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Knowledge grows

"All our knowledge
begins with experience”

Immanuel Kant
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1724-1804) was one of the foremost thinkers of the Enlightenment
opher of great influence; preoccupied with knowledge and reason, he is widely

acknowledged for his work in ethics and epistemology; the theory of knowledge. The cycle
of three critigues, starting with the ‘Critiqgue of Pure Reason’ (‘Kritik der reinen Vernunft’)
is considered the Prussian (German) philosopher’s major work, signaling a revolution in
philosophical thought. Here, he investigates the limits of human knowledge, discussing
the conceptions of a priori and a posteriori.

About Yara

Yara's knowledge, products and solutions grow farmers
and industrial customers' businesses profitably and
responsibly, while nurturing and protecting the earth’s
resources, food and environment.

Our fertilizers, crop nutrition programs and technologies
increase yields, improve product quality and reduce

the environmental impact of agricultural practices.

Our industrial and environmental solutions improve air
quality by reducing emissions from industry and trans-
portation, and serve as key ingredients in the production
of a wide range of goods. Throughout our organization,
we foster a culture that promotes the safety of our
employees, contractors and society.

Founded in 1905 to solve emerging famine in
Europe, today, Yara has a worldwide presence, with
more than 12,000 employees and sales to more than
150 countries.
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Passionate about
coffee, knowledge,

and margins

Enjoying an Americano at the Yara House
coffee bar, Yara's President and CEO Torgeir
Kvidal engages passionately on how knowledge
is key for developing tomorrow’s solutions — and

our business.

Q: Yara has a specific innovation platform
for coffee — why?

We saw positive results from trials in
Vietnam, partnering, amongst others,
with the coffee industry. Even in inten
sive farming systems, our products and
knowledge improved yields and profits,

with a lower environmental footprint.

Q: Does it make sense for Yara to
invest in farmer-focused activities?

In a highly competitive market, part
of our value proposition to the farmers
is to maximize their income. Providing
the best advice on crop nutrition applica
tion strengthens our brand value and
supports our portfolio of value-adding
products and solutions, which have
overtaken commodity fertilizers.

Q: The coffee growers are mainly
smallholders — will you be able to reach
them all?

Coffee is one example on how we can
have a wider impact when working in
partnerships. Together with Viethamese
authorities, NGOs and other companies,
we have been part of a coffee task force.

Q: How important is coffee
for Yara's bottomn line?

: Today the financial contribution
is limited, as is natural in an eatly
phase. But coffee demand is growing
substantially, also for the specialty
coffees with sustainability certification.
The global coffee trade is already
estimated to be worth USD 100 billion.

Q: Will Yara fertilizers gain
sustainability certification?

Today certification is more about the

overall footprint of the farming practice.

Using our knowledge and products has
reduced the emissions from coffee
growing in Vietnam.

In the long run, doing business in

a responsible way will grow profits
sustainably. That goes for us, the coffee
growers, and the companies sourcing,
processing, and selling the coffee. We
can provide knowledge for important
parts of the certification processes.

Q: Is this business, or is it a CSR exercise?
It’s business, without a doubt. To

Yara, leveraging our knowledge to grow

the business sustainably is a strategic
priority. Taking positions in cash crops
niche markets has already contributed
to our margins, with our growing NPK
markets overseas as an example.

Q: Big companies engaging in developing
markets are often accused of taking
advantage of the smallholder farmers.
What is Yara's position on this?

Our business success depends fully on
the farmers’ continued profit. If we can’t
help the farmers become more produc
tive and increase their incomes, we can’t
grow our business in a sustainable way.

Yara will always sell its products at
market value, and delivering smaller
volumes to developing markets comes
at a cost. For this reason we have an
interest in seeing the markets grow and
become more productive. In 2014, we
were, for example, an active partnet in
both FAO and UN Global Compact
processes on responsible business
conduct in the agricultural sector,
supporting such a development.
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Coffee — and its
Intriguing journey adding

value from crop to cup

The potential is great: The world's coffee farmers see global demand
growing. Consumption is increasing in emerging markets while demand
for specialty products is rising in mature coffee countries. Reliable future
supplies, sustained quality — and profitability for the growers — are key
challenges in the complex coffee value chain.

Sharing a cup
Sharing knowledge

Experience is knowledge: Building on a century of
agronomic experience, Yara manages a wealth of
crop, soil and market knowledge - readily shared
with growers, to increase yields and improve quality.

Chrystel Monthean, Yara's Value Chain Director and an agronomist by
education, is familiar with the world of coffee: Interacting with coffee
growers and industry members, forging alliances and finding solutions on
boosting productivity and profitability — improving conditions for smallholder
producers and enhancing the sustainability of coffee production.

Join Chrystel Monthean into the coffee business




The crop — and the culture

Coffee creating value

Coffee is in high demand, and has become fashionable — embraced by connoisseurs.
But it is also history and tradition. The story behind this first truly globally traded
commodity is intriguing and a testament to the rich culture of the ever-popular drink.

Coffee is culture and agticulture,

a global beverage — and a growing
business. Not least is that the case

of the Robusta coffee, with steadily
increasing volumes sold to, and con
sumed in, large developing economies.

An African origin

Coffee is a transnational business built
on a tropical crop. According to legend,
Ethiopian herders took notice of the
invigorating effect of the berry on
their goats. So it was first consumed
as a stimulant, as a solid — mixed with
grains and fat, given to wartiors for
extra vigor: as ancient energy bars!
The breakthrough of the brew

came in the Arab world. Despite

its Ethiopian roots, coffee was long
believed to originate from Yemen —

1530

The first coffee house opens in
Damascus, soon to be followed
by others in Cairo.

COFFEE IS LIFE: Coffee provides liveli-
hood for about 25 million members of
the global farming community.

The majority of coffee growers are
smallholders with tiny plots, little income
- and high risks. Coffee is labor-intensive
farming. The grower has to rely on his
family, and the community, especially

where Mocha became the principle
port of trade. In another part of

the wortld, the Dutch invested in
coffee plantations on Java. Et voila:
Mocha-Java — the classic coffee blend.

A cup of culture

The Starbucks and the Costas may
seem to have been around forever,
appearing on any corner around
the globe — signifying the global
nature of the coffee business. Still,
they are newcomers to the ancient
history and culture of coffee.

From its cradle around the Red Sea,
coffee was embraced in the Arab
world, spreading through the Ottoman
Empire. The Turks began roasting
coffee beans over a fire before crushing

1660

The premier scientific association,
the Royal Society is founded in a
London coffee house.

during the critical harvesting season. The
berries have to be picked by hand, one by
one, and treated as soon as they ripen.

Challenge: Having travelled to all major
coffee regions, | have seen much of the
same struggle: Making farming viable for
the smallholder family, for rural com-
munities which, to such a great degree,

them into a powder, which they mixed
with spices and brewed with hot water.
The kahveh was created, never to dis
appear. Its place in history was secured
when it reached the elites of Europe,
then crossed the Atlantic to conquer
America — and finally was planted in
the Far East and in Latin America.

From being an exotic cutiosity, the crop
became the first truly globally traded
commodity when the Dutch set up
the first coffee market in Amsterdam
in the 1640s, thereby also giving birth
to coffee houses: The new, favored
places to discuss and deal, a preferred
rendezvous for business and politics.
Coffee became celebrated; plays were
written and music composed: J. S.
Bach contributed his Coffee Cantata.

1720

The world-famous Venetian
institution, Il Caffe Florian opens
on Piazza San Marco.

depend on this fascinating crop.

Trees are prone to diseases and crops
vulnerable to irregular weather. Grow-
ers are susceptible to market volatility,
and are often producing at a loss. Many
cannot afford adding crop nutrients or
they waste money on inappropriate
applications.



Coffee creating value | Yara Impact Review 2014

World

production
of coffee,
2010-14

Million bags

Source: ICO
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Arabica. Robusta. Coffee.

Coffee is brewed from two

main types of beans: The coffea
canephora, commonly known as
robusta is, as the name indicates,

a tougher plant than the coffea
arabica. While Robusta coffee beans
are widely used to produce instant
coffee and cater to the mass market,
Arabica beans are favored by baristas
and celebrated by connoisseurs,
fetching a premium price.
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Africa, where low crop nutrition is a major
impediment to realizing productivity
potentials.

Solution: Yara has the crop nutrition In 2013, Yara launched the Coffee &

solutions — and we have the application
knowledge. We can assist coffee farmers
in improving their productivity to increase

their yields and incomes. That's our

mission.

We are dedicated to farming: to the
farmer, the soil, the crop and to coffee.

Cocoa innovation platform. Tasked to
implement it, starting the rollout in
2014, | have set out on a journey to
share our agronomic knowledge and crop
nutrition solutions. Our experience in the
correct use of nitrogen fertilizer allows us
to share invaluable knowledge with the
farmers.
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Yara offers knowledge: Engagement with
growers and other stakeholders in the value
chain improves sustainability. We contribute
crop nutrition expertise to improve productivity
while reducing environmental footprints.

In 2014, we celebrated the first International
Coffee Seminar in Pereira, Colombia, sharing
experiences with farmers from around the
country. Coffee occupies 900,000 hectares

or the size of Yellowstone National Park —
in Colombia. The average fertilizer application
rate is about a third of the recommended
amount.

Testing. TuRing.

A key component of Yara's approach to improving
sustainability in the coffee value chain is the
extensive use of field trials. Through trials, in close
cooperation with farmers, our recommended crop
nutrition application is fine tuned to’suit-local growing
conditions. Crop nutrition is.erucial for quantity as well
as quality — and profitability forthe farmer.

Coffee.
Value.
Chain.

Coffee is mostly produced by smallholder
farmers on tiny plots, with limited access
to capital and expertise. Coffee is a
labor-intensive crop, largely picked by
hand. Brazil, however, has plantations
with mechanized harvesting. Most

of the value - from crop to cup - is

added towards the consumers’ end:

on the beans’ journey through roasting

to brewing, in retailing, serving and

drinking.
COFFEE IS BUSINESS: Coffee isacrop  Coffee is a multi-billion industry. It Approach: We apply a value chain
and a commodity, and value is added depends on reliable supplies of green approach when working to improve
all along the process — from grower to coffee from the farmers, in adequate coffee productivity.
consumer. quantities to meet market demand.

Our main contribution is our agronomic
Smallholder farmers balance between We want to play a role in making the experience, crop nutrition competence
making a living or failing. But the indus- industry more sustainable; economically, and management tools. We engage with
try fully depends on them. That's where environmentally and saocially by putting farmers, and we interact with roasters,

we can contribute. the farmer at the center. certifiers and other stakeholders.
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The commodity — and the challenges

Coffee is held in high esteem, as one of the world's major commodities, in a volatile
market. It is a global multi-billion business with many stakeholders, from the smallholder
growers to the multinational corporations: an industry with great value and high stakes.

The coffee market is characterized by
volatility and uncertainty, including
reappearing price crisis —and a
cyclicality connected with the fact that
coffee plants take three yeats or more
to deliver its fruit: The fruit, the berties,
is the tangible return on the farmer’s
investments, vulnerable also to other
conditions affecting the supply side,

as well as extensive commodity trade.

A global commodity

Coffee is traded globally, with an
estimated value of about USD 100
billion a year — depending on the
current price level. The coffee industry
is estimated to create a living for about
one percent of the wotld population.
Coffee is the main soutce of income
for about 25 million smallholder
farmers, and a major source of revenue
for several countries. And in some
countties, the government is directly
involved in production as well as trade.

Produced throughout the tropics,
coffee is a demanding crop. The
coffee berry is a fresh fruit, ideally
harvested at the exact right time,
and processed immediately to
preserve its inherent quality.

We offer knowledge solutions and tools
to improve productivity. It may sound
counterintuitive for a fertilizer producer
to recommend lower quantities. Still,
that is sometimes what we do. Lower,
but balanced application of nutrients is
rewarded by higher quality. This also
serves the environment: Helping farm-
ers, and the entire industry, to reduce the

A global business

The coffee market is highly volatile,
making coffee farmers vulnerable,
unable to hedge against fluctuations. At
the start of the new millennium prices
dropped to an annual average of USD
45.6 a bag in 2001. Ten years later, in
2011, prices had more than quintupled
to USD 231. The 1999-2004 coffee
crisis, with prices not sustaining pro
duction costs, caused severe financial
problems for farmers, societies and
nations. A World Bank study found
that the fall in coffee prices in 2000-03
led to a ten percent increase in poverty
in the coffee regions of Nicaragua,
which depends on coffee for about

a quarter of its export earnings.

A key strategy to achieve a more
sustainable market would be to
“hold down production costs
through improved productivity,
better use of technology and of
agricultural inputs”, according to the
Director of the International Coffee
Organization (ICO), Ribeiro Silva.

A global demand
Coffee is the most widely traded trop
ical agticultural produce. Brazil is the

ecological footprint of coffee production,
and increase resilience against impacts
of climate change.

Research: R&D is an integral part of our
innovation platform, including trials in
the glasshouses of our research center
Hanninghof. It's a joy to see our glass-
houses full of coffee plants - in the heart

top producer, providing a quarter of
global supplies. Output from its plan
tations defines to a large extent, world
prices. Drought or frost in Brazil likely
creates shortages in the world market.
By 1900, USA had firmly established
itself as the major coffee market of the
wotld. While domestic consumption is
rising in Brazil, even greater growth is
expected from coffee gaining ground
in populous, traditionally tea-drinking
markets such as China and Russia.

A global threat

Coffee plants are highly sensible

to climate change, which the ICO
considers the biggest threat to future
supply. With a temperature increase of
about 2°C, large coffee producing areas
may be lost, not least in East Africa
and Central America. According to the
Intergovernmental Panel on Climate
Change (IPCC), a tise of 3°C in Brazil
will slash suitable land in the country’s
core coffee areas by two-thirds.

A major threat emanating from climate
change is the spread of diseases. Higher
ambient temperatures speed up the
tipening of the coffee berties, resulting
in poorer quality and lower price.

of Germany, one of the main coffee
consumers in the world.

We carry out research on improved
methods, working on several hypothe-
ses, including how optimum fertilization
may help prevent plant disease - in
addition to improving crop quality.

And even taste!



Yara improves yields: Repeated field
trials with our crop nutrition program in
Vietnam in 2009-2013 document high
returns. They include an increase in yield
volumes (11%) and higher profits for

the farmers (17%).

In 2014, we continued our R&D efforts
into improving the sustainability of coffee
growing in Vietnam, including resilience to
climate change. The research includes ways
to reduce the carbon footprint of coffee
farming, connected to the development

of criteria for certification of coffee.

The business

- P

-

case — and the knowledge

Coffee is a demanding yet rewarding plant, responding favorably to good
agricultural practices. Vietnam has demonstrated that the economic potential
of coffee can be tapped by investing in knowledge.

Coffee production can always be
improved, and engaging in partnerships
is one way to move forward. In
Vietnam, a task force on coffee has
demonstrated that it is possible to
become more sustainable, reducing

soil acidification and water use, and
cutting greenhouse gas emissions by
half, compared to traditional practice.

A remarkable success

The coffee industry has been restored
after the Vietnam war, supported by
economic reforms. Today, Vietnam is
the wotld’s uncontested no. 2 coffee

producer and exportet, with an output
of 27.5 million bags in the 2013/14
growing season. The country is poised
to become the largest coffee exporter,
surpassing Brazil. Already, Vietham is
the world’s largest producer of Robusta
coftee.

Vietnam’s coffee success is largely
attributed to an extremely efficient
supply chain, and the country is con
sidered the wotld’s most cost-efficient
coftee supplier. Widespread use of
irrigation and access to inputs are
keys to achieving the wotld’s highest

COFFEE IS CULTURE: Coffee is
something | grew up with; after all, I'm
French. But for me, coffee will forever
be associated with my experience in
Vietnam:

Vietnam's success story of improved
sustainability is built on collaboration.
A story Yara is part of.

yield levels. The growth rate, however,
comes with sustainability challenges.

Around 97 percent of the producers
are family farms, typically of about

1 hectare. They produce about 95 per
cent of Vietnam’s total coffee output,
and — in a normal year — generate more
than one billion US dollars in income.

An adverse side

The volume produced and the jobs
created are key achievements. The
adverse side includes a heavy ecological
footprint, not least caused by an exces-

Coffee is a crop well suited for Asian
agriculture. Other countries in Asia rank
among the world’s leading producers,
but none in the range of Vietnam.

The coffee accomplishment of this
country is remarkable. Its achievements
in productivity are startling; its approach
to partnerships is exemplary.
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Practice. Profits.

In the Chu Se district of Gia Lai province,
Vietnam, Tan Quoc Phong makes a living
from coffee growing. “Using recommended

(Yield ton/ha)

fertilizer application, | have increased my yield

with 0.3 tons per hectare, to 5.6, compared
to traditional practices,” he says. In addition
to increased volumes, he has noted stronger

trees with more branches and leaves, and less

drop of cherries, and, he notes: "Profits have
increased, compared to our old practice.

sive use of agro-inputs, and depletion
of groundwater supplies due to
unchecked irrigation. Excessive and
unbalanced fertilization is not only
costly to the farmer, but also causes soil
acidification and increases the carbon
footprint. And, in the long run, soil
exhaustion and reduced yields.

Still, experience demonstrates that
farmers can successfully switch to
sustainable practices, thereby also
increase yields and profits.

Change: In Vietnam, Yara has part-
nered up with other stakeholders to
make progress. Already, results are
impressive. For example, through

field trials we have demonstrated

that tailored crop nutrition signifi-
cantly improves uniform ripening and
reduces fruit drop; increases the size of
berries and the weight of the harvest,

a—

Old practice Yara

A collaborate effort

The Government of Vietnam in 2010
launched a Public-Private Partnership
in order to advance sustainable
agriculture. A task force on coffee
was set up in collaboration with
non-governmental organizations and
private companies, including Yara.

The challenges of meeting a growing
global demand call for sustainable
production, which also improves the
profitability of the farmers. Sharing
knowledge on best agricultural prac

which results in added value to the
farmer - as well as the industry and
country.

I'm encouraged by the cooperation
we have achieved, with farmers and
authorities, and global corporations.
We all play a role in the same value
chain.

Results from Mr. Phong's farm

- +15,900,000

\VVND/ha

Higher yield and quality increased profits
by more than USD 700 per hectare.

tices has paid off, with remarkable
results from field trials:

Yields have increased by an average of
about ten percent, and so have farmers’
profits. Improved crop nutrition prac
tices have reduced fertilizer application
by 20 percent, saving money for the
farmers — and more than halving the
carbon footprint. Vietnam has shown
leadership, and the government is
expected to scale up from these results
and implement the new knowledge.

Lessons: Yara has learned a lot from
the partnerships in Vietnam. We
transfer these experiences, togeth-
er with our own knowledge, to other
coffee countries, particularly in East
Africa and Central America. The part-
nership engagement in Vietnam has
been instrumental in developing our
innovation platform.



Dr. Phan Huy Thong, Director of the National
Agricultural Extension Center Vietnam (NaAEC),
and Member of Vietnam Coffee Coordinating
Board (VCCB), on the importance of the coffee
sector in the country — the world's number one
producer and exporter of Robusta beans:

"Coffee is the most important crop

in Vietnamese agticulture: It provides
livelihood and employment for 500,000
households, it is the major export crop
and the sector attracts foreign invest
ments.”

“The investments on coffee are
very intensive, but farmers’ incomes
vary due to price fluctuations.

So, Vietnam focuses on sustainable
development on coffee yield and
quality by developing a master plan.”

“We manage the total production
acreage, save irrigation and fertilizer,
and improve farming practices. We
provide farmers training on vatiety
management, pruning, irrigation,
compost production and application
of balanced fertilizers.”

“NaAEC works with coffee certification
organizations to improve standards, as
well as the private sector to define tech
nical needs, shate locations, organize
knowledge transfer and share the cost
of farmers’ training to produce coffee
sustainably.”

COFFEE IS COOL: Coffee conquers
new markets, raising the demand for
volumes, while dedicated drinkers
drive the quest for quality and

sustainability.

Coffee is challenging. We can contribute
to improving the health of the plants; the
quality of the crop - and the livelihood of
coffee farming communities.

Coffee creating value

“Vietnam also works with the Interna
tional Coffee Organization to raise
the importance of sustainable coffee
production with coffee roasters and
end users, which can increase the

premium bonus for coffee growers.”

“Through VCCB, the private

sector aligns with the government
development program on coffee.
Through Public-Private Partnerships,
knowledge is exchanged and coffee
demos executed. In the coming
time, the private sector and VCCB
will continue cooperating.”’

If demand is to be met in a sustainable
way, we need to grow the yields on
existing fields to prevent deforestation.
Yara's knowledge can be part of the solu-
tion, and one main action is to partner
with local or regional R&D capacity.

In addition to yield improvements we
need to safeguard the natural habitats.
Knowledge makes the difference: We



50,000,000,000

Fifty billion cups of
coffee are consumed
worldwide every year
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The cup — and consumption growth

Coffee is a product attracting growing attention and characterized by major market
movements. The market, calling for increased quantities and improved qualities, drives
a growing demand for sustainable solutions and improved productivity.

Growing demand

Coftee has become trendy, and
demand may soon surpass supply:
By 2023, wotld consumption is
estimated to be close to 200 million
bags, while production is predicted
to touch 190 million bags.

provide solutions that bring the right
nutrients, at the right time and at the
right dosage, and we adapt our solutions
to both the technical knowledge and
financial capacity of the farmer.

Introducing more sustainable practices
helps both the farmers and nature. But
if farmers don't experience the benefits
of our solutions in improved quality, vield

Growing concern

Utrban consumers are raising attention
to quality: The specialty coffee segment
has seen rapid growth. It now accounts
for about a fifth of total global coffee
sales, and further growth is expected.

or profitability, they will not implement
them. We need to show the farmers that
it is possible to be more productive and
profitable, and that fertilizer is an invest-
ment, not a cost. Remember, the world
needs more coffee!

We've embarked on a journey towards
greater coffee sustainability. But we
also have to be patient: Coffee trees

Growing markets

Brazil epitomizes another important
market trend: Some producers are
turning into consumers. Yet, the
greatest growth potential lies in new
markets, especially in Asia — and
particularly in China.

take 3-4 years to respond fully to new
nutritional regimes.

So, you may wonder: Do | enjoy a cup

of coffee myself? Of course, because

| know that we're helping many coffee
farmers to see the light at the end of the
tunnel. We are part of their solution.
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Strategic approach

Yara is a global company in a global market. Using our industrial and agronomic
expertise, we engage in global processes to help tackle major global challenges.
We share knowledge to grow our customers' business profitably and responsibly,
while nurturing and protecting the earth’s resources, food, and environment.

Sharing knowledge - creating shared value

Priority areas for Yara's global engagement
and expert solutions

Resources Food Environment
Resource efficiency Sustainable agriculture Reduced emissions
Global company Global solutions
Our corporate strategy is one of sustainable, profitable Yara is a world leader in providing crop nutrition solutions
growth. In our strategic approach and ambition, we believe for the global farming community, supporting sustainable
that knowledge drives business and creates value for our agticulture and food production. We have also developed
customers. a strong market position within industrial environmental

solutions, offering products used to reduce harmful
Our framework for business development and value creation  emissions, and to improve air and water quality.
aligns our business operations with prevailing market condi
tions and mounting global challenges, creating a competitive We create solutions by combining our core products
edge allowing us to increase the potentials of our customers. with expert knowledge, utilizing a century of
experience and drawing on our broad contact with
* By continuously developing our knowledge base, we create  our customers and entering into coopetation with

a corporate asset, a knowledge margin. business partners. With our comprehensive solutions
* By leveraging our accumulated experience, we have builta  we contribute towards improved resource efficiency
platform for global engagement. and increased food security, while reducing harmful

* By transferring knowledge we provide sustainable solutions ~ emissions that cause climate change and pollution.
that help tackle global challenges Growing on knowledge we create shared value.
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Global challenges
influence our business environment and affect
our company, customers and society

Yara engages

in policy processes, connecting the critical
challenges of food, resources and the
environment

Yara responds

by developing and delivering solutions for
sustainable agriculture and improved life
quality

11
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Impact chronicle

Responding to global challenges 2014

Global challenges affect our operations and wider society, and may impair the business
of our customers as well as that of our company. We have identified three main areas

where we can contribute towards coping with the major challenges of resource scarcity,
food security, and environmental issues.

Resources

Contributing to resource efficiency
is a Yara priority. Scarcity of critical
resources in food production is a
major global challenge.

Food

Contributing to sustainable agricul-
ture is a Yara priority. Food security
is @ major global challenge, closely
connected to nutritional quality and
agricultural productivity.

Environment

Contributing to reduced emissions is
a Yara priority. Climate change and

pollution to air and water are major

global challenges.

Global challenges

Global challenges affect business
and society over lengthy periods.
They call for intervention from a
wide range of stakeholders, and the
private sector has been defined as
key contributor.

Providing food security in a time of
climate change is of vital importance.
Farming is a main solution, but expan
sion is limited by resource scarcity. The
required efficiency and productivity
increases have to be climate-smatt

and environmentally sound.

Resource scarcity, particulatly in
relation to future water scarcity and
its implications for agticulture, is a
global concern. Improved resource
efficiency is key. In addition to
concern over scarce water resources
and limited farmland, increased
attention is given to poor soil quality.

Food security and the challenge of
meeting growing food demand remains
a concern. Sustainable intensification

is the way forward. It must be based
on increased agricultural productivity
from improved farming technologies.

Climate change related to food produc
tion is a major global challenge as it
affects the livelihood of farmers and
the income of national economies.
Climate-smart agriculture is part of the
solution. It aims to increase agticultural
productivity, build resilience to global
warming and reduce greenhouse gas
emission.

Our response

Global challenges require collaborate
actions and perseverance. We have
heeded the call for action from the
private sector, and respond to the
challenges by developing solutions
and sharing knowledge.

Our knowledge base and innovation
agenda are key to identifying opportuni
ties and developing solutions, contribut
ing to solving pressing global challenges.
We have relevant experience and
expertise to address these challenges.

Improved efficiency is our ambition
related to all major agricultural input
factors, notably land, water and
nutrients. Our fertigation offerings
provide water saving solutions and our
Crop Nutrition concept contributes

to improved agricultural productivity
and resource use efficiency.

Improved productivity is our approach
to support sustainable, climate-smart
agriculture and increase food produc
tion within existing resource limitations.
Our tools for precision farming put our
knowledge and application competence
in the hands of farmers, guiding them
to higher yields and farm profitability.

Reduced pollution is a target we pursue
within our own production process

as well as with our environmental
solutions. The market’s first low-catbon
guaranteed mineral fertilizer is one

of our offerings, and we supply
abatement solutions that reduce
harmful emissions to air and watet.
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Yara's engagement 2014

During 2014, Yara continued to engage in global issues affecting our
business, our customers — and society. Resource scarcity, food security
and climate change are at the top of our agenda.

Yara utilizes its competence to engage
in key policy processes as a dedicated
private sector partnet, sharing ideas and

creating partnerships — catalyzing change.

In 2014, we prolonged our partici
pation in a number of processes,
mainly related to the interconnected
challenges of food security and climate
change. Here, we play a role in offering
solutions that improve agricultural pro
ductivity and reduce harmful emissions.

Development goals

Agriculture is a vital provider of food
and nutrition, fiber and fuel — and

a major source of jobs and income
especially in the developing world.
The sector is a key contributor to a
range of development factors; not
least the struggle against poverty.

At the January 2014 annual meeting of
the World Economic Forum (WEF)
in Davos, Yara’s CEO joined a

dinner hosted by the United Nations
Secretary-General Ban Ki-Moon,

who urged the private sector to
contribute towards a set of post—2015
sustainable development goals (SDGs).
He challenged business to show
leadership in addressing climate
change. Subsequently the issue was
addressed during the UN Climate
Summit in New York in September,
which was held in conjunction with
the opening of the General Assembly.

Here, we participated in several
meetings, including the event hosted
by Unilever and the UN Foundation:
‘Action 2015: How can the private

sector help deliver the Sustainable
Development Goals?” — where Yara
was one of the 15 signatories to the
Business Manifesto in support of

the SDGs. The Manifesto states that
business, already the biggest contrib
utor to the reduction in poverty in the
developing world, still has a lot to do.

Business principles

During 2014, we continued to partici
pate in the formulation of the Food
and Agticulture Business Principles
(FAB), which were launched by the
UN Global Compact in September.
This was the culmination of a process
started in 2012. Yara joined the Core
Advisory Group in 2013. The
principles address the need for more
specific sustainability throughout the
agriculture value chain. In February,
we co-hosted consultations in Brussels,
hosted by Paolo De Castro, Chair of
the Committee on Agriculture and
Rural Development of the European
Patliament; in March, we supported
regional consultations in Bogota.

Africa engagement

Since our centenary in 2004, we

have engaged in African agriculture.
In J