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The MERKUR GROUP is
an internationally active gaming
and entertainment corporation.

Founded in 1957, the Group now employs
more than 15,000 people.

OPENING

I (ts core business is to develop,

produce and distribute games
worldwide - both for land-based
gaming machines and for digital
applications.

In addition, the Group operates
its own gaming arcades and casinos,
where these games are used directly by
end customers. MERKUR is therefore
active not only in the development and
provision of products, but also in the
direct operation of regulated gaming
offerings.

The business model also includes
sports betting and online gaming
offerings. Across various platforms, the
company offers digital casino games and
betting options, thereby deliberately
opening up growing online markets.

Overall, the MERKUR GROUP’s
business model follows an integrated
approach: from game development,
production and distribution through to
the operation of its own gaming venues
and online offerings, the Group covers key
parts of the gaming value chain.
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Responsibility
needs substance

Dear readers,

msssssssmm  Sustainability is not a buzzword for us,

not a short-term trend and not an irritating
reporting obligation. It is an expression of our
corporate responsibility - and, at the same
time, a key requirement for long-term econom-
ic success.

In recent years, we at the MERKUR GROUP
have deliberately set out to anchor sustainability
more systematically within our company. We have
built structures, defined responsibilities, developed
processes and begun to collect reliable data. Many
of these steps have taken place in the background
— and that is precisely why they are so robust and
effective. Sustainable action does not begin with
communication, but with substance.

With SEQUENZ_26, we are making this jour-
ney visible. The name stands for development in
clear steps —and for the conviction that sustainable
transformation emerges consistently over time.

We are guided by the values that have always
shaped our Group: enjoyment of gaming, pas-
sion, innovations, seriousness and reliability. With
sustainability, we have consciously expanded this
understanding of values. Together, these values give
our entrepreneurial actions a clear direction.

Today, we can say that we have made impor-
tant progress. Sustainability has increasingly
become part of our decisions, our management and
the way we work together. We do not understand it
as an isolated topic, but as an interplay in the field
of tension between environmental responsibility,
social commitment and economic stability.

At the same time, we are operating in a
dynamic regulatory environment. The European
Green Deal, the CSRD and the ESRS create new
requirements for transparency and comparability.

What matters, however, is the right balance.
Sustainability must not be determined by bureau-
cracy and degraded into an end in itself. It has to

FOREWORD

deliver real impact. Sustainability does not happen

on paper, but through economically strong compa-
nies that invest, drive innovation and create secure
jobs.

This journal is a snapshot of our journey. It
shows where we stand, what we have learned
and where we want to develop. And it is also an
invitation to dialogue — within our company and
beyond.

We are on our way.
And we will continue this path with
determination.

e/ s

anfred Stoffers
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OPLE & STRUCTURE
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Sustainability needs
people who take

responsibility.
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For sustainability to become effec-
tive in the company, it needs clear
responsibilities, professional exper-
tise and close cooperation across
many areas. This is why GROUP Sus-
tainability was established in 2022. It
brings sustainability topics together

in a targeted way, makes them visi-
S I R ‘ I ' ' R E ble and integrates them systemati-
cally into existing structures.

Since then, our team has
consistently developed sustainability
further — not only in the form of key
figures and mandatory reporting,
but with the clear aim of bringing
sustainability  topics  together in
a structured way, creating clear
responsibilities and establishing a sound
basis for decisions — from data collection
through to strategic development.
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PEOPLE & STRUCTURE

Sustainability organisational structure

tegrat

Holistic

N
IS €essen

Holistic

Project Sponsor
from the Gauselmann
Family Foundation
Janika Gauselmann

integration
is essential

To avoid treating sustainability as an iso-
lated project, and instead integrate it
holistically into our corporate structures
and processes, it is important to anchor
it at every level of the company.
] This is why the Sustainability Steering
Committee was established at Management
Board level. It sets the strategic direction
and takes central decisions. Operational
implementation takes place across functions
—in close cooperation between an ESG Com-
mittee made up of experts from different
specialist areas, our ESG coordinators and
GROUP Sustainability.
This creates a strong Group-wide

network that pools expertise and integrates
sustainability step by step into processes,
decisions and structures. Janika
Gauselmann, Member of the Foundation
Board of the Gauselmann Family Foundation,
also supports us as project sponsor and
additional point of contact.

—>

Structure
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PEOPLE & STRUCTURE

ESG-IT, Audit & Data Quality
Building and developing the ESG reporting system,
Audit processes, documentation and validation of
sustainability data

EU Taxonomy & ESG Ratings
Coordination, data preparation and
management of the relevant processes

Strategy &

Materiality analysis

developmentofas

preparation of anal
for strategic decisi

bility Communication
of internal and external ESG communication,

Patrik GroB, Junior Analyst Sustainability, Josephine Rosemeier, Project Manager GROUP Sustainability, Nils
Rullkétter, Director of GROUP Marketing / GROUP Sustainability, Louisa Pfeil, Teamlead GROUP Sustainability
and Sebastian Kitzelmann, Director of GROUP M&A / GROUP Sustainability

We share a high site, social intranet, social media and report design
standard of quality and
a common motivation
to actively shape and

drive sustainability

topics within
the MERKUR GROUP. Reporting

Coordination and preparation of
mmmmmmmm The core GROUP Sustainability team sustainability reports in accordance
consists of five employees with different spe- with ESRS and GRI
cialist focuses. This diversity enables us to think
about sustainability holistically and to look at it
from different perspectives.

What we do

Who we are

12 Sustainability at MERKUR GROUP SEQUENZ_26 13



NEW CEAMLEAD

PROFILE

Name Louisa Pfeil
Position Teamlead GROUP Sustainability
Department GROUP Sustainability

Career at MERKUR

Started at the MERKUR GROUP in 2018 as a dual student.
After graduating, initially worked as Specialist HR Compliance
in GROUP HR. In 2023, became Project Manager Sustainabili-
ty, “(...) because the perspective becomes broader here: not
only on the employees within the company itself, but also on
society, the environment, regulation and the question of
what responsibility a company actually takes on.” Since
March 2025, Teamlead for GROUP Sustainability.

Your focus

Not reducing sustainability to reporting obligations but
building it in a way that makes it effective in structures,
decisions and collaboration.

What drives you

Sustainability shows how seriously a company really takes
responsibility. That is not idealism. It is a real opportunity to
translate ambition into structures, data and decisions. You
can take it. Or leave it.

Biggest challenge
Translating complexity in a way that creates orientation and
next steps, without smoothing it over..

Interview with

Louisa Pfeil

How did you come to susts

My path into sustainability was
oped from my time in HR. For
making decisions consciously and
in other words, in a way that will a
As this also reflects my personal
al work, moving into this area wa
me to contribute this potential in a targeted way and devel-
op it further.

PEOPLE & STRUCTURE

we have built
ort space of time,
ar responsibilities have
=ction between analysis and
onparticularly exciting: we work deeply with

the figures and, at the same time, manage to prepare
them in a way that is understandable and usable for oth-
ers. And we are still at the beginning. Seeing how initial

Establishing sustainability is a complex topic structures turn into concrete corporate decisions moti-

What is especially enjoyable — how did you prepare for your new role? vates me every day.

When regulation and data slowly turn into something you can
really work with. Especially when a topic still looks unsolvable in
the morning and has at least found a direction by the evening.
It is rarely glamorous but surprisingly satisfying.

Your job in three words
Translate. Anchor. Continue.

The tool you could not do without

Humour. Not recognised in bureaucracy, which is exactly why
itis indispensable. It does not make regulation any shorter,
but it stops the paperwork from winning. Keep calm and
carry on, preferably with a spreadsheet.

riy

By engaging intensively with the professional founda-
tions — both with regulatory requirements and with our
internal processes. | quickly realised that sustainabil-
ity does not emerge behind closed doors. A great deal
already exists unconsciously within the company or in
existing structures — it is just not always bundled or
visible. This is exactly where our task lies: to bring these
approaches together, structure them and translate
them into robust processes. To do that, however, it is
essential to really understand the company — because
only then can sustainability be integrated effectively in
the long term.

What defines you as a team?

Especially in a dynamic environment such as sustainabil-
ity, the right balance between structure and flexibility
is needed. We respond quickly and pragmatically, with-
out losing sight of the long-term direction. This works
because different strengths come together in our team
— from analytical depth to communication skills. And
because we take responsibility not only for our topics,
but also for one another.

14 Sustainability at MERKUR GROUP
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PROFILE

Name Patrik GroR

Position Junior Analyst Sustainability
Department GROUP Sustainability
Background Business administration degree
with a focus on controlling/finance as well as
energy and sustainability management

Your focus

Supporting the team in analysing and pre-
paring sustainability key figures

Current “favourite figure”

Environmental key figures — they form the
fundamental basis for our Corporate Carbon
Footprint (CCF), which we at the MERKUR
GROUP calculated independently and in full
for the first time for financial year 2025.

Biggest challenge

Bringing together different data qualities
from different sources in a way that is
comparable and reliable

What is especially enjoyable

Developing and calculating complex key fig-
ures and working with realistic assumptions
Your motivation

The combination of analytical work and the
aim of making sustainable developments
more transparent

Your job in three words

Analytical. Data-driven. Challenging.
Patrik GroB3

Junior Analyst The tool you could not do without
Microsoft Excel

E CEAM

PEOPLE & STRUCTURE

Our sustainability coordinators

SROUP, three sustainability
ponsible for the systematic col-
and validation of relevant key figures
e individual companies. Through their broad
ork and deep expertise in the respective busi-
hey make an important contribution -
e large number of subsidiaries.
is at the core of their work:
n, review and validation of
es across all companies
hey support the
ies, clarify ques-
ts and ensure
ausible and

y coor-
velops

orm,
able
an

Y,

B
MEASURABLE
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POLICY & REGULATION

Political decisions and regulatory requirements set the
pace at which sustainability develops within compa-
nies. They make more concrete what sustaina y
means for companies and what answers we as the
MERKUR GROUP need to find in practice.

A brief classification.

o0 ———»
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Regulation.

Since the European Green Deal in 2019, sustainability has
increasingly been anchored in law across Europe. With
the Corporate Sustainability Reporting Directive
(CSRD) and the associated European Sustainability
Reporting Standards (ESRS), the EU defines binding
requirements for the sustainability reporting of large
companies.

With the Omnibus package, central elements
were adjusted and reordered in terms of timing. The
scope of application was revised and thresholds were
redefined. Further refinements to the ESRS are expect-
ed in 2026. The Green Deal is also giving rise to further
binding requirements concerning corporate due dili-
gence obligations, evidence for raw materials and eco-
nomic steering instruments such as the EU Taxonomy
and the CO, border adjustment mechanism. What
these requirements have in common is that they no
longer treat sustainability as a voluntary initiative, but

as part of corporate responsibility and management.

Glossary

Green Deal - European Green Deal
The EU’s political framework for sustai-
nable transformation. It stands for cen-
tral initiatives and regulations through
which Europe is to become climate-neu-
tral by 2050.

CSRD - Corporate Sustainability
Reporting Directive

The EU directive on sustainability repor-
ting. It defines the legal framework for
which companies report on sustainability
and how.

ESRS - European Sustainability
Reporting Standards

The reporting standards for the CSRD.
They specify which sustainability infor-
mation companies must disclose.

GRI - Global Reporting Initiative

An internationally established standard
for voluntary sustainability reporting. It
provides guidance on how companies can
report on sustainability topics.

Omnibus package

EU package of measures that adjusted
and reordered, among other things,
existing requirements on sustainability
reporting and due diligence obligations.
EU-Taxonomy

EU regulatory framework for classifying
environmentally sustainable economic
activities on the basis of defined criteria.
CBAM / CO,border adjustment

The Carbon Border Adjustment Mechanism
is an EU instrument for certain imported
goods. It is intended to reduce differences
in CO2 costs between EU and non-EU pro-
duction.

HOW WeE DEAL

WITH THIS DYNAMIC

POLICY & REGULATION

I Fven though, based on the current

status, the reporting obligation will only
apply to the MERKUR GROUP at a later stage,
we are preparing specifically for the Europe-
an standards. Based on our current assess-
ment, we expect to report under the CSRD
for the first time in 2028, covering financial
year 2027.

In addition, we voluntarily use the
internationally established GRI Standard as a
reference in order to prepare our sustainabil-
ity information in a structured and traceable
way.

We are using the remaining time to
build the necessary foundations systemat-
ically. To do this, we are further developing
our data management, clarifying responsibil-
ities and reviewing existing processes with a
view to future requirements.

At the same time, we take into
account that regulatory details will continue
to develop. We monitor these developments
continuously and include them in our plan-
ning. In this way, we are creating, step by
step, the prerequisites for a structured and
reliable implementation of the European

requirements.

20
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MATERIALITY

MATERIALITY 0 B

s What is really important - and for
whom? With the materiality analysis, we as the
MERKUR GROUP assess which sustainability
topics are particularly relevant for our business
activities, our stakeholders and our reporting.
The decisive factor is the double perspective:
What impacts does our action have on the envi-
ronment and society? And what opportunities
and risks arise from this for us as a company?

The materiality analysis is an important step
in systematically classifying sustainability topics.
It analyses which topics are relevant for a company
and provides traceable reasons for this.

Before the materiality analysis can be used to
identify important topics, the appropriate approach
must first be developed. Because no two companies
are alike, there is no completely uniform practical
implementation. We at the MERKUR GROUP also

: faced the task of developing, applying and contin-
‘,‘- 2 uously improving a procedure. The methodological
""::‘9 Gt framework was specified as the basis for designing

i our materiality analysis.
A0S In terms of content, this framework is based
; 2 on predefined sustainability topics and reporting

i« o requirements.

L - Above all, our materiality analysis was intend-

ed to achieve one thing: to bring together large vol-
-- : & umes of data and different perspectives, make mul-
; TI ; S e ti-layered assessments understandable and develop
& 20t from them a clear, robust overall picture. For our
et 1 are globally positioned Group with more than 200 sub-
e sidiaries, this process was demanding.
! We developed the materiality analysis in an
intensive process. This first step was important, but

the decisive phase only followed when it was carried
out.

22 Sustainability at MERKUR GROUP SEQUENZ_26 23



MATERIALITY

TOPI

WHA
MAKES
MATERIAI

What makes a topic

' @ SUPPLIERS

@“@ @IQ@;

at the same time. What is decisive is instead | En I [ | Z_b] |NTERMED‘ATE PRODUCTS

to identify and assess the fields of action that RARE EARTHS e s {:}
are actually relevant. Through the materiality § 0 L G ﬂ | {“_}
i s T T

material?

In total, there are around 100 sustainability

topics that we generally have to consider. There

UPSTREAM

is, however, no obligation to improve all topics

analysis, we determine, from the large number ——
of possible topics, those that are of particular ) KLECTHOMIC ASSEHIEHIES HONIOES MECHANICACCOMEORENTS
importance to the MERKUR GROUP. > (S

08
=)
One example of a material topic is sustaina-

- MERKUR GROUP peseaRcH & DEVELOPMENT

A

ble working conditions: fair pay, occupational safety, _
equal opportunities and training directly affect the HARDWARE
wellbeing of our employees. At the same time, pre- YA
cisely these factors influence motivation, perfor- SOFTWARE
mance and therefore also our business success.

This is where what is known as double mate- N = PRODUCTION

riality becomes clear. On the one hand, we look at oA

mmv wus‘muu. WASTE

ooo \NH m mmmN %

WORHING CONDITIONS

A
’_\—\

how our business actions affects people and the

environment. On the other, we analyse which risks

and opportunities arise from these topics for us
as the MERKUR GROUP. Only this double perspec-
tive makes it possible to think responsibility and

economic viability together. It forms the basis for

a comprehensive and transparent assessment of
risks, opportunities and corporate responsibility. B2B & B2C ;
Without this double perspective, there is a risk that
companies will mainly place advantageous topics in
the foreground and pay too little attention to crit-
ical aspects.

Double materiality helps to avoid such dis-

tortions. External perspectives play an important

DOWNSTREAM ﬁ

role in the materiality analysis. They support us in - * q r—
identifying and classifying relevant developments <[t CD
at an early stage. In this way, a sound basis for deci- %(9 RECYCLING

sion-making emerges, allowing sustainability topics

T

to be assessed and developed in a targeted way.
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MATERIALITY

How did you process the many assess-
ments in a structured way?

The assessments came from different spe-
cialist departments and perspectives. For
this reason, they could not be compared
directly with one another. We first trans-
ferred them into a system that we develo-
ped together with the consulting firm. The
assessments were awarded using clearly defi-
ned criteria and a points system. This enabled
us to make the information comparable,
develop a consistent overall picture step by
step and ultimately determine the topics
that are material for us.

The MERKUR GROUP has a wide ran-
ge of business areas that are conti-
nuing to develop. How do you take
account of changes along the value
chain in the materiality analysis?
We review our material sustainability topics
every two years and adjust them where
necessary. Methodologically, we align our-
selves with the Group’s value chain as well as
with the European sustainability standards
ESRS and the voluntary GRI Standard. Regular
exchange with external stakeholders is parti-

How do you ensure the credibility of
the results? And how do you avoid
possible distortions caused by
internal assessments?

cularly important to us. It helps us to classify
developments and take account of changes
at an early stage.

In 2025, we completed our first update cycle.

Double materiality is the methodological
basis of the assessment process. It helps
us to include different perspectives, make
assessments traceable and reduce possible
distortions. In addition, wherever possible, we

In doing so, we reviewed whether the previous
assessments still held or whether individual
topics needed to be reclassified. The review
confirmed the previous prioritisation and

direction —only individual topics shifted.

base the assessments of our ESG Committee
on concrete and measurable data from the
Group: for example, on energy consump-

How did you proceed in order to
determine the material topics for
the MERKUR GROUP from around 100
sustainability topics?

As the basis for selecting the topics, we sys-

tion, emissions, employees or economic key
From theory figures. In this way, we connect professional
. assessments with available data. This makes
to practlce the assessment more transparent and crea-
tes a robust basis for our materiality analysis.

tematically and in detail mapped our value

chain. This allowed us to make transparent

where our business activities come into con-
| tact with sustainability. We also deliberately
involved external support in order to develop
The materiality analysis is carried out within a meth- a suitable assessment tool with which we
odological framework. The specific implementation,
however, must fit the respective company. We, too,
developed an approach that fits our organisation and
our requirements. Josephine Rosemeier, Project Manag-
er GROUP Sustainability, provides insight into how the

materiality analysis was carried out:

could systematically capture and classify the
large number of topics.

On this basis, we assessed the sustainabi-
lity topics together with various specialist
departments of the MERKUR GROUP. Around
30 members of the ESG Committee contri-
buted assessments in ten workshops over
several days and evaluated the topics from
different perspectives. In total, more than
10,000 assessments were collected. Finally,
we brought the results together and discus-
sed them with our stakeholders.

26 Sustainability at MERKUR GROUP SEQUENZ_26 27



SIX STEPS TO

material topics

ities for
eir pos-

s on the
ss activities were
and systematically
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is to external stakeholders from politics,

>>

iscussed them with them. This showed a

The material topics
in the MERKUR GROUP

mmmmmm  Our material topics can be divided

into four fields. They are based on estab-
lished sustainability categories and, at
the same time, structure the content
priorities of our reporting: from central
partners to rather silent, but funda-
mental, actors. We explain who exact-
ly belongs to these groups from page 34
onwards.

