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fime hi to take the next step, and we have don a ' decisions, ini 5, and actions, ll:rul'nhlﬂnuln
‘our latest sustainabili 1o following the pilot version released for FY s i mdtmmtm:hnhﬂggnfilEEEupluh
iz es=ential for our group to reach our goals and contribute to a larger, pl.rpl:r- EEEFI describad as a journey, and for ug, this marks still the
initial phase. Maturally, the journey presents many unknowns and requires constant ﬂq:hﬂun 1:: a shifting environmeant.

LEADEREH

With enhanced knowledge and capabilities, we are progressing towards integrating ESRS standards into our reporting through a
step-by-step approach, ensuring a smooth and comprehensive adoption of these frameworks. This report provides an overview of our performance against
our currant business, labour, environmental, and social objectives to meet stakeholder expectations and align with our strategic priorities. Our pricrities
extend beyond our local oparations and markatplace, requiring us to adopt a broader perspective and rezponsibility as official distributors of a globally
recognised brand.

PLAMET &
FEECLIRCES

Lnlike a few years ago, we are no longer alone in thiz pursuit. It is encouraging to ses that more and more stakeholders recognise the urgency
of these issues. Beyond technical improvements — such as enhanced data collection and information-sharing capabilities — we also witness a positive shift
in attitudes. This momeantum is vital, as significant achievemeants are possible only through collective action, heightened awarenass, and a shared
commitmeant to change.




LETTER FROM CEO

AAIMER TOPS, CED of Jalajaky Group

The sustainability journey wa started
at Jalajélg few years ago ramains unchanged.
COwur company, our brand, and our principles
have stayed the zame. What cortinues to evolve,
howevaer, is the world around us — and we
cannot or do not want to ignore it.

As the official distributor of Mike in the
Baltics, we reprezant a brand that has long led
and defined sports participation and innovation
globally. This commitment to leadership iz equally
strong in our local context. At Jalajilg Group,
togethar with our subsidiaries Viva Sport and
Sporto Dvasia in Latvia and Lithuania, we camy
forward this ambition, driven by a mission state-
ment that compeals us to pursue greater innovation
and inspire others.

When we first embarked on cur sustai-
nability reporting journey, the landscape was
very differant. It was all new to us, and we openly
acknowledge that our understanding was limitad,
with marketplace awareness similary low. Today,
however, we are significantly better prepared,
with in-housa expertize and enhancad reporting
and analytical capabilities. We've also imvestad
in our team, increasing their ESG awareness
through targeted training for both store and
office staff. Stakeholder commitment to
understanding and driving ESG change has
also grown conziderably compared to the past,
though there is still room to grow together.

While it's es=eantial that our ESG
reports are professionally prepared and
adhera to the latest standards, it is evan mora
important to foster real change in people’s
mindsets and behaviours. Sustainability iz oftan
migunderstood as focusing solely on
environmental issues. For us, howevaer, it
encompasses progress across all thres pillars.
If wa had to highlight one area, wea would
pricritize the social dimension of EEG -
particularly our efforts to increase youth sports
participation and make sports accessible to all
to improve health related aspects or our
communities.

“WE BELIEVE
THAT SPORTS
DEVELOP
BETTER PEOPLE,
AND BETTER PEOPLE
BUILD
A BETTER WORLD".
OUR JOURNEY
CONTINUES.
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1. ABOUT THE
COMPANY

Cur journey started already in 1987 when two young and
ambitious Estonian emtrepreneurs Anti Kalle and Are Altraja were awardad

1.1.

OUR GUIDING PRINCIPLES

As main guiding principles for our everyday operations we use

with the exclusive distribution rights of word's leading sports brand Nike.

Jalajilg Group was born. Jalajélg Group is the
official distributor of Mike in the Baltics. Jalajilg
Group operates in the wholesale and retail
market distributing Mike footwear, apparel and
equipmant products.

¢ Our main wholesale customers are sports
retailers in Estonia, Latvia and Lithuania.
Additionally, we serve hundreds of sports clubs
and teams through our team sales department.

* Jalajélg Group is also the official operator of
Mike mono-brand retail stores in the Baltics,
holding currently 19 stores in the portfolio.

* Baesides Mike, the group is distributing in
wholesale anothar major brand in Mike, Inc.
portfolio — Convarsa.

Today Jalajilg Group is one of the
leading members of the local sports community
and industry. Mike brand development has been
extracrdinarily strong, and the brand holds a clear
leadar position in all thres markets of the region.
Strong growth is vizible alzo with Converse
brand. As Jalajily Group has always sean itsalf
bevond simple trading, the company is one ofthe
main sports supporters and contributors with a clear
focus to inspire every single person to be active.
Jalajalg Group iz active in many fields - a mukti-
faceted sponsor of top federations, clubs and
athletes, organiser of sports events, major
contributor to children's sport, etc.

ANTI KALLE, PHIL KMIGHT jco-founder and chalrman amanttus
af Mke, Inc.) and ARE ALTR&ALA, Orando LISA Dacember 2008

“OUR CLEAR FOCUS
IS TO INSPIRE
EVERY SINGLE PERSON
TO BE ACTIVE.”

the Nike Maxims. A set of principles and respective bahaviours by
Mika, Inc., that each employes iz introduced to when joining Jalajilg Group.

+ Sorve the athletes - We axist to serve
athletes and believe if you have a body, then
vou are an athlete. It's up to us to inspire and
enable every athlate to turn their dreams and
ambitions into parsonal bests and achisvemants.
s Create the future of sport - We are
dreamers. Optimists. Inventors. We daliver
disruptive innovations and build new businesses.
+* Be on the offense always — We stand up
for what we believe in, and we don't settla
for the status quo. We amplify big ideas by
making them even bigger. We avolve imme-
diately because agility is our edges.

* Do the right thing — We are hard-charging
but always play fair in business and in sport.
We value honesty and our culture whera every
voice is heard. This is what it means 1o be
accountable — deing the right thing, in the right
way, evary day.

+*Win as a team - Together we dare to run
an unbeatable offense — determined to unlock
our potantial and defy expactations.

In all our operations, we follow strictly local
laws and regulations, providing targeted training
toemployees on relevant topice. Each
employee receives detailed work instructions
and guidelines tailored to their specific
qualifications.

We place value on human rights and promote
a zero-tolerance approach towards any kind
of discrimination.



1.2. GROUP STRUCTURE

Jalajélg Group consists of Jalajdlg AS as the parent comparny and
two subsidiaries Viva Sport SIA in Latvia and Sporto Dvasia UAB in
Lithuania, both owned 100% by Jalajilg AS. The baneficial owners of the
group ara Ara Altraja and Anti Kalle who both have equally 50 parcant
of the ownership of Jalajélg AS.

JALAJALG AS
NIKE WHOLESALE & MIKE RETAIL
ESTOMIA & THE BALTICE

h h 4

VINA SPORT SlA SPORTO DVASIA LIAB
NIKE WHOLESALE & NIKE RETAIL | [ MIKE WHOLESALE & NIKE RETAIL
LATVIA LITHLUAMNA

Table 1. Structure of Jalajdlg Group

23/24 | 22723 | 24722 | 20/

Mvverage number of employeas

of FTE at 30.4.24 185 188 128 136
Mumbser of oparations (stoes,

offices, distributionn centre sty at 30424 | 23 21 18 17
Revenuea

irmillion eurcs) B74 | BB2 | 741 60,2
Liabilitiez

imillion eurcs) 145 | 168 | 221 | 123
Equity

iilion eures) 352 200 | 199 12,5
Total Azsets

(million eurcs) 487 | 449 | 420 | 248

Tainks 2. Hagji?gurﬂ of Jala ilﬂ Grou

Sourca: Ja AS anmua rapnrtu 1, 24722, 2223 and 23724
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1.3. OPERAITING SITES IN THE BALTICS

Jalajilg Group's headquartars, along with all departmental leads,
i= in Tallinn, Estonia. As we operate physically and onlina (B2B team sport)
in three Baltic states (Estonia, Latvia and Lithuania), we have alzo local
offices in Latvia and Lithuania with main functions (sales, marketing,
operations, finance) covarad.

Our teams are comprised of a diverse group of individuals across
all age groups, with women representing 64% of our total workforce.
42% of all our office positions (both top and middle manageameant
combined) are held by women. Furthermore, women hold exactly 50%
of top management positions, reflecting a strong commitment to
gander balance and diversity at the highest level of leadership.

The owners and top managament of Jalajdlg Group are working
in very close contact with the organization that allows us to understand
tha nesds and priorities in a very real way. Stratagic directions, including
decisions on E2G matters, are determinaed at the board and suparvisory
board levels. For operational decision-making on environmental and
social topics, however, we engage the extended management team,
which includes departmental leads, to ensure comprehensive imvolvemeant

Jalajdlg Group has fully renovated all ite offices in Estonia, Latvia
and Lithuania offering high guality and innovative work environment
for the organisation. In addition to providing comfortable and functional
office spaces that support both work and rejuvenation, we also prioritise
mental well-being, integrating thoughtful measures to enhance our
employeas' overall experisnce.

In our new stores, we prioritise creating more dedicated break
rooms for emplovees, enhancing comfort in checkout areas, and opti-
mising spaces for efficient goods intake. Similar improvemeants are baing
implamentad in our existing stores as well, on a step-by-step basis,
o ensure a consistent and enhanced environmeant across all locations.
As of April 30, 2024, only one remaining older store awaits full renovation,
though we will continue making ongoing enhancemeants across all
locations into the future.

o
o
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Mumber and kecations of oparational sites In the Baltlics

ESTONIA

* Headquarters: Pamu mnt 144, Tallinn

 Stora: Ulemiste, Suur-Sajamée 4, Talinn

= Stora: Wira, Vi viljak 4, Tallinn

* (utlet =tore; Lasnamée Cantrum, Mustakivi 13, Tallinn
* Qutlet =tore: Tondi, Tammsaare tee 60, Tallinn

* Qutlet store: Kuma, Kangumetsates 3, Kurna

* Dutlet store: Tasku, Turu 2, Tartu

LATWIA

* Oiffice; Dzimieky iska 20, Marups

* Digtribution cantra; Dzimisku iga 20, Marupe
* Store; Spice, Ligirbes 20, Riga

* Store; Akropolke Riga, Maskavas 257, Figa

* Store; Akropolke Alfa, Brivibas 372, Figa

* Qutlet store: Ongo, Stacijas lBukums 2, Riga
* Dutlet store: Dlimpia, Azenes ida 5, Biga

* Dutlat store: Domina, leriky isla 3, Riga

LITHLIAM A

* Oiffice; Sairmymiskiv g.3, Vilnius

* Stora; Akropolis Vilniuzs, Ozo g.25, Vilnius

* Stora; Akropolis Kaunas, Karaliaus Mindawgo 49, Kaunas
* Stora; Akropolis Klaipeda, Taikos 61, Klapada

* Outlet storer BIG, Ukmerges g.282, Vilnius

* Dutlet storer Ogmia, Lakunu g.24, Vilnius

+ Dutlet stomre: Vilnius Outlet, Wiauto Pocidne g. 8, Vilnius
& Outlat store: Klaipeada, Taikos pr. 62, Klaipada



Jalajélg Group Sustainability report 202372024 @ 07

| SUPERVISORY BOARD

. _d
|Q| MAMNAGEMENT BOARD |>|

| DATA ESG |
| I = | |
| NIKEWHOLEBAIE | |FRANDIRSPCRTS MARKETING | N e | NIKE RETAIL | FINANCE/ HR
. SAEBSTEAMSALES | -]  MARKETNG . CUSTOMERSERCME | ™~  NKERETAL ANANCE/ HR
| ESTONIA | ESTONIA | ESTONIA % ESTONIA ESTONIA
| F |
. -
SAES&TEAVSALES | ™  MARKETING - CUSTOMERSERCME. | ™. NIKERETAL | FINANCE/HR
LATVIA A LaATviA | CARIA 7 LATVIA -] LaTviA
b .
T |SAESATEAMSAIES | -  MARKETNG | CUSTOMER SE “‘> NIKE RETAIL .|  ANANCE/HR
| LITHUANIA A LITHUANIA | LITHUANIA - LITHUANIA || LITHUANIA
- L

Tabie 3. Supervisory Board and Managament Board structurs

1.4. VALUE CHAIN DESCRIPTION
GLOBAL VALUE CHAIN INITIAL MAPPING

During our comprehensive double-materiality assessment, we
conducted an initial mapping of our global value chain. Recognising that
detailed insights are still neaded, we ara committed to enhancing this
understanding owver time. This ongoing effort aime to fully map our value
chain, confirm all identified impacts, risks, and opportunities, and anable
us to drive meaningful change where possible.

Cur prediminary mapping of the value chain focuses on key stages
from raw material production to product use and disposal at the and
of itz lifecycle, emphasizing areas of control and primary stakeholdear
imolvament. The global value chain for Mike products spans raw matarial
production and cultivation (Tier 2 suppliers) primarily in Asia, the Amercas,
and Africa, followed by direct sourcing, production (Tier 1 suppliers)
primarily in Asia, and transportation to European distribution centres.
Thesea stages invaolve complex partnerships where our direct influence

on ESG practices is limited, as Jalajdlg Group relies on our brand partnier's
policies and supply chain practices. Most of our information is derived
from MNike's Impact reports, where our ability to drive change is
constrained by our indirect role.

Locally, our value chain includes product transportation from
European distribution centres to our distribution centra in Riga, Latvia
ard the distribution of products across the Baltics, from whare consumers
can possibly also take some of them to Europe and wider. Hera, we work
with transportation partners and engage with local communities,
allowing us more flexibility to negotiate and initiate incremental improve-
ments through these partnerships.

Our oparations include office and store activities where we have
graatar control over ESG practices. Stakeholders in this part include
shopping centres, employesas, and local partners. Through internal
decisions, self-reported surveys, and regular engagement, we aim to
drive meaningful changes, particularly in supporting local communities
and promoting sustainability within our areas of influance.
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GLOBAL VALUE CHAIN
} Sobm, | e
suppliers, partners, global
E—m global sccisty aociaty

Tramsportoticn

of producis
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to Ewropean
distribartion
[BfTErs

Direct
Row material Production
production/ 5“”::':5 of of
culttvation Sarln producis
B
=2
SE-F
=
2B==
s582
l.n__ 3%

ASIA, AMERICA, AFRICA, EUROPE

VALUE CHAIN GENERAL LOGIC

Jalajilyg Group iz sourcing products only through its official
partners Mike, Inc. and Conversa, Inc. Additionally, from category spacific
l2.3., sports equipment) Mike, Inc. license partners (less than 10%:).

The general logic of supply is basad 90% on pre-ordars that are
placed 6-12 monthe prior the actual s=lling season. After the corfirmation
of orders, Nike, Inc. and Conversa, Inc. procead with the production
(Mier 1 suppliers) mostly in Asian factores according to our concrete orders.
2-3 months before the selling season, brand transports the goods to
Europaan distribution centres (mostly in Balgium and MNatherlands) from
whera Jalajdlg Group collects the ordars using for it our logistics partners.

Upon arriving in the Baltics, goods ame directed to Jalajly Group's
Baltic distribution centre in Riga, Latvia, where they are sorted for
distribution across the region.

LOCAL YALUE CHAIN

Cur

EUROPE

OUR GPER

Sh
e
Qur &

local partrera

and society

Our decisions
Megaotiations
Guestionnaires

Partners’
ESG reporta

We have limited
contral over
sormea topica

THE BAL

ag;tﬁs m;n hs ;19;11?5 mn-n hs m




1.5. CHANGES IN THE REPORTING PERIOD

CHANGES ON GROUP LEVEL

Throughout FY23/24, Jalajdlg Group maintained its management
structure, ownearship, business practices, and commitmant to supporting
local communities. We continued optimizging and enhancing our Baltic
digtribution centre in Riga, Latvia, to improve efficiency. In April 2024,
we transitioned all local deliveries in Riga to Hydrotreated Vegetable
Qil HVO) — a renewable diesel. This shift increased our local transportation
costs but reduced our environmental footprint.

During FY23/24, Jalajdlg Group continued imvesting in retail space
development and innovation to ensure lasting customer satisfaction
and engage future generations of consumers. In August 2023, we
openad a new 433 m? Nike Outlet store in Kurna Park, near Tallinn, to
reach new target customers in the Harju region. In October 2023, we
expanded and renovated the Nike Outlet in Tondi, Tallinn, increasing its
gize to 700 m2 and allowing us to broaden our product categories.
We alzo opened a new 532 m? Mike Qutlet in Klaipéda, Lithuania, furthear
expanding our outlet presence to connect with a wider range of local
consumers. These investments in retail development also created
additional job opportunitias, particularly appealing to young workers
looking to start or grow thair careers in a dynamic environment.

Additionally, we madea a notabls improvernant to our team sport
e-commerce channel by preparing sustainability tagging for products
with sustainability features (like recycled materials, etc.), planned for
launching at the baginning of FY24/25.

CHANGES IN REGIONAL ECONOMIC AND POLITICAL LANDSCAPE

In recent years, Estonia, Latvia, and Lithuania have expanenced
significant economic and pelitical shifts, driven by global instability and
sacurity concerns, particularly following Russia's invazion to Ukraine in
eary 2022, Thiz has led 1o increased defence spending and strengthened
MATO ties as these countries priontise national sacurity.

lalajalg Group Sustainability report 202372024 '{f.:
The geopolitical shifts had both direct and indirect impacts on
Jalajélg Group. The decrease in Russian touriem, particularly during
peak seazons in Tallinn, led to reduced retail foot traffic and sales.
Additionally, these changes emphasised the need for Jalajélg Group
to reinforce the region's stability and security to Mike, Inc.
Howeawer, thanks to its strong, long-standing relationships with global
brand and its partnars, Jalajélg Group managed thase challanges
effectively. By leveraging established trust and maintaining open
communication, the group reassurad its partners, ensuring continuead
collaboration and support despite the evolving regional dynamics.

Energy sacurity has become a central priority, with the Baltic
states working to reduce their reliance on Russian enargy sources.
Lithuania achieved energy indepandance with its LMNG terminal, whila
Estonia and Latvia are accelerating investments in renewable anergy
for a sustainable solution. For Jalajilg Group, this shift prompted a
collaborative effort with shopping centres to review energy consumption
and idertify opportunities for enargy efficiency.

Inflation surged across the Baltics, espacially in 2022, driven by
rizing energy costs and persistent supply chain disruptions. In responsa,
governments introduced subsidies and adjusted interest rates to stabilise
living costs and bolster economic growth. Balancing inflation contral
with sustainable economic progress has becoma a key challenge.

Paolitically, the Baltic region remained stable, though economic
prassuras and rizing living costs attracted public attention. Baltic
governments enhanced ESG governance practices, aligning with the
EU's Corporate Sustainability Reporting Directive (CSRD) to boost
corporate transparancy and sustainability standards. Thesa ESG
measures ara set to ba regulated and implameantad across the Baltics
by the end of 2024, pushing businesses toward more transparent and
sustainable practices.

Thesa economic and political developments highlight the growing

impartance of E3G integration for businesses, as the region pricritizes

energy independence, inflation management, and reinforcad govemance
structures.
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21. MANAGEMENT APPROACH

WME.U PORAMEISTER, E3( kad of Jala|llg Group

In recent years, Jalajlg Group has made notable progress in
integrating sustainability and ESG principles into its core operations
throughout the Baltics. Establishing a dedicated ESG lead role in October
2023 marked a significant step, reinforcing the company’s commitment
to pricriising sustainability at a strategic level.

To align with emerging regulations,
Jalajilg Group has proactively conducted a
comprehensive double-materiality assesament
(DMA) based on the European Sustainability
Reporting Standards (ESRS). This analysis,
along with an updated ESG roadmap, allows
Jalajélg to anticipate future compliance
requirements. By gradually shifting from the Global
Reporting Initiative (GRI1) to ESRS, Jalajilg
Group sesks a deeper understanding of its
sustainability impacts, enabling improved ESG
data mapping and a mora actionable strategy
aligned with new regulations and stakeholdar
expectations.

Jalajlg Group has also started develo-
ping an ESG data wanshouss, ensuring that sustai-
nability data is traceable, accurate, and reliabla.
Thiz system supports transparency and enhances
the cradibility of Jalajily Group's sustainability
reporting, building trust among stakeholders.

To engage employees across the Baltics, we launched a pan-Baltic
ESG newslatter, featuring industry news and internal updatas. The news-
letter, disgtributed via email and available in local languages, ensures that
team members in Estonia, Latvia, and Lithuania can stay connected to
Jalajilg Group's sustainability efforts, regardless of location or role.

"SUSTAINABILITY IS AN ONGOING JOURNEY."

Embedding E3G into the group’s
cultura, wa hava introduced training programs
for our Baltic teams during two seasonal
kick-off events, fostering a collaborative approach
to sustainability. Thesa sessions encourage
team leaders and store members 1o discuss
ESG topics openly, promoting shared
responsibility and empowearing amployees to
drive sustainability initiatives across tha
arganisation.

Through thesze initiatives, Jalajélg
Group is building a strong foundation for
long-term ESG leadership, grounded in
franzparancy, adaptability, and a forward-thinking
approach. This holistic strategy aligns
sustainability with the company's values,
ensuring that ESG principles are not only part
of daily operations but alzo integral to its
long-tarm vision.

Jalajélg Group's sustainability strategy
is being developed in harmony with its
overarching corporate strategy, ensuring that
sustainability is ssamlessly integrated into tha
company’'s broader businass objectives. This
approach guarantaes that ESG initiatives not
only align with oparational and strategic goals
but alzo support the long-term growth of the
group's business modal.

Jalajélg Group has alzo revized its
ESG roadmap and set clear targets for
upcoming years, providing a structurad
framewaork 1o achieve significant sustainakbility
milestones in the nearest future,

Jalajélg Group Sustainability report 20232024 @ 11
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2.2. SUSTAINABILITY
STRATEGY IN
JALAJALG GROUP

Jalajilg Group's sustainability strategy reflects our commitmeant to
fostering a healthy, active lifestyle among youth and communitias, fully
aligning with our core values of inspiring movemeant and community
engagement. Sustainability is not a separate initiative but a valuable
addition that strengthans our path toward a succassful futura. This
strategy integrates environmental, social, and govarnancea (E3G)
principles across our operations, supporting our long-term vision to
inspira movemeant, build resilient communities, and make a lasting impact.

Aligned with the UM Sustainable Development Goals (SDGs),
our strategy embodies both a global perspective and a local focus.
While our vigion is long-term, we concentrate on actionable steps within
the coming years to drive meaningful change where wea can have the most
impact — primarily within our own operations and throughout the local
valua chain. Through strong, ongoing partnerships with like-mindad
leadars, we aim to promote sustainability and community developmeant,
working closaly with our partners to amplify our gharad goals.

Cur ESG framework is seamlessly intagrated into Jalajélg
Group's buginess model, emphasising data-driven transparency and
youth engagement as key components. We strive to cultivate a culture
of activity and inclusivity, ensuring compliance with both curent and
future regulations while establishing a foundation for long-term ESG
leadership. By aligning our actions with these core values, we contribute
to a sustainable future where movement, community engagement, and
youth development remain at the heart of our mission.
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Our passion is to promote a holistic active
Iifestyle that emphasises the imporfance of
a balanced mind and body, which ultimately
leads every individual to value and
protect environment.

~ OUR MISSION, VISION & VALUES AS A BASE OF EVERYTHING WE DO

DATA-DRIVEN TRANSPARENCY & ACCURACY THROUGH VALID & TRUSTED ESG DATA SYSTEM
ESG KNOWLEDGE-STRONG APPROACH & ALWAYS UP-TO-DATE COMPLIANCE WITH FUTURE REGULATIONS
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2.3. STRENGHTENED
RISK MANAGEMENT

In the beginning of 2024, Jalajélg Group conducted a transfor-
mative double-materiality assessment (DMA) in line with ESRS standards.
This approach allows us to move beyond traditional risk assesamants,
which typically involve the suparvisory and management boards and
focus solely on financial risks and opportunities. Instead, wea now
incorporate a broader view that includes the environmeantal, social,
and governance [ESG) topics. By addressing both the risks and opportunities
that affect the company and the impacts we have on the word around
uz, Jalajilg Group is better positioned to anticipate challenges, adapt to
requlatory changes, and meat stakeholder expactationz. This shift has
strangthaned our long-tarm resilience and established Jalajélg as a
proactive leader in sustainability, equipping us to manage both financial
and non-financial risks in a dynamic global environment.

In our FY22724 ESG report, we reaffirm cur commitment to main-
taining an ethical business environment and closealy monitoring climate-
related risks throughout our value chain. Through the double-materiality
assessment (DMA), we mapped our entire value chain for the firet time,
gaining preliminary ingights into the impacts, risks, and opportunities
associated with it our global value chain. This initial mapping lays a solid
foundation for future improvement, especially as we work with globally
recognised MNike brand and zolid partnars. We recognise the need for
deaper analysis, particularly in areas of the value chain beyond our direct
control or where information is currently limited. This focus on transpa-
rency and enhanced understanding will be pivotal in our ongoing efforts.

Diract business risks continue 1o ba influenced by national retail
regulations, but the landscape has grown more complex. We now face
additional challenges, including increased logistics, transportation, and
warahousing costs due to fuel price fluctuations and evolving import/
export tax regulations. In response, we have strengthened our supply
chain strategies to better navigate thesa rishs.

Tha retail sactor, cantral to our business, was significantly impactad
during the pandemic, particulady in 2021 when store closures affectad
sales. By 2023, however, the retail landscape has adapted, with
e-commarce playing an enlarged, but somewhat stabilised role. As a
retail-orisntad group, we remain dedicated to refining our retail concepts,
ensuring that physical store experiances are seamlessly integrated and
prioritised in our growth plans.

Main environmental
impacts, risks and opportunities

Main social and governance
impacts, risks and opportunities

GLOBAL VALUE CHAIN

- Adequate housing, water
and sanitation
ammmﬂ Eﬂmg

- Gender equality and equal
pay for work of equal value

- Privacy
+- Health and safety, trainings,
measures against violance

Raw material
production/

cultivation

- GHG emissions

- Rescurces and usage of
natural raw materials
-Water consumption and

discharges

- Pallution and substances
of concern

- Loss of biodiversity

- Land-use, fresh water-use
and sea-use change

- Adequate housing, water
and sanitation
ﬁmm““m

- Gender equality and equal
pay for work of equal value

- Privacy

+- Health and =afety, trainings,
measures against violence
and harassment

+ Avoiding child and forced
labor

Direct
sourcing of
raw
materials

- GHG emissions

- Resources and usage

of natural raw materials

- Energy efficiency

- Polluticn and substances
of concern

- Loss of biodiversity

- Land-use, fresh water-use
and sea-use change
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- Adequate housing, water
and sanitation
- Adequate wage and working

me
- Gender equality and equal
pay for work of equal value

- Privacy

+- Health and safety, rainings,
measures against violence
and harassment

+ Avoiding child and foreed
labor

Production

of

- GHG emissions

- Resources and usage of
natural raw materials

- Energy efficiency

- Water consumption and
discharges

- Pollution and substances
of concern

- Los=s of biodiversity

- Land-use, fresh water-uss
and sea-use change

- Adequate housing, water
and sanitation

- Adequate wage and working
time

- Gender equality and equal
pay for work of equal value

- Privacy

+- Health and safety, trainings,
measures against violence
and harassment

+ Avoiding child and foreed
labor

Transportation
of produds
from factories

to European
distribution
centers

- GHG emissions

- Resources and usage of
natural raw materials

- Energy efficiency

- Water discharges in oceans
- Pollution and substances
of concem

- Less of biodiversity

- Land-use, fresh water-use
and sea-use change

Privacy

Cyber security

- Avoiding bribery and
corruption

+- Working time, adequate
wages and gender equality

+- Sustainable sourcing

+ Mamagement of partnerships
+ Health and safety

- GHG emissions

- Resources and usage of
natural raw materials

- Emergy efficiency

- Pollution and substances
of concern

- Loss of biodiversity

- GHG emissions
- Energy efficiency
- Loss of biodiversity

GHG emissions
Resources and usage of
natural raw materials

- Waste management

- Less of biodiversity
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ROADMAP UPDATES

Following the creation of a dedicated sustainability role within
the Group and the integration of ESG factors into our strategic planning,
wea have significantly increased our awarenass and understanding of
sustainability-related opportunities and constraints since Autumn 2023.

Consaquantly, we have deferred our imvestment target for RE100
from FY24/25 to FY26/27, allowing additional time to gain a comprehengive
understanding of the local energy market and plans from key stakeholders,
who control our energy conzsumption sources. We have also recognisad
that mapping each partner's ESG goals, real initiatives, and challenges is
a substantial undertaking. Therefore, we decided to integrate praliminary
mapping into our double-materiality assessment (DMA) and conduct a
more in-depth value chain mapping in FY25/286 (initially scheduled for
FY21/22). This approach not only aligns us with our partners' sustainability
efforts and challenges but also provides a clearer view of the pricrities
and focus areas that will be essantial moving forward.

Regarding customer engagement, we have temporarily pausad
concrete plans to introduce circularity options for apparel and footwear
at the end of their Ifecycle, as local recycling options for consumer goods
ramain limited in our region. Howewvar, finding partners who can offer
scalable recycling solutions with efficient return logistics remains one
of our top pricrities, and we have already made prograss in this area.
Additionally, we have postponed the development of a Code of Conduct
and a GDPR audit to allow more time and ingight for a strengthened
approach to complianca.

A major update to our rmadmap is our commitmeant to achieving
carbon neutrality in our direct operations by FY29/20. However, our
ability to extand this goal across our entire value chain remains contingert
on stakeholders' evolving plans, both locally and globally. We maintain
a firm target to fully map cur value chain carbon consumption by FY25530,
aligning it with our broader sustainability objectives.

In the meartime, wa have established several actionable goals to
ba met by FY24/25 and FY25/26, after which we will reevaluate our
roadmap to enhance long-term planning.

NET ZERO JALAJALG GROUP

To achieve net zero in line with Pars Climate Agreament, we
have planned to set clear emissions targets, measure and reduce
greanhousa gas emissions (Scopes 1, 2, and 3), integrate sustainability
risks imto business strategy, and disclose progress transparantly. A tran-
sition plan for achieving Met Zero in 2cope 1 and 2 is targeted to be
ready in FY25/26. After minimising emissions, the company can offset
remaining emissions through verified projects. Continuous monitoring,
varification, and alignment with regulatory standards are eszential
throughout the process.

CARBON MAPPED VALUE CHAIN

Carbon mapped refers to having a comprehensive understanding
of the carbon emissions produced throughouwt the entire value chain
of a product, process, or oparation. It irvolves identifying and quantifying
carbon output at each stage, from raw material ourcing to production,
transportation, and uzage. This thorough analysis allows a business to
pinpoint emission hotspots and develop targeted strategies for
reduction alao in this part of value chain which is not under our direct
control, ensuring transparancy and alignment with sustainability goals
and standards.



2.5. OUR CONTRIBUTION TO UN SUSTAINABLE DEVELOPMENT GOALS (SDGs)

1 S

L] Jalajily Group cooperates Mike, Ine. and with other global Jalajélg Group provides products that leverage the benefits of
m brands with clear and fransparent targets to bs fair employer phyaical and mental healtth to strengthen resilience and vitality of
and partner to all ita valus chain amployeas. futura generations whao build future-ready communitiea.

I Jalajily Group inspires and promotes sports. Sport, movement, Jalajélg Group iz all about high quality Mike brand and products

\r'“' healthy lifestyle and elated waliness are the purpose of our to drive and spread smarter consurmption swaransss and
existencs as a brand and businees. cholcsa.
Jalajilg Group iz initiating energy-esving methods and fostering 135== Jalajélg Group ambition ia to become climate neutral in its own
amart solutions within its dally opsrations, paving the way for @ operation and carbon mappsed in ita global valus chain impact by
collaborative change towards renewalble enamgy. Fy 28,30,

B&rﬂ‘ Jalajily Group is proud to educsbe new strong amployeeas, ]'E'.El’,‘":'l.'.:' Jalajély Group reapects laws and regulations, offers needed lagal
devalop wellbsing of young people, frain leadership and irepira i trainings to cur partners and tolerates zere comuption.

anll ' team apirit. !;

M= Jalajily Group iz proud to support youth through sport to foster 17 armeerJalajély Group supports the global sustairable developrmeant goals

»  social cohesion, promote acclal interactions and increase courage = and follows that all it2 strateqic partnerships will do it as well
Lk = for educing inequalities within future generations. @
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“WE ARE DEDICATED TD PROMOTING SPORTS

AND A HEALTHY LIFESTYLE, SUPPORTING YOUTH DEVELOPMENT,
REDUCING INEQUALITIES, AND BUILDING TEAM SPIRIT

TO EMPOWER THE NE!(T GENERA'I'IDNS :




3.1, MANAGEMENT APPROACH -
OUR PEOPLE

TRIIN KIINART, Aetall Managar of Jalaj8lg Group

Working at Jalajdlg Group has always been about doing things
right, and this comes to life bast in how we prioritise our teams and
everyone within them. Everyone's uniqueness adds diversity to the team,
reflecting the uniqueness of each customer. We value open commu-
nication across all departments, as well as an open mind and the right
attitude.

Training has always been a priority for
our store teams, and in recent years, wa've
adopted a more efficient approach tailored to
each Baltic country's needs. Over five years,
we've grown from twelve to ninetean stores,
with over 200 peopla working in our Nike and
Mike Cutlet stores and office locations. This
growth presents a great opportunity and responsi-
bility to embody Mike's values while respecting
evaryonea's personal life and goals.

Dur goal is to provide everyone in our
team, regardless of rank, with experence, know-
ledge, and tools to excal at Jalajélg. While product
training i= key for store teams, we also cover
topics like Mike heritage, service, brand values,
retail strategy, leadership, sustainability, and
mental health.

Each season, we conduct in-store
training for all Baltic teams, and once a year, we
host a pan-Baltic kick-off for team leaders and senior clerks. This gathering
in ona Baltic country allows stora leaders to connect, share axperiences,
and learn about product updates, sustainability, brand goals, and business
aims. We alzo bring leaders out of their routine, offering fresh insights and
a chance to engage in Mike's core — by doing sports together.

Jalajélg Group Sustainability report 202372024 @.

A healthy |festyle iz at the heart of our
team leadarship—linking physical and meantal
well-being. We provide affordable gym access,
support everyone's personal fitness choices,
and offer opporunities to participate in sports
competitions and attend various sports events
as spectators. Additionally, we organise
motivational movement challenges that
evaryone can join at their own pace, encouraging
movement, enjoyment, and a balanced lifa.
Thesza challenges also foster team spirit, with
the only requirement baing to show up and
participate together.

Although our team at Jalajélg Group
has grown, our social leadership ensures that
evary team member can aasily connact with
any leveal of managament. Everyona's voice is
heard —whether it's about daily challenges,
big ideas, parsonal goals, or achisvemeants.
Thig fosters a strong sense of belonging and
the feeling of being part of something great,
which Nike truly reprasants.

"WEWORKAS A TEAM.
WEWINAS ATEAM.
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32. EQUALITY AND
DVERSITY OF
EMPLOYEES (9)

WE MAY SAY THAT OUR GROUP 1S OUR PECOPLE.
Employves weallbeing is essential to us, and we pricritise creating oppor-
tunities that support our team’s mental and professional growth whila
fostering a diversa, inclusive, and active lifestyle. Embracing everyona's
uniqua strengths, we are committed to helping employeas develop thair
gkills, enhance their mantal reziience, and lead healthier, more active lives.

Employee data is compiled from the personnel systems of all
Jalajélg Group companies, based on actual headcocount and FTE figureas
asz of April 30, 2024. This data is verified and imported into the group's
ESG data warshouse, providing accurate and comparable information
that iz accessible for third-party validation and ensuring continuity in
ESG reporting over time.

Mone of our employees is not coverad by collective bargaining
agreamants.

We are fully committed to complying with local labour laws in
avery country where we operate, ensuring robust protections for
employees, who are often in a more vulnerable position within the
employment relationship. Thase laws uphold employeas' rights in critical
areas such as fair wages, job security, working hours, non-dizcrimination,
and health and safety. By adhering to these regulations, wea ensure that
our workforce benefits from comprehensive protections, especially
concerning sensitive areas like termination, and workplace conditions.

Cur commitment, howewar, has always gone beyond lagal
compliance. Wa strive to foster a work ervironment built around employee

well-being, recogniging the pivotal role of our workforce in the company's
success. This includes not only respecting workers' ights but also actively
cultivating a supportive and ethical workplace, where equality and
diversity are valued. Additionally, we pricritise physical well-being and
an active lifestyle as foundations for a balanced mind, ampowering our
team to grow and accomplish great things togethear.

Whiile we have not faced significant workdforcs challenges within
last years, we remain committed to promoting a culture of ethical behaviour,
continuous employee development, and positive societal impact.
By doing 5o, we aim to set a strong example both within our organisation
and tha widar community, fostering a workplace rootad in respect,
imtagrity, and a commitment to lagal and ethical accountability.




CHARACTERISTIC METRICS OF EMPLOYEES (ESRS 51-6, partially)

Jalajélg Group iz rathar small comparad to other Europaan or
global corporates. Our total employes head count for FY22/24 was 229
faz at 30.04.2024). When counted and reduced to the FTE (full-time
employeeas), the number was 195 people (as at 30.04.2024). Comparad
to PY20/21 report head count is +27% and FTE is +51%.

Whan broken down to contract-type, 98% of our employess have
permanent employment contracts, leaving 2% of total contracts to be
temporary working agresments. Temporary contract types are only usad
during seldom periods, usually during summer vacation time or on
other project-based cccasions, while always being transparantly
communicated. There are no amployess who are working under “non-
guarantead hour agreameants”.

Az of Aprl 30, 2024, Jalajilg Group's average percentage of
full-time employment stands at 62%:. This marks a little increase from
the previous ESG reporting period in FY20/21, when 58% of total
workforce was working with full-timea. Ovarall, this trend has remainad
consistent for nearly a decade and iz primarily driven by youngar
employees who often pricritize flexible work arrangements, frequently
opting for reduced hours to maintain that flexibility. Insights gatherad
through job and exit interviews, as well as one-on-one meeatings with
team leads, indicate that while reduced hours may affect young
employeas' ability to maat their ideal living standards, adapting to
evaolving workforce preferances is crucial. To stay competitive and
supportive, we strive to offer roles that respect these changing needs
while alzo considering the financial well-being of our amployvesas.

Many young employees are increasingly opting for part-time
work to accommodate other commitments, such as pursuing higher
education, dedicating timea to hobbies, or balancing another job. This
flexibility allows them to manage multiple pricrities without sacrificing
any single area. For example, university students often prefer part-time
roles that enable them to fund their studies while retaining time for
coursework. The younger generation also places a strong emphasis on
work-life balance, perzonal growth, and leisurae, reflacting a broadar
cultural shift toward autonormy and flexibility in employment.

Group | EST | LAT LT
Total number of employees 229 a4 66 69
Full-time (Head count) 142 58 49 35
Full-time (Share) 629% | 62% | 74% | 51%
Part-time (Head count) a7 36 17 34
Part-time (Sharg) 38% | 38% | 26% | 49%

Table 4. Employes numbers and full-ime/’ part-time splits head count and shars)

Research by ManpnwerEmup1 and F’wczsuggasts that
yvounger generations, especially Gen Z, are more inclined toward
flaxible work arrangements, valuing a balanced lifestyle and diverse
experiances over traditional full-time employment. This approach
dllows them to explore mulliple career pathe, build varied =kille, and
achieve parsonal fulfilmeant.

rifenraigits-and-publcations themes,the- iutus- of-woscsandons-prisence- shidy-

mmmﬂ TN powWeN LD comAshite-paperathe-rew-uman-age (10,08 20284
Total number of employees 229
Female 147 64%
Male a2 36%
ESTONIA 04
Famale 55 58%
Male a9 42%
LATWVIA (53]
Female 39 59%
Male 27 41%
LITHUAMIA (512
Famale 53 Tr%
Male 16 23%

Tuble 5. Total head count by gender and by country &s &t 30.04.2024
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In FY23/24, 64% of Jalajilg Group's workforce is femala (ranging
from 589 in Estonia to 77% in Lithuania), marking a small 1% increase
from the 63% reported in the FY20/21 ESG period. The high percentage
of women in the retail sector, particularly in the Baltic states (Estonia,
Latvia, and Lithuania), iz influenced by historical, social, and economic
factors. Traditionally, retail has offered flexible work options, enabling
women to balance work with family and caregiving responsibilitias.
This trend iz espacially evident in the Baltics, whara cultural norms
regarding family roles continue to shape the workforoe.

Compared to typical consumer goods retail, Jalajilg Group is
proud to offer job opportunities to a diverse workforce, including many
young mean, who benefit from the flexibility to work whila pursuing thair
studies. This balance is largealy driven by our affiliation with the Nike
brand and the sport-focused heritage of our group, which naturally
attracts individuals passionate about gports. Our commitmeant to flexibility
and support for academic pursuits makes us a distinctive eamployer in
the retail sector, fostering an inclusive environment for young men and
women alike.

DIVERSITY METRICS FOR FY23/24 (ESRS 51-9)

74% of Jalajély Group's total workforoe is under 30 years old. In
the Baltics, as in many regions, the retail sector tends to attract a larger

share of employees under 30. This trend is driven by =everal factors:

retail jobs often offer flaxible hours, making them appealing to students
and young professionals seeking part-time or temporary work. This
flexibility allows young workers to balance educational commitments

or explore othar career paths whila gaining valuable work experiance.

Additionally, retail roles are commonly viewed as entry-leveal positions,
giving young people the chance to develop essential soft skills, such as
communication, teamwork, and customer service. These rolas typically
require less prior experience or educational qualifications, making them
accessible to those eary in their careers.

In the Baltic countries, rapid retail expansion, particulardy in urban
cantres, has further fuelled demand for young talent. The retail sector's
post-pandemic recovery has also highlightad the need for quick adaptation

and digital skills, areas whara younger employeas oftan excal.

24% of Jalajilg Group's workfore is betwesan 30 and 50 years old.
For a retail-focused group, employing one-fourth of the workdforce in this
age range reflects a balanced, diverse team. This mix combines the energy
and innovation of younger employees with the experience and stability
of mid-career professionals. Employeas aged 30-50 often bring leadarship,
spacialised skills, and lower turnowver rates, enhancing both operational
efficiency and retention. This approach enables the comparny to leverage
adaptability and long-term growth, weall-positioning it to navigate
changes in retail sectors.

Only 2% of the Group's workforce is over 50 years old, a demo-
graphic pattern common im local retail. This may also ba influenced by
the youthful brand image associated with MNike, which naturally attracts
a younger audience (as can be seen alzo in fact that 74% our workforce
iz aged undear 20).

<30 30-50 50

Head | gharg | Head | gygr | Head | gpam

Group 169 74% 55 24% 5 2%
Estonia 65 | 60% | 25 |27% | 4 | 4%
Latvia 47 | 7% 19 [20% | 0 | 0%
Lithuania 57 | 83% @ 11 | 16% | 1 | 1%

Table & Employes age splits headcount and shars)



GENDER SPUT OF TOP MANAGEMENT

In Jalajélg Group's ESG reporting, 'top managemant' includes
tha following roles, as previously dafined by the group, differing from
ESRS 51-9:

* Board Member of Jalajélg AS/Viva Sport SIA: The top executive
authority, responsgible for strategic direction and oversight.

* Director of Sporto Dvasia UAB: Head of the Lithuanian subsidiary,
accountable for its parformance and strategic initiatives.

* Figld Leads at the Jalajélg Group level: Sanior leaders ovarseaing
business areas within the Baltice, aligned with group goals.

* Main Function Leads in Latvian and Lithuanian subsidiaries: Key leadars
ensuring compliance and strategic target fulfilment in their regions.

This definition reflacts our laan manageameant structura across
Jalajélg Group entities, with fewer tiers to enhance efficiancy. Tha roles
above capture the core of our leadership team, underzscoring our
commitment to gender diversity at the decision-making lavel.

Top management comprises 18 people, with 8 women E0%). Positions
include:

* Board Member of Jalajilg A% and Viva Sport S1A / CEQ of Jalajlg Group
* Director of Sporto Dvasia UAB

* Chief Accountant

* Baltic Head of Sales

* Head of Monobrand Ratall

* Head of Logistics

* Head of HR

* Baltic Brand Manager

* Baltic Sports Marketing Managar

* Head of Analytics

* Hoad of IT

* ESG Lead

* Latvian Head of Sales

* Lithuanian Head of Sales

* Latvian Head of Retail

* Lithuanian Head of Ratall

* Latvian Head of Accounting

# Lithuanian Head of Accounting

ility report 202372024 Lf.:

lalajald araup sustalnaci

ADEQUATE WAGES AND EQUAL PAY FOR WORK OF EQUAL VALUE

Cur company is dedicated to the principle of equal pay for work
of equal value, ensuring that all amployees are compensated faidy and
aequitably, regardless of gender, background, or negotiation skills.
Cur galary structures are guided by the role’s requiremeants, the skills
and experieance needed, and individual performance, ensuring that
pay is based on objective criteria.

We have established transparent compansation policies to prevant
any potential for bias, with regular reviews conducted to uphold equal
pay standards. By focusing on role requirements and performances rather
than perzonal negotiations or individual circumstances, we foster a fair
and inclusive workplace where contributions are rewarded equitably.

Whila wa are committad to providing sector-average wages
based on transparent principles, we recognise that compensation in
retaill often falls behind other industries. This reflacts a broader societal
challenge, as retail positions traditionally offer lower wages both locally
and globally. We acknowledge the need for wage growth in this sector
to ensure that employees can not only earn a fair wage but also thrive
in a dynamic economy. As the industry evolvas, we balieve it's essantial
to advocate for improvements in retail wages 1o better reflect the
valuable roles retail workers play in the eaconomy.

FURTHER DEVELOPMENT OF HR FIELD

With tha company’'s growth, the developed HR function has
bacome well-established, already delivering significant baneafits for
the organisation. Key initiatives currently have been implemented in
amployves training, employer branding, and staffing.

Far the next period, our pricrties include:

* Focusad team-building efforts: Strangthening team cohesion as a
cantral driver of motivation and organisational culture.

+ Enhancement of technical HR tools: Developing professional tools to
streamline and elevate HR management.

+ Taleant mapping & development: Emphaszising internal talant identi-
fication and growth to nurture potential within the organization.

25
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33. WELLBEING AND HEALTH OF
EMPLOYEES (S)

Each store within Jalajilg Group has an appointed occupational
health specialist regponsible for employee well-being, work environment,
and health and safety (EHS) in all countries operated. This person also
oversees EHS training required for staff.

Dur HR manager updates internal EHS policies and orders risk
assessments from a professional third party at all workplaces at least
once a year. To ensure a safe and responsible work environment, we
conduct annual EHS inspections according to country’s relevant laws
and best practices available. Internal guidelines on EHS topics keep
employees informed, and we have mapped workplace hazards and
developad a code of conduct for positions exposad to potential risks,
reducing tha likalihood of work-related injurias.

Jalajlg Group has a standardsed occupational safety system that
applies to all employees regardless of their position, introduced during
onboarding. We conduct regular safety training, aiming to maintain an
occcupational accident rate of zero. Workplace environment mapping is
also legally required and accessible to all staff members.

We pricritise fostering a healthy mindset across the comparny,
monitoring and developing employes health iz essential, even for store
assistants. All employees have the option to undergo an annual ocou-
pational health check-up with trusted healthcare partners to ensure
preventive care. We focus on identifying potertial health risks and raising
awareness to prevent injuries and support long-term weall-being.

Additionally, on top of inwesting into sports compensation for
our amployees, we alzo provide our employeas in Estonia and Latvia
with the option to join voluntary haalth insurance plans. This benafit
enhances overall haalth and weliness by providing acocess to comprehansive
healthcare services, including preventive care, specialist consultations,
and wellness programs. By supporting employees' health needs, we aim
to foster a healthier, more engaged, and productive workforce.

All EHS practices adhere to national Occupational Health and
Safety Acts in each of our locations. We alzo consider individual
preferences to make the work enwironment as safe, comfortable, and
secure as possible. Although there are regional differences in health
and safety regquirements, all locations operate under EU lagislation,
ensuring consistent standards across Jalajélg Group.

HEALTH AND SAFETY METRICS FOR FY23/24 (ESRS 51-14)

¢ 100% of Jalajdlg Group's employees are covered by the undertaking's
health and safety management system based on legal requirements in
operating countries.

* Thera have bean 0 fatalities because of work-ralataed injuries and
work-related ill health.

* There have been 0 recordable work-related accidents.

* There has been 0 recordable work-related ill health.

* There has bean 0 days lost to work-related injuries and fatalities from
work-ralated accidents, work-related ill health and fatalities from ill health.

WORK-LIFE BALANCE METRICS FOR FYZ3/24 (ESRS 51-16 partially)

* 100% of Jalajély Group's employess are entitlad to take family-ralated
leave according to laws, there are no differences betwean genders
lexcept if differences are required by laws).

* The percentage of entitled employees that took family-related leave,
and a breakdown by gender. This data we currently haven't separataly
collected but will do it in the future. Mainly family-raelated leaves ara
used due to suddan illnesses, 18t day of school in 1st grade, for funarals
and other perzonal oocasions.



ADDITIONAL CONTRIBUTIONS TO EMPLOYEE WELLBEING

At Jalajélg Group, we recognise the vital role of physical and
mental wall-being for our employees, so we have crafted health-focusead
motivational programs that go bayond legal requirements. We understand
that a healthy lifestyle benafitz not only our employees but also their
families, friends, and octhers they interact with. That's why wa're committed
to promoting a culture of wellness and active living every day:

* Inspiring movement Through our products, marketing, and workplace
events, wa ancourage everyona to embraca an active lifestyla.

* Promoting healthy eating: We support nutritious choices by providing
fresh fruit juice in the office and offering haalthy meal options at monthly
meaatings, with increasing attention to sustainable food choicas.

* Organising sport and training challenges: We host various physical
challenges across the organisation, from walking, training, and movement
challenges to collecting active minutes, engaging employeas of all fitness
levals.

= Supporting gym meamberships: Employess enjoy discounted rates for
sports memberzhips, such as MyFitness gym mamberships, encouraging
regular exercise.

* Enabling free paricipation in various sports events: We offer cpportunities
for employees to participate in sports events, whather as active participants
or anthusiastic spactators.

Cur goal at Jalajélg Group is to cultivate a healthier workforce,
contributing to a healthier community. To support this, we launched a
comprehansive salf-reported survey about sporting habits in Summer 2024,
using simple, accessible questionnaires to assess employees' current
fitness levals and preferances. Wa plan to conduct this survey at least
once ayear to ensure continuity and to frack progress as we set specific
health and fitness targets for our team through regular, enjoyable physical
activities during FY24/25. With ingights from the sporte habits survey,
we will tailor cur motivational packages, support systems, and educational
initiatives to further promote healthy, activa lifestyles. Through this
ongoing effort, wa aim to ensura that every employes leads a mora
balancad, activa lifa.

SELF-REPORTED SURVEY ABOUT SPORTING HABITS

Promaoting physical activity within Jalajélg Group aligns seam-
lessly with our commitment to employes wall-bsing and our brand identity
as a Nike distributor in the Baltics. Understanding employees' currant
activity levels enables us to tailor our initiatives effectvely and encourage
a haalthier Ifastyle across the team. In the Summer 2024, we conductad
a comprehensive self-reported survey about sporting habits across all
Jalajdlg Group employess. This survey provides crucial data on employees'
sports habits, helping to shape future strategies for enhancing angage-
mant in eports and fitness.

Koy statistics from salf-reported survey about sporting habits:

= Al numbers presaented and calculated in thiz section are based on head
count figuras.

* Total participantzs: 183 employeas [80% of the total workforca) from
Jalajdlg Group companies complatad the survey, representing a high
response rate. Participation by comparmy:

* Jalajélg AS/Estonia — 68 employeas (T2% of the total workforca)

* Viva Sport SlA/Latvia - 52 employees (B0% of the total workforce)

* Sporto Dvasia UAB/Lithuania — 62 employess 20% of the total workdforce)
# Gander distribution: Tha survey had 121 famale respondents (82% of
the total female workforoa), 61 male respondents (T4% of the total male
workforce), and 1 respondent who preferred not to discloze their gender.
* Ane distribution: 148 respondents were under 20 years old (BB% of
thiz age group), while 24 respondents were aged 31 or older (57% of
the combined age groups 31-50 and 50+, with 1 respondent preferring
not to disclose their age.

Main Praliminary Findings:

* Fraquency of doing sport: 104 eamployees report engaging in sports
or purposeful movement an average of 3 or more times per week, while
an additional 52 employees exercise twice weekly. Altogether, 156
aemployeas are purposefully active at lsast twice par week, represanting
85% of all survey respondents (68% of the total workforca).

* Average training duration: 75 employees report an avarage training
duration of 60 minutes, the most common session length. Additionally,
27 employees train for 80 minutes, and 25 for 45 minutes. In total, 153
employess train for at least 45 minutes per session, indicating a strong
commitment to extended, purposeaful training.

lalajalg Group Sustainability report 202372024 '{f.:

ABCLIT THE
COMPANY

AEEPONSIBILITYS
PECPLE SLETAMAB LITY

PL&Y

&

PROC
LEADERZHIP

&
RCES

P LAN
o

RE=

CUR
AP PROACH



28 @@ Jalajalg Group Sustainability report 2023/2024

ABCUT THE
COMPRNY

RESFCHSEBILTYS
SSTAINABRILITY

PLAY

* Age-ralated activity levels: Employees aged 31 and above are the
most active, averaging 3,3 active days per weak. This is closely followead
by emplovees under 20, who average 3,2 days. Employees aged 21-20
show slightly lower engagement, averaging 2,7 days per weaek. These
insights suggest that employees in their 30s and 40z demonstrate the
highest consistency in physical activity, while those in their 20s may
benefit from targeted stratagies to maintain regular engagement.

* Exarcise companions: Most employees, 99 in total, prefer to exerciza
dlone, showing a strong preference for independent activities. Another 53
employees typically exercize with friends, highlighting social connections
as a motivator for some. Smaller groups engage with family (12 employess),
training groups (12 employess), and colleagues (4 employees). Thesa
findings suggest potential for fostering more group-based or social
sporting opportunities to boost motivation.

= Popularity of various sports: According to the study, walking, running,
strangth training, and group training are the most common activities.
Though there were also any other sports chosen, the diverse range of
sports practiced reflects Jalajilg Group's pride in having a team with
varsatile sports interests.

* Motivational factors: Knowledge sharing, access to equipment, fraining
companions, and motivational programs wera rated mostly highly as
existing strangths. However, employvess noted that improvemeants in time
management regources (a.g., providing time management courses) and
more opportunities to try new sports could further enhance engagement.

A more detailed analyzis of these findings, along with a follow-up
salf-reported survey about sporting habits to track trends and changes,
will be conductad in FY24/25. This will allow us to gain deaper insights
into this important area and to set dear, actionable goals for the coming years.




34. CAREER GROWTH AND
DEVELOPMENT (S)

As a sports product’s distributor, we embody sportz philo-
sophies in our operations, emphasizing personal growth and the drive
to achieve new challanges. Development and ambition are embaddad
in our DMA, and we encourage our team mambers to embrace continuous
growwth.

For example, Sander who bagan his journey with us as a team
sdles assistant, is now managing all Sport Marketing related initiatives
and actions on Baltic leval. Ancther great example among others is
MNorman, who started as Sander teammatea, but now is developed to
Sales Operation Manager position. We have always pricritised internal
hires for new positions, demonstrating our commitment to nurturing
talent and providing growth opportunities within the company. These
career paths reflect our dedication to helping our employees advance
and develop their potential.

EMPLOYEE TRAINING

Our training programs are designed to equip store and office
personnel with essential skills and foster a culture of continuous imp-
rovement, developing and discoveries. Key components of our employes
training include:

Mandatory training programs:

* Mike technology fundamentals: Foundational education on Nika's
technologies and history.

* Customer service excellence: Training to provide the best possible
customer expanance, understand human psychology and neads.

+ Visual merchandising: Technigues to enhance in-store displays.

* Seasonal kick-off training: Conducted two times a year in the
beqginning of each season, with ona Pan-Baltic session that unites teams
ACcross regions.

Jalajalg Group Sustainability repaort 202372024 frl

+ Sustainability related training: In FY22/24, we expandad our training
programs 1o incorporate ESG topics, offering material reviews and
sustainability focused training for every employes across our group.
To date, we have conductad two workshops with active participation
from field leads, store managers, and numerous tsam mambers.

Additional training programs:

* Motivational teambuilding events: Off-site gathaerings designad to
strangthan team dynamics, hald on diverse sports fields and in other
inzpiring settings.

* Rola-specific training: Courses customized to individual roles and
professional needs, often focusing on managerial, administrative, or
support functions within retail.

+ Office staff development Specialised training as needed for office
personnel depending on field, personal development, ongoing projects,
futura aspirations, etc.

TRAINING AND SKILLS DEVELOPMENT METRICS FOR FY23/24
(ESRS S1-13 partially)

* Majority of Jalajilg Group employees participated in at least one
performance and carmer developmeant review. At Jalajdlg Group, wea
prioritize ongoing, personalizad communication owver a formal one-on-one
mesating system. Our approach emphasises continuous, personal contact
poirts where employess can regulardy connact with their direct manager
or company leadership. This flexible, ongoing interaction ensurasz that
support, feedback, and guidance are provided in a timely and responsive
manner, fostering a dynamic and open communication culture. Moving
forward, we will explore ways to make these interactions more measurable,
enhancing our ability to track and support employes engagement effectively.
* Average Training Hours per Employes by Gender. Currantly, we do not
track training hours by gender separataly, but we plan to implemeant this
in the future. All employees, regardless of gender, participata in rola-
spacific training. Basad on input from team leads, each employes typically
completes 2-3 hours of training per quarter, with significantly increased
hours during onboarding and when new processes are introduced.
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SHLF-REPORTED SURVEY ABOUT TRAINING AND EDUCATION SYSTEMS

At Jalajilg Group, we are dedicated to fostering professional
growth and skill enhancemeant among our team membars. In Summer
2024, wea introduced a salf-reported survey about our training and
education systams, starting with store employess, with plans to conduct
it annually to maintain consistency and establish benchmarks as we set
targets during FY24/25. This survey gatherad valuabls insights into
employess' preferences and needs for both in-person and digital leaming
opportunities. By assessing current skill levels and identifying areas for
development, we aim to tailor our training programs to align with our
employees' interasts and career aspirations.

Koy statistics from self-reported survey about training and education
systams:

# All numbers presentad and calculated in this section are based on
head count figuras.

= Total participants: 128 store employees completed the survey, representing
73% of the total store work force.

Participation by company:

* Jalajdlg AS/Estonia — 46 employeeas (T6% of the store workforce in
E=ztonia)

* Viva Sport SIA/Latvia — 37 employees [59% of the store workforce in
Latvia)

* Sporto Dvasia UAB/Lithuania — 45 employees (74% of the store
workforce in Lithuania)

Main praliminary findings:

= Awaraness of training systems: Most employess are informed about
tha in-store onboarding system. However, 25 respondeants indicated a
lack of familiarty, highlighting an opportunity for greater communication
and accessibility in training resources.

= Complation of trainings: Many employvess reported completing availabla
coursas, with some (30 parsons) indicating partial or delayed complation
due to schaduling constraints or limited awaraness.

* Training effectiveness ratings: Feedback on training topics such as
customer sarvice, product knowledge, and brand background varead,
with many employees rating their preparedness highly but some
expressing a nead for deeper product and brand insights.

* Confidence in sales preparedness: Most employess feal well-prepared

for sales after training but identified additional areas for improvement,
such as additional product information sources, inspirational stories,
and more frequent training sessions.

Motivational factors for improved training engagement

* Enhanced information access: Employess rated access to supplementary
resources and real-life examples highly as factors that could improve
thair confidence and effectivensss in sales.

* Increased training frequency and practical guidance: A preference for
more regular training sessions and on-the-floor guidance was frequently
mentionad, suggesting that a mix of online courses and hands-on
learning may furthar boost skill levels.

Going forward, wea plan to incorporate thess insights into our
FY24/25 training strategy, with a foocus on making fraining more accessible,
relevant, and practically applicable. By strengthening our training programs,
we can ensure employees are well-prepared to deliver exceptional
sarvice in alignment with Jalajilg Group's standards and values.

This feedback will enable us to offer flexible and more efficient
lzarning options — such as different workshops, and additionally online
coursas — that support continuous professional development. Ultimataly,
our goal is to build and keep a well-equipped, knowledgeabls, and

future-ready team at Jalajilg Group.
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3.5, RISKS AND OPPORTUNITIES
RELATED TO OUR EMPLOYEES (5)

MAIN RISKS

At Jalajélg Group, workforce risks are mitigated by prioritizsing
employes satisfaction, productivity, and proactive engagement. With
a sports-centric business, we recognise that decreasing physical activity
among young pecple presents a potential risk, as a lack of personal
experiance and passion for sports could impact our business and
customer connections. Additionally, a declining birth rata is now affecting
the labour market, reducing the pool of young talent — a significant factor
for us as we rely heavily on a younger workforce. To addrass these
challenges, we provide structured schedules for store employees, ensuring
stable working hours, a positive atmosphere, and earning potential that
align with their interests in an active lifestyla. Our strong employer brand,
flexible training programs, and carear devalopmeant pathways are designed
to attract and retain young talent deszpite evolving workforce trends.
Howewver, a decline in job satisfaction could negativaly impact productivity,
increase turnover costs, and affect service guality, underscoring the need
for continued focus on engagement and well-being.

Our HR strategies emphasizse physical and mental health,
encouraging active lifestyles that build resilience and a shared passion
for sporte among our team. By promoting sport and wellness, we aim 1o
not only support our employees but also inspire their social circlas,
contributing to a culture of health within the community. Flexible working
arrangameants for office staff and proactive workload managemeant during

peak pariods help prevent burnowut, while opportunities for growth through
project-based roles and leadership training meet young employeeas'
aspirations. Following ethics in all our standards, which includes integrity,
fairness, transparancy, and compliance with laws and regulations and
regular data privacy updates reinforce a respectful, secure workplace,
reducing workforce-related risks and enzuring a resilient team.

MAIN OPPORTUNITIES

Jalajilg Group's commitmeant to a sports-orientad, active
lifestyle aligne with both our business goals and the aspirations of
consumears. By offering flexible schedules and enrched training programs,
we enhance productivity and create appealing roles that position us as
a leading employer for young talent. Our emphasis on sports engagement
provides unique opportunities to inspire and promote physical activity,
encouraging a haalthier workforce that positively influences their social
circles, fostering a stronger, resilient sociaty.

Promoting an active, gport-centric culture strengthens employes
weall-beaing, builds cur brand within the community, and expands our
customer base. Our ongoing development initiatives align employaa
aspirations with bugsinass goals, while inclusivity efforts and wellness
education further distinguish us as a responsible emplover. By leveraging
thesa opportunities, we enhance our reputation and readiness to capturs
growth in a market where health, wellness, and social regponsibility are
increasingly valued.

3.6. LOCAL SUPPLIERS' EMPLOYEES (S)



3.7. GLOBAL SUPPLERS BEMPLOYEES (S)

In our double-matenality assessmeant (DMA), we have identified
key areas of impact, highlighting both positive and negative effects, as
well as future risks and opportunities. This preliminary mapping, based
on publich available information such as partner websites, E3GSustaina-
bilityAmpact reports, and other external sources, marks an important first
gtep in evaluating our value chain. However, much of the deeper, mora
nuanced insights into our value chain remain unexplored.

As we move forward, the real work bagins. Our focus in FY23/24
was to grasp the broader themes and impact areas most relevant to our
value chains — both locally in the Baltics and in Europe and globally, with
a particular focus on Asia. With this foundational understanding in place,
wea are now prepared to embark on a more detailed and data-driven
analysis starting in FY24/25, ensuring a more comprahensive view of
our value chain and its sustainability impacts. This next phase will include
a mora thorough mapping of risks and opportunities related to value chain
employeas, both locally and globally. Given the complaxity and length
of our value chaings, which involve many stakeholders, we are committed
to taking the necessary time to conduct a proper, in-depth mapping before
drawing any conclusions, with a target set for FY25/26.

Jalajélg Group Sustainability report 20232024 @ 33

In line with industry leaders like Mike, who have demonstrated
a commitment to transparency and responsibility in their supply chains,
we aim to upheold similar standards. Nike's FY22 Impact Fl.:aq::uc:nr'ca
emphasises the importance of understanding and addressing the
impacts within thair value chain, particularly concerning employaa
well-being and environmental sustainability. Inspired by such practices,
wea are dedicated to conducting a comprehenzive analysis that reflects
our commitment to ethical and sustainable operations throughout our
value chain.
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41. MANAGEMENT
APPROACH -
OUR COMMUNITY

SANDER VIILUP, Haad of Sports Marketing
of Jalajaly Group

At Jalajélg Group, we are deaply
committed to promoting sports and nurturing
a healthy, active lifestyle throughout the Baltics.
Az one of the longest-standing and mosat
prominent supporters of sports in the region,
our dedication goes beyond retail. We believe
that encouraging physical activity, particularly
among the youth, is eszential to building a
resilient and thriving future sociaty. By imvesting
in young athletes and supporting sports
initiatives at all levels, including top athletes,
we aim to cultivate a new generation that values
health, dizcipling, and teamwork. This is why wea
support youth sports programs, halping to
shape not just future athletes, but individuals
who will grow into strong, healthy, and active
members of the community. Through events like
the Mike Youth Bun in Estonia, Latvia, and
Lithuania, we aim to inspire and empowar
young people to ambrace an active lifestyle
early on, laying the foundation for a happier
and healthier sociaty.

Embracing Mike's philosophy,
“If you have a body, yvou'ra an athleta,”
wa strive to make sporte a daily habit for
evaryone, particularly the youth. We believe that
encouraging physical activity among the younger
genaration leads to a healthier and happier
society in the future. Qur initiatives that we
organise by ourselves or in partnarship with
similarty minded local sport enthusiasts, examplify
our dedication to integrating sports into daily life.

Jalajélg Group Sustainability report 20232024 @ 35

Additionally, wa collaborate with organisations like the Estonian Olympic
Committea, Latvian Track & Field Federation, Lithuanian Basketball
Aszszociation, and various professional and youth clubs to further our mission.

Cur goal is simple yet impactful: to ingpire absolutaly everyone in our
society to move, be active, and adopt healthier habits.

At Jalajélg, we strive to sat an example
in everything we do, encouraging not only our
customers but also our amployeas and tha
broader community 1o make physical activity
a ragular part of their lives. We work closaly
with numerocus partners to provide our
employvees with a varety of health and wellness
opportunities, supporting them in leading by
exampla. Our team participates in challenges,
joint wiorkouts, and community events, creating
an environment that celebrates activity and
well-being. We believe that if we can motivate
our own team to adopt a sports-orented lifestyle,
EAIDE ; _ thair anthusiasm will ipple outward, inspiring

+T 4 friends, family, and others in the community.
FL- ] _ By promoting a culture of movemeant, we aim
\'LL:: to cnntribu’_m to a uibr&t_nL activa snc_iet'_.r for
bt g everyona, reinforcing the idea that sport is for all.

“IF YOU HAVE A BODY,
YOU ARE AN ATHLETE”

Elll Bcawarman, co-foundear of Nika

Jalajilg Group's journey to promote sport within cur communities bagan
a3 a simple passion and has evolved into a forward-thinking movement. Today,
wa ara proud to saa our baliefs affirmed by extensive rezearch and brain science,
which congistenthy highlight the transformative power of sport as a vital comerstona
for a balanced, successful, and happy lifa.

Therefore, we are more confident than ever that our journey is only just
beqginning. Thera is still so much to discover, innovate, and expand as we strive
to elevata sport to the importanos it deserves!
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4.2. COMMUNITY AND INDVIDUALS
ENGAGEMENT (S)

Jalajalg Group's rola in our daily operations is to cultivate the
cultura of sporty and active lifestyle, raise awareness about sport’s positive
impacts on physical and mental health as well a8 makes it easy o start. Sport
should matter and should be accessible for evaryona, though wea truby balievs
that especially young generations should be treated with priority as active
next generations means a healthier and more aquitable futura. Nike has
committad not only globally but also locally though their distributers network,
including Jalajélg Group, to get kids and youth moving.

We believe that with high sports participation it is possible to
achieve more healthy population that leads to less spending to healthcare
and strong workforca in the country. High levalzs of spors participation
contribute significantly to a healthier population, which in turn leads to
reducad healthcare expanditures and a more robust workforoa, Engaging in
regular physical activity i associated with decreasad risks of chronic diseases
such as heart dissase, diabetes, and obesity, thereby lowering the overall
burden on healthcare systems. For instance, a study by the University of

Sydney's SPRINTER group highlighted that participation in sport and
active recraation iz linked to significant decreazes in all-causze mortality,

emphasising its crucial role across a participant's lifespan.®

Moreowver, a healthier workforce is typically more productiva,
experences fewer absences, and has longar working lifespans, all of which
contributa to economic growth. A 2024 assessmant of the impact of sport
found that the total value of sport to the Irigsh economy in 2018 was €3.7
billion, contributing 1.4% of total gross value added (GVA).® This under-
scores the economic benefits of a physically active population. Therafors,
promoting sports participation is not only a public health pricrity but also
an economic strategy that enhances workforce productivity and reduces
healthcare costs.

“AWWW.EpOE aus e SR N 200 ter-quantiding_the_sconomic_impact
;}nmrm_jmﬂmm r-mw_rapug.g ﬁz.uam i -
Eﬂ'ﬁ%a;%?mmmmm Mumémmmmmm.

SPORT AS A DAILY HABIT

Wi value high sport and movement participation inside our orga-
nization, but we undarstand our role in seading this mindset also inside wider
communities around us. Through our activities, initiatves and campaigns
to raise awareness and confributions and support programs we can bring
more attention to healthy lifestyle. Sport as activity is one of the easiest ways
to start a jourmeay of healthier lifestyle. t can start with simple staps, like
walking, jogging or just gpending active time outside while breathing fresh air
Depending on individual, next steps can be joining a gports club or fraining
group. As a key partner to leading sports clubs and organisations, we
contribute to enriching training programs, sharing educational contert, and
dalivering inspiring call-to-action meszages. Tabla ¥ highlights our primary
partnarships with sports and filness clubs, including their memberzhip data.
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Through community engagement in diverse and effective ways,
we actively enhance training possibiliies besides collaborating with sports
and fitness clubs. Original Mike Training Club and Nike Running Club
locally organised sessions exemplify this commitment to high-quality
training experiences. For FY22/24, Nike Training Club (NTC) sessions
weare conducted across all three Baltic countries, while Nike Bun Club
MRC) activities weare held in Estonia and Lithuania. Together, NTC and
MRC engaged a total of 64 trainers across the Baltics.

In Estonia, NTC sessions wera hald regularly B imeas per waalk,
attracting approximately & 500 participants throughout the year.
The end-of-year challenges were particulary successful, with high demand
leading to waiting lists and participants queuing at the door to join if spots
became available. Additionally, NRC cutdoor training sessions in Estonia
gaw ovar 2 000 participants owver the course of the vear. In collaboration
with Mike trainers, we alzo organised the Nike Wall Fastival in Tallinn,
which brought together mora than 300 participants. In Latvia, Nike
workouts mainty took place during Squad Hour sessions, with participant
numbers similar to those in Ezstonia. MRC data for Latvia remains
unavailable. In Lithuania, NTC sessions were conductad on a significant
scale, with 118 clazses per wesak across two gym chains (44 at Impuls
and 74 at Gym+). According to local trainers, these sessions engaged
approximately 100 000120 000 participants over the year.

Throughout our history, we have actively collaborated with local
stakeholders, including municipalities, schools, sports organisations,
evant organisers, and mora, to support community sports initiatives. Our
efforts extend to youth competitions, training camps, sports events, and
movemeant-focusad initiatives beyond traditional club sports and training
activities. Tabla & highlights the key sports and youth events that Jalajélg
Group supported and contributed to during FY23/24.

In FY23/24, we focusad on strengthening our connections across
all levelz and with numerous partners 1o engage 5% of the Baltic population
in sports through our direct initiatives. Our collaborations with sports and

fitness clubs, combined with the events we supported, resulted in a total
sports pardicipation of 333 287 people. Given the Baltic population of
approximately & 112 000 (Estonia: 1 275 000; Latvia: 1 872 000; Lithuania:
2 872 000), this equates to about 5.456% of the population participating in
sports. While this figura reflacts significant engagement, it iz important to
note that some participants may have been counted multipla timeas,
particularly in event contaxts.

Country Event Participants

Mike Training Day 325

Eesti Otjooks 5 800

TipustTopini 1 000

Estonia Maijooks 15 000
Tallinna Maraton 20 000

™10 1500

Mike Training Day 500

Riga Marathon 23 751

Latvia MNTC special/pop-up event 100
MRC special/pop up event 150

MIKE Training Day 250

Lithuania Vilnius half marathon 3 980
Vilnius Marathon 10 168

Baltics total B2 624

Table B. Jalajilg Group's key partnerships with events In the Battics In FY2a/24.

Additionally, we aimed to support the target of 7% of population
moving on regular daily basis, for that wea have bean activaly working an
providing easy access to sport through wide distribution of sports
equipmaeant and respective product usage training, in great collaboration
with many of our partners.

According to the Ministry of Social Affairs 2023 Performance
Report on Health, about 10% of both youth and adults in Estonia are
sufficienty active daily to meet health requiremeants. The WHO recommends
that voung people engage in at least 60 minutes of moderate to vigorous
physical activity per day and adults at least 30 minutes. However, only a
small fraction of the Estonian population meets this recommendation.
Among schoolchildren aged 11-15, only 16% engage in daily physical
activity as per WHO guidelines (19% of boys and 13% of girls).®

o/ arerw.BM 8 e sltesy DataLIbMiss/ documents/ 202407 Tukemusvaldkorna % DTERAVIS % 20 2029,
%52 0lan5ta % 20huksmLEaruanne pdf (10.10:2024)



Similar govemmental results are not yet available on Latvia, Lithuania level,
but wea keap up our focus to be able to measure daily sport participation
in all our countries. Although according to other surveys wa can cumantly
predict that Latvian and Lithuanian resultz are a bit lower.

For example, Kantar Emor Sport brands in the Baltics survey 2024, which
among other things also investigated about sporting habits of Estonians,
Latvians and Lithuanians, summarised the following:

* 55% of Estonian respondants =aid that they are doing sport at least
1-3 times a week or more (decrease vs LY)
* 529% of Latvian respondents said that they are doing sport at least
1-3 times a week or more (increase vs LY)
+ 5295 of Lithuanian respondents said that they are doing sport at least
1-3 times a weak or mora (increase vs LY)

ACTIVE AND LONG-TERM PARTNERSHIPS

At Jalajélg Group, we are committed to fostering meaningful,
long-term relationships with local communities. By engaging with a broad
network of local partners, we not only support the socio-economic
developmaeant of the regions whare we operate, but we also craate
opportunities for shared growth and mutual banefit.

Through collaborative action, we can provide resources, expertise,
and knowledge to address community needs more effectively. Working
closely with local stakeholders, wa contributa to creating sustainable
livalihoods, providing educational opportunities, and enhancing the
resilience of local businesses. Our partnerships with local municipalities,
schools, sports organizations, top athletes, sport enthusiasts empower
us to deliver projects that have a lasting impact, ensuring that both our
business objectives and the well-being of the communities we serve
ara alignad.

By fostering theza long-tarm, trust-based relationships, wa ara
not only helping to build stronger communities, but also ensuring that our
operations contribute to a more sustainable and equitable future for all.

-'4l$
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EMPOWERING NEXT GEMERATIONS

At Jalajélg Group, we beliewva that the youth are the foundation
of a brighter futura. Additionally, we balieva that most habits start from
childhood. That's why we are deeply committed to encouraging an active
and heaalthy lifestyls among young people. As highlighted by UNESCO,
sports play a pivotal role in youth development - fostering essential soft
skillz and instilling values such as teamwork, solidarity, and respect. These
qualities ara vital for building peacaful, inclusive, and rasiliart societies.”

Research on children and adolescants further underscores the
importance of sports in promoting both social and peychological well-being.
Engaging in gports can boost self-esteem, foster social connections, and
contribute to greater overall life satisfaction.?

Through owr initiathves, we strive to ampower tha next genaration
with the tools they need to thrive both individually and collectivahy, Our
imvalvemeant in promoting youth sports is directly through sponsoring
events like TV 10 Olympic Starts in Estonia with over 100 schools
participating, basketball youth leagues with owver 100 participating clubs,
Nika Youth Runz with thousands of participants in Estonia, Latvia, Lithuania,
various smaller sport clubs in regions to support sport life outzide the
capitals, etec.
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4.3. COMMUNITY AND
INDIVIDUALS' SECURITY (S)

For ovar 25 yaars, Jalajilg Group has bean a cornarstone
amployer in the local communities we serve, consistently demonstrating
resilience across diverse economic conditions. As a locally ownad
company, wea have been committad to providing stable eamploymeant,
supporting economic sustainability, and reinforcing the strength of local
economies. Our ability to navigate both prosperous and challenging
times with intagrity highlights our dedication to being a reliable and
trustworthy employer.

By leading by example, Jalajilg Group continues to build trust
and corfidence, showing that locally owned businesses can thrive while
making a positive impact on the wellbeing and development of their
communitias.

4.4, RESPONSIBLE MARKETING (S)

Every step we take is a vizible one. Every word we zay has a
maaning. Nike is known for great adveartizing, but it cannot happean
without taking responsibility and many of Nike latest global campaigns
that addrass most critical topics in the socisties are the best examples
of this. We as Mike distributors carry the same rezponsibility in delivering
marketing messages to our consumers, no matter whether global or
local messages.

During FY23/24, Nike globally launchad impactful campaigns
addressing critical societal issues. The "What Are You Working On?"
series featured athletas like Serena Williams and LeBron James,
emphasizsing meantal health and personal growth. The “Play New"™
campaign challenged traditional sports sterectypes, promoting inclusivity

and the joy of movement for all. Additionally, the "Move to Zero” initiative
expanded to educate consumers on reducing carbon footprints and waste,
reinforcing Mike's commitmeant to ervironmental responsibility. All these
and many other afforts demonstrate Nike's dedication to leweraging its
advartizing platform for positive societal change.

Similarty, marketing for us in not just a way of communicating
our brand messages or introducing new innovative products but it is as
much about prometing and declaring publicly about inclusion and healthy
society. We truly believe that each person can develop and achieve higher
goals in life through active lifestyle, regardless of thair background, filness
lewval, aga, gandar, or physical abilities. Obviously, sach marketing initiative
iz exacuted with high moral standards and social norms.

Being an official distributor of global brand sets standards on
brand communication and marketing initiatives and the partners we use
in this process. Jalajélg Group needs to follow the global marketing calendar
and general guidance from Mike EHG but is allowed to develop also local
programs. Howewver, such local programs nead to be coordinated and
approved by Nike EHG.

Az our local big priority is driving sports participation, then local
initiatives are mostly related to this field. Our marketing campaigns are
focused on socially responsible fields like ability to participate in sports,
charity, importance of healthy lifestyle with focus on young consumers.
Sport is great prevention tool to keap youth away from socially bad
behaviour. Very important iz the aengagemeant of local communities and
organizations in thiz journey to be able to address the most relevant topics.

Similar focus area applies for our charity related programs that
have bean executed. For example, we have provided sports aquipment
to institutions in need like ophanages. Additionally, during FY21/22 and
FY22/23, Jalajilg Group, alongside othar retail partners within the samea
ownership, took saveral impactful actions to support Ukrainian refugeas.
As a collaborative effort, cur Group organisad food deliveries in collaboration
with Estonian food producers, halping to provide essential supplies to
those affected by the crisiz. Aware of the nead for community and support,
help 1o host a special day for Ukrainian children at Sportland Kérnvemaa
resort was also contributed together with local team. While such actions
address socially relevant topics, it has been our company principle not
to promote publicly our involvermeant in those.



4.5. TRANSPARENT TREATMENT
OF CONSUMERS (S)

One of tha most important ways how to engage and communicats
with our stakeholders is sharing detailed information on our products and
sanvices, The transparency is basis of our communication strategy and
has also direct impact on our business. We nead to provide disclosures
about products and services, we need to safeguard consumer health and
safety when using products, including reducing risk of injury.

The data we disclose is beneficial to all parties involved. Clear
messages, manuals and educational aspect rizes knowledge level on all
consumer levels. Sometimes the feedback on cur operations is received
not through traditional channels and ways, but the input gathered is
influencing all business leveals.

QUALITY PRODUCTS

Jalajilg Group has been the pioneer in consumer/customer
education in sports retall market in the Baltics. The concrete aim of these
efforts has bean to avoid injuries though the mizuse of our products (e.g.,
playing basketball in running shoas may lead to severa ankla injury).
Additionally proper care and usage of our products would allow consumears
1o use product longer and avoid unnecessary purchase of a new product.
The durability of a product relies heavily on comect product care instructions.

Maintaining high standards on product usage, thare ara varous
educational programs. First ones that are directed to the store employees
who work directly with end-consumers and second ones meant for retail
partners. The trainings on product usage for store employees are minimum
two times per year, so that there would be the neweast updates available
and latest technologies introducead. Separately stora clinics are organisad
addrezsing specific topics on seasonal basis. On request additional or

lalajalg Group Sustainabil
updated information is also extra shared and provided separate from
training sassions.

With =such regular attention on trainings, we pricritise consumer
health and safety whan using our products. This can help in reduction
of the risk of injury when uging the product. Each product has its purpose
and respective functionality, and wrong usage would increase possibility
of injury and we want to eliminate this possibility. Tharafore, corract
usagea information is critical and should ba weall available to every
customer and consumaer.

RIGHT PRODUCT CARE AND USAGE

Nike iz one of the most prominent brands in the word and leader
of the industry by offering best possible range of sport footwear and
apparel. The benefits of the high-quality products come out and product
lifetime would be as per requirements only if the product care is taken
seriously. How to clean and refresh garment, on what cccasions to wear
it and how to maintain the quality throughout of usage. For footwear the
list of care challenges could be even longer. Cleaning the shoas in
intensive way in washing machine and/or drying them in high temperatures
could damage the product indafinitely. One specific issue could ba
related to extreme temperature fluctuations in our climate zone. For
example, the shoes could be still moist after indoor training and if left
in th car for longer period with tempearatures balow 0°C, water would
freaze and through this materials and structure of the shoe could ba
harmad.
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CONSUMER PROTECTION AGENCY

Direct feedback from consumers is very important and the
feedback could come in different ways and though different channels.
Some information received could come from not prefered sources like
consumar complaints from Consumer Protection Agency on for example
some product defect. It may feal as someathing not positive, but it is part
of transparent and fair business process and we completely respact this.
We always irvestigate the complaints made to the Consumer Protection
Agency and based on received feedback we take serious actions,
because this might mean that our instruction manuals or staff education
aither nead improvement or wa need 1o improwve the communication
strategy and channels. Most of the complaints are based on product
misusa, aither using incorrect footwear for specific sport or product care
related issues.

During FY23/24, we did not record any legal viclations related
1o the health and safety of our products and servicas. However, a few
complaints were brought to the attention of the Consumer Protaction
Agency. In most cases, these izsues stemmed from improper product
usage (e.g., using the product for an unzuitable sport or on an incorrect
surface), leading to product breakage. Each case was carefully analysaed
to identify ways to enhance our customer service and improve customer
education.

To systematically address such cases and prevent recurancea,
wea have implamentad a thres-step prevention framework:
* Category specific campaigns when product and ite purpose and
functionality is explained/introduced, and consumers would be aware
of certain product baing meaant for specific sport.
* Training the store staff and providing materials.
* Through the involvemeant of industry expertz and athletes who could
demonstrate the coract way to use specific products.

Knowledge level rise and information sharing is continuous area
of improvement. Target of next year would be to investigate additional
options about making trainings alzo available in online.

NIKE PULSE

Nike conducts various surveys globally to gather valuable
feadback from customers and employess, driving continuous improvemeant
in products, services, and workplace culture. Locally, we uss Mike PULSE
as a powerful tool 1o collect straightforward customer feedback, helping
us refine our service processes and enhance in-store experiences.

The quastionnaire covars a range of topics, from owverall customer
satisfaction to detailed ingights on sarvice guality, product collections,
and the checkout experience. Stors team leaders can access the results
through a dedicated platform, enabling them to analyse feedback, identify
areas for improvement, and implemeant necessary changes. Additionally,
the tool allows team leaders to recognise and calebrate team members
whose excaptional efforts are highlighted in positive survey responses,
fostering a culture of excellence and motivation within the storas.

46. RISKS AND OPPORTUNITIES
RELATED TO CONSUMERS AND
COMMUNITY (S)

MAIN RISKS

Jalajélg Group faces increasing riskes from intensified competition
and rapidly evolving brand preferences, paricularly among younger
consumears in the Baltics, where shifting interests can be challanging to
anticipate. These trends may impact our market leadership, especially
in tough economic climates, where our stability as a company and
employer clozely depends on financial performance. We addrass this
by continually refining our product portfolio, providing high-quality
information about high-quality global brand Mike, and strengthening
custormner loyalty through education, inspiration and long-term engageament.
Consistent communication about our local impact, especially regarding
social contributions and sustainable practices, reinforces the brand’s
credibility and community connection.



While e-commerce thrives, physical retail remaing vital to our
strategy. Physical stores serve not only as places of purchase but also
asz informative and inspiring spaces that eancourage youth to movea,
participate in sports, and adopt an active lifestyle. To stay relevant, wa
pricrtize youth engagement, leveraging local sporte and wellness events
to strengthen our presence. This dual approach of fostering community
engagemeant and promoting physical activity mitigates rigks in the digital
space while guiding strategic decisions on store operations, renovations,
and closures, ensuring long-tamm growth.

Declining physical and mental health in society poses another
moderate rizsk, exacerbated by limited government support for sport,
physical activities and wellness initiatives. As awareness of health grows,
we are positioned to advocate for the socic-economic benefits of active
lifestyles. This aligns with our buziness values and is actively promotad
as part of our strategy.

Reputational risks related to partnerships with organisations
and athletes are mitigated through careful selection and monitoring.
If any issues arise, we promplly reassess these collaborations. As a market
leader, wa prioritise transparant, fact-based communication also in
sustainability related topics, remaining mindful of increasing public
scaplicism around ESG claims.

Data privacy and cybersecurity are critical areas, managed
through strong cybersecurity protocols, ongeoing testing, and staff training
1o stay ahead of potential threats. Protecting customear data — such as
paymeant detailz, parsonal information, and shopping habits - is essantial
for maintaining consumer trust. Data breaches or cyber incidents could
hamn customers and damage our reputation, with potential financial and
legal congequences. In ling with evolving EU regulations, we maintain
rgorous data security and compliance to ensure business continuity and
uphold our long-termn customer ralationships.

Lastly, customer safety remaing a high-priority risk. We manage
this through various internal protocols and continuous customer education
on product safety, ensuring our commitment o consumer well-beaing
while protecting our reputation and sales.

lalajald araup sustalnaci

MAIN OPPORTLUNITIES

Jalajdlg Group's opportunities to engage consumers and
communities are deeply connacted to expanding value-added services
and embedding sustainability into our offerings. Communicating our
ESG initiatives underscores our dedication to local impact, fostaring
community trust and industry leadership.

Further opportunities lie in promoting the socic-economic banefits
of sports, particulary for physical and mental haalth. Partnaring with local
universities and exparts, we can validate and demonstrate the wellness
impacts of an active lifestyle. Through authentic communication and
measurable health models, we inspire others to adopt active lifestyles,
benefiting both community well-being and our brand’s reach.

Providing detailed product information — including sustainability
features and cara instructions — aligns with the transparency valuas of
younger consumers, strengthening our reputation and driving long-term
lovalty. Amplifying our ESG messaging, alongside value-added services,
allows us to connect meaningfully with evolving customer expectations
while maintaining our position as a trusted, community-focused leader.

With a balanced, authentic ESG approach, these initiatives
position Jalajily Group to engage customers and communites sustainabhy.
While financial returns may be gradual, the company is well-placed to
capitalise on these trends, promoting growth and long-term loyalty.
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“WE ARE COMMITTED

TO LEAD THE WAY

TOWARDS MORE

TRANSPARENT, RESPONSIBLE

AND SUSTAINABLE
BUSINESS PRACTICES.”

i LEAD BY EXAMPLE
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5.1. MANAGEMENT APPROACH -
PROCESS AND LEADERSHIP

MILD® MONSTAVCIUTE, Director of Sporto Crvasla LUAE

Cur company’s management approach is built on a foundation
of ethical leadership, where decisions are guided by integrity, fairness,
transparency, and compliance with laws and regulations. Leaders set the
tone by upholding these values and fostaring trust throughout the
organization. Equal treatmeant is a key principle, ensuring that all employeas,
partners, and suppliers are valued and provided
with fair opportunities. This focus on fairness
and inclugion strengthens internal relationships
and promotes a collaborative and diverse
workplace.

Engagement with our partners,
suppliers, and custormers iz characterized by open
communication, transparency, and a long-tarm
view. Our company actively works to build
strong partnerships, ensuring that our goals
are aligned for mutual benefit. Transparency
extends to all levels, with clear and opan
decision-making procassas that allow stake-
holders to understand key actions. This opanness
builds trust and promotes accountability
throughout the organisation.

Onie important focus of our maragament
iz data-driven decision-making and risk
management using analytics and digital tools.
This forward-thinking approach helps safeguard
tha company's stability and sucoess in a dynamic
ratail markeat environment. Howeaver, wa alzo
acknowladge that taking calculated risks iz an essantial component of
driving sustainable business growth.

Rezource allocation iz managed with fairness and precision,
ansuring that each employes has the tools and support neaded 1o mesat
their goals. Management alzo emphasises equal opportunities for
professional growth and development. Continuous improvement is at the

Jalajalg Group Sustainability repaort 202372024 frl

heart of our operations: managemeant encourages
ongoing feedback, supports innovative thinking,
and fosters a culture of leaming. This commitment
to process improvemeant and high standards
ansuras that the company remains competitive,
ethical, and forward-looking in all aspects of
business.

Finally, our company strongly believes in the
valua of sports and an active lifestyla. It's part
of our DMA; wa activaly support initiatives
that encourage physical activity and weall-baing
among employees, recognising that this
contributes to productivity and overall morale.
The company provides resources and opportunities
for employees to engage in sports, fithess
programs, and weallness activities, ensuring that
physical well-being i= a key part of our business
sUcCess,

“THERE
ISNO
FINISH LINE
FOR PROGRESS
IN OUR GROUP"

I
o
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5.2. ETHICAL BUSINESS PRACTICES (G)

We play by the rules sinca 1987, We behavea in honest way and
expeact this from all our partners. We are committed to treating all our
customers, employees, partners and suppliers fairly and endorse ethical,
transparant corporate practices. Our company actively opposes dishonast
or fraudulent behaviour, including bribery, corruption, and intellectual
property violations. We are steadfast in our compliance with all gevemmental
regulations and industry standards to uphold trust and accountability in
every aspect of our business.

Mike EHO also places a strong emphasis on transparancy and
requires all management to complete mandatory "Inside the Lines" lagal
training, which addresses key issues such as bribery, ethical business
practices, and compliance. Additionally, at Jalajélg Group, we conduct
specializad legal seminars focused on critical aspects of our business,
such as competition law and other essential regulations on biannual basis.

To ensure transparency and legal compliance in our accounting
practices, our financial statements are consistently audited by a partner
who adheras to tha highast standards of accuracy, independence, and
ethical conduct. Our auditing partnar, KPMG, follows intarnationally
recognized audit frameworks, a thorough review and verification of our
financial records. Additionally, they implament robust internal controls,
rsk assessments, and continuous monitoring procedures to upheld financial
integrity. Their commitment to independence and objectivity further
strengthens tha reliability and cradibility of our financial reporting, supporting
our commitment to transparency and accountability.

Az a company, we must continue to upheld these principles
and sat clear goals in the coming years, ensurng that our younger team
members are also well-informed and educated on these topics. Now
consciously embarking on our sustainability journey, Jalajilg Group is
applying these same principles of intagrity and transparency, with

sustainability reporting that makes our progress both vigible and
accountable to the public.
(Estonian example hera: hitps./falajalg.eefjatkusuutlikkus’)

Wea beliove in the power of setting a positive example, encou-
raging others to embrace an active, fair, and resilient mindset. Our goal
iz to inspire everyone to keesp moving forward, to play fair in all pursuits,
and to remember that true progress is a continuous journey. Through
our actions, we aim to embody the values we promote — intagrity,
persevarance, and a commitmeant to growth, showing that success isn't
just about reaching a destination, but about consistantly striving to
improve and uplift those around us.

PREVENTING CORRUPTION AND BERIEERY

At Jalajélg Group, integrity is a fundamental value that informs
every aspact of our operations. We are committed to prevanting comuption
and bribery, ensuring that our practices are transparent, ethical, and in
full compliance with applicable laws. To maintain these high standards,
wa have implementad essantial anti-cormuption and anti-bribery principles,
which establish clear aims for ethical conduct across the
organization.

These principles are regularly communicated to all emploveas,
partners, and stakeholders to reinforce a culture of integrity and
accountability. Our internal training initiatives help ensure that everyone
within Jalajélg Group understands the importance of these standards
and tha implications of non-compliancea. Although thesa values have
dlways been part of our culture and discussions, we are now formalising
our group's principles to explicitly docurment our commitmeant. While we
have not previously had written policies, our proactive communication
and dedication to transparency have led to zero incidents of corruption
or bribary in our history. Additionally, for Jalajalg Group team, it i=
mandatory for office and sales managamant to participate in Nike's
global training once a year. Somatimes these are part of the sales mesting
agenda, while other times they are conductad as online fraining sessions.
The content always covers topics such as coruption, athical behaviour,
and sanctions, etc. In the coming years, we will expand and formalise
comprahansive written guidelines to strengthen these principles and
support sustained compliance and success.
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MANAGEMENT OF SUPPLIERS' PAYMENT PRACTICES

At Jalajdlg Group, we are committed to fair, tranzparent, and
responzsible management practices in all our partnerships. This
commitment includes maintaining respectful, timaly payment practices
with every partner, whether through formal or informal agreements,
fostaring trust and supporting long-term collaboration. We have valuad
and sought to take into consideration partner athics, leadership culture,
and management practices in line with our own standards. On our joumey
to more conscious sustainability, we recognise the need to expand our
evaluations to include regular assessments of compliance with ervironmental,
social, and governance (ESG) criteria. Initial mapping of priority topics
has bean complatad through our double-materiality assessmant ([DMA),
though a concrate framework [evaluation methods, assurance processes,
and frequency) is yet to be developed.

Az a market leader, we pricritize building partnerships based
on mutual respect and open communication, consciously avoiding any
unfair leverage of our position. We underzstand that both the business
environmeant and societal expectations are constantly evolving, and wea
ara committed to adapting our partnerships to these changing demands.
This includes prioritizing and supporting partners who align with our
sustainabkility goals, and it may reguire re-evaluating long-standing
relationships if partners are not meeting these standards. By planning
partnarships carefully, offaring reazonable lead times during negotiations,
and imvolving top management, wa halp our partnars adapt to changes,
reduce potential risks, and safeguard against reputational impacts.

Thesa practices support responsgible business operations and
enable us to cultivate resilient, sustainable relationships across our value
chain, reinforcing Jalajélg Group’s position as a reliable and athically
driven leader in our industry in the Baltics.
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9.3. GOVERNANGCE STUGTURE
OF JALAJALG GROUP

Jalajilg AS leadership structure is with traditional 2-level hierarchy with
the Supervisory Board and the Management Board.

SUPERVISORY BOARD LEADERSHIP

Jalajilg AS Supervisory Board membaears are selactad with
objective to incorporate high level industry knowledge and reprezant the
best interests of shareholders. Both sharecwners of the company are part
of the Supervizory Board together with industry and local sports community
exparts. In FY23/24 thara ware threa members in Suparvizory Board.

The Supervisory Board is regpongible for:

¢ Future strategy of the compary.

* Significant capital imvestments.

* Supervision of Managemant Board work.
* Elaction of Managemeant Board membsars.

Supervizory Board mestings are held 4-6 times per yaar, depanding
on needs and pricrities.

| BUPEIEORY BOSAD |
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Tabla 8. Supervisory Board and Management Board structura

ANTTKALLE, AAIMER TOPS SAMD ARE ALTRAL

MANAGEMENT BOARD LEADERSHIP

Managemeant Board's role iz to executs the strategic direction
of the group and lead the group in the best interests of the shareholders
as well of its other key stakeholders including the employees, suppliers
and partners. As Jalajdlg AS is the offidal distributor of Nike and Convarsa
brands in the Baltics, then spacial focus is expactad towards the cooparation
with the brand representatives in Mike EHC.

The Management Board is responsible for:

* Day-to-day leadership of the company.

* Businezs target setting and the management of appropriate Key
Performance Indicators.

* Regular communication with the representatives of Mike, Inc. and
Cormverse, Inc. with objectve to meet the expeactations and fulfil requirements
of the brands as stated in respective Distribution agreements.

+ Craating and maintaining the organisation structure for group's operations
in Estonia, Latvia, Lithuania and staffing of key managament roles in the Baltics.
* Approval of company financial statemeants.

CED ke esporsible for making decizion alzo on BSG topics and whens
necessary delegates the decigion making to spedfic employees orincludes
comesponding team members to be included in decision making.



54. CYBER SECURITY, DATA PRIVACY
AND PROTECTION (S, G)

Az rapid digitalisation transforme industries wordwide, data
protection and privacy have become increasingly critical areas of focus.
We recogniza the importance of safeguarding parsonal data and using it
responsibly for our customers, employess, partners, and other stakeholdars.

To address this priority, we emphasise compliance with data
protection regulations such as the General Data Protection Regulation
(GDPR). A rigorous approach to GDPR is essential for safeguarding
parsonal data, building customer trust, and ensuring compliance with
EU laws. By adhering to GDPR, businesses uphold privacy rights, reduce
data breach risks, and avoid significant legal penalties. Our commitment
to data protection supports responsible business environment and
strengthens customer relationships by demonstrating a responsible
approach to data handling.

In FY¥24/25, wa have scheduled a comprahansive GDPR audit
across all our operating countries. Initially planned for FY23/24, though
thizs audit was postponed dus to varous factors, e.g. finding a high-quality
partner providing up-to-date, full-service solutions for long-term needs.
The audit aims to create a clear, actionable plan to enhance cur GODPR
compliance further. By leweraging tha latest technological solutions, wea
will ensura that our data privacy practices are fully aligned with current
standards and optmisad for effidency and security also in future perspective.
Additionally, we will enhance our data privacy training programs as part
of thiz process, ensuring all team members are fully informed and equipped
to follow best practices.

With increased reliance on technology and data, the risk of
compromised data privacy also grows. Any cyber-attack or data breach
may result in short-term revenue loss and resource diversion, as weall as
a potential longer-term impact on customer confidence and the Group's
reputation. Partnerships further elevate cybersecurity risks by introducing

additional access points and expanding data-sharing across systams,
which can create vulnerabiliies if security practices vary among partners.
Rigorous vetting processes and stringent cybersecurity protocels are
ezsantial to safeguard data privacy and protect the Group's reputation.

At Jalajilg Group, we manage these risks by combining
high-quality on-pramises solutions with secure cloud provisioning to
establish a strong, resilient architecture. Our primary IT services are
hosted in enterprise-grade data centres designed for high availability
and raeliability. Additionally, robust backup and disaster recovery
capabilities are in place, with regular testing throughout the year to
ansure preparadness and resilience against potential thraats.

To enhance the protection of our datasets, we continuously
upgrade our information systems to address evolving requirements,
neads, and threats. The specific upgrades and improvements ara
determined by tha IT lead at the end of each fiscal year, based on a
thorough assessment of priorities for the upcoming year.

Key focus areas in data privacy and cyber security:

+ Up-to-date insights of regulations: Ensuring full comprehension and
compliance with all relevant data protection laws and regulations.
* Lagislation reviews and implementations: Regularly reviewing and
integrating data protection legislation into our practices to maintain legal
compliance.

+ Raise in employee knowledge and awareness: Strengthening
amployes understanding of data protection through targeted training and
Awaraness programs.

* Data protection policy updates: Establizhing a consistent schedula

for updating data protection policies to stay aligned with current standards.
+ Pariodic IT and cybersacurity testing: Conducting regular IT and cybar-
security assessments to identify and mitigate potential vulnerabilities
proactively.

Thesa focus areas are fundameantal to upholding our commitrmant
to data privacy and ensuring the secure management of all personal data.
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2.5. LEADING BUSINESS CULTURE (G)

Jalajélg Group’s reputation as a market leader rests on our
urwaverng commitment to our mission, vision, and sharad values, which
together form a resilient conporate culture. This culture not only guides our
internal decision-making and strategy but also influences our external
ralationzhips and collaborations within our operating region. By satting a
positive exampla in local communities, wa demonstrate how athical
business practices are conducted and encourage others to follow suit.

Maintaining our reputation and leadership relies heavily on the
strength of cur top management. Our strategic commitment to quality and
integrity as a goods and sarvice provider is mirrorad in our interactions with
partners, employess, and stakeholders, with a focus on satting high standards.
Az part of our broader impact, we consistently strive 1o lead in areas of
sustainability and ESG, a responsibility we take seroushy within our sounzing,
partnerships, and operations.

LEADERSHIP TO INSPIRE FUTURE GENERATIONS

At Jalajdlg Group, we understand the unique responsibility and
opportunity that comes with being tha first employer for many of our
amployaes, with 74% of our workforce undar the aga of 30. This demographic
positions us not only as an employer but as a foundation on which young
professionals build their understanding of workplace values, athics, and
carear development. We take this role serously, striving 1o lead by example
and inspire the next generation to upheold the principles of integrity,
responsibility, and personal growth in all areas of thair lives.

Owr leadership approach emphasises mentorship, career deve-
lopment, and practical experience to ampowsr young employess with the
ekillz and confidence they need to thrive. We encourage an open culture
where questions and curicsity ane valued, and we create avenues for growth
that include structurad training, hand=-on leaming opportunities, and regular
feadback. We balisve that fostering this supportive environmeant installs in
our team not just job-specific skills but also the adaptability, resilience,
and accountability required to navigate today's dynamic world.

Furthermore, Jalajilg Group is committed to promoting a strong
sanse of social and ervironmental rezponsibility among our young work-
forces. We integrate ESG principles into our daily operations, demonstrating
that ethical, sustainable practices are central to long-term success. By
providing practical ingights into sustainable business practices, fair
partnerships, and community impact, we aim to ingpire young employess
to carry these values forward, both professionally and personally.

In addition to various trainings, we also emphasise the importance
of wellness and an active lifestyle as part of our corporate culture. As a
brand desply rooted in sports, we encourage our employess to engage
in physical activity, recognising ite value in boosting morale, enhancing
weall-being, and building a healthy, balanced and happy life.

Jalajilg Group’s leadership approach is about more than guiding
employees through their roles — it is about inspiring young paople to reach
thair fullest potertial, stay curious, and pursue excellence. By leading with
integrity and a commitment to development, we aim to set an example
that will have a lasting, positive impact on future generations and the
communities thay sarve.



MAMNAGEMENT OF SUPPLIERS' RELATIONSHIPS

Owur partnerships are grounded in a long-term commitment to
mutual goals, fuelled by a shared passion for sports, innovation, and
community development, particulady focused on youth. As a prominent
lzadar in the Baltic sporte markeat, we actively collaborate with a wide
network of partners across multiple sectors, which includes both global
corporations as weall as smaller local companies (e.g. sport organisations,
event onganisers, various businese-related services, athletes and community
influencers). This collaborative approach positions us as a key influence
in setting high standards for interconnected, responsible partnerships.
These relationzhips ara far more than simple business transactions; thay
reflact our deap dedication to sustainable practices, ethical conduct, and
maaningful regional impact

Cur management of supplier and partner relationships extends
bayvond financial support. We recognise that to truly strengthen the sports
cutture and industry in the Baltics, we must share resources in a way that
benefitz our entire community in a longer term. This includes sharing ideas,
providing communication support, contributing energy and physical assistance,
and more. Through this diverse support, we help to build a thriving sports

culture that fosters development, growth, and accessibility for all involved.

Cwur afforts in each Baltic country are tailored to the local leval, ansuring
authanticity, sincerity, and impact that resonates with each community.

Moreowver, we are committed to sustainable practices across all
our partnerghips, encouraging our partners to use more reusable solutions
le.g. drinking cups, banners, separation tapes, etc.), on-demand services
le.g. printing race numbears on spot) and othar environmeantally friendliar
eolutions instead of regular ones. By providing this holistic support, we
ampower our long-termmn partners, such as sports organizations, athletes,
and influencers, not only with resources but also with neadad tools to
expand their influence and reach within their communities. This approach
enables us to shape a healthier, more active society, reinforce our shared
goals, and contribute to the developmant of a dymamic, resilient sports
cultura throughout the ragion.

Jalajélg Group Sustainability report 20232024 @ 51

W are preparing to implameant a proactive approach to managing
our partnerships by initiating regular assessments of their alignment with
our ESG principles. Our focus will be on priontizing partners who share
our commitment to ethical business practices, erwironmental responsibility,
and social impact. As we establish this evaluation process, we will begin
working closaly with these partners to help strengthen thair capabilities in
these critical arsas. By fostaring sustainable, impactful partnerships,
Jalajilg Group continues to lead by example, encouraging a collaborative,
transparant, and socially responsible sports industry in the Baltics.

ANAR POHLAK, Baetl Jalgealll Uidy preskdant
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SUSTAINABLE SOURCING

As consumer awareness of environmental issues grows,
Jalajdlg Group recognises sustainable sourcing as a key part of our
commitment to responzible business. We define sustainable sourcing
as the procurament of goods and services in a manner that pricritises
environmental and social sustainability goals, as well as economic
considerations throughout the supply chain. The goal iz to mest prazent
needs without compromizing the ability of future generations to meet
their own needs.?

We work exclusively with Nike brand, who has targeted reduce
their carbon footprint by 63% by 2030 and reach nat zero by 2050."°
Wea know that responsible sourcing and expanding sustainable product
offer not only strengthens our reputation but also meets the demand
from Nike brand side.




Jalajélg Group Sustainability report 202372024 @ 53

Current action plan for enhanced sustainable sourcing (wea are

currantly in performing first tasks):

1. Mapping supplier sustainability goals: We evaluate our partners
based on their environmental commitments, including efforts to
reduce carbon footprints and implement circular economy
principles. We also assess their adherence to ethical labour
practices, governance responsibility, and financial viability. This
comprahensive avaluation ensures alignment with our valuas
and long-term objectives, encompassing both product-lavel
considerationz and broader business practices.

2. Prioritizing sustainable practices: We gradually pricritise products
and partners that use recycled or renewable materials, uphold ethical
labour and manufacturing practices, and demonstrate transparant
environmental, social and governance standards. This approach
strengthens our offerings while reducing environmeantal impact.

& Consumer education: Through focused consumer communication,
we aim to highlight our sustainable sourcing effortz, the banafits
of recycled and renewable materials, and related social and
governance aspects, empowering customers to make conscious
choices.

4. Evaluating cost-effectiveness: We plan to perform regular
cost-benefit analyses to ensure sustainable sourcing remains
financially viable, optimising supply chains to reduce costs while
prioritizing more sustainable and responszible principles.

&. Setting and monitoring sustainability goals: We will set clear
sustainability benchmarks and conduct annual reviews, tracking
metrics like the percentage of sustainably sourced materials and
responsibly managed partners to ensure accountability.

Through these intiatives, Jalajily Group iz committed to leading
in sustainable sourcing, aligning with consumer values and promoting
respongible practices in all areas of our business. With gradual and
logically build process we aim to ensure longevity and align it with our
financial targets.
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6.1. MANAGEMENT APPROACH -
PLANET AND RESOURCES

ALEKSAMDRS LOTOVE, Haad of Saka of Viva Spart S1A

Owver the past two decades with Jalajilg Group, we have
witnessed how both, the group and the brand globally has transitioned
from undertaking separata sustainability initiatives to embracing environ-
mental responsibility as a fundamental value desply embeaddead in business
strategy. Nike's commitment to reducing its
arvironmeantal footprintis evident in several key
areas. The company has pioneered the
integration of recycled materials into its products;
notably, around 2010, Nike bagan transforming
B-10 plastic bottles into high-parformance
football jerseys, effectively reducing plastic
waste while enhancing athletic performance -
as a result, one-stitch shirts that were light,
breathable, and free of irritation were innovated.
With each seazon, mora Nike products
incorporate higher parcentages of recycled
cortant, a positive trend obsarved over the past
vears, demonstrating progress in sustainability
without compromising quality or performance.
However, their efforts extend far beyond meraly
incorporating recycled materials into thair
products.

The Mike Grind program exemplifies
the brand’s dedication to circular economy
principles by recyecling product components
into materialz for playgrounds and sidewalks. Nike has also adopted
advanced manufacturing technologies to minimise watar usagea in dyeing
and trangitioned to alternative enargy sources for powering facilities, with
warahousing already leading the way. These efforts align with the Mike
F¥23 Impact Report, which highlights the company’s commitment to
sustainability and innowvation. Nike's bold global targets include achieving
net-zaro emissions across itz value chain by 2060 and reducing greenhousa
gas amissions by T0% by 2030, showing its long-tarm dedication to
addrassing the climate crisis and driving meaningful change.

Locking ahead, | believe that Jalajélg
Group can draw significant inspiration from
MNike brand’s sustainability initiatives, just as wea
have consistently been inspired by Mike as a
globally leading brand in numerous areas.
Implementing localised programs in the Baltics,
such as aversion of Nike Grind to repurpose
defective or returnad shoes for community
projects or exploring other recyclable solutions,
could be a meaningful step toward reducing
our anvironmental impact and fostering a culturs
of sustainability within our group and the
communities we sernve. However, reducing waste
is far from our only goal. Our focus alzo lies in
improving hocal enangy efficiency, driving innovative
solutions, shifting to renewable enargy sources
in collaboration with local partners, and aducating
consumers in diverse ways. These efforts will
remain at the core of our ervironmental improwve-
ment targets, ensuring a holistic and impactful
approach to sustainakbility.

"SUSTAINABILITY
IS NOT ABOUT
SEPARATE INITIATIVES.
IT'S ABOUT
INTEGRATING
ENVIRONMENTAL
RESPONSIBILITY

INTO BUSINESS STRATEGY."
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6.2. GREENHOUSE GAS
(GHG) EMISSIONS (B

We have one planat, and the impact of climate changea is real.
Wi began mapping our environmeantal footprint in FY20/21, establishing some
boundaries, calculating selected CO2 emizsions and satting targets with initial
actions. However, wa acknowledge that significant challanges remain, even
within our cwn operations and local value chain activities.

We have recognisad that most of our environmental impact stems
directhy from the production and transportation of the retail goods we distibute
and =zall. Additionally, downstream activities, such as product usage and the
dizposzal or recycling of products at the end of their lifecycle, contribute
significanty to our overall ervironmental footprint.

In the breader context of global consumer goods companies, alsoin the
gporting goods sactor, the distribution of Soopa1, 2, and 2 emiesions provides
valuable insight into the sources of ervironmental impact. Based on widaly
available industry data’ 1%

+ Scope 1 Emissions: Direct emigsions from operations account for a emall
fraction, typically around 0.5-5% of total emissions.

* Scope 2 Emissions: Emissions from purchased energy (e.g., electricity and
heating) represent approximately 5-10%6 of a sportswaar retailer’s total emissions.
* Scope 3 Emissions: Indirect emissions dominate, making up B5-85% of total
amizsions. Thesa includs:

+ Upstream Emissions [60-T0% of Scope 3): Largely due to
production and material sourcing, driven by enengy-intensive manufacturing
processas but also global transportation.

* Downstream Emissions (30-40% of Scope 3): Related 1o
product uze, disposal, and end-of-life recycling.

1r-ﬂ£a:.-'.-'imgmnﬂrmy COMYEa L red-nshghis mokin sy -axmalner s/wh &- ere-scops-1-2-and-3-
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This understanding of our emissions distribution underscores the
nead for targeted strategies to address both upstream and downstream impacts
in our valua chain, which from global perspective is long, complax and not
under our contral for doing meaningful changes. By focusing on collaborative
efforts with suppliers, espadally with Nike brand, improving energy efficiancy
locally, and exploring innovative solutions for product [fecycle management,
Jalajily Group aims to reduce its ervironmental footprint while aligning with
global best practices in sustainability. Despite this, we understand the
importance of taking responsibility acrozss all scopes (1-3).

GHG REPORTING - PROGRESS AND CHALLENGES FOR FY23/24

While this iz not Jalajdlg Group's first endeavour in conducting
GHG calculations, significant challenges remain. Building on the insights
gained from our initial efforts in FY20/721, we made substantial progress in
FY23/24 by baginning the development of a comprehenzsive ESG data ware-
house to enhanca data accuracy and streamline reporting processes.

Cwur long-termn goal is to establish a fully automated data collection
systemn supported by mbust quality contral mechanisms, ensuring the accuracy
and raliability of the data. Thiz system will allow us to enhance data integrity,
gtreamline workflows, and make informed decizions with minimal manual
intervertion. Additionally, we have strengthenead collaboration with both

intarmal and extemal stakeholders to sacure more reliable data and larmoniss
information across the diverse systems in the counfries where we operate.

Deszpite these advancements, challenges parsist, particularty in
gacurng comprahensive data for tha heating and cooling of rented spaces
under Scope 2 and for various Scope 3 categories. As we broaden the scope
of our GOy amissions caloulations, we have prioriised data accuracy and
expanded our focus to include business fravel, reflecting our commitrment to
amone thorough ervironmental assessment each year.

During FY23724, wa continuad mapping greenhouse gas emissions,
gatting boundaries, and calculating GHG emizsions for Scopes 1 and 2 acconding
o the GHG Protocol. Scope 3 remains more complex, and we have investigated
salect cateqonies, including Category 4 (Upstream Trangportation), Category &6
(Business Travel), Category T (Employes Commute), and Category 8
(Downstream Tranzportation]), while prioritizing the quality of raw data
available for these assessments.



As we continue our second year of GHG emissions reporting, we
remain aware of the considerable work ahead. Jalajilg Group is fully
committed to collaborating with stakeholders and value chain partners to
cbtain the highest quality data, ensuring a more accurate and comprehensive
understanding of our environmental footprint with each following year.

For GHG emissions mapping, boundary satting and calculation
of our GHG emissions in Scopes 1, 2 and 3 were done in accordance with
GHG protocol. As Jalajélg AS have total control financial, operational, eto.)
cwver its subsidiaries in Latvia and Lithuania, we report our emissions using
site-specific direct measurements data and consolidated approach.

Tha GHG data was calculated by a third independant compary, Nomines
Consult OU.

Emission factor database information is found in the Annax.

SCOPE 1
EMISSIONS

SCOPE 2
EMISSIONS

861C02e 778 1C0O2e

Table 10. The total calculated GHEG emisslons from Jalajaly Group In P23
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GHG EMISSIONS IMPACT ON BIODIVERSITY AND ECOSYSTEMS

At Jalajdlg Group, we acknowledge the significant impact that
greenhouse gas (GHGE) emissions have on biodiversity and ecosystems.
Climata change driven by GHG emissions disrupts natural habitats,
threatens spacies, and alters the delicate balance of ecosystems. As part
of our trangition from GRI 1o ESRS standards in ESG reporting, we are
committed to gaining a desper understanding of thess impacts and placing
greater emphasiz on biodiversity in the coming years.

Dur efforts will focus on analysing both the direct and indirect
effects of our emissions on local and global ecosystams and identifying
actionable ways to mitigate these impacts through improved operational
practices. By adopting a more comprehensive and proactive approach,
Jalajélg Group aims to strengthen its contribution to environmental
sustainability and support the resilience of the ecosystams we all depand on.

OUR OPERATIONS

SCOPE 1 EMISSIONS

The Scope 1 emissions as GHG Protocol states derive from
company ownead vehicles and combustion stations in our own facilities.
Az we do not own any facilities with combustions stations then we can
count our vehicles. The group’s vehicles are mainly used for small size
transportation duties, storelcustomer visits and marketing event organising.

The total carbon footprint amount in Scope 1 in Estonia,
Latvia and Lithuania combined is B6 1C0O2a,
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SCOPE 1
Region Mumbers of vehicles o2
5 casoline cars 15
Estonia 2 diesal cars (incl. minivan) 42
3 hybrid/ gasoline cars s T
Latvia 2 casoline cars 10
1 diesal minivan 5
Lithuania 3 casoline cars 14
Baltics total 86

Tabls 11. Scope 1 emissions from Jalajiig Group In FY23/24,
SCOPE 2 EMISSIONS

Scope 2 caleulation consist of our energy usage: electricity,
heating and cooling.

As a considerable retail group, Jalajilg Group recognises its
responsibility in managing Scope 2 greenhouze gas (GHG) emissions,
which are indirectly produced through the energy consumed at our
oparational sites. While we have some influence over our emissions,
much depends on the landlords and energy practices of the shopping
centres where we operate. These landlords ultimately determine the
timing and approach for transitioning to renewable energy, improving
energy efficiency, and implementing sustainable infrastructure enhance-
ments. All of this is also dependent from governmental directions in
enargy field development.

However, as a kay player in tha ratail industry, particularty through
our connaction with other busineszas under shared ownerzhip, wa can
advocate for sustainable energy solutions. By collaborating with landlords
and co-tenants, we can encouraga the adoption of renewable enargy
gources and enargy-efficient systams, driving broader positive changes
across the retail ecosystam. We are committed to proactively engaging
with stakeholders and using our influence to support the transition to
greaner energy, even as we remain reliant on landlords’ readiness and
willingness to invest in these initiatives.

On our journey to map, calculate, and plan reductions in
Scope 2 GHG emissiong, we have completed an initial azsessment of
the energy systems in the shopping centres and buildings where we
operata. Through a detailed questionnaire =ant to landlords, we gatharad
praliminary information covering the following areas:
# Estonia: 100% of our operational space (3 411 m? out of 2 411 m? of
store/office arsa).
¢ Latvia: 83% of our operational space (2 095 m? out of 3 328 m? of
store/office area) + additionally Riga's distribution centre in full scala.
# Lithuania: 83% of our operational space 2 683 m? out of 3 216 m=2 of
store/office area).

Some landlords were unable to provide concrete data on our
energy consumption, particularty regarding heating and cooling as thair
utility billing systems do not saparate this information. While elactricity
consumption data is largely availabla, other energy-related details remain
challanging to obtain.

For FY23/24, wea have utilized the data available from ulility bills
to caloulate our Scope 2 GHEG emissions. We are committad to continuing
collaboration with landlords to improve data accuracy and gain a more
holistic understanding of the total energy consumption associated with
our operations. This ongoing effort iz essential to better manage our
emissions and develop actionable plans to reduce our environmeantal
footprint.

Jalajélg Group consumed during FY223/24 in our rental spaces:
* 1 354 080 kWh of alectricity energy (of which 1 103 836 KWh was
conventional electricity and 2560 154 KWh was renewable elactricity).
* 435 154 kWh of heating energy (of which 121 196 KkWh was local
heating-natural gas; 23 768 kWh was district heating-natural gas and
280 180 KWh was country average or energy supplier data).
* 85 451 kKWh of cocling energy (of which 74 814 kKWh cocling energy
convantional and 10 537 KWh was cooling enargy renawabla).

The total carbon footprint amount in Scope 2 in our oparafions
in Estonia, Latvia and Lithuania combined is 778 tCO2a (based on

market-basad mathod).



SCOPE 2

Region | BRGURlY | Fawvm | Reme | ¥oo2

Estonia 564,013 | 248,587 27,779 4m

Latvia 421,044 54,358 38,637 235

Lithuania | 369,033 | 132,209 18,035 142
Baltics total 778

Tabile 12. Jalajdlg Group's anergy consumption and CO2e Bmount based on enargy Usage typs".

* The data showed In the tabls Is based on Information retrieved from our monthly
bills and from anergy questonnaire answars provided by shopping cantres responsibla laads,

LOCAL AND GLOBAL VALUE CHAIN
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SCOPE 3 EMISSIONS

Scopa 3 emissions remain & complex area, presanting ongoing

challenges in data collection, measureament, and boundary-setting.

In FY22/24, we expandead our data retrieval efforts to include business
travel in addition to employes commuting. We alzo continued our focus
on calculating emissions from European and local logistics and trans-
portation. A significant milestona this year was the development of a
robust ESG data warehouse, a critical step towards ensuring data
continuity, improving comparability for future reporting, and enhancing
the quality of raw data through intagratad systems and automated
processes, This foundation will enable us to track Scope 3 emissions with
greater accuracy over time and refine our strategies to reduce our broader
environmaeantal impact.

Cur approach to Scope 2 reporting evolves each year as we
deepen our understanding of indirect emissions across our value chain.
While we are not yvet positioned to report comprehensively on all priorty
Scope 3 categories (a3 we employes less than 750 employees in our group,
wa will report full scope 2 prionty categories in FY25/26 report), but wea have
established a systermatic and phasad approach to data management and
collection. By gradually building capacity and focusing on steady
improvemeants in data quality, especially in logistics related data, we aim
to refine our Scope 2 calculations and strengthen transparency in emissions
reporting. These efforts lay the groundwork for more comprehensive and
raliable environmeantal data in the years to come.

We have strengthened our understanding of how to calculate Scope 3 from:
* Cateqory 4 — amissions are from upstream transportation and distributions.
= Cateqory & — business travel.

= Cateqory ¥ —amployes commuting (distance-basad mathod).

= Category 9 — downstream emissions from transportation and distributions.
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LOGISTICS AND TRANSPORTATION

Most of our retail and wholesale products travel long distance
using maritime and land transportation from Asia to Europe. From Mike
European central distribution centra, we use land transportation to ship
the goods to our Riga distribution centre, from where they are distributed
to stores and customers across the Baltics. Transportation sector
accountad approximataly 16% of global greesnhouse gas amissions in
2023, making it the second-largest source of emissions worldwide.?
This iz one of the biggest articles of our GHG emissions (on top of
production) as well as transportation fuals used are still based on fossil
fuels. The trangportation sector is actively exploring and adopting
alternative renewable fuels; however, viable options for cargo ships and
haavy-duty trucks remain limited. Whila hydrogen and elactric propulsion
are promising, their widespread implameantation faces significant challengeas.
For instance, the shipping industry is exploring alternative fuels, but the
transition i= complex and ongeoing.'*

The transportation sector, characterised by substantial invest-
ments and complax infrastructure, faces therefore a gradual transition
toward decarbonigation. While the adoption of alternative fuels and
alectric vehicles iz somewhat progressing, challenges remain. At Jalajilg
Group, wea recognise that our ability to directly influence the transportation
industry's pace of decarbonisation iz limited, as it depends largely on
our partners' sustainability goals and the financial implications of new
technologies. Howevar, wa are actively mapping our partnars' decarboni-
sation objectives to better align with our environmeantal commitmants.

In the meantime, we focus on arsas where we can make an
immediate impact, gsuch as optimising load planning and congolidating
orders. These measures enhance transportation efficiency, reduce
emizsions, and support our broader sustainability goals.

The total carbon footprint amount in Scope 3 in our European
and local transportation combined is 1 026 1C02a. This includes both,
category 4 and category 9 emissions, which due to different reasons
were calculated together.

OUR DISTRIBUTION CENTRE IN RIGA, LATVIA

In FY21/22, wa initiated the developmeant of a new distribution
centra in Riga, Latvia, to enhance efficiency in response to increased
salez volumes and the availability of advanced warehousing tools. This
facility became operational in FY22/23. Throughout FY23/24, we have
focused on optimising and refining our Baltic distribution centre’s
ocperations and logistics to further improve efficiency.

In FY23/24, wa implamantad a major softwara upgrade at our
Riga distribution centre, transitioning to Microsoft Dynamics 365 Warehouse
Management system. This enhancement, combinad with a paperless
scanning system, has significantly improved operational efficiency,
achieving up to three times faster picking times and streamlining cverall
warehousing procadures, including deliveries optimization and related
GHG emissions.

Additionally, we improved local deliveries to Baltic stores by
collaborating with Sportland Group, a partner with shared ownership ties.
Weekly replenishments for stores located within the same shopping
cantras are now consolidated into a single truck delivery for both groups.
This approach has aliminated mary unnecessary transportation kKilometras,
reduced associated environmeantal impacts and enhanced logistical
efficiancy.

For FY24/25, we aim to map our transportation partners' ESG
and climate initiatives, actions, and goals. By assesszing their spacific
measures, ongoing initiatives, and potential challenges, we can have a
better picture of today and tomorrow 1o promote a collaborative
approach with right, similarty mindad transportation partners to reducing
ervircnmental impact.
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BUSINESS TRAVEL

Business travel contributes 1o our Scope 3 GHG emissions,
primarily dug to transportation activities, including commercial flights.
Thig year, we made progress in refining our data collection processes,
enabling us to capture emissions from direct travel to destinations using
various modes of transportation. However, amissions from local taxi
rides, hotael stays, and othar related activities remain to ba specified for
inclusion in GHG calculations. By expanding our focus to include business
traval, wa now have a clearsr picture of our actual travel-related emissions,
helping us better identify areas for reduction.

Az wa continue to track and analyze our business travel
emissions, we are alzo exploring alternatives such as virtual mestings
and optimising travel planning to reduce our environmental impact.
Thesa actions align with our broader sustainability goals and reflact the
values and principles that guide our compary. However, we acknowledge
that, as representatives of the world-class Mike brand, some travel will
remain essential. This allows us to fully immerse ourselves in the brand's
essance and understand product specifics, ensuring we bring the same

level of excellence and top-quality offerings to local markets in the Baltics.

The total carbon footprint amount in Scope 3 In business travel
is 68 tCO2e (Estonia 55 tCO2e, Latvia 8 t1C0O2e and Lithuania 4 tCO2a).
The data is calculated using the distance-based calculation method.

Jalajiig Group's distribution cantre in Riga, Latvia

(5)]
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EMPLOYEE COMMUTE

Soma of our GHG emissions also stam from employes commutes
1o the workplace. Our offices in Estonia and Lithuania are strateqgically
located in areas with conveniant access to public transportation, including
city buses and, in Estonia, frain sarvices. This facilitates efficient commuting
for employees and visitors while reducing reliance on private vehiclas,
aligning with our commitment to sustainable and environmentally fiendly
practices. An exception iz our Latvian office, situated near Riga's airport
in the same building with our Riga's distribution centre. While it is accessible
by public transportation, the convenience level is not as high as that of
our Estonian and Lithuanian locations.

Most of Jalajélg Group's stores ara strategically located in major
shopping centres within or near capital cities and main towns, providing
convanient access to public transportation for store employees across
the Baltic countries. This accessibility not only halps employees commuta
efficiently and sustainably but also promotes their well-being while aligning
with our commitment to reducing environmental impact by encouraging
the use of public transit.

In Summer 2024, we conducted a self-reported survey across
Estonia, Latvia, and Lithuania employees to assess the distances our
employveas commute and the types of ransportation they use. This serves
as an action point where all our employess can take responsibility and
reflect on their own transportation chioices and habits.

All data from employvees® salf-reported survey about commuting
habits was integrated into our ESG data warehouse, ensuring continuity
and improved comparability for future reporting az part of our broader
sustainability efforts.

Digtance from home to workplace varied betweean 1-140 km,
average distance was 14,5 km.

On a group level the preferred type of transportation for
employees was 2till a car 55% (in Estonia 56%, in Latvia 49% and in

Lithuania 60%). Around 1/3 of employees on group level (variating from
23% in Lithuania to 40% in Estonia) use public transportation differant

options to commuta to work., Similarty to FY20/21 employes questionnaire

results, only a small portion of employees of Jalajélg Group walks or
cycles to work and do not rely on any fossil fuel-based vehicle
faccordingly to FY23/24 salf-reportad survey 89 in total).

Employes commute total carbon footprint in Estonia,
Latvia and Lithuania was 150 1CO2e.

SCOPE 3
Reglon | A eonce fm - | employes commute 1C026)
Estonia 16,7 65
Latvia 16,9 52
Lithuania 8,6 33
Baltics total 14,5 150

Tabile 13. Employes commute of Jalajiky Group in FYaaad

FUTURE PLANS WITH SCOPE 2

For next yvear we are planning to be able to add to GHG Scope 3
calculations Category & and start gradually adding Category 1, though,
if possible, we actively consider also additional categorias.

* Category b - Waste generated in operations: This includes emissions
from the disposal and treatment of waste generated by the company’s
operations, in facilities not owned or controlled by the company. It covers
various types of wasta, such as landfill, recycling, and waste-to-anangy,
and accounts for emissions from both hazardous and non-hazardous
waste disposal.

* Partially category 1 - Purchased goods and services: This includes
emissions from the production of goods and services that the company
purchases or acquires. These emissions occur at the suppliers' facilities
and cover everything from raw materials to finished products usad in the
companmy’'s oparations.



6.3. ENERGY EFFICIENCY (E)

Our group is conscious about energy consumption in our daily
operations. As Jalajilg Group is operating in retail and wholesale business,
our direct energy consumption comes from rented distribution centra,
stores, and office spaces. Additionally, significant part of anergy usad
comes from production of the products and sports equipmaeant, the flast
(ranzportation of goods - internationally and locally between distribution
cantre and the stores) and by the end-consumer (product sourcing, usages,
care and disposal).

In FY23r24, Jalajélg Group continued to map and identify all
on-site energy sources within our operations by analysing utility bills,
leasing agreements, and conducting comprehensive energy-ralated
questionnaires among our landlords. Despite certain data limitations and
incomplete responses from some landlords, we remain committed to
enhancing our data collection efforts to gain a clearer understanding of
our enangy consumption.

We recognise that many of our supply chain partners are making
significant strides in sustainability, with some publizhing detailed EZG
reports. Mike, as our main supplier, exemplifies this commiment, achieving
96% ranewable energy usage in its own oparations as of 2023"% and
identifying energy as a key focus area. While wea have not yat undertaken
a comprehengsive energy mapping within our upstream global value chain,
including production, we plan to incorporate this into our action plans
in the coming years, focusing on areas where information i accessible.
This approach reflects our commitment to reducing our callective
environmental footprint and aligns with our broader goal of promoting
responzible and efficient enargy use.

OUR OPERATIONS

At Jalajdlg Group, we are conscious of anargy consumption
in our daily operations. As a company operating in retail and wholesale,
our energy use is primarily tied to the rented spaces we occupy for

warahouses, stores, and offices, whera district heating iz used in most
locations.

Thig year, we adopted a long-term perspective in mapping the
energy systems of our landlords, seeking to understand their current
practices and thair near- and long-termn plans for improvements, innovations,
and upgrades. Tha quality and depth of responses varied significantly,
with response rates ranging from 3% of landlords in Latvia to 100% in
Estonia. Degpite these variations, this exercize provides a strong starting
point for further collaboration. Importantly, all information gathered was
systematically imported into our ESG data warehouse, ensuring we now
have a weall-structured basaline for future updates and additions.

One of our key performance indicators (KPIs) for energy iz
gaining a clearer understanding of when and how our partners plan to
rencvate their buildings to improve environmental efficiency, beginning
with conducting energy audits. Many of these properties primarily
shopping centras in high-traffic, prime locations require significant
upgrades to meeat modern anargy efficiency standards. This challengea
iz further complicated by the need to manage energy demands effectivaly
across all four z=easons in our climate region. As the yearly temperatura
amplitude outside can reach over 60 degrees; varying from =20 to + 30°C
outside, weather has influence on our direct energy consumption through
alactricity, heating, and cooling usad indoors.

Energy usage data has been collectad from wlility bills and
information in leasing agreements. However, data quality remaing
inconsistent. While electricity data generally meets the required standards,
providing accurate insights into direct consumption and costs, other
aspects such as heating and cooling data are less comprahansiva.

COur immeadiate priority is to implemeant innovative solutions
where we can reduce energy consumption quickly. Additionally, we are
committed to ongoing engagement and collaboration with cur landlords,
who are key stakeholders in our sustainakbility joumey. Our shared goal is
to fully transition to renewabla anengy by FY26/27, recognising this as an
ambitious collaborative target, but necessary step toward reducing our
anvironmeantal footprint.

15- e BbOUT. NS, COUTLAS MW SO Easa 5/ Y2 3-ME-Inc-impact-renort (20,08, 2024)

PEDPLE AEPCHNSIBILTYE  ABCUT THE
SERNAELTY  COMPANY

PL&Y

PROCESS &

PLANET &
RESCURCES LEADERZHIP

CUR
AP PROACH



L+7

ABCUT THE
COMPRNY

RESFCHSBILTYS
SSTAINABRILITY

PEIPLE

PLAY

oL
AFPROACH

i

ﬁ- Jdalal, !-.'\-:'-':!' .- 151
[=1l=] l ¥ JRWLPY i

CL;
i

INNOVATIVE SOLUTIONS

It is our priority to use also innovative solutions in reducing
enargy consumption volumeas wharever possibla for achieving MNet Zaro
inscope1 and 2 by FY28/20. We have intensified efforts to ensure all rented
spaces adopt energy-saving technologies, focusing on efficient lighting,
smart sclutions, and Al-integrated systems to optimize energy management
both in our premizes and the buildings housing them. These measuras
are key to reducing enargy consumption and minimising environmeantal
impact. Encouragingly, many shopping cantres whara wa operate ara
increasingly adopting these innovations.

Given that most of our stores are situated in shopping centres
with limited natural daylight, artificial lighting is a critical focus area for
energy efficiency. Tha implamentation of LED technology has become
indispansable, allowing us to optimise enargy use while providing a
comfortable shopping environmant for customers. Balancing sustainability
with an excellent consumer experience is ezsential in modern retail,
supporting both operational eficiency and environmental responsibility.

To date, we have received responszes from 18 out of the 22
shopping centras/buildings regarding their enargy efficiency practices,
though the quality of regponzes varies. This leaves us missing information
from 4 shopping centres/buildings (3 in Latvia and 1 in Lithuania). From
a square meter perspective, we now have preliminary energy data
covering 8,189 m2 (82% of our total leased area), while 1,766 m2 (18%
of our total leased area) remains unassessed.

Of those who responded, five shopping centres indicated plans
to conduct energy audits within the next two years or just have done it.
However, substantial investments in building upgrades, energy systems,
and other improvements are not yet firmly cutlined in most development
plans. This lack of concrate action may be due in part to the absance
of clear and transparent governmental anergy strategies in the Baltic
countries, particulary regarding the shift to renewable enengy sources.

Mevertheless, several regspondents have already implementad
or plan to introduce various energy-saving measures within the next two
vaarzs. Thasa include general energy reduction afforts (4 shopping centras),
transitioning to LED lighting (4), exploring on-site renewable enargy

options like solar panels (2), integrating energy-saving Al solutions (1),
enhancing cooling efficiency through new cocling solutions (3), applying
for IS0 50001 cerification (1), upgrading full energy systems (2],
improving doors afficiency in indoor climate managemeant (1), and
upgrading older ventilation unitz (2). One shopping centra is also planning
bigger renovation. While there remaing significant work to improve
anergy eficiency across our shopping centres, these initiatives represent
important steps toward a more sustainable future and support our shared
goal of reducing environmantal impact.

Thesza are tha key inzights we have gatherad from our anargy
quastionnaire. We will continue to strengthen our collaboration with
shopping centres to better understand their energy-related initiatives
and align them with ocur own targets.

Most of the leazad spaces are in buildings with relativaly good
intarnal climate and soma buildings have certifications to prove thair
anergy afficiency and other sustainability features, like LEED O&M
platinum certificate in Vi Centra.'® Our main retail partners in Latvia
and Lithuania — the Akropolis Group, have been BREEAM certified for
the differant sustainability requiremeants and standards in most of their
shopping centres, for example Akropole Riga (certificate for the
construction 3’:399]17" and Akropole Alfa (rated “Very Gmd"]” in Latvia
and Akropolis Centres in Vilnius and Klaipaéda (both rated "Good™), and
in Siauliai (rated "Very ':Eiz:n::u::l":l1EI in Lithuania. EREEAM certified is also
Crigo Shopping Centre (rated with highest level "EIGE"EH'[':IE“ and
Riga Plaza (rating unknnwn]mi both in Latvia.
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LED SOLUTIONS
LED LIGHTNING

Wea target using the latest energy saving technologies in all our
operating spaces already for decades. Stores are usually located in
shopping centres with limited daylight availability and therefore one of
the key energy-saving elements is efficient lighting. LED technology
allows stores to reduce energy costs while providing customers with a
pleasant shopping environmant. Additionally, LED lighting offars flaxibility,
enabling various design solutions and lighting scanarios that enhance
product presentation.

Az of FY223/24, all our stores are equipped with LED lighting,
except for one cutlet store in Kaunas, Lithuania, which is scheduled for
renovation in the future. LED lamps are significantly more energy-efficient
compared to traditional incandescant and halogan lamps. According 1o
the European Commission, LED bulbs tand to last & to 10 times longer
than their halogen equivalents and use much less enargy, often less than
one-tenth of the halogen equivalent.” This substantial reduction in
anergy consumption not only lowers electricity bills but also contributes
to ervironmental sustainability by decreasing overall eanangy demand.

22— tips COMTH S #OV]. EUTDD & S WE -Wil-enabe- fonsshodd-anangy- 33w,
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LED SCREEMNS

For sevaral years, we have steadily invested in LED screans for
our stores, aiming to reduca tha need for printed marketing materials and
thair associated fransportation impacts. Each year, we continue to expand
the number of stores equipped with LED screens, replacing significant
quantities of paper and plastic posters. These screens not only save
substantial amounts of traditional marketing materals but alzo serve as
an afficient platform for quickly sharing information.

LED screens offer a convenient and dynamic way 1o commu-
nicate with consumers, showcasing the latest trends and highlighting the
sustainability aspects of our products. While these innovations enhance
customer experience and sustainability, they do slightly increase energy
consumption. To fully implament LED scresns across all our stores, we
racognise the need for more pracize anengy measuraments to balance
this initiative with our overall ervironmental goals.

ELECTRICITY ENERGY INTENSITY

Comparing our electricity energy intensity to national or industry
averagas halps identify inefliciancies, enabling targeted improvemants
that can reduce operational costs and environmental impact.

Operating sites electricity energy intensity KWh/m2/year
Group total kwh/m2 136*
Estonia 165
Latvia 127
Lithuania 115

Taize 14, Our direct elaciricity energy Intensity of operating sites (excl. distribution cen
basad on used ekciricity amount kWh on yearly bases and aperating sites floor spacs ma.

*As the group total operating sie energy Intensity Is 138 KWh/ma2 than this Is consldared as
@ low-anengy consumptian.
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LOCAL AND GLOBAL VALUE CHAIN

As a dedicated retailer of Nike products, Jalajilg Group acknow-
ledges the enargy consumption associated with the production and
distribution of sporting goods. Mike, Inc. has committed to using 100%
renewable electricity in itz owned or operated facilities by 2025 (excluding
ite |::na=.u"tn»a'nrs:|.219

23-hifpa:/about Nk, com/enimpactioors-araasiprode cling-the-planat (70,10, 2024)

The company collaborates with manufacturing suppliers to
enhance facility efficiency, including increased use of on-site and off-site
renawable anergy and aliminating coal in tiar 2 suppliers.

Additionally, Nika focuses on creating and scaling low-carbon materials
throughout itz products, as raw materials account for approximataly
T0% of the company's carbon fcmtprint.z"'

2d-hitpaisyppiChainopal, comy sustainabitymkes-nat-Ter-amiion-they-ust-oo-t (10,10, 2024)

While these initiatives are commendable, Jalajély Group
recognises the need to further map and understand energy consumption
within our global value to align with these sustainability efforts effectivaly.

6.4. CIRCULAR ECONOMY —
RESOURCES AND WASTE
MANAGEMENT (B

Transitioning to a circular economy is crucial for minimising
resource use and managing waste affectively. At Jalajélg Group, as a
dedicated retailer of Mike products, we are committed to advancing
resource efficiency within our operations and throughout our valua chain,
focusing on reducing waste and enhancing recycling practices. We
recognise that this area requires further exploration, particulady concarming
value chaing, with many aspects needing additional mapping and undear-
standing. Consaquently, our current approach and communications are
somewhat general as we continue to refine our strategies to establish
more concrate targets in the coming years.

Our currant efforts involve improving packaging reuse, in-stora
recycling, and promoting sustainable product displays. Additionally, we
ara exploring collaborative opportunities with local manufacturers to
integrate more circular economy principles into our actions, such as take-
back programs. Our aim is to progressively build a more comprehensive
understanding of waste flows, both in our operations and across our value
chain, setting actionable targets to reduce our environmental impact
starting from FY25/26.

Mike has been actively pursuing circular economy initiatives to
minimise resource use and manage waste effectively. Nike, Inc. has
implamentad several programs and strategies to promote sustainability
hroughout its value chain:

* Mowe to Zero: Mike's journay toward zero carbon and zero waste aims
to protact the future of sport by focusing on carbon, waste, water, and
chemistry, with targets set for 2025.%°

* Circular Design Guide: Mike has developed a Circular Design Guide to
shara principles that support a universal call to action for the industry to
have a more positive impact on the planet.m

+ Eliminating waste: Mike employs an end-to-end approach to eliminate
waste from its value chain, coordinating across every aspect of the product
lifecycla, from ideation and creation to sale, recycle, or take-bac i

* Sustainable materials: By reusing existing plastics, yarns, and textiles,
and invanting entiraly new matgriajshmike is making significant strides
toward zero carbon and zero waste.”

* Product lifecycle management: Mike iz rethinking how products are
brought into the world, mads to last, anciagiunn new life, protecting the
future of sport through circular solutions.
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By aligning with Mike's sustainability initiatives, Jalajélg Group

is committed to supporting and promoting similar efforts that contribute

to a more sustainable value chain. We recognise the importance of

distinguighing between initiatives and actions that can be implemeantad

locally and decisions that impact the broader value chain, although we

evaluate our impact very amall in this part. This approach enables us to

effactively address sustainability challanges at both the local and global

levelz, ansuring that our afforts are impactful whara possible and
appropriataly targeted.



OUR OPERATIONS AND LOCAL VALUE CHAIN

RESOURCES MATERIAL WASTE/WASTE MANAGEMENT

We as retailers have limited direct influence on resource material
wasta, therafore we are currently primarily focusing on sorting packaging
waste, improving in-store recycling, and promoting sustainable product
dizplays. However, the larger impact comes from collaboration with
manufacturers, but we need to face that our possibiliies to impact global
brands are very limited or not existing at all.

At Jalajélg Group, resource wasta primarily arises from ratail
goods orders, transportation, logistics, and distribution. While most
products arrive pre-packed by the manufacturar, we actively work to
reusa packaging wherever feasible, contributing to waste reduction.

Additional waste stems from daily operations, including IT systam
data storage, general office waste, and food packaging from employesa
takeaways. Although this waste is relatively minor compared to our
products and logistics operations, we are committad to improving waste
management practices across all areas of our business to support our
broader sustainability goals.

Waste collection across all our oparating sites iz managed by
third-party providers organised by landlorde and follows national
regulations. However, transparency regarding the ulimate destination of
collected waste, whether it is sent for recycling, landfill, or incineration,
iz often limited. This lack of visibility makes it challenging to fully assess
the environmental impact of our waste disposal practices. Our aim is to
dalve deaper into this subject during FY24/25 to plan actionable and
meaningful targets on all waste-related topics associatad with our
operations.

| [P T - . ~ - -1 e I p—— 5[ & L iy
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PAPERLESS GROUP

In our FY20/21 report, we highlighted the implamentation of
an e-catalogue systemn developed in collaboration with Dubai-based IT
company Trazix. This initiative has resulted in an annual saving of at least
100,000 sheets of paper, enhancing operational efiiciency and reducing
human error. We continue to refine this system to accommodate a
broader range of suppliers.

Additionally, we have continuously invested in modern LED
scraans for our retail stores and facades to communicate marketing
messages and educate consumers about product quality. This transition
has led to annual savings estimated to be €40 000, previously spent on
paper and cardboard banners and posters, and has reducad transportation
needs by approximately 2 500 kilometres each year (based on FY20/21

report).

Az part of Jalajilg Group's commitmeant to sustainability, we
have taken significant steps towards reducing paper uszage ever since
and transitioning to a paperless work environmeant, with the goal set for
currently FY26/27. Since FY21/22, we have systematically upgraded IT
systems, starting in Estonia and expanding to Latvia and Lithuania in
FY22/23, 1o streamline digital workflows and reduce raliance on printed
materials. Tha HR department has also adopted digital solutions,
minimizing the nead for physical documents.

In FY23/24, we initiated a focused journey towards paperless
operations, mapping all areas of paper usage, identifying reduction
opportunities, and implemanting alternative solutions across our storas.
Each store now uses whiteboards and iPads to replace many actions
previously reliant on printed materials. These efforts have saved approxi-
mately 1,000 printed pages per store annually, equating to 104kg less
paper waste and reducing 02 emissions by 5-Bkg per store each vear,
resulting in a total reduction of around 108kg CO2e across 19 stores
wa had in FY23/24). Financially, this translates to savings of approximately
£660 annually across all stores, excluding indirect costs such as
glactricity and labour.
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In FY24/25, we plan to further advance these initiatives by
identifying additional areas for paper reduction, increasing digital adoption
in procurament and logistics (@lready parformed with digital scannars in
Riga's digtribution centra), and enhancing reporting systems to track
progress and refine stratagies. Thesa steps reflect our ongoing commitmeant
to achieving a fully paperless management and store environment by
FY26/27, supporting both our sustainability cbjectives and operational
efficiancy. Howewver, achieving this target also depends on governmantal
regulations, particulady in store operations. For exampla, the ability 1o
provide digital receipts for all consumer goods purchases would significanthy
support our afforts, and we remain optimistic about regulatory changes
faciltating such advancements.

e |

OFFICE WASTE

In Estonia, Latwia, and Lithuania, wasta management ragu-
lations mandate the sorting of waste at the zource, emphasising the
separation of recyclables, bio-waste, and general waste. To align with
these national laws and enhance our sustainability efforts, we have
implemented several measures across our offices and stores.

Recognising that a significant portion of our waste originates
from daily operations, such as office supplies, bio-waste, and food
packaging, we have fully equipped our kitcheans with reusable tablewars
at most of our locations. This initiative aims to reduce reliance on
single-use items and minimise plastic packaging waste. We are
committad to providing the same lavel of comfort and sustainability
across all our locations, so0 wa are step-by-step improving these
conditions.

In compliance with local regulations, we have established
waste sorting systems in our offices, encouraging employees to separate
waste by typea. In leased spaces whare recycling facilities are available
(in most of the shopping centres we oparate but for more concreta
understanding we need to perform additional mapping planned for
FY24/28), wa promote proper waste segragation among our staff.
We anticipate that forthcoming national regulations will further strengthen
waste sorting requirements, prompting landlords to enhance recycling
and circularity options. Until such lagislative advancemeants ocour,
we depend on the waste management services provided by our
landlords. We acknowledge the current limitations in transparency
regarding the post-collaction treatment of our waste and recognise
the need for improvement in this area.

Dur group iz committed to adharing to national waste collaction
and recycling laws, ensuring full compliance with local regulations.
We acknowledge that waste sorting is an area with potential for further
enhancement and are dedicated to continuous improvemeant in our
waste management practices.



PACKAGING - REDUCING & REUSE PRODUCT PACKAGING

At Jalajélg Group, our packaging practices are closely aligned
with Mike's global sustainability initiatives, as we depend on Mike for
product packaging. Mike's "Move to Zerc" campaign exemplifies its
commitment to achieving zero carbon and zero wasta, diractly
influencing our oparations as a distributor.

Mike has implementad several strategies to minimize packaging
waste. The One Box initiative, for instance, involves shipping shoes
in their shoeboxes without an ocuter box, resulting in a 51% reduction
in waste and a 25% decreasze in carbon emissions compared to
traditional methods.™

S0- DS W S, COMVainiES-one- box-cuts-packaging-in-ha (10,10, 2024)

Additionally, Nike utilizes pop-up cartons made from 65%
recycled content and 35% virgin material, optimising packaging for
both consumer convenience and environmental benefit. Emphasizing
the reuse and recycling of packaging materials, Mike is committed to
egliminating single-use waste across its operations, including food
packaging and other hard-to-recycle items. Additionally, enhancemeants
in product order management, such as the Productive Orderbook
gyetem [(B0-120 min unit/SKU), help minimise excessive and
unnecessary packaging.

The company also educates and inspires employees to adopt
sustainable practices, fostering a culture of arwironmeantal rezponsibility.
However, significant work remains ahead, and to gain a deapear
understanding, we must continue to thoroughly explore packaging
practices within the global value chain.

PACKAGING IN OUR OPERATIONS

Az products are shipped, stored, and transported over long
distances befora reaching the end consumear, the packaging must be
durable enough to ensure the product's safety. At Jalajilg Group, we
pricritise reusing original packaging wherever possible. While we
currently lack statistical tracking to verify this process, our operational

experience indicates that at least 80% of cardboard boxes are reusad

lalajald araup sustalnaci

at least twice. Additionally, we avoid repacking or adding extra layars
of packaging to goods already in their original packaging. Pallets are
also reused in circular operations whenever feasible. Most of Nike
products are sent to our stores with reusable transportation cages 1o
avoid additional nead for transportation packaging.

Mew packaging is primarily usad for online merchandise, but
even in these caszes, we ensure that retumed shipments are sent back
using the criginal packaging, further reducing waste.

We comply with local mandatory packaging reporting and
auditing requirements, ensuring transparency in our operations. This
system encourages us to continually evaluate data and axplore new
alternatives to address waste issues related to excess packaging.

For example, in Estonia, our organization is obliged to report
on packaging wasta. Here are the waste articles based on our packaging
report for 2023 calendar year. Packaging reporting iz conductad annually,
with comesponding packaging taxes paid in compliance with regulations.
An audit of the packaging reporting process is camried out every three
vears, with the next scheduled audit set for the 2024 calendar year.

Apparel related Plastic 5,2
packaging Paper 8,4
Footwear related
packaging Faper 28,4
Shopping bags Plastic 0,5
Paper 1

Tabile 15. Jalajslg Group's packaging reported for 2023 In Estonila {Jalajiig AS)
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NO FREE SHOPPING BAGS DISTRIBUTION

In our value chain, packaging is integral 1o product protection
during transportation and storage. At Jalajilg Group, we strive to
minimise single-uze plastics by opting for alternatives like paper bags.
Faor instance, all our stores exclusively offer paper bags. While papar
bags may have a shorter reuse lifespan compared to plastic onas,
they are biodegradable and less hamful to ecosystems. In the Baltic
region, paper recycling is well-established, enhancing the environmental
benefits of using paper-based packaging. For instance, in 2022,
Estonia achieved a recycling rate of 85.4% for paper and cardboard
pa::ka,gér}g wasta, while Latvia reached B5.2%, and Lithuania attainad
B5.1%.

27- MApE AW Staista oMyl sHcs 1 0395 1 2 recyring - e-0f-papar-and-Camioan-nackaping-wasts
-nﬁ-npmp (i0.70.2024

To raize awareness about packaging waste, wa do not provide
any shopping bags for free. The nominal fee of shopping bag highlights
the environmental impact of excess packaging and encourageas
customears to bring their own reusable bags. This initiative aligns with
our commitment to sustainability and reducing our environmental
footprint.




PRODUCT ASSORTMENT

At Jalajélg Group, we distribute Mike products renowned for
their high-quality standards, incorporating sustainable materials and
offering durability and comfort for extended use. Our operations depend
on Mike's value and supply chain, particularly their Tier 1 and Tier 2
manufacturers, who drive innovation and collaborate with suppliers
and contractors adharing to national regulations and acceptabla labour
practices.

We are committed to prioritizsing the distribution of top-quality,
sustainable producte. Our goal for FY25/26 is to ensure that 25% of
our product portfolio comprizes items made from at least 25% recyclable
materials, reinforcing our dedication to a more sustainable and circular
product offering. Currently, we are mapping our product portfolio to

assess the proportion of sustainable products and analysing consumer
acceptance of these items.

Jalajilg Group dafines sustainable products in tha same way
as Mike as thosze that incorporate environmeantally praferred materials
and are designed with circularity in mind.* This approach focuses on
creating products that last longer and are crafted with their antire lifecycle
congidered, from sourcing and manufacturing to usage and eventual
return or recycling.

32- hitpa:iciroulrdesign.nie.comy’ (10, 10.2024)

TEXTILE AND FOOTWEAR WASTE

Textile and footwear waste is a growing environmental issue,
with products often discarded prematuraly and contributing to landfill
waste duea to their slow decomposition and challenging racyclability.
To address this, Jalajilg Group focuses on salling high-quality Nike
products designed for longevity, durability, and performancs. With proper
care, these products can extend their lifecycle, reducing waste and
promoting sustainability. Additionally, many of the carry-over models
we offer remain available across seasons, further supporting long-term
TET=N

While pricritizing quality and longevity halps reduce waste,
wea acknowledge the importance of going further. Mapping local
recycling possibilities iz essential, as Estonia and other Baltic countries
currently lack sufficient capacity for post-consumer textile recycling,
focusing instead on industry scraps. Additionally, establishing a textile
waste recycling system requires comprehensive funding and takes time.*
We are exploring partnerzhips with local organisations to improve
recycling opportunities and plan to pilot a product recycling program
in our stores by FY25/26, expanding it by FY28/27. In the meantime,
we remain committed to finding faster sclutions to align with circular
aconamy principles and reduce our anvironmantal impact

J3- hipasdsmaminaheeriim eesTasoaE L Tas oocwmen 32024 G
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GLOBAL VALUE CHAIN

Cur approach to the Europaan Sustainability Reporting
Standards (ESRS) is progressing as we refine our strategy on resource
use, circular economy, and biodiversity impacts. As the exclusive
distributor of Nike products in the Baltics, we understand the importance
of addressing the environmental effects tied to raw material use,
packaging, and waste. Rising resource costs and increasing
expectations to adopt circular and renewable solutions highlight the
nead for more efficient material use and exploration of sustainable
dalternatives. While our direct influence in these areas is limited, wea ara
dedicated to enhancing our understanding and collaboration with
Mike to align with their global sustainability efforts. In the coming years,
we aim to set concrete targets and develop actionable plans to
contribute meaningfully to thesa critical areas.

NIKE PRODUCT CREATION & INNOVATION GOALS

Mike's unwavering commitment to innovation drives the
creation of high-quality, comfortable, and durable products. Central
to this commitment is the development and scaling of lower-carbon
materials, with a focus on incorporating recycled and renewable
resources. By reusing existing plastice, yvarns, and textiles, Mike aims
to reduce waste and minimize anvironmental impact. Additionally,
the company is dedicated to decreasing water and chemical usage
throughout ite manufacturing processes, further underscoring its
dedication to sustainability.*

24 hitps:/iabout.nite. comsnimpact/ inia ives recu cing-our-carbon-footprint (10.10.2024)

Material innovation has bean one key component of waste
reduction in production. For example, Mike has developed Flyleather,
a material made with at lsast 50% recycled natural leather fibra, which
iz lighter and more durable than traditional leather.?® The company
has increased its use of recycled polyester, diverting billions of plastic
bottles from landfills and innovated new materials with smaller emviron-
mental impact. For example, Nike Forward iz an all-new material mada
from ultra-thin, needle-punched layers. It's super soft, incredibly warm
and absurdly lightweight. Dezigned with sustainability in mind, our
inaugural collection has a reduced carbon footprint of 78% on average
when compared to our traditional knit fleece. Mike alzo sources 100%:
of its cotton from sustainable sources, Includl%; organic and recyclad
cotton, as well as the Better Cotton Initiative.

Additionally, the Mike Grind program repurposes manufacturing
crap and end-of-life shoes into new products, promoting a circular
economy.?’

85~ htfpsiwunw gg. comystor yhke-ylsather-is-here-fo- change-ho w-eather sneakers-are-made
ﬁ%" m i

e comy gbisuséainabity materias (10.10.2024
a7- hifps:ien wiipedha o v Mike_Grind (10,70




6.5. AIR, WATER AND SOIL (B)

In our first double-materiality assessment (DMA), we assessed
pollution-ralated impacts across our operations and Mike's global
valua chain, focusing on air, water, soil, substances of concarn, and
microplastics. This initial evaluation provides ingight into potential
aenvironmental and reputational risks linked to our business activities
and those of our partners, though our current understanding remains
limited.

Within our own operations, the primary risks identified include
air pollution from last-mile and European transport, water pollution
risks linked to waste handling near coastal logistics sites, and micro-
plastic release associated with synthetic materials (using and washing
them) that we distribute. Across the global value chain, potential
impacts were examined in production processes and overzeas
transportation, including air, water, and =20il pollution. Notable concerns
alzo include microplastic release during manufacturing and transport,
as well as substantial water use and the presence of substances of
concern in textile production.

Looking ahead, Jalajilg Group iz committed 1o despening
itz undarstanding of these pollution-related izsues. Wa aim to develop
more concrete strategies to address and mitigate these impacts, with
enhanced reporting planned for FY25/26 1o guide our efforts in creating
a more sustainable operation.

| [P T - . ~ - -1 e I—— T LT il
& far] 1 [ = =1 IET3alnarml i FT X - 1
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OUR OPERATIONS AND LOCAL VALUE CHAIN

In our first double-materiality azzesament (DMA), Jalajilg
Group has mapped key pollution-ralated impacts across our wholesals
and retail operations, focusing on air pollution, water quality, and
microplastic release. This initial azsessment provides a foundational
understanding of our environmental impact, and we are committed to
deapeaning our knowledge and refining our strategies in future reports.

Air pollution is primarily linked to transportation activities,
including last-mile and Europeaan logistics. These operations confribute to
particulate matter emissions, posing potential risks if European air
quality targets ara not met. While we have limited direct control over
tranzsport-related emissions, wa are committed to evaluating and
improving our logistics practices through a step-by-ztep approach to
reduce our environmental footprint

Water pollution risks are also relevant in logistics, particularly
in coastal areas such as the Gulf of Finland and the Ballic Sea, whera
transportation and potential accidents could impact biodivarsity.
However, the Baltic region has strict erwironmental regulations in place,
helping to minimise these rizks.

Microplastics represent a significant challenge, especially in
synthetic products like apparal and footwear. Theze materials release
microplastics during washing and drying, contributing to marine and
atmospheric pollution. Additionally, microplastics from road and tire
weaar, particularty from winter tires used in colder climates, are a concarn.
Regulatory developments targeting microplastic pollution may increase
related costs, which we continue to monitor while assessing our impact.

Thizs praliminary mapping highlights areas requiring targated
initiatives and deeper insightz. In FY24/25, we aim to expand our
understanding of these polludion-related impacts and develop actionable
strategies, with a commitment to openly communicate our progress
in the FY25/26 report.
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GLOBAL VALUE CHAIN

In our firet double-materiality assessment (DMA), we assessed
pollution-related impacts within the global value chain of Nike products
we distribute, focusing on air, water, and soil pollution, as well as micro-
plastic releasea. This initial evaluation provides a foundational understanding
of potential environmental risks, and we are committed to deepening our
insights and mitigation stratagies in future assessments.

AIR POLLUTION

Air pollution is a significant concern, particulady in international
transportation and manufacturing processes. Whila these emizssions ara
beyond our direct control, they pose potential reputational risks if glabal
amizsions targets are unmet or if high-profile pollution incidents ocour
within the supply chain.

WATER CONSUMPTION & POLLUTION

Water pollution and consumption are critical areas of focus,
ag production processes often involve substantial water usage and
wastewater discharge. Nike has implemented programs to optimise
facility water uze, including efforts to reduce water used in dyeing and
finishing textiles, which constitute 18% of their overall freshwater footprint.
Cwer the past decade, these initiatives have led to a more than 50%
reduction in water usage across strategic material manufacturing suppliers,
represanting approximately 80% of materials pmducﬁun.“

28 htfpe:about nke, comVenAmpa cEinitvea/ our-sfonts- fo-consene-wialer (10, 10,2024

MICROPLASTICS

Microplastc release i a growing concem across the value chain,
generated during the production of synthetic materals and through tire
wiaar in road tranzport. Nike is addrezssing this issue by developing time-
bound actions and goals to reduce microplastic shadding from it products.
Thig includes discloging information about product testing for fibre
shedding and providing customer guidance on products with higher
shedding rates, though there iz still long way to gc:.“

. nike-raouCe-piasio-microfh
m&m mmmwgmmmmm er-shadding-plastic-

SOIL POLLUTION

Soil pollution from global production facilties and road transport
remains an area of potential impact. Mike's commitment 1o sustainakbility
includes efforts to eliminate hazardous chemicals from its supply chain,
theraby reducing soil contamination risks. The company has pledged to
aliminate the discharge of hazardous chemicals by 2020 and continuas
to work towards this gc:al.‘“:'

&0- hitps-ifen wikiD eche OrYWIRINIE S.2C_inc. (10,710, 2024)

Cur praliminary analysis highlights the potential indirect
reputational and financial impacts of pollution across the global valus
chain. While we trust that Mike is regponsibly managing these risks,
we aim to further develop this topic in our future reports as we gain
greater insights imto their ESG commitments and actions. We have set
targets for FY25/26 to enhance our understanding and reporting in these
areas, reinforcing our commitment 1o sustainable operations.



6.6. RISKS AND OPPORTUNITIES
RELATED TO PLANET
AND RESOURCES (E)

MAIN RISKS

Cur initial assessment highlights several environmental risks
associated with climate change and resource-related challanges. Extrame
weather events pose significant risks to European and last-mile rangportation,
potertially delaying product availability during critical sales periods such
as winter campaigns and holidays, which could impact sales volumas
and customer satisfaction. Temparature fluctuations and intense waather
may also affect shopping centre operations, creating less comfortable
environments that reduce foot traffic and sales during heatwaves or cold

spells.

Additionally, unpredictable weather can disrupt outdoor sports
evants, reducing public engagement in outdoor activities and potantially
affecting category sales. Long-term pressures to meet low-carbon
standards could lead to financial burdens and reputational risks if these
targets are not met, particularly among increasingly environmentally
conscious customers. While this initial mapping is a starting peint, a more
detailed assessmant is required to fully undarstand and addrass these
challanges.

Jalajalg Group Sustainability report 20232024 @

MAIN OPPORTUNITIES

At the same time, there are some opportunities to position
Jalajilg Group as a leader in environmental responsibility. Investments
in renewable energy and energy-efficient practices, such as solar power
adoption in retail spaces and improved anergy management in storas,
can lower operational costs and enhance environmental performance.
Collaborating on sustainable transportation options, such as electric and
renawable fuel vehicles, further aligns with consumer expeactations and
regulatory trends.

Engaging in circular economy initiatives, including recycling and
reusing packaging materials, can strengthen our reputation and attract
environmantally conscious customers. Additionally, promoting eco-friendly
product innovations, such as sustainable materials and lower-impact
packaging, addresses the evolving demands of next-generation customers
while fostering loyalty. By conducting deeper analyses, we can develop
concrate plans to capitalise on these opportunities and reinforce our
commitmeant to proactive, sustainable retail practices.
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7.1, ABOUT THIS REPORT

Thiz report is the second sustainability report of Jalajélg Group
for the year ending 20th of April 2024 (referred as FY23/24), following the
first edition published for FY20/21. The sustainability report has bean
preparad still mostly in accordance with GRI Standards: Pravious cora
option. For each reported standard, the GRI index refers to the year of
the version used. Topic-specific Disclosures are reported with respact to
the material topics for Jalajélg Group. A comparison of the contents of
the report and the GRI standards is given in the GRI index.

In our second sustainability report, we ara taking the first steps
toward aligning with the European Sustainability Reporting Standards [ESRS).
Thiz shift iz guided by our inaugural double-materality assassmeant ([DMA)
conducted during FY22/24, which significantly expanded the scope of
our reported topice. As this assesament served as an initial full mapping
of our antire value chain, we have opted for a phased approach to
implermanting ESRS.

Thizs stap-by-step transition allows us to delve desper into sach
topic and ensure a comprehensive understanding before fully integrating
them into our reporting framework. All sections where ESRS standards
are applied in the FY23/24 report are clearly marked and communicatad
in the report's Index for transparancy and ease of refaranca.

Jalajélg Group consolidated annual financial statements includse
Jalajilg AS (parent company) and its subsidiaries Viva Sport SIA and
Sporto Dvasia UAB. This sustainability report covers all these entities.

Mowving forward, wa plan to publish sustainability reports on an
annual basis. Our first fully auditable sustainability report, prepared in full
compliance with the European Sustainability Beporting Standards (ESRS),
iz scheduled for release no later than FY25/26, which concludes on
April 30, 2026.

Ifyou have questions about current sustainability report plaase
contact Rainer Tops, rainertopz@jalajalg.ee

ility report 202372024 Lf.:

7.2. IDENFITYING MATERIAL
TOPICS OF PRIORITY

To identify material topice aligned with the BEuropean Sustainability
Reporting Standards (ESR3) and to prepare for future reporting under
this framework, a full-scale double-materiality assessment (DMA) was
conductad during FY23/24. This process was led primarily by Jalajilg
Group's sustainability lead, who collaborated with key parsonnel across
the organisation and facilitated targeted internal workshops based on
the specific requirements of individual topice. Additionally, all pricrity
topics were discussed and confirmed with Group's ESG consulting
partnar KPMG.

The assessment involved a thorough mapping of all bugsiness
and samnvica line activiies within the group’s total valua chain, ancompassing
the full gpactrum of Environmental, Social, and Governancs (ESG) topics
outlined by the ESRS. Wherever possible, sustainability topics were
benchmarked against thoze of industry pears to ensure relevance and
better understanding. This comprehensive approach resulted in the
craation of an extensive list of new material topics, laying the foundation
for enhanced ESG reporting and strategic focus.

In accordance with the Eurcpean Sustainability Beporting
Standards (ESRS), the aspacts weare rankead in terms of thair impact scale
i1-5), scope (1-5), negative impact irremediability (1-5), potential impact
likelihood (1-5 on 100% scale). Financial riske and opportunities wera
additionally ranked according to their likelihood evaluated in tarms of
their magnitude (1-5). All topics were evaluated both within and outside
the organisation, i.e. by extending the analysis to the entire value chain
ifor clearness and batter understanding separating Jalajélg Group’s own
operations, local value chain and global value chain).
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Classification of : : i o Classification of Classification of magnitude of
i A Classification of impact scope Classification of impact irremediability likelihood e T
5 Very high 5 Global 5 Mon-remediable/ irreversible Very likely 90%: 5 Absolute
; 4 Very difficult to remediate or more ;
4 High 4 Europe than & years Likely 75% 4 High
3 Difficult to remediate or remediable
3 Medium 3 Region : : Rather likely 80% 3 Medium
in 1-5 years
? Low 2 City f Municipality 2 Remediable in less than a year Rather unlikely 40%% 2 Low
1 Minimal 10win [ partner company 1 Remediable immediately Unlikely 25% 1 Minimal

Table 16. Classifications used In double-matariality assessment [DMA) of Jalajélg Group.

!
{
L
T

Following a comprahensive ranking of all categories (including
negative actual impacts, negative potential impacts, positive actual impacts,
positive potential impacts, and financial risks and opportunities) a thorough
analyzis of the evaluations was conducted. Thrasholds for identifying
relevant topics ware establishad, ensuring alignmeant with confimmed critaria,
global insights, and industry benchmarks. This approach ensurad that all
significant impacts were capturad among the pricrity topics presentad in
the sustainability report.

i

Table 17. Priority topics of negative actual Impact of Jalajilg Group and Its value chaln Identified
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Tabile 18. Prority toplcs of positive actual Impact of Jalajilg Group and its value chaln identifled:
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E% Table 20. Priority toples of positive potential Impacts of Jalajdlg Group and its value chaln Idantifled:
]
" Sabravh-lops o
CL
- |
= Enangy consumptice within tha orgasizatica g
=] |Enargy consumpticn outside of the organization e |
ES |Clirmate-related traeaitianal dsks g
|5 |Hiata-ralatad nsks [£) Ghobial valus dhain |ESRS EY [ Oimats Changs | Ciesate changs adaptation |Clirnate-relatid traraizional risks 1
E jaz [Leading business culture [G) Our opsrations | ESRS Gil | Besirsss conduct | Corporata culiure - 263
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Table 22, Priority financlal opportunttes of Jalaj8lg Group and Its value chaln Identifled:

7.3. STAKEHOLDER
ENGAGEMENT

Jalajalg Group through its business activities intaract with
numarous stakeholders. These stakeholders, through their actions, can
directly or indirectly afect Jalajélg Group's ability to implament its strategies
and achieve its objectves, or are themselves affected by the Jalajdlg Group
through the companies” activities, products or services.

An important step in our process was tha remapping of stake-
holders across our entire value chain. This enabled us to identify key
stakeholders to engage with, ensuring a thorough understanding of their
reasonable expactations, interests, and the vital roles they play within our
operations or our value chain. We identified the following affected stake-
holdars relevant to various topics identified during the double-matariality
azsessment (DMA):

* Dwnears * Governmeantal institutions
* Employess ¢ Congtruction partners

* Customers ¢ Local community

* Shopping centres ¢ Brand (MNike)

* Sport organisations * Supply partnars

s Athletes/influencers ¢ Global society

# Mature anvironmant

Eyuni merem to products srd nprslose § nom-dleed mil ratiza

Raparsbie nurketirg practices
Arcegr i I erradon

Fpalik aral ey
ardd kil devslzcpmsai

EIFIFIFIAERAAAARRA AR

As the double-materiality assessmant (DMA) was conductad
for tha first tima during FY223/24, wa recognise that certain topics requira
desper analysis and refinement. To address this, a new round of stake-
holder engagement for evaluating priority topics is planned for FY24/25.
Thig initiative is alzo driven by the fact that reporting in ling with the
European Sustainability Reporting Standards (ESRS) is still in its early
etages, with limitad experience available in the markat.

Additionally, the general knowledge and awareness of ESG-
related topics in local markets remain relatively low. To engage stake-
holders effectively in this process, we recognize the need to provide
robust education and communication about the background and relevance
of ESG topics.

Despite thesa challenges, wea conducted a preliminary compa-
rison of the topice coverad in this sustainability report with thoza identifisd
during owur last stakeholder engagement in FY20/21. We can confirm that
the topics important to our stakeholders remain well-represented in this
yvaar's sustainability report.
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7.4. GRIINDEX

102-56 GRI CONTENT INDEX

| | Cormesponding ESRS datapoint
SR Standard GR1 Disclosure Mumbser | Locathon and Mobes mmission (based on [draft] GR=ESAS interoperobiliy
Indiex)
Mame of the aganimatian 1021 ALAELG AS
Actiwvdes, brands, prodwects, and serdoes 102 1. About the Company, starting on page 4
Locat on of headquarters 1m=3 1. About the Company, starting on page 4
Location of operatons -4 1. About the Company, starting on page £
Ownership and legal form =5 1. About the Company, starting on page 4
Markets served =6 1. About the Company, starting on page £
Scale of the crganizaton =7 1. About the Company, starting on page 4
nizadonal orofile ESRS X SBAS-1 §aD [a) iii; ESAS 51 516450
Orga P Infarmation on employess and otherworkers 18 3. People, staring on page 20 {a} to (b) and id} o [e), §51 o 852
1. About the Company, Value chain ESRS Z SBME1 G0 [a) | to (@) ii, (b)) to (¢}
Supplyciain W2 |description, staring on page 7 &2 [ch
Zignificant changes to the organdzadon and its — 1. About the Company, Shanges in the
su chain lreporting period, staring on page &
Precautionary Pinciple or approach 1m-11 The Precawt cnary Princ ple is not applied.
|EI'|:IITI-'I| inidarves 1012 1. About the Company, starting on page £
Membership of assodations is not
sembership of assodatons =13 bdudes.
Statement from senior dedd shon-mabker 102-14 ILtIttrfmrn the CEQ
Strate
o Eeyimpacts, risks, and apportunites =15 7-Our Approach, Kandliying ;T“r“l RS on woluntary basis.
on page
Ethi d inite wal rilrcd tandards, and of behaviar 10216 +- Skt CommpaRy: O/ dwiine
s and integrity ues, princ ples, s ards, and momns awviar rinciples, starting on page 4
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% Process and leadershd p, Govemanos

ESRS 2 GOWV-=1 §21, 72 [a), §23;

Gowermanoe stnsctune 102=15 ::Hllil.ll'l of tala@lg growp, starting on page ESRS G145 (&)
Sk o e !"b:':mw’ 'Ir::Il":""HF'E::Hm'"" |Partial coverage.  |ESRS 2 GO §22 §c) | GOw-2
slep¥ng suthorily ] ':3 PR OE SUEA N AR, S AT ) P On woluntargbasis. |§26 (a); ESRS 61 G1-3 418 |c
. | | ibdlit fo | 5 Process and leadership, Govemanos | F——
e e 102-20  |structure of lalaf@lg growp, starting on page : T
environmental, and sodal topics - On veluntary basis.
e Consulting stakeholders on economic, A3 7. Our Approach, Stakehol der engagement,
envmnmental, and soclal toplcs starting on page 21
|!i. Process and leadership, Govwemanos
Composithon ol the kighsst gemmance bodyand Iix 102-22 structure of lalajalg growp, starting on page  |On veluntanybasis.
commitiees o
5 Process and leadershd p, Govemance
Chairof the highest gowermance body 10223 structure of kala sl g growp, starting on page  |On woluntangbasis.
4=
bt of hi bodrl % Process and leadershd p, Govemanos ESRS 2 GOW-1 422 icl; BOw-2
Hﬂll b n?t“mmlm edyn sEtHNg PUIPOSE. |)0s oe structure of lalaj@lg growp, starting on page |On voluntargbasis. |§26 (a) o (b); SEM-2 545 {d);
walues, and strategy o ESRS G145 (a)
List of stakeholder groups 13=40 7- Our Appenach, Staksholder sngagemant,
starting on page 51
Illnnt-u-flhl employees are coverned by ESRS 51 51-8 60 (a) and 461 ESRS 2 @F-1
Colleciln bargnining 2presmunts -1 colllective Inr!aln.lwlmlnr §AR 1 {aj; 1RO-1 §53 [b) il o {b] v
7. Our Approach, Stakehol der engagement,
Identifying and selecting stakehodders 10242 S e L
ESRS 2 5MB=2 §45 (a] | to [a) Iv ESRS 51
Stakeholde i
LR 51-1 §20{b); 51-2 §25, 627 (e} and 25
7. Our Approach, Stakehol der engagement, ESRS 52 52-1 417 kg 52-2 &30 §22 (e} and
Approach i simkeholder angagemant MBS tarting on page 21 §23; ESRS 53 531 §16 (b): 53-2 419, 421 [d)
and §22; ESRS 54 54-1 §15 [b); 542 §18,
ﬁm:dtlnd El
Keytopics and concems mised 102-44 7 Our Appenach, Stakeholder engagement,

|starting on page S1
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Reporting prachce

Entities included inthe consolidated financial

7. Qur Approach, About this report, startng

i wras | page 77 ESRS 2 BP-145 (a) and {b}i
Defining report content and topdc Boundaries 102-45 7-Qur Appenach, Ahout this report, starting
Jon page 77
7. Qur Approach, Idenfitying materal topics
List of materal topics a7 | by, starting an page 77 ESRS 2 5EM-3 848 (a ] and {g)
Restatements of iInformatan 10245 Mo nestatemenks ESRS ¥ BP-2 §13, §14 [a) to [b)
7. Qur Approach, Idenfitying matenal topics
Changes in reporiing T of priosity, starting on page 77
T.0u about thi tart
Reporting periad 102-50 £ fppromch, Abgut Sl repart 3 o
on pags 37
Date of most recent report 10251 7-Our hppenach, Ahout thix eport, starting
Jon page 77
7. Qur Approach, About this report, startng
Reporting opde 102-53 an page 77
Contact point for quest ons regarding the repart 102-52  [Rainer Tops
Claims of reporting in accordance with the GRI ALl 7. Our Approach, About this repart, starting
|t mdards an Fri — -
GRI content index 10355 :'Imr Approach, GRI Indaw, starting on page
Extemal assuranoe 10256 qu-t assunzd
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PEOPLE AND COMMUNITY
‘ Corresponding ESRS datapoant
GRI Standard GRI Disclosure Mumber ||Location and Moios Omslssion {based on [draft] GRI-ESRS Interoperabiiity
index)

Material Aspects: O workforce - Equal Freatmerst and spporf st iss

7. Qur Approach, Idenfitying materal topics
of pricrity, starting on page 77

1 People, Management approach, starting

Explanaton of the material topic and its Boundary  |103-1 i 51511417, §20 fc); $12
GRI 103 3 People, Risks and cpporiunities related 5327 51-4 §38; §35; §&A 40 (a);
Management Approach {to our employees, starting on page 32 515 444, 8§47 (b) and (c;
. Z People, Management approach, staring
The managementapproach and its components 103-2 an page 21
3 Pe , M3 k th, st
Evaluation of the management approach 103-2 iy it e i e
on page 21
G s Percentage of employees receiving regular 3 2 People, Canser growth and dewslopment, ESRS 51 51-13 §83 {a) and 484
Tralndng and educaton 016 |||:|trf-urrrunnl and careerdevelopment rewews |starting on page 39
Material Aspects:Cum sorkforce - Working conditions
T. Our Approach, Idenfitying materal topics
of pricrity, starting an pags 77
Explanation of the material topic and its Boundary  [103-1 1Hﬂp.'1:lmnlpm.“. Bppranch, stting
GRI 103 :-“F:'::' Risks and cpporunities related RAREE 11 Sab; S0 ek 32 627 510
- ; 38 63 a0 [a); 51-5 §44; 847 {b) and
Management Approach {to cur employees starting on pags 33 $38; §3% $AR rl]l:ﬂ' $44; 447 o} am
The management approach and Its companents 103-2 3 Panple, Mana pement approsch, stuting
on pags 31
1 Pe , M k ch, stard
Evaluation of the management approach 103-3 sl Miasn g ment A pprsschy; stact ng
on pags 31
Oocupational health and safety management s ystem (4031 A Panple, Wellbalng and haslth of ESRS 51 51-1 473
lemployees, staring on page 26
Hazard identification, sk assessment, and inc dent 2 People, Wellbeing and health of
ImsesTgaitioin il employees, starfing on page 26 ESRE 51533 41 (b} and 832
T People, Wellbeing and health of
Oocupational health sendces 4013.3 SSE e i
GRI #03: Occupatonal Health |Worker part dpation, consultation, and PO 3 People, Wellbeing and health of
and Safety 2012 commundcation on occupat orial hezalth and sll'lE gmployees, starfing an page 16
3 People, Wellbeing and health of
Worker tmining on occupational health and safety  [203-5 employees, starting on page 26
brumotion of worker ham | e 2 People, Wellbeing and health of
Work-related il haalth &10 Z People, Wellbzing and health of ESRS 51 51-4, &3% (a); 51-14 588 [b) and

employees, starfing on page 26

[d}; §85; SR 82
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Hnl'ﬂ'll]'w::!

Workers in the patue chain - Working conditions, Equa] treatment and apportumities for all and Other mork-related rights

GRI 103:
Mamagement Approach

Explanaton of the materal topic and its Boundarny

103-1

7. Our Approach, Idenfitying material topics
of pricrity, starting on 7

Z People, Local suppliers’ emplopees and
Global suppliers” employess, starting on
|page 32 and 33

The managementapproach and its components

103-2

1 People, Local suppliens’ employees and
Global suppliers® employees, starting on

|page IFand I3

Evaluation of the management approach

103-3

2 People, Local suppliers’ employees and
Global suppliers” employees, starting on
|page 32 and 33

Material Aspects:

Affected commumities- Communifics” eczromie, sorial and ouitural rights
Corsumery ansd end-users - Ighmﬂhn-ﬂhrd mﬂ;lﬁ:rpﬂw ot eod sy ard anl.nl]'n_fﬂy njwm armdior erad-mers

GRI 103z
Mamagement Approach

Explanaton of the materal topic and its Boundary

103-1

7. Our Approach, Idenfitying material topics
af pricrity, starting on page 77

4 Commaunity, Management approach,
Commaunityand indivwduals' engagement,
Commaunityand indivduals' security,
Besponsible markedng, Transparent
treatment of consumers, starfing on page
5 36 40 and 41

The managementapproach and its components

103-2

4 Commaunity, Management approach,
Commanity and indivduals' engagement,
Commanity and individuals' security,
Besponsible marketing, Transparent
treatmant of consumers, starting on page
35, 35, 40 and 41

Ewaluation of the management approach

103-3

4. Commaunity, Management approach,
Commanity and individuals' engagement,
Commanity and individuals’ security,
Responsible marketng, Transparent
treatment of consumers, staring on page
3% 35 40 and 41

ESRS 53 §9 |b): 53-1 §12. and §16 (c) 53-2
§21; 534 §32 {a) 1o d), 5§33 fa} and (b,
§35, 36; S48 31, AR 34 [a); 53-5 435, §43
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PROCESS AND LEADERSHIP
Cormesponding ESRS datapoint

GRI Standard GRI Disclosane Mumber |Location and Motes Omilsshan {based on [draft] GAKESAS inferoperbility
ingiew)

Materizl Aspects:

Buginess comdurt - Conporate cullure, Corrapfion and brivery and Mamagement of supplier rela tionships

Explanation of the matenal topic and its Boundary

103-1

7. Our &pproach, Idenfitdng materal topic
of priorty, starting on page 77

5. Process and leadership, Management
approach; Ethical business pracices; Cyber
secunty, data privacyand protecton;
Leading business oulture, startfing on page
45, 46, 49 and 50

GRI 103:

Management Approach
o bt The management approach and it components

103-3

5. Process and leadership, Management
approach; Ethical business padioes; Djber
securty, data privacy and protection;
Leading business oulture, starting on page
45, 46, 49 and 50

Evaluat on of the management approach

5. Process and leadership, Management
approach; Ethical business padioes; Djber
secunty, data privacyand protection;
Leading business oulture, starting on page
45, 46, 49 and 50

ESRS 61 G1-1 §7: G1-3 §16 and $18 [a)
and §24 {b)
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RESOURCES AND ENVIRONMENT

GRI 103:
Management approach

|approach and Greenhowvse gas (GHG)
emissions, starting on page 55 and 56
eManstand resources, Risk and
apportunities related to planet and
|resources, starting on page 75

Cormesponding ESRS datapoint
ERI Standard GRI Disclosure Mumber |Location and Notes Dimilssion {hased on [draft] GRIESAS Intoroperabiiity
dnclec}
Material Aspects: Climete change - Climate change mitigation- GHG Emizsions
7. Our Approach, Idenfitying material topics
of pricrity, starting on page 77
Explanaton of the materal topic and its Boundary  |103-1 EHanatand resources, e prment

ESRS E1El-2 §22-EL-3 §2% El- 4§33 aind

&3¢ [b): EX=7 456 (b) and 51 |c]: ESRS E2

EAR S 1b|‘.‘ E2-1 §12: E2-2 16 and §1% EX-3
&30

EFanetand rescurces, Management
approach and Greenhowse gas (GHG)
emilssions, starbng on page 55 and 56

GPlanetand resources, Management
approach and Greenhovse gas (GHG)
emissions, stariing on page 55 and 56

GRI 305 Emisslons 2016

sFanstand rescurces, Greenhouse gas
|GHG) amissions, staring on page 55

ESRS EL E1-# §34 (c]; E1-6 §24 {a); §45;
§50; &R 25 (b} and [c); $8R 33 {a} to {d);

AR 40; &R 543 (] to (d]

GAanetand resources, Greenhouse gas
|GHG) emissions, staring on page 55

ESRS E1 E1-8 §32 |c); E1-6 §24 (b 445,
§a5; §50; a8 25 (b} and {c); §AR 29 (a] to
[d}; GAR 20; S48 45 [a), [c], (d) and ()

GFanstand rescurces, Greenhouse gas
|GHG) emissions, starting on page 55

ESRS E1 E1-# £34 |c); E1-& Gad Etk.-!ﬁl..ﬂlt
25 [b) amdl [ch; S4R 39 {a) to [d): AR 46
|.'|! i} b (k]

The managementapproach and its components 103-2
Evaluation of the management approach 103=3
Direct {Scope 1) GHG emissicns 205-1
Energy indirect {Scope 2] GHG emisslans 3053
Other Indirect [Scope 3) GHG emissions e L
GHG emisslons inkensity 054

GAanetand resources, Greenhouse gas
{GHG) emissions, starting on page 55

ESRS EL E1-6 §53; §54; SR 39 |c); 44R 53
{al
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terial Aspects: Climete d-lr‘r-r - ﬂhdr&lnll m!i!ntim- E'“E

GRI 103:
Management approach

Explanation of the materal topic and its Boundary

103-1

7. Our Approach, Idenfitying material topics
of priosi Fr

EFanet and resources, M nagement
approach and Energy effidency, starting on
page 55and 63

&Manet and resources, Risk and
apportunities related to planet and
MESOUMEs, SErHng on page 75

The management approach and Its companents

103-2

GAanet and resources, b nagement
approach and Energy effdency, starting on
page 55and 63

Evaluation of the management approach

103-3

GFanet and rescurces, Manage maent
approach and Energy effdency, starting on
55 and 63

[ESRS E1 E1-X §25 [c) to {d); E1-3 §26: E1-3
533

GRI 302 Energy 2006

Energy consumpton within the crganization

302-1

EManet and rescurces, Enengy ¢fficency,
starting on page 63

ESRS E1 E1-5 §37; §35; SR 32 (al, (<), ()
and (f)

Enargy intensity

302-3

& Fanet and rescurces, Energy efficency,

ESRS EY E1-5 480 to 442

Aeduction of enengy consumptaon

3074

GEFanet and resources, Bnengy efficenoy,
starting on page &3

Reductions in energy reguirements of produects and
sendoes

I0R-5

s Fanet and rescurces, Enengy efficency,
starting on page &3
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Material Azpeats: Resowed i & Cireuder Evononsy = Wasle

7. Ousr Appioack, MenSying matedal wples of pricdsy slamng
oh pages 77

EPlanat and msouses, Management apgrosch and Oecular

Wle MmaRkgEment, stardng on page 56

Explanatiom of i maberial wepic and it Baondary 1081 ELOnaiTY - Mkl euncis and
WS MARspEenL, SErlng oh pape 55 and 65
EManat and msourmes, Rlsk and cpporiuniiles relaiad b= planet
aind M cwies, SEming on page 75
GRi 108: ESiS ES RAR T (a); E5-4 §12; €S- 51T E5-3
Managandnt Approach 21
EManat and redouses, Management apgrosch and Oeular
The managemant approach and ils compone st i3-¥ SLONOMY = Frs Sunces and
WS MARspETenL, SErlng oh pape 55 and 65
EManat and msoumes, Management apgrosch and Oeeular
Evaluatiom of the managems st &ppeoach 103-5 LONOY = P Suneds and
WSl MaRspETEnL, SErlng oh page 55 and 65
Waite generafon and sipnifcant wickte-alated 3061 EManat and fmsoumis, Teul ar aoossmy = fisouies and ESRE 2 SEM-3 §4E (a), [c) 11 and |v ESRE ES
mipacs WS MARGpETEnL SEring oh page 56 ES-4 5§30
GRI 306 Waste D30
Managemant of significast waste-rksbid npacts 3063 EuMlanat afd i so Ui, DUl ar aoossimy = fifouies and ESRS ES ES-2 §17 and §20 je) ard (); E55

§40 amd BAR 33 [c)
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Material Aspects: Pollution - Pollution of air, Micrapiastics

GRI 103:
Mamagement Approach

Explanaton of the materal taplc and its Boundary

T. Our Approach, Idenfitying material topics
of pricr 7

GFanet and rescurces, Manage mae nt
approach and &ir, water and soil, starting
an page 55and 73

eManet and resources, Risk and
opportunities related to planet and

The management approach and Its componenis

TesouUmnes, sarbing on page 75
|E.Hl nek and resources, Mana gement
approach and Alr, water and soll, starting

on pags 55and 13

Evaluation of the management approach

103-3

GAanet and resources, banagement
approach and Alr, water and soil, starting
Inn pags 55and 73

ESRS E2 848 5 (b); E2-1 412,
E2-2 416 and §19; E3 §30;

Material Aspects:

Water amd marine esoures = Waler amd Marine Kesources,

Podlutiom - Pollut fow off air, Pollut iow of water, Polstion of sof, Micreplestics and Substances of conoem

Bisdmersity & Ecosystems - Direpd impact drivers of biodiversity logs - Pellution.

GRI 103:
Mamagement Approach

Explanaton of the materal taplc and its Boundary

103-1

7. Our Approach, Idenfitying materal topics
of pricrty, staring on page 77

EPanet and resources, M nagement
|approach and Global Value chain, starking
on page 55 and 74

ePanek and rescurces, Risk and
apportunities related to planet and
|resources, starting on page 75

The management approach and Its companents

103-2

GAanet and resources, banagement
approach and Global value chain, staring
on page 55 and 74

Evaluation of the management approach

103-3

GPlanet and resocurces, Management
approach and Global value chain, staring
on pags 55and 74

ESRS EZ §4R 9 [h); E2-1 §12;
E2:2 §16 and §19; E2-3 07
ESRS E3 E3-1 §9; E3-2 §15, §17
to G118 E3-3 §20

E5SRS E4 E4-1 §AR 1 [b) and (d);

E4-2 §20 and §22; E4-3 4§25 and
§2Z a): Ea-4 429
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Appendix. Emission factor database

Fusltype Ermbmion fackoe Ermnimion factor dstabaas
- Gaasling car by 00T skl 13588 | Eebonian GHO calosliion foo| 2034, thest HE-S8dukikstued (M3}
5 Dimasal v bog 12 b LENLE | Ertonan 16 calsalaves too 2004, shast WT-SSdubiestuned (M1}

Dianal car by 002 ol 28801 | Esbonien GHG caloalation sonl 2004, thast HE-SSduldibatused (pa1)

Theciricty rakdusl mis (rarket Based)

nauRcE I [ Emimsion fachar debsbaaw

Ebonin 3333 reidus] min g003e kwh T10.86 | Elaring ravidunl b

Lataln 2000 residusl mibx gl02aEWh 53847 | AST reibdual mix bt e et befenfcoritantpusca i ee-origin

Lrhanis 333 gt02a/kwe sa1.18 | 4 (esccivtion of mwsing bedi] bt o -nint g Siects dearooman -red el b 0G0

Elactriciy locwiion | d| [ fackor | Eminslon fachar daksbaaw Wiwh-add reas

Exkonin 3037 locatlon basad

peEwh 00

Ratwln 2000 location baied OO EWE 0

LUtheania 2033 locslion based

[leard 130 | EEA [Ewrozean Erdrearmant Agascy] ritp e, e murops sl famahnhyindica loy g reashosss - pua-a r byion it em Ep-of- L Tecthacr ond lere 30 Betad3-del i 4755 bol2 - D21 TS M58
o~

Cosling arangy by slactricy Embsorisszr Crmaenion fachar Sakssaan ‘Weh-addrean

Eebonin 2007 pLO%eEWE 14133 [tz eiEring e siles s bl 200 - De S sl 20002 52 Daan il 20 e a3 T2 0 AT C 3 3 A 3 T e 20mes i i, o

Elaciricty nmideal min divided by 3
Lafln 2000 g0 kWh 0THT | whichin thaefichncy fecbor of baat- | pHos Ve ast Feen'coniznlipuaranis= ool
PaTRL

Unhmanis 201 gC020/ N ligsa hrttp: Fmreeat E-nat ooty fnsrcman-rmidsa b2 060

Local hawting rafursl gus ky ©02

alogfianih [ jon factor debsbaan Wwh-add rean

Esteninn GHG calculasion fool 3034,
Esbanin, Litels ard LERus=la 0300 | aht W TEraghe [WIL M2 3] g N ramir ji fere b= roba Hioe = o gs s izon e b lsn gl
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| District hanting natursl gan by CO2
whow i Erzimian facicr | Emhulon iscior detshasa ