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The Meaning of Sustainable Development for Bolton

At Bolton, we recognize that the external context is rapidly
changing: new challenges are emerging related to the cost

of energy and raw materials, lack of resources, climate changes,
ocean acidification and inequalities along the value chains.
Consumers and citizens are even more active in understanding

the implications of what they choose and buy and are aware
of their purchasing power.

For this reason, companies are expected, together with
institutions and scientific partners, to act for a better economy
and a more sustainable and fairer world.

Bolton’s growth is driven by its people and brands, with the aim
of delivering long-term value in a responsible and financially
sustainable way. We believe that business development must
respect the rights of the people involved in our value chain,
support the communities where we operate, and reduce our
impact on the natural resources on which our business depends.

For us, sustainable development means conducting business
responsibly — generating economic value while addressing
our environmental and social responsibilities in a measurable
and accountable way.
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Our Sustainability Strategy

The Bolton’s Sustainability
Strategy sets 360 degree
social and environmental

commitments and ambitions
for the company, its Business
Units, all the companies

in the countries and future
acquisitions.

Bolton works to create economic, social, and
human value through its brands, products,
and services, while seeking to generate
measurable benefits and prevent adverse

impacts across its operations and value chains.

Meaningful for All: the Sustainability
Strategy has been designed to be relevant
and impactful for all our legal entities and
business relationships, in all the geographies
where we operate.

Furthermore it sets a direction that is shared
with all the employees to empower their
participation and contribution.

Aligned with Business Plans: it is part of the
growth direction of our business industries
and it is taken into account in the key
business processes of the Group (budget
cycles, M&A plans, innovation flows, people
management, etc.).

“Outwards” Looking: the strategy has been
developed taking into consideration the
Group’s business priorities, as well as the
external context that emerged from the
consultation of key external stakeholders
and the materiality assessment conducted
at Group level.

Supportive: the strategy supports

the 17 Sustainable Development Goals set
out by the United Nations in 2015 and the
UN Global Compact Ten Principles.

Science Based: the strategy aims to take into
consideration the latest scientific searches
on climate, water, oceans and human rights.
Thanks to the collaboration with our external
partners we continuously review it along

the year.

Transformative and Holistic: the strategy
aims to evolve the way we do business,
to embrace several environmental, social
and governance aspects and transform,
in some cases, our supply chains, with the
aim of improving our environmental and
social performances.

To have more information about this strategic
document and its implications for the business

and its operations, contact the Sustainability
Team: mail@boltongroup.it
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The Role We Can Play

We work to reduce greenhouse gas emissions
Our mission is to create across our value chains, improve the

long-term value through responsible management of marine resources,
and strengthen our approach to freshwater

responsible business practices ,
stewardship.

— reducing our environmental
Impact, respecting human
rights across our value chains,
supporting the communities
where we operate, developing
our people, and providing
consumers with quality
branded products.

Our branded products reach
millions of consumers every
day. Through our brands,

we work to distribute value
in a way that considers

both environmental and
social outcomes alongside
economic performance.

We are committed to ensuring fair and safe
working conditions for our employees, and to

supporting the well-being of local communities

and people involved in our supply chains.

Our governance model is built on long-term
ownership and accountability, with the Bolton
family having led the company for over 70 years.

We develop projects, working with
experienced partners that can support
the transformation of our value chains
for a better society.

We rely on an innovative mindset
to meet evolving consumer needs across the
markets where we operate.

We are open to listen to and include
diverse points of view and experiences to
evolve ourselves and promote behaviors
and values for societal progress.
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Our Key Commitments are:

To craft brands that help people make
more responsible choices.

To improve our environmental
performance and support initiatives
focused on ecosystem protection.

To ensure that human rights are
respected throughout our value chains
and that we help our employees to thrive.

El

A JOURNEY TOWARDS “POSITIVE IMPACT BRANDS”

VALUE CREATION

|

Environmental Value

CIRCULAR RESOURCES AND CLIMATE

e Circularity: responsible formulas,
sustainable packs and waste
management

e Climate Commitments
WATER AND OCEANS
e Ocean and Water stewardship

e Responsible Fishing

e Biodegradability

Human and Social Value

WORKPLACES
e Wellbeing and Safety

e Fair, Equitable and Inclusive
Workplaces

e Employee Engagement
and Professional Development

SOCIETY

e Human Rights, Economic Wellbeing
and Local Communities’ culture

e Fostering Business Partners’
development and Inclusion

e Quality Education

RESPONSIBLE GOVERNANCE, TRANSFORMATIVE PARTNERSHIPS,
INNOVATION, OPENNESS AND INCLUSION

FOR NATURE FOR PEOPLE
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We Are on a Journey

Our responsibility is to provide branded Our personal and beauty care products
solutions to allow people to easily embrace allow people to take care of their wellbeing
a more responsible lifestyle. through daily rituals. Our brands are key assets
in our Sustainability Strategy.
Particularly: Our home care range allows people The choices we make along
to transform their homes into comfortable our supply chains, in our
At corporate level, we want to clearly position living places. production facilities, with our
Bolton as a responsible player within the partners and for our
business community. Our adhesives enable people to embrace consumers’ Wellbeing are all
a more sustainable lifestyle by fostering reflected into our branded
Our food offer fosters healthy and more their creativity and promoting a culture products.
conscious eating habits in a convenient, repairing and upcycling.

affordable way.