In the area of governance, responsi-
ble management, clear responsibilities and
compliance with legal requirements are the
focus. These aspects form the foundation
for responsible entrepreneurial action.

In the environmental area, we deal in
particular with greenhouse gas emissions and
the use of resources along the entire value
chain.

In the social field, we focus above all
on the impacts of our business activities on
consumers and end users. Here, our players
in particular are at the centre, together with
the question of how they specifically use or
respond to our offerings. Accordingly,
Responsible Gaming is of central importance.

In the economic area, stable business
models contribute to securing jobs and relia-
ble supply chains. In addition, through tax
payments we contribute to the financing of
public tasks and are committed to fair com-
petitive conditions. We have deliberately
added this economic dimension because it
forms a basis for being able to assume
responsibility over the long term.

MATERIALITY

Taken together, the topic areas pro-

vide an overview of where the MERKUR
GROUP sees material impacts, opportunities
and risks. The structured assessment of the
individual topics helps us in particular to set
priorities and develop our sustainability work
in a targeted way.

Eight material topics
are assigned to the central
categories:

1. Consumers & end users

2. Employees of the MERKUR GROUP
3. Economic performance

4. Taxes

5. Corporate governance

6. Climate change

7. Resource use

8. Fair competition

28 Sustainability at MERKUR GROUP
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Presentation of Results

2025 Materiality Matrix
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The materiality matrix provides a compact overview

of the most important sustainability topics and

their weighting. It arranges them according to the

two dimensions “degree of impact of our business

activities” and the associated “opportunities and

risks”.

V00N WN R

Consumers & end users (ESRS S4)
Own workforce (ESRS S1)

Economic performance (GRI 201)
Taxes (GRI 207)

Corporate governance (ESRS G1)
Climate change (ESRS E1)

Resource use (ESRS E5)
Anti-competitive behaviour (GRI 206)
Pollution (ESRS E2)

Biodiversity (ESRS E4)

Affected communities (ESRS S3)
Water resources (ESRS E3)

Workers in the value chain (ESRS S2)
Market presence (GRI 202)

Indirect economic impacts (GRI 203)

Scan the QR code and

find out more in the video
about how we carried out our
materiality analysis:

1. Consumers & end users
Gaming, betting and online offerings are part
of a regulated entertainment market. For
the MERKUR GROURP, it is essential that peo-
ple can use these offerings in an informed,
safe and responsible way.

That is why clear rules, understandable infor-
mation and prevention are at the centre. This
includes Responsible Gaming, the protection
of minors, data protection, responsible mar-
keting and transparent information on game

rules, chances of winning, risks_and support
services.

2. Employees of '

the MERKUR GROUP

Our Group lives through the people who work
in gaming venues, casinos, online casinos,
production, development, administration
and many other areas.

For them, the focus is on reliable working
conditions, health and safety, fair treatment,
training and respectful cooperation. These
topics are material because they have a
direct effect on motivation, retention and
performance.

3. Economic performance
Responsibility needs economic stability.
Only an economically successful company
can secure jobs, invest, drive innovation and
remain successful in regulated markets over
the long term.

For the MERKUR GROUP, economic perfor-
mance is therefore not the opposite of sus-
tainability, but a prerequisite for being able
to assume responsibility permanently.

4. Taxes

Taxes and levies show that business value
creation also makes a public contribution.
The MERKUR GROUP fulfils its tax obligations
as a natural part of its corporate responsibi-
lity. This includes corporate taxes, employee-
related contributions and sector-specific
levies in the gaming environment, for exam-
ple gaming levies and amusement taxes.
What matters is compliance with tax require-
ments.

5. Corporate
governance
In a regulated business environ-
ment, responsible action needs
clear rules, responsibilities and
controls. For the MERKUR GROUP,
this includes compliance structu-
res, the Code of Conduct, internal
control mechanisms and the SPE-
AK UP whistleblower system. They
are intended to help secure lawful
and honest behaviour and make
possible rule violations recognisa-
ble at an early stage.

6. Climate change
Climate-related responsibility
begins with our own data and
decision-making basis. For the
MERKUR GROUP, the focus is
above all on energy consumption,
direct and indirect greenhouse
gas emissions, and risks that
may arise from climate change,
regulation and rising costs. The
existing energy management
system, efficiency measures
and the further development of
emissions data form the basis
for the next steps.

MATERIALITY

7. Resource use
Gaming machines, terminals and
technical systems consist of mate-
rials that have to be procured, pro-

Vessed, used, repaired and recovered

at the end of their life cycle. Resource
use is therefore particularly closely
connected for the MERKUR GROUP
with production, electronic compo-
nents, spare parts and reprocessing.
The focus is on keeping materials in
use for as long as possible and trea-
ting waste properly.

8. Fair competition

Fair competition is the basis for
effective regulated markets. For
the MERKUR GROUP, this means
complying with antitrust and
competition law requirements and
acting reliably towards business
partners, customers and public
authorities. Compliance structu-
res, clear expectations of lawful
behaviour and reporting options
through SPEAK UP support this
commitment.

30 Sustainability at MERKUR GROUP
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Which topics were
not classified as
material for the
MERKUR GROUP

- and why

Classifying a topic as not material does not
mean that the topic is fundamentally unimpor-
tant for the MERKUR GROUP. It is the result of
a structured analysis and shows that a topic
did not reach the defined threshold. In relation
to other topics, it carried less weight in the
assessment.

This assessment is not static. It is reviewed
regularly and adjusted where necessary. This applies
in particular when internal structures or external
framework conditions change. The regular update
cycle is two years. In this way, the assessment
remains compatible with the development of the
company.

MAIE

MATERIALITY

Our topics currently classified
as not material

Pollution

Biodiversity

Affected communities
Water resources

Workers in the value chain
Market presence

Indirect economic impacts

7\

The results of our materiality analysis form the
basis for our sustainability reporting and the fur-
ther development of our sustainability roadmap.
They help us set our priorities in a traceable way
and focus on the topics that are material accord-
ing to our analysis.

We actively involved external stakeholders from the
beginning. The dialogue opened up additional per-
spectives for us and helped to classify the results
of our analysis. You can read more about this on the
following pages.

RIAL?
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STAKEHOLDER DIALOGUE

In dialogue with our

stakeholders

Sustainability does not arise with-

in the company alone. It needs

’ exchange with people and insti-
) tutions who classify, assess or are
affected by our actions. For us as

. the MERKUR GROUP, this dialogue is
important because our entrepre-

neurial action is accompanied by
different expectations, regulatory

E m E ’ requirements and societal perspec-
< tives.

' The exchange with our stakehold-

I - helps us to identify relevant topics,

better understand expectations, recog-
nise possible risks at an early stage and
prepare decisions in a differentiated way.
At the same time, it also strengthens the
traceability of our sustainability work.
We understand the MERKUR
GROUP’s stakeholders to include all
groups who are affected by our activi-

ties or who themselves can influence our
business action. The European Sustain-
ability Reporting Standards (ESRS) also
provide for a structured engagement

with the relevant stakeholders and their
expectations.
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STAKEHOLDER DIALOGUE

... LWHAT DOES OUR

—as a so-called “silent”

e . STAKEHOLOER DIALOGUE
LOOK LIKE?

We use different formats for this — including
face-to-face meetings and interviews, as

anA well as ESG questionnaires, workshops and
Politics and q p

legislators
—as actors shaping

expert discussions.
What is decisive for us is to recog-

nise expectations at an early stage, make

regulatory framework )
requirements transparent and take on valua-

conditions ble impulses for the further development of
our sustainability work. Continuous dialogue
ensures that sustainability is not viewed in
isolation, but in close exchange with the per-
spectives that are relevant for our company

and our environment.

Other
actors
—for example educational

institutions, associations
or prevention officers
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STAKEHOLDER DIALOGUE

Interview with Dr Gerald Staacke and

Benjamin Schattenberg, Chamber of

Commerce and Industry East

Dr Gerald Staacke and Benjamin Schattenberg helps to collect the qualitative and quan-
Westphalia (IHK Ostwestfalen) organise the Environmental Committee and titative information needed for the CSRD
explain in interview why mutual exchange is so efficiently. This creates reputational and
important and how companies can benefit from trust advantages and increases credibility
In addition to active and continuous dialogue with our stakeholders, exchange it: with important stakeholder groups such as
with other companies also forms a valuable basis for our work. With its Environ- banks, politics and customers.
mental Committee, the Chamber of Commerce and Industry East Westphalia What role does the IHK Environmental
(IHK Ostwestfalen) provides a regional forum in which companies from East Committee play in the exchange on What developments are you currently
Westphalia can discuss sustainability topics and share experiences. In autumn sustainability topics, and why is this observing in the various sectors in the
2026, the Environmental Committee will be hosted by the MERKUR GROUP for dialogue important? field of sustainability?

the first time and will gain deeper insight into our sustainability work.

Dr Gerald Staacke

Head of Planning and Environment

The IHK Environmental Committee pro-
vides a strong network in which regional
companies discuss and classify sustaina-
bility topics together. It pools expertise,
enables the exchange of proven examples
of good practice and supports compa-
nies in tackling challenges together — for
example with regard to regulation, tech-
nology and economic viability. Especi-
ally with growing requirements such as
CSRD and ESRS, the committee provides
orientation and creates certainty. The
exchange promotes knowledge transfer,
makes risks visible at an early stage and
helps to develop practical solutions for
implementing new requirements. At the
same time, it strengthens regional net-
working and cohesion between companies
in East Westphalia.

What advantages arise when compa-

nies actively seek exchange with their

stakeholders?
Active exchange with stakeholders helps
companies move forward on several
levels. It contributes to robust business
decisions, as stakeholders can provide
valuable information on risks along the
value chain — from energy and raw mate-
rials through to social topics. At the same
time, it enables expectations and prio-
rities to be compared in a targeted way,
which represents a key basis for credible
sustainability reporting. Active dialogue
also improves data quality because it

Sustainability continues to gain import-
ance across sectors — especially in topics
such as land and site development, energy
efficiency and sustainable energy systems.
While industry is increasingly focusing on
energy and material efficiency as well as
the circular economy, transparency along
supply chains is moving more strongly into
focus in retail and services.

At the same time, however, it is currently
also becoming clear that not all companies
are able to invest in sustainability topics
to the same extent. Economic pressure,
geopolitical uncertainties and tempora-
ry delays in regulation are in some cases
leading to a wait-and-see attitude and a
focus on merely fulfilling regulatory requi-
rements. This makes exchange, for exam-
ple within the IHK Environmental Com-
mittee, all the more important in order to
highlight practical and cost-efficient solu-
tions and learn from one another.
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Sustainability
needs

data clarity

DATA MANAGEMENT

Sustainability needs more than good
intentions - it needs reliable data.
Yet datais oftenscattered across dif-
ferent systems, departments and
contexts. Only when it is cleanly col-
lected and brought together do relia-
ble key figures emerge that provide
orientation and serve as a basis for
reporting, management and targeted
measures.

Data is the raw material of credi-
ble sustainability reporting. As with any
raw material, however, what matters is
how it is obtained, processed and used.
Only when data is carefully collected,
transparently prepared and meaningfully
interpreted does it unfold its true value.

The CSRD defines, in regulatory
terms, what has to be reported, how
deeply companies should look and how
transparent they must be in doing so.
But however clearly the requirements
may be formulated, their practical imple-
mentation is demanding. The reality in
companies is more complex, more
diverse, more alive.

We know this from our own expe-
rience: sustainability data does not arise
in one place. It is distributed across
departments, systems and responsibili-
ties. From purchasing and production
through to controlling, it is scattered
worldwide. At the same time, the amount
of detailed information required is
increasing significantly.
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The real feat is not understanding the rules
but building a system with clear structures and
well-designed processes.

The focus is on standardising data collec-
tion and gradually expanding automation. We rely
on integration rather than isolated solutions. New
systems alone do not solve a problem if they do
not work with what already exists. We have further
developed our existing MERKUR GROUP Controlling
System for recording financial key figures to include
ESG topics, thereby using a familiar system logic for
sustainability reporting.

We call this further development the ESG IT
tool. It supports us in collecting, checking and eval-
uating sustainability-related data in a structured
way. The tool makes reporting more manageable,
but it does not replace the professional review and
plausibility check of the data. These tasks are car-
ried out by our ESG coordinators. They check the
data for completeness and plausibility, support with
questions and anomalies and maintain the evalua-
tion reports.

Without reliable

data, sustainability
remains a claim. Only
with data does it become
measurable, manageable

and credible.

Our
ESG IT Business

Anyone who wants to report credibly on
sustainability has to make it measurable.
Our IT tool records key figures from all areas, brings the data
together and thereby creates transparency.

Roland Faludi, Head of GROUP Controlling, and Mirko
Buggenthin, Head of GROUP Data and Analytics, played a key
role in developing the ESG IT Business Application. Together
with GROUP Sustainability, they developed the IT solution that
centralises data collection and specifically supports data man-
agement.

In the following interview, together with Louisa Pfeil,
Teamlead GROUP Sustainability, they provide exciting insights
into the development of the ESG IT Business Application and
show how it is used in practice:

How did you approach the challenge of build-
ing ESG data management in a complex and
globally active Group?

Louisa Pfeil: At the beginning, it was about developing the IT
business application — in other words, defining platforms and
interfaces in order to bring the data together. At the same
time, we were looking for an existing Group IT solution that
could accommodate the complex structure of sustainability
management.

Roland Faludi from GROUP Controlling has long been
familiar with Group-wide data structures and the Group-wide
collection of key figures. He works with the MERKUR GROUP
Consolidation System (GCS), an IT business application with
which financial key figures are analysed and reported across the
Group. This made him an important key contact when it came to
developing an IT solution for ESG data collection.

Mirko Buggenthin, then still at BEIT GmbH, implemented
the IT business application technically. He precisely analysed the
complexity of sustainability management and integrated it into
MERKUR GCS. This allows data to be collected across the Group,
compared with one another and checked more effectively.

Roland Faludi
Leader GROUP Controlling

Can you describe the IT solution in a few
words??

Roland Faludi: The ESG IT Business Application is an extension
of our MERKUR GROUP Consolidation System and is based on
the SAP environment. This enabled us to bring ESG data collec-
tion into a uniform logic.

What is the greatest advantage of the IT
business application from your point of
view?

Roland Faludi: From my point of view, the greatest advantage is
the combination of a consistent system logic and simple appli-
cation. On the one hand, ESG data is available centrally and can
in part be transferred directly into reports. This saves notice-
able time — especially for regular reporting. On the other hand,
many processes are already familiar because of their integra-
tion into the existing system, which makes it much easier for
our subsidiaries to get started with collecting sustainability-re-
lated data..

You implemented the ESG IT Business Application
technically. What was the most important aspect
for you?

Mirko Buggenthin: Sustainability management primari-
ly requires consistency and traceability. What mattered was
structuring the data in such a way that it can be brought
together uniformly from different companies and processed
further. To do this, data entry in GCS and processing in SAP
Datasphere had to be closely coordinated..

DATA MANAGEMENT

Louisa Pfeil .
Teamlead GROUP Sustainability

Can you outline how the dat
tool is processed from inpu
Mirko Buggenthin: Data from two so
the IT tool. One part comes from cen
access directly for data collection. F
from the companies and recorded t
screens. These entries are suppleme
explanations so that we can classify t
and understand anomalies.

The data is then stored in SAF
and prepared for evaluation. Finally, t
in summary form in SAP Analytics Cloud.

What do the collected data already make
possible —and where do you still reach lim-
its?

Louisa Pfeil: The collected data already provide reliable key fig-
ures that we can use for reporting, analyses and deriving initial
measures. At the same time, differences in data collection are
becoming apparent at global level, due to different cultural and
infrastructural framework conditions.

We are continuously developing the ESG IT Business
Application, as well as our data processes, in order to further
improve data collection, evaluation and comparability. The IT
solution is a fixed part of our daily work.
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CLIMATE PROTECTION

08

Where do we stand today?

I Wwhat began with the Europe-
an Union’s aim of becoming cli-
mate-neutral by 2050 is now an
important part of corporate respon-
sibility. Many companies are analys-
ing their emissions and working to
better understand and manage their
climate impact.

We as the MERKUR GROUP have
also engaged intensively in recent years
with our impact on the climate. The fact
that climate change is one of the major
challenges of our time, and that we as a
Group also bear responsibility, did not
only become clear through our material-
ity analysis.

However, it confirmed that cli-
mate change is one of the MERKUR
GROUP’s material sustainability topics
and must be viewed in the context of our
other material topics.

Against this background, we have
focused specifically on how we can reli-
ably assess where we as the MERKUR
GROUP stand in climate protection and
how we can move forward from there.
This has once again shown that a robust
assessment requires a sound, transpar-
ent and consistent data basis.
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The data basis of
climate reporting

Companies make their emissions transparent by sys-

tematically recording their CO2 equivalents in a carbon
footprint. The sum of these emissions is referred to as
the Corporate Carbon Footprint (CCF). The calculation
is based on internationally recognised standards such as
the Greenhouse Gas Protocol, which divides emissions into
three areas — known as Scopes:

Scope 1: direct emissions from own sources

Scope 2: indirect emissions from purchased energy

such as electricity or heat

“] perceived the start as very committed and

serious. From the very beginning, the topic
was embedded in a strategic framework of
sustainability and climate protection.”

With this professional support, we as the
MERKUR GROUP were not only able to
grow more deeply into the methodolog-
ical framework, but also to develop our
process and data basis step by step.

CLIMATE PROTECTION

“Of course, building internal capaci-

ties requires resources and involves effort.
For effective ESG reporting, however, it

is advantageous to have the expertise
in-house. From my point of view, you are

Scope 3: further indirect emissions along the
value chain “You have developed professionally,
in terms of processes, personally
and organisationally. | see it as especially
positive that you do not orientate yourselves
exclusively towards reporting requirements.
I recognise in your approach something that
goes beyond mere reporting obligations.”

As experience has grown, the
MERKUR GROUP’s internal competence
in handling climate data has also grown.
For this reason, the CCF calculation for
2025 was carried out independently for
the first time. After external expertise
from FORLIANCE was still more promi-

taking this step at the right time.”

With the CCF for financial year 2025, we
have already determined the emissions
of the entire MERKUR GROUP for the
second time. The comparison with the
previous year helps us to better classify
developments and check the plausibil-
ity of the results. At the same time, it
becomes clear where material emissions
arise. The next step is to define how we
translate these emissions into a climate
strategy and derive suitable measures
for further management.

“The CO2 footprint is a strategic key

nent in the first projects, the entire pro- figure. It provides the basis for planning and

cess is now our own responsibility — from management decisions. Reporting is more of a

INSIGAT INTQ OUR

data collection and calculation through consequence of this. What is decisive are the key

to the evaluation of our emissions. figures that identify hotspots and allow targeted

Michael Sahm
Director Advisory,
FORLIANCE GmbH

Heads the Climate Strategy Advisory Unit and
supports companies on their path to net-zero
emissions.

But how does such a carbon footprint actu-
ally come about in practice? Climate report-
ing follows a methodological framework —yet
when existing data bases are evaluated, it
quickly becomes clear that emissions data is
not simply available in a company in finished
form.

Many values first have to be collected,
derived from existing data or determined
with the help of assumptions and conver-
sions. Various areas within the company
therefore work closely together. To set up
this demanding task properly from a profes-
sional perspective, we as the MERKUR GROUP
brought in support from the consulting com-
pany FORLIANCE, which has accompanied us
on our journey ever since.

FORLIANCE continued to pro-
vide professional support for this step.
The basis was a coaching approach that
combines theoretical knowledge with
practical application: first, methodologi-
cal foundations were conveyed. Then the
independent calculation was accompa-
nied and reviewed in regular exchange.

Scan the QR code and find out more
about the CO_footprint.

measures to be derived.”

il
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FURTHER EVERY YEAR.

Step by step towards our own CCF calculation

August 2023 )) January 2024

Start of consultant search )
Rick-off

pilot project CCF 2022/23

October 2024
Presentation of
v results pilot project CCF January 2025
v 2022/2023 Kick-off Group-wide
—~ CCF 2024

October 2025

Presentation of
results CCF 2024

January 2026

Rick-off internal CCF
calculation 2025

>

May 2026

Presentation of results
CCF 2025 ~—N

Glossary

Greenhouse gas emissions (GHG)
Greenhouse gas emissions include all
gases that contribute to global warming.
These include carbon dioxide, methane
and nitrous oxide, among others.

Carbon dioxide (CO,)

Carbon dioxide is the best-known green-
house gas. It is produced mainly when
fossil fuels such as coal, oil and gas are
burned.

Methane (CH))

Methane is a highly potent greenhouse
gas that arises, among other things, in
agriculture, energy generation and waste
processes.

Nitrous oxide (N,0)

Nitrous oxide is another greenhouse gas
that can be released mainly in agricul-
ture through fertilisers and in industrial
processes.

CO, equivalents (CO,e)

CO, equivalents are used to make differ-
ent greenhouse gases comparable. Their
climate impact is converted into a com-
mon unit based on CO,,.

CLIMATE PROTECTION

Corporate Carbon Footprint (CCF)
The Corporate Carbon Footprint describes
the totality of all greenhouse gas emissions
of a company within a specific period.

Greenhouse Gas Protocol

(GHG Protocol)

International standard for recording and
reporting greenhouse gas emissions,
enabling uniform accounting according
to Scope 1,2 and 3.

Scopes

The so-called Scopes divide a company’s
emissions into three categories: direct
emissions from own sources (Scope 1),
indirect emissions from purchased ener-
gy (Scope 2), and further indirect emis-
sions along the value chain (Scope 3).
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COMMUNICATION

09

COMMUNICATION
CREATES
UNDERSTANDING

“Sustainability only becomes effective when
information becomes understanding,
and understanding becomes action.”

Communication is a key to successful transformation and
change. This is precisely why we also considered communi-
cation from the very beginning. Since 2022, our first steps
in building sustainability structures in the MERKUR GROUP
— alongside prioritising relevant topics and KPIs, selecting
suitable IT applications and introducing traceable processes
for data collection — therefore also lay in targeted commu-
nication.

It was particularly important for us to first create
awareness, acceptance and motivation at all levels within the
company. The aim was to build a shared understanding of
sustainable action and economic activity and to strengthen
the active involvement of employees. We were aware that
without the support of employees, sustainability cannot be
anchored effectively in the company.

cu

222000
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External communication was initially deliber-
ately limited to the web presence and select-
ed information materials. On this basis, we
are now expanding it step by step.

Internal communication:

social intranet as a platform

An important basis of our internal communi-
cation is our Group-wide social intranet — an
information platform for our employees in
Germany and abroad.

To build sustainable action and eco-
nomic activity and strengthen the active
involvement of employees. We are aware that
without the support of employees, sustaina-
bility cannot be anchored effectively in the
company.

To make sustainability recognisable
within the MERKUR GROUP, we developed our
own logo and a memorable name: MERKUR
sustain.

On our MERKUR sustain information page, all
topics relating to sustainability are bundled
on the MERKUR GROUP’s social intranet. The
page serves as a point of contact for employ-
ees and is regularly populated with posts on
different ESG topics. These range from
developments and progress to current news
from the fields of , Social oder
Governance.

Basic content such as our organisa-
tional structure, contact options, important
documents and a glossary explaining techni-
cal terms in an understandable way can also
be accessed by employees there.

MERKUR sustain has now become an
important communication channel within
the company for us. The page informs, con-
nects and invites employees to engage
actively with sustainability.

<f MERKUR suUstaln

Content is key

A particular focus is placed on presenting
fundamental sustainability topics clear-
ly. For example, we deliberately explain the
materiality analysis or the role of different
stakeholders simply and practically in order
to create a shared understanding. We do not
want to overwhelm or lecture. We want to
convince sustainably. Varied content is key
here: explaining videos, interviews, quizzes
and informative posts on different sustain-
ability topics offer a mix of information and
participation in order to reach employees
and encourage them to engage with sustain-
ability.

Our learnings

After more than two years of MERKUR sus-
tain, almost 550 followers, numerous posts
and many interactions, one thing in particu-
lar is clear: sustainability communication is
not a sprint, but a long-distance run.

At the beginning, we published our
content every two weeks. The biggest chal-
lenge was continuously providing content
that was both high-quality and engaging —
especially in the development phase, when
concrete results were often not yet visible.

Our conclusion after the first year on
myMERKUR: content works particularly well
when it is entertaining — for example in the
form of videos or interactive formats that
invite participation. At the same time, we
learned that it is not always easy to present
complex sustainability topics in a way that is
both understandable and engaging.

We therefore adjusted our publication
rhythm and follow the principle of “quality
before quantity”. A three-week cycle leaves
more room for creative and more elaborate
formats, such as videos or quiz formats —and
therefore for content that really stays in
employees’ minds.

COMMUNICATION

External

sustainability

commuhnication

under

development

After building our internal sustainability
communication, the next step is now to
expand our external communication. We pro-
vided initial insights into our understanding
of sustainability early on via our website. Now
we are gradually opening up to the outside
world as well.

This report is an important milesto-
ne in that process: it makes our activities to
date even more visible and creates transpa-
rency about how we understand and specifi-
cally implement sustainability in the MERKUR
GROUP.

In parallel, we are developing our
external communication in a targeted way —
for example by expanding our web presence
and integrating sustainability topics more
strongly into our LinkedIn communication.

This will make our progress in sus-
tainability increasingly visible and tangible
outside the MERKUR GROUP as well. What
matters here is communicating only what is
professionally robust and appropriately ref-
lects our actual stage of development.
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todAay & tomorrow ™

Where
we stand.

Where we stand | Sequenz_26
Sequenz_26 shows how individual topics
become a shared picture: from initial struc-
tures and data through clear responsibilities
to an understanding of how sustainability
can have an impact in the MERKUR GROUP.

CEAM AND
COMMUNICATION

What
comes next.

POLICY &
REGULATION

' ”r
Y 1 Soeoss0as
RS
What comes next | Sequenz_27
“ .'I'[ Strategy. Data depth. Management. Further
w
development.
RIAI-I-I-I The foundations have been laid.

ANAI_"I‘ Now the task is to develop them further

- with a sustainability strategy, initial tar-
gets and measures, a further developed
carbon footprint and a steadily expanded

STAKEHOLOER DIALOGUE and deepened data basis.

The next sequence begins now.

Sequenz_27 tells how we shape it.
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Stakeholders
Persons, groups or institutions that are affected by
a company’s activities or can influence its actions.

CBAM / €O, border adjustment

The Carbon Border Adjustment Mechanism is
an EU instrument for certain imported goods. It
is intended to reduce differences in CO2 costs
between EU and non-EU production.

CCF / Corporate Carbon Footprint

The Corporate Carbon Footprint describes the
totality of a company’s greenhouse gas emissions
within a specific period.

€O, / carbon dioxide

Carbon dioxide is an important greenhouse gas. It
is produced mainly when fossil fuels such as coal,
oil and gas are burned.

CO,e / CO, equivalents

CO, equivalents make the climate impact of differ-
ent greenhouse gases comparable by converting
them into a common unit.

Code of Conduct

A code of conduct that describes principles and
expectations for honest, lawful and responsible
action within the company.

Compliance
Compliance means adhering to legal requirements,
internal rules and binding standards.

CSRD / Corporate Sustainability Reporting
Directive

EU directive on sustainability reporting. It defines
the legal framework for which companies must
report on sustainability.

Double materiality

Assessment principle in sustainability reporting:
it considers how a company affects the environ-
ment and society and which opportunities or risks
sustainability topics have for the company.

ESG

Short form for Environment, Social and Govern-
ance. It refers to environmental, social and corpo-
rate governance topics.

ESG IT application

Internal company system for the structured
collection, review and evaluation of sustainabili-
ty-related data.

ESRS / European Sustainability Reporting
Standards

European reporting standards for the CSRD. They
specify which sustainability information is to be
disclosed.

EU Taxonomy

EU regulatory framework for classifying environ-
mentally sustainable economic activities on the
basis of defined criteria.

European Green Deal

Political framework of the European Union for
sustainable transformation. One of its aims is to
make Europe climate-neutral by 2050.

GHG Protocol / Greenhouse Gas Protocol
Internationally recognised standard for recording
and reporting greenhouse gas emissions.

GRI / Global Reporting Initiative
Internationally established standard for volun-
tary sustainability reporting.

Carbon footprint

Systematic recording and evaluation of the
greenhouse gas emissions of a company or organ-
isation.

Methane /CH,

Methane is a particularly potent greenhouse gas
that arises, among other things, in agriculture,
energy generation and waste processes.

N,O / nitrous oxide

Nitrous oxide is a greenhouse gas that can be
released mainly through fertilisers in agriculture
and in industrial processes.

Omnibus package

EU package of measures that adjusted and reor-
dered, among other things, existing requirements
on sustainability reporting and due diligence
obligations.

Responsible Gaming

Approach for responsible gaming. This includes
prevention, player protection, clear information and
support services, among other things.

Scope 1
Direct greenhouse gas emissions from sources that
a company owns or controls itself.

Scope 2
Indirect greenhouse gas emissions from purchased
energy, for example electricity or heat.

Scope 3

Further indirect greenhouse gas emissions along
the value chain, for example from purchased goods,
services, travel or disposal.

SPEAK UP

The MERKUR GROUP’s whistleblower system,
through which possible rule violations can be
reported.

Greenhouse gas emissions / GHG

Emissions of gases that contribute to global warm-
ing. These include co,, methane and nitrous oxide,
among others.

Value chain
All steps that contribute to the development, man-
ufacture, use and recovery of a product or service.

Materiality analysis

Analysis with which companies determine which
sustainability topics are particularly relevant for
business activities, stakeholders and reporting.

GLOSSARY
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What numbers make visible

Sustainability needs conviction.
But it also needs evidence.

The table appendix provides the data basis for what the previous
pages describe. It shows selected key figures from environment,
social and governance — and makes traceable what our reporting is
currently based on.

The following applies: numbers do not explain everything.
Especially at the beginning of systematic reporting, they are above
all a foundation. They are the starting point from which transparen-
cy can in future lead to strategies, targets and measures.

The table appendix is therefore not a formal add-on. It is
part of the substance.

It makes traceable the basis on which we report and how our
sustainability reporting is developing step by step.

Transparency does not arise through words alone. It also
arises through the willingness to disclose figures, classify them and
learn from them.

The way in which we collect data is also continuing to devel-
op — with each reporting year, collection methods, data sources and
accuracy become more precise. This inevitably also changes the
comparability of individual values year on year.

At a glance

The table appendix includes key figures on:
Energy and climate
Consumption, energy mix, emissions and intensities

Water, waste and resources
Water withdrawal, wastewater, waste volumes and treatment
methods

Employment and work structure
Workforce, contract types, forms of employment, non-employee
workers and turnover

Diversity
Gender, age and disability

Development, safety and work-life balance
Training, performance and career development reviews,
occupational safety and family-related leave

Integrity and compliance
Reports of discrimination and harassment as well as
anti-corruption training

58 Sustainability at MERKUR GROUP SEQUENZ_26 59



E1-5 Energy consumption and mix

Energy consumption and mix 2024 2025

1) Total energy consumption (in MWh) 183.351,6 | 168.232,1
2) Total fossil energy consumption (in MWh) 117.117,2 | 149.762,4
a) Fuel consumption from coal and coal products (in MWh) 0,0 0,0
b) Fuel consumption from crude oil and petroleum products (in MWh) 25.871,9 26.636,5
¢) Fuel consumption from natural gas (in MWh) 32.008,6 30.603,6
d) Fuel consumption from other fossil sources (in MWh) 1.087,7 484,9
e) Consumption of purchased or acquired electricity, heat, steam, and cooling from fossil sources (in MWh) 57.592,2 91.447,2
3) Consumption from nuclear sources (in MWh) 6.106,9 3.936,3
4) Total renewable energy consumption (in MWh) 60.127,5 14.533,4
a) Fuel consumption from renewable sources, including biomass (in MWh) 40,3 39,3
b) Consumption of purchased or acquired electricity, heat, steam, and cooling from renewable sources (in MWh) 59.088,5 13.429,2
¢) Consumption of self-generated non-fuel renewable energy (in MWh) 998,7 1.064,9
5) Share of fossil sources in total energy consumption (in %) 63,9 89,0
6) Share of nuclear sources in total energy consumption (in %) 3,3 2,3
7) Share of renewable sources in total energy consumption (in %) 32,8 8,6

Explanation: The reported figures are based on the recorded fuel consumption and the purchased electricity, heat, steam, and cooling of all

companies within the group. Energy sources (fossil, renewable, and nuclear) are allocated in accordance with the respective national electricity

mix or available guarantees of origin.

Indirect energy consumption from electricity, heat, steam, and cooling is proportionally assigned to the respective energy sources by applying

each company’s percentage share of renewable and nuclear energy generation to its total energy consumption. The remaining share is allocated
directly to fossil energy consumption. This approach also applies to companies that do not have information available regarding their electricity

mix.

Note: Data collection and data quality have been further enhanced. Changes between the reporting years also reflect these

methodological improvements. A final assessment will be possible once a more robust data basis from the coming years is available.

E1-5 Energy intensity

Energy intensity per net revenue 2024 2025

1) Total energy consumption (in MWh) 183.351,6 168.232,1
a) Energy consumption from high climate impact sectors (in MWh) 26.492,0 26.419,3
2) Net revenue (in million EUR) 1.955,9 2.107,3
a) Net revenue from high climate impact sectors (in million EUR) 957,8 986,9
3) Energy intensity associated with high climate impact sectors (in MWh / million EUR) 27,7 26,8

Explanation: Companies operating in climate-intensive sectors are identified based on their assigned primary NACE classification. If a

company’s primary NACE classification falls within the definition of a climate-intensive sector, the company’s total energy consumption is

reported as energy consumption from activities in climate-intensive sectors.

The respective energy consumption values are then aggregated and set in relation to the net revenue generated from activities in climate-in-

tensive sectors. This results in the energy intensity ratio.
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El1-6 GHG emissions

Gross Scopes 1,2,3 and Total GHG
emissions

Retrospective

Milestones and target years

[ [
2024 2025 N %N/ 2030 2050 Annual % target
N-1 / Base year
Scope 1 GHG emissions
Gross Scope 1 GHG emissions (in t COZe) 13.422,7 13.546,7
Percentage of Scope 1 GHG emissions from 0.0 0.0
regulated emission trading schemes (in %) ’ ’
Scope 2 GHG emissions
Qross location-based Scope 2 GHG emissions 37.799.7 40.888,9
(int COze)
Qross market-based Scope 2 GHG emissions 32.009.7 44.610,7
(int CO.e)
Significant scope 3 GHG emissions
Total Gross indirect (Scope 3) GHG emissions 1372753 | 142.0913
(int CO.e)
1 Purchased goods and services (in t COze) 56.371,1 37.217,8
2 Capital goods 17.503,9 23.558,3
3 Fuel and energy-related activities (not included in
12.808,2 13.007,5
Scope 1 or Scope 2) (in t COe) ! !
[f Upstream transportation and distribution 1.884,7 22208
(int CO.e)
5 Waste generated in operations (in t COZe) 1.733,7 1.205,4
6 Business traveling (in t COZe) 3.445,0 3.519,7
7 Employee commuting (in t COEe) 6.185,4 15.199,2
7, 7, 7,
8 Upstream leased assets (in t CO,e) / /
9 Downstream transportation (in t COze) 184,6 ‘ 2.505,4 ‘ ‘ ‘
] ) /, /, 7
10 Processing of sold products (in t CO_e) // //
11 Use of sold products (in t CO,e) 37.148,8 43.651,3
12 End-of-life treatment of sold products
. 9,9 6,1
(int CO.e)
) /, /, 7,
13 Downstream leased assets (in t CO_e) // //
14 Franchises (in t CO_e)
15 Investments (in t CO_e
v (in t CO,e) Y 7 7
Total GHG emissions
Total GHG emissions (location-based) (in t CO_e) 188.497,7 | 196.511,2
Total GHG emissions (market-based) (in t COze) 182.707,7 | 200.228,3

Explanation: The reported figures are based on greenhouse gas accounting in accordance with the GHG Protocol. Various data sources,

including financial data, production data, and third-party data, were used for the calculations and converted into CO? equivalents using

scientifically validated emission factors from recognized emissions databases.

E1-6 GHG intensity

GHG intensity per net revenue 2024 2025
Total net revenue (in million EUR) 1.955,9 2.107,3
Total GHG emissions (market-based) (in t CO_e) 182.707,7 200.228,3
Intensity of GHG emissions (market-based) (in t CO,e / million EUR) 93,4 95,0
THG-Emissionen insgesamt (location-based) (t CO,e) 188.497,7 196.511,2
Intensity of GHG emissions (location-based) (in t CO_e / million EUR) 96,4 93,3

Explanation: The total emissions presented in the table are reported using both the market-based and location-based approaches.

Emissions intensity is calculated by relating the respective total emissions to net revenue.

E3-4 Water consumption
Water consumption 2024 2025
1) Total water withdrawal (in m?) 282.702,7 263.557,2
a) Water withdrawal in areas at water risk incl. areas of high-water stress (in m3) 15.800,3 11.204,1
2) Total water consumption (in m?) - -
a) Water consumption in areas at water risk incl. areas of high-water stress (in m3) - -
3) Total water discharge (in m?) 282.679,6 262.918,9
4) Total water recycled and reused (in m?®) 0,6 0,6
5) Total water stored (in m?) 0,0 0,0
6) Water intensity of water withdrawal (in m* / million EUR net revenue) 144,5 120,9

7) Water intensity of water consumption (in m* / million EUR net revenue)

Explanation: The reported figures are based on the water withdrawal volumes from municipal supply and the wastewater volumes reported by

the companies. For companies that do not have information on the amount of wastewater generated, it is assumed that water withdrawal

equals wastewater discharge, as water is used almost exclusively for sanitary purposes at these locations.

Companies and their main sites with potential water-related risks are identified using the WRI Aqueduct Water Risk Atlas. The volumes of

recovered, reused, and stored water are reported based on the data provided by the companies. Water intensity is calculated as the ratio of

total water withdrawal to net revenue.

In 2025, approximately 4% of total water consumption was attributable to sites located in areas with potential water-related risks. This

continues to demonstrate that only a limited number of sites are located in water-stressed regions and that these sites also have comparati-

vely low water demand.

Note: Data collection and data quality have been further enhanced. Changes between the reporting years also reflect these

methodological improvements. A final assessment will be possible once a more robust data basis from the coming years is available.
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E5-5 Resource outflows by waste category

Resource outflows by waste

category (in t) 2024 2025

1) Total amount of waste generated 10.415,7 9.833,1
a) Waste diverted from disposal 3.194,9 2.175,1
i) Hazardous waste 0,0 7,8
ii) Non-hazardous waste 3.194,9 2.167,4
b) Waste directed to disposal 6.768,0 7.182,3
i) Hazardous waste 0,7 102,2
ii) Non-hazardous waste 6.767,3 7.080,1
c) Non-divided waste 4527 475,7
2) Total amount of hazardous waste generated 3,3 110,0
3) Total amount of radioactive waste generated 0,0 0,0

Explanation: The reported waste volumes are based
on data provided by the companies and collected from
the commissioned waste disposal service providers.
The classification into hazardous and non-hazardous
waste, as well as into recovery or disposal operations,
is carried out in accordance with the requirements of
ESRS E5-5, GRI 306, and the European Waste Catalogue
(EWC). Unallocated waste volumes arise when the final
recovery or disposal method has not yet been deter-
mined at the time of reporting. Overall, the hazardous
waste generated by the MERKUR GROUP represents
only a very small proportion of the total waste volu-
me. Such hazardous waste is generated primarily at
production sites, all of which are covered by ISO 14001
certification (environmental management). There is no
radioactive waste within the MERKUR GROUP.

E5-5 Resource outflows by waste treatment type

Resource outflows by waste

treatment type 2024 2025

1) Total amount of waste generated (in t) 10.415,7 9.833,1
a) Waste diverted from disposal (in t) 3.194,9 2.175,1
i) Preparation for reuse (in t) 8,5 50,7
ii) Recycling (in t) 3.160,8 2.099,6
iii) Composting (in t) 18,7 17,6
iv) Other recovery operations (in t) 7,0 7,2
b) Waste directed to disposal (in t) 6.768,0 7.182,3
i) Incineration (in t) 686,1 1.073,1
iy Landfill (in t) 3.221,2 3.125,7
iii) Other disposal operations (in t) 2.860,8 2.983,4
c) Non-divided waste (in t) 452,7 475,7
2) Total amount of non-recycled waste (in t) 7.220,7 7.658,0
3) Share of non-recycled waste (in %) 69,3 77,9

Explanation: The classification of waste volumes into
the categories of reuse, recycling, composting, other
recovery operations, as well as incineration, land-
filling, or other disposal operations, is carried out
in accordance with the requirements of ESRS E5-5
and GRI 306. These categories reflect the treatment
methods defined under European waste legislation.
The volume of non-recycled waste includes all was-
te that could not be reused, recycled, or composted.
The share of non-recycled waste is calculated as the
ratio of waste volumes that were not reused, recyc-
led, or composted to the total waste generated.
The weights of refurbished devices are not included in
these figures.

S1-6 Characteristics of employees by gender

Number of employees by gender 2024 2025

1) Total number of employees (headcount) 14.023 14.701
a) Male 7.163 7.689
b) Female 6.859 7.011
c) Other 1 1
2) Total number of employees (FTE) 12.685,8 13.289,6
a) Male 6.720,3 7.215,9
b) Female 5.965,1 6.073,3
c) Other 0,4 0,4

Explanation: The reported headcount figures differ
from the total headcount of the MERKUR GROUP, as
proportionately consolidated entities are not inclu-
ded within the scope of sustainability reporting. In
addition, due to the annual data from SAP Success-
Factors for the 2024 reporting year not yet being
fully available at the time of reporting, the head-
count figures were based on consolidated monthly
reports. This resulted in system-related deviations
from the total number of employees reported in
other S1-6 tables. Both issues were fully resol-
ved during the 2025 reporting period through the
implementation of monthly data freezes.

S1-6 Characteristics of employees by significant countries

Number of employees by significant

countries 2024 2025

1) Total number of employees (headcount) 14.023 14.701
a) Germany 6.914 7.119
b) United Kingdom 2.970 3.295
c) Serbia 2.468 2.598
d) Other countries 1.671 1.689
2) Total number of employees (FTE) 12.685,8 13.289,6
a) Germany 5.870,6 6.106,0
b) United Kingdom 2.679,3 2.966,1
c) Serbia 2.516,9 2.576,7
d) Other countries 1.619,1 1.640,9

Explanation: The reported headcount figures differ
from the total headcount of the MERKUR GROUP, as
proportionately consolidated entities are not included
within the scope of sustainability reporting. In addi-
tion, due to the annual data from SAP SuccessFactors
for the 2024 reporting year not yet being fully available
at the time of reporting, the headcount figures were
based on consolidated monthly reports. This resulted
in system-related deviations from the total number of
employees reported in other S1-6 tables. Both issues
were fully resolved during the 2025 reporting period
through the implementation of monthly data freezes.
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S1-6 Characteristics of employees by employment status and gender

Number of employees by employ-

ment status and gender 2024 2025

1) Total number of employees (headcount) 14.100 14.701
a) Permanent employees (headcount) 8.884 8.821
i) Male 4.982 5.083
ii) Female 3.901 3.738
iii) Other 1 o]
b) Temporary employees (headcount) 1.270 1.155
i) Male 549 543
ii) Female 721 612
iii) Other 0 o]
c) Undefined employees (headcount) 3.946 4.725
2) Total number of employees (FTE) 12.691,6 13.257,8
a) Permanent employees (FTE) 8.133,8 8.066,4
i) Male 4.723,3 4.811,0
i) Female 3.409,5 3.255,5
iii) Other 1,0 0,0
b) Temporary employees (FTE) 1.182,7 1.047,1
i) Male 507,1 495,9
ii) Female 675,6 551,2
iii) Other 0,0 0,0
c) Undefined employees (FTE) 3.375,1 4.144,3

Explanation: Employee classifications into perma-
nent, fixed-term, and unassigned categories are
based on contractual data stored in SAP Success-
Factors. Full-time equivalents (FTE) are calculated
based on individually agreed contractual working
hours. Due to differences in data sources and repor-
ting states, the figures may deviate from the head-
count values reported in other S1-6 tables for the
2024 financial year. From the next reporting period
onwards, these differences will be avoided through
a harmonised and system-consistent data set.
Existing inconsistencies were fully resolved during
the 2025 reporting period through the introduc-
tion of monthly data freezes. The underlying data
is primarily sourced from SAP SuccessFactors. Mis-
sing information from venues in Lower Saxony was
collected separately in aggregated form due to
data protection requirements and subsequently all-
ocated across the underlying datasets. As a result,
minor colour-coded deviations in employment sta-
tus may occur.

Number of employees by contract

type and gender 2024 2025

1) Total number of employees (headcount) 14.100 14.701
a) Guaranteed hours employees (headcount) 13.614 14.178
i) Male 6.988 7.447
ii) Female 6.624 6.730
iii) Other 2 1
::ze::rloi:at;anteed hours employees 486 523
i) Male 225 242
ii) Female 261 281
iii) Other 0] (0]
2) Total number of employees (FTE) 12.691,6 13.257,8
a) Guaranteed hours employees (FTE) 12.554,2 13.045,1
i) Male 6.703,0 7.096,2
i) Female 5.849,2 5.948,5
iii) Other 2,0 0,4
b) Non-guaranteed hours employees (FTE) 137,4 212,7
i) Male 67,6 103,7
ii) Female 69,8 109,1
i) Other 0,0 0,0

S1-6 Employee turnover

Employee turnover 2024 2025

Average number of employees (headcount) 14.176 14.216
Employee turnover (headcount) 4.033 4.201
Turnover rate (%) 28,6 28,6

S1-6 Characteristics of employees by contract type and gender

Explanation: The underlying data is sourced from
contractual information stored in SAP Success-
Factors. Employees with regular employment
include all staff with contractually defined and
predictable working hours. On-call or irregular
employees are those without guaranteed hours
or with variable working schedules. Full-time
equivalents (FTE) are calculated by converting
the respective contractually agreed or reported
working hours into a full-time equivalent basis.
Due to differences in data sources and reporting
statuses, the figures may deviate from the head-
count values reported in other S1-6 tables for the
2024 financial year. These inconsistencies were
fully resolved during the 2025 reporting period
through the introduction of monthly data freezes.
The data is primarily based on SAP SuccessFactors.
Missing information from venues in Lower Saxony
was collected separately in aggregated form due to
data protection requirements and subsequently all-
ocated across the underlying datasets.

Explanation: Employee turnover was determined
based on monthly reports (recorded at the end of
each month) by calculating the average headcount.
The number of employees leaving includes all emp-
loyees who left the company during the reporting
period. The turnover rate is calculated as the ratio
of the number of employees who left the company
to the average headcount.
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S$1-7 Characteristics of non-employees by gender

Number of non-employees

S1-9 Gender diversity

by sender 2024 2025 Explanation: The figures include temporary workers Gender distribution by management level 2024 2025
yg and other external personnel who operate under the
1) Total number of non-employees (head- 138 105 direction of the MERKUR GROUP but are not directly 1) Total number of employees (headcount) 14.100 14.701
count)
employed by the company. FTE values are calculated 2) Total number of employees at top management level (headcount) 221 253
a) Male 11 49 based on the contractually agreed working hours. Due
to data protection requirements, information on gen- a) L1 employees (headcount) 5 5
b) Female 25 32 ) .
der is not always available; such cases are therefore i) Male 5 5
c) Other 0 0 reported as “Undefined.”
ii) Female 0 0
d) Undefined 102 24
iii) Other 0] 0]
2) Total number of non-employees (FTE) 125,5 90,9
b) Share of L1 employees in top management (%) 2,3 2,0
a) Male 10,6 47,1
i) Male 100,0 100,0
b) Female 13,3 19,8
ii) Female 0,0 0,0
c) Other 0,0 0,0
iii) Other 0,0 0,0
d) Undefined 101,5 24,0
c) L2 employees (headcount) 83 82
i) Male 74 73
ii) Female 9 9
iii) Other (0] 0
d) Share of L2 employees in top management (%) 37,6 32,4
i) Male 89,2 89,0
ii) Female 10,8 11,0
iii) Other 0,0 0,0
e) L3 employees (headcount) 133 166
i) Male 97 123
ii) Female 36 43
i) Other 0 0
f) Share of L3 employees in top management (%) 60,2 65,6
i) Male 72,9 74,1
ii) Female 27,1 25,9
iii) Other 0,0 0,0
3) Total number of employees at management level (headcount) 1.278 1.328
a) L4 employees (headcount) 362 364
i) Male 240 237
ii) Female 122 127
iii) Other 0 0
b) Share of L4 employees in management (%) 28,3 27,4
i) Male 66,3 65,1
ii) Female 33,7 34,9
iii) Other 0,0 0,0
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S1-9 Gender diversity

Gender distribution by management level 2024 2025

1) Total number of employees (headcount) 14.100 14.701
2) Total number of employees at top management level (headcount) 221 253
c) L5 employees (headcount) 143 175
i) Male 125 155
ii) Female 18 20
iii) Other 0] 0]
d) Share of L5 employees in management (%) 11,2 13,2
i) Male 87,4 88,6
ii) Female 12,6 11,4
iii) Other 0,0 0,0
e) L6 employees (headcount) 773 789
i) Male 393 422
ii) Female 380 367
iii) Other 0 0
f) Share of L6 employees in management (%) 60,5 59,4
i) Male 50,8 53,5
ii) Female 49,2 46,5
iii) Other 0,0 0,0
4) Total number of employees at specialist level (headcount) 12.601 13.120
a) L7 employees (headcount) 12.601 13.120
i) Male 6.279 6.674
ii) Female 6.320 6.445
iii) Other 2 1
b) Share of L7 employees at specialist level (%) 100,0 100,0
i) Male 49,8 50,9
ii) Female 50,2 49,1
iii) Other 0,0 0,0

Explanation: Employees are assigned to management levels L1 to L7 based on the organizational structure stored in the SAP SuccessFac-

tors HR system.

L1 comprises the highest management level (Executive Board),

L2 and L3 represent the two additional levels of upper and middle management (Managing Directors and Heads of Departments),
L4 to L6 comprise the operational management functions (department, group, and team management), and

L7 includes specialized expert functions without managerial responsibility.

The percentage figures show the respective share of employees within each level in relation to the total number of individuals assigned to

that organizational level.

S1-9 Age diversity

Age distribution of employees 2024 2025

1) Total number of employees (headcount) 14.100 14.701
a) Under 30 years 4.770 4.791
b) Between 30-50 years 6.102 6.520
c) Over 50 years 3.225 3.389
2) Total share of employees (%) 100,0 100,0
a) Under 30 years 33,8 32,6
b) Between 30-50 years 43,3 44,4
c) Over 50 years 22,9 23,1

Explanation: Employees are assigned to age groups based on their age as of the reporting date. The percentage figures indicate the share of

each age group in relation to the total workforce. The data is derived from SAP SuccessFactors and includes all active employment relationships.

S$1-11 Social protection

Social protection 2024 2025
Total number of employees (headcount) 14.023 14.701
a) Employees covered by social protection (%) 92,9 95,2

Explanation: The figures are based on information regarding national and company-specific social benefits provided by the entities within

the consolidation system. The percentage indicator refers to all employees who are legally covered under the applicable national regulations

or who receive additional benefits based on company agreements.

S1-12 Persons with disabilities

Persons with disabilities 2024 2025

Total number of employees (headcount) 14.100 14.701
Total number of employees with disabilities (headcount) 165 197
Percentage of persons with disabilities (%) 1,2 1,3

Explanation: The data collection is based on voluntary self-disclosures by employees and, where applicable, on national recognition pro-

cedures. The available informa-tion is centrally consolidated from SAP SuccessFactors. The percentage figures indicate the proportion of

employees for whom a disability is registered in accordance with the applicable national legal definitions.

S1-13 Performance and career reviews

Performance and career reviews

2024

2025

Percentage of employees participating in performance and career assessments (%) 38,7 39,3
a) Male 53,6 54,3
b) Female 46,4 45,7
c) Other 0,0 0,0

Explanation: The data is based on reports from the Group entities regarding conducted performance and development reviews. The per-

centage figures refer to the group of employees for whom such an assessment is intended. Differences between entities may arise due to

varying national or company-specific processes.
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$1-13 Training hours

S1-14 Health and safety

Employee health and safety 2024 2025
1) Employees covered by health and safety

7,2 7,0
management system (%)
2) Employees covered by certified health and 72 70
safety management system (%) ! !
3) Total number of work-related fatalities o o
a) Work-related injury fatalities 0 0
b) Work-related ill health fatalities 0 0
4) T.otal number of recordable work-related 127 157
accidents
5) Rate of reportable accidents at work (per 4.9 59
1,000,000 hours worked) ’ ’
6) Total number of recordable cases of ° °
work-related ill health
7) Total days lost due to work-related
incidents, illnesses, and fatalities (days) 2.393 2.772
a) Of which days lost due to work-related injuries 2303 2772
(days)
b) Of which days lost due to work-related
. 0 0]
illnesses (days)
c¢) Of which days lost due to work-related 0 o
fatalities caused by accidents at work (days)
d) Of which days lost due to fatalities caused by o o

work-related illnesses (days)

Training hours 2024 2025

Average number of training hours (hours) 4,5 6,3
a) L1 employees (hours) 2,2 15,3
i) Male 2,2 15,3
ii) Female 0,0 0,0
iii) Other 0,0 0,0
b) L2 employees (hours) 9,3 9,6
i) Male 9,1 9,0
ii) Female 10,6 14,7
iii) Other 0,0 0,0
c) L3 employees (hours) 6,1 7,1
i) Male 5,5 7,7
ii) Female 7,7 5,2
iii) Other 0,0 0,0
d) L4 employees (hours) 10,6 12,1
i) Male 9,4 11,8
ii) Female 12,8 12,8
i) Other 0,0 0,0
e) L5 employees (hours) 3,5 3,9
i) Male 2,5 2,3
ii) Female 10,2 16,1
iii) Other 0,0 0,0
f) L6 employees (hours) 7,9 14,7
i) Male 10,5 13,9
ii) Female 5,2 15,6
i) Other 0,0 0,0
g) L7 employees (hours) 4,1 5,7
i) Male 3,6 4,9
ii) Female 4,5 6,5
iii) Other 0,0 0,0

Explanation: The recorded training hours include all documented training and professional development activities during the reporting year.
The average values are calculated by dividing the total sum of reported training hours by the number of employees per management level
(L1-L7). The assignment of levels corresponds to the organizational structure in SAP SuccessFactors.

Explanation: The indicators are based on reports from
the individual Group entities regarding occupational
accidents, lost workdays, and work-related illnesses.
The accident rate is calculated as the number of recor-
dable incidents per one million working hours. Wor-
king hours are derived from the contractual working
time recorded in the HR system. Occupational health
and safety certifications are based on external audits
according to ISO 45001. A recordable occupational
accident is defined as a single work-related incident
resulting in physical or psychological harm to individu-
als. The total number of recordable incidents includes
fatalities, lost-time injuries, cases of restricted work
ability, and cases requiring medical treatment. This
indicator is reported on an ad hoc basis by the subsi-
diaries. Information on the coverage of employees by
health and safety management systems is not disclo-
sed for the reporting period, as the underlying repor-
ting system is not yet able to consistently capture this
data. For data quality reasons, the respective figures
have therefore been redacted in a neutral manner.
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S1-15 Work-life balance

Family-related leave 2024 2025
1) Percentage of employees entitled to leave 018 925
of absence for family reasons (%) ’ ’
2) Percentage of eligible employees who 74 72
took leave from work for family reasons (%) ! !
a) Male 24,6 38,0
b) Female 75,4 61,9
c) Other 0,0 0,1
S$1-17 Discrimination and harassment
Discrimination and harassment
e . 2024 2025
incidents
Total number of reported cases of discrimination,
. . 34 56
including harassment
G1-3 Anti-corruption training
Anti-corruption training 2024 2025
1) Total number of anti-corruption training 112,1 233,3
hours (hours)
a) L1 employees (hours) 0,0 14,7
b) L2 employees (hours) 0,3 15,0
c) L3 employees (hours) 10,0 16,2
d) L4 employees (hours) 10,7 20,7
e) L5 employees (hours) 8,8 14,7
f) L6 employees (hours) 21,8 25,7
g) L7 employees (hours) 60,6 126,2
2? Total number of employees in function at 117,0 229,0
risk (headcount)
3) Rate of trained employees in function at 85,5 50,2

risk (%)

Explanation: The data is based on records documen-
ted in SAP SuccessFactors relating to parental leave,
maternity protection, caregiving leave, and comparable
statutory or company-regulated types of leave. The
percentage figures refer to the total number of eligible
employees. The gender-specific analysis is based on
self-disclosures stored in SAP SuccessFactors.

Explanation: The total number of reports of discrimi-
nation and harassment received during the reporting
year is disclosed in accordance with the categories
defined in ESRS and GRI 406. The indicator includes
both closed cases and cases that were still under review

during the reporting period.

Explanation: The data is derived both from reports
submitted by the entities within the consolidation sys-
tem and from centrally provided information from the
Learning Management System (LMS), SAP SuccessFac-
tors Learning. The reported training hours include all
anti-corruption training activities documented during
the reporting year. The comparatively low number of
training hours reported for 2024 is attributable to limi-
ted data availability and reporting processes that have

not yet been fully harmonized.
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