, focusing on stress and anxiety relief

Better for Our People

SCHOLARSHIP PROGRAM

For the 2024-2025 school year, the PFG Scholarship Program,
managed through Scholarship America, awarded $5,000 undergraduate
scholarships to 42 dependents of PFG associates.

These students were selected based on academic record, leadership,
and participation in school and community activities, work experience,
financial need, and recommendations.

My father has worked for Performance Food Group
for many years, and | am so grateful for everything
PFG has done for my family. | appreciate that this
scholarship exists for students like me, and | hope
that this program continues to help impact the lives
of many more PFG families.”

This reward is greatly appreciated and will
immensely help my family and me afford college.
Attending college has always been a dream of mine,
and thanks to your help, I will be the first in my family
not only to attend but complete college as well.”

=Y
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PFG’S PILLARS OF

HEALTH & WELLNESS

PHYSICAL

Programs focused on exercise, nutrition, and
sleep that offer flexibility to meet individual needs,
including wellness incentives within our medical
plans, no-cost coaching programs covering
nutrition, and additional initiatives aimed at
supporting overall well-being

EMOTIONAL

Tools and programs aimed at emotional well-
being such as no-cost stress management
programs for medical plan participants and our
EAP, which offers both in-person and virtual
counseling options for associates

SOCIAL

Resources that foster connections both inside
and outside of work, including our Bravo
recognition program, a backup childcare and
eldercare program, an extensive vacation policy,
and personal and sick time benefits

FINANCIAL

Programs, benefits, and tools that offer pay,
savings, and investment options for associates,
including the PFG Employee Savings Plan

401 (k) with company match, an Employee Stock
Purchase Program with discounts, incentive and
bonus programs, competitive base pay, and
financial education resources through Fidelity
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WORKPLAGE CULTURE

At PFG, our people come first. We believe that cultivating a workplace where all associates
feel valued provides a competitive edge, resulting in a stronger, more engaged, and higher-
performing workforce. PFG is committed to building the most talented and connected
workforce to serve the broad range of customers and communities we support.

Our values are the foundation of everything we do — from how we serve our customers
to how we support one another. These values are brought to life through our Code of
Business Conduct, which provides clear guidance on ethical behavior, accountability,

and respect in the workplace. By aligning our day-to-day actions with these principles,
we create a strong culture where associates feel empowered, supported, and proud to
contribute. It's this shared commitment to integrity and excellence that helps make PFG a
better place to work and a company people are proud to be part of.

&5

WE DO THE
RIGHT THING

OUR WORKPLACE
CULTURE

At the core of PFG’s
mission are our five
corporate culture values.

¢ We act with integrity and
communicate openly, even
when it’s difficult.

¢ We are considerate, treat
others with dignity and
respect, and act safely.

¢ \We are accountable for our
decisions and actions.

WE DELIVER FOR
OUR CUSTOMERS

¢ \We are committed to our
customers’ success.

¢ We respond to our
customers’ needs by
listening and questioning
with curiosity.

¢ \We are action and solution-
oriented, determined to
deliver on our customers’
expectations.

‘‘‘‘‘

WE WIN AS
A TEAM

¢ We respect and care for
each other.

¢ We foster a culture of trust,
opportunity, and inclusion
through our decisions and
actions.

¢ \We embrace individuality
while working as one team,
having fun and cheering on
each other.
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WE EMBRACE CHANGE

WITH COURAGE

We encourage and support
those that speak up and rally
around solutions together.

We seek out and embrace
new and different
perspectives to make us
better.

We are agile, good-
natured, and adapt to
challenges with optimism
and creativity.
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WE BELIEVE IN
BETTER FOR ALL

¢ We are committed to the
safety and well-being of
our associates and their
continued development.

¢ \We are committed to
sustainability, responsible
sourcing, and being
good stewards of natural
resources.

¢ \We believe everyone
deserves healthy food and
an equal opportunity to
pursue their dreams.


https://s22.q4cdn.com/140600076/files/doc_downloads/governance_doc/code-of-business-conduct.pdf
https://s22.q4cdn.com/140600076/files/doc_downloads/governance_doc/code-of-business-conduct.pdf

Better for Our People

A BETTER PLACE TO WORK — FOR ALL

As one of the nation’s leading foodservice distributors, we’re committed to creating a workplace where our
associates feel valued and can thrive. That dedication is what earned us a Top Workplace award from the
Richmond Times-Dispatch for the third year in a row — a reflection of the positive culture we’ve built together.

As part of this commitment, we embrace three key workplace culture strategies:
e Promote a sense of community and connection to engage our workforce.
¢ |nvest in attracting, hiring, developing, and retaining the best talent to reflect the communities we serve.

e Support a broad network of suppliers to strengthen our supply chain and drive economic development
in our communities.

We recognize that our associates’ sense of connection, safety, and community are essential for fostering
strong engagement, overall well-being, and long-term success. To consistently strive for a workplace
culture that