The value that we generate through our
market positioning and our branded solutions
is distributed among shareholders and
reinvested in our employees, the communities
where we operate, and initiatives aimed at
reducing our environmental impact.
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For Nature

We are aware that the planet’s
resources are limited, and that
our existence would be impossible
were it not for the generosity

of the ocean and the land.

We cannot improve our recipes
and formulas without the unique
features of natural ingredients.

That is why we have chosen to focus our
attention on 4 specific dimensions:

1. Climate

We feel the responsibility to contribute to
tackling the climate situation. That's why we are
working to reduce CO, emissions across our
operations and to limit our impact on the natural
ecosystems on which our business depends.

2. Circular Resources

Transitioning to new energy mix solutions

and optimising the use of raw materials and
packaging are priorities for ensuring long-term
business continuity. Bolton is working to shift
from a linear model towards a more circular
approach, aimed at extending the productive
use of resources and reducing waste across
our operations.

3. Marine Ecosystem Stewardship

Almost 70% of our business activity depends
on the health and productivity of marine
ecosystems. Overfishing, irresponsible
business practices, and anthropogenic
climate change represent significant risks to
the long-term availability of these resources.
In our fishing activities, we apply responsible
fisheries management practices aimed at
maintaining healthy fish stocks, protecting
biodiversity, and supporting the economic
sustainability of coastal communities.

In our Home Care, Personal Care, and
Beauty product lines, we work to develop
formulations with a higher proportion of
biodegradable ingredients, while restricting
the use of aesthetic microplastics and
ingredients that may affect coral reef
ecosystems.

4. Freshwater Stewardship

Water is both a key ingredient in many of our
Home and Personal Care formulations and a
critical resource in our canned fish and meat
production processes. Growing water scarcity
and increasingly frequent droughts in certain
regions represent material risks for human
well-being and business continuity.

For this reason, we are working to implement
responsible water management practices
across our operations, with the aim of reducing
water consumption, improving efficiency,

and minimising discharge impacts at our
production sites.
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For People

At Bolton, we believe that

our business should be based

on strong values and a respectful
business model that takes human

and social needs into account,

both within the walls of the
company, and in the communities
in which we operate.

People are at the core of our
activities.

Our business cannot exist without satisfied
and engaged people.

Today, more than ever, after the global
pandemic that affected us, we are aware of
how relevant people’'s wellbeing is. Phenomena
related to the Great Resignation and the Quiet
Quitting represent signals of the weaknesses
that the current ways of working have

and how it is difficult to match new
generations’ expectations on their work-life
balance.

Furthermore across Europe and the world,
every dimension of inequality is rising:
particularly related to the wealth, income,
gender and race.

Many people and local communities are
facing violations of their human rights that

do not allow their development and flourishing.

1. Workplaces

Our people are our strenght. We recognise
that the physical and psychological
well-being of our employees is integral to
long-term business performance. We work to
provide competitive benefits and structured
development opportunities, with the aim

of supporting employee engagement and
retention across our organisation.

2. Society

Our responsibilities extend beyond our own
operations to encompass the communities
where we operate and the people involved
across our value chain. We work to identify

and address human rights risks, and to support
communities in the markets where we are
present.

We are also expanding our engagement

with business partners and key stakeholders,
with the aim of promoting responsible conduct
in environmental and social standards across
our supply chain.
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For each pillar of our Sustainability Plan
we have defined specific targets that represent

the Bolton commitment for a sustainable

OU I TCI rg ets business development.

A JOURNEY TOWARDS “POSITIVE IMPACT BRANDS"”

Our brands are committed to creating value by helping people make more responsible choices through products designed to improve
environmental and social performance.

Af Interim
Goal Description target
50% of Company’s 2024 23.4% Net 29.2% Net 2030 Group, “More sustainable” compared to the rest of our
revenues come from more FMCG Sales  FMCG Sales exluding portfolio, refers to the respect of sustainability-related
sustainable products. Tri Marine criteria and thresholds identified by each category on

e.g. raw materials’ certifications, circular ingredients
or packaging material.

FO R N ATU R E Continuously improve our environmental performance and support initiatives focused on ecosystem protection.

Goal Description 322? 2024 2025 Interim Target

CLIMATE

Evaluate the Scope 1 and 2 2023  started  ongoing 2026 Group
Reduction Target in line with SBTi.

Evaluate the Scope 3 Reduction 2023  started  ongoing 2026 Group
Target in line with SBTi.

WATER
100% of sites in high water stressed 2024 0% 17% 2026: O Grove, Cabo de Cruz, 2028 Group
areas or with identified water Aprilia, Cermenate, Calenzano
operational risks, covered by Agadir 2027: Solomon Islands, Las Ventas

on-site water audits to define de Retamosa. Nova Milanese
specific action plans. !
2028: Manta, Barranquilla,

Cotignola
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. Base - Target

OCEANS
At least 95% tuna from 2024 99% 98.5% Every Food, TriMarine,  The goal includes the total amount of Yellowfin,
healthy stocks every year. year Wild Planet Skipjack, and Albacore tuna managed by Bolton,

including third parties. A stock can be considered
as healthy if is not overfished, not in overfishing
and the fish population can remain productive and
healthy, as per Official RFMOs’ stock assessments.

100% of tuna in compliance 2023 100% 100% Every Food, Tri Marine

with ISSF every year. year

70% farmed salmon 2024 0% 0% 2030 Food We consider Aquaculture Stewardship Council
from certified sourcing. or Best Aquaculture Practices certified salmon.
100% tuna from MSC certified 2023 30% 45% 2030 Food

fisheries practices for

Rio Mare.

CIRCULAR RESOURCES

Inflow Resources Ingredients

50% ingredients from 2023 20% 20% 2030 Home Care, Ingredients from “Circular Sources” can be
circular sources or coming Personal Care and  renewable/biobased, reoycled/regeneroted/
from abundant minerals. Adhesives upcycled and biomass balance certified.

Inflow Resources Packaging

100% Non Fossil Fuel Based 2020 32% 38.6% ©65% by 2030 2035 Group It means recycled, bio-based or any future

Plastic. available technology for non-fossil fuel-based
plastic. It includes primary and secondary
packaging. The plastic for the loins and the bulks
for raw materials are not included.

100% recycled or ASI certified 2024 33% 32% 60% by 2030 2035 Group % declared by our suppliers.

aluminum.

Outflow Resources

Reach 100% biodegradable 2023 89% 89.6% 2035 Home Care, The goal is calculated following the OECD Test 301

ingredients. Personal Care methodology.
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Our Targets

FOR PEOPLE Ensure respect for human rights across our value chains and promote equal and thriving opportunities

for employees and local communities.

Goal Description

WORKPLACES

Safety and Well-being

Improve the Lost Time 2024 4.91
Injury Frequency Rate

(LTIFR): <2.5.

Guarantee access to 2022 65%

primary medical care

for 100% employees and
families in countries with
no access to public health.

Fair, Equitable and Inclusive Workplaces

>40% management 2022 37%
positions to be held

by women.

Conduct Gender Pay 2024 N.A.

Equity study in key
geographies and address
subsequent gaps.

100% of employees 2024 N.A.
covered with at least the
minimum living wage.

5.56

80%

37%

It assessment performed

in November 2025. Overall

average of the Equity Pay
Gap is below 5%.

Benchmark conducted
in all European countries,
for all employees,
with positive results
in every location.

2028

2030

2028

2030

2035

Group

Ecuador,
Morocco
and Colombia

Group

Group

Group

The LTIFR is defined as days lost due to work-related
injuries per million hours worked. It includes all employees,
excluding contractors and seasonal workers.

We mean as management positions the banding 1-7.

In 2025: First assessment was conducted on office
workers in Italy, France, Germany, the Netherlands,
and Spain.

In 2026, the assessment will be extended to: United
States, Canada, Singapore, Thailand, Taiwan and China.
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_— Base Target

Employee Engagement

Strengthen employee
engagement, achieving
the industry benchmark

in bi-annual Great Place
to Work survey (Trust Index
Score): +3 pts vs. 2023,

80% of our spend with
direct suppliers will go
to partners that are
covered through an
Ecovadis Assessment or
other equivalent social
and environmental
assessments and audits.

100% high risk suppliers
are verified through

an on-site assessment
aligned with our Due
Diligence Management
System.

2023

2024

2024

N.A. N.A.
56% for 69% for Adhesives
Adhesives

52% for Home

49% for Care, Personal
Home Care, Care and Beauty
Personal Care
and Beauty
0% 12%

2028

2030

2030

Group

Adhesives,
Home Care,
Personal Care,
Beauty

Food

GPTW is a survey conducted every 2-3 years. The next

result will be available in 2026.
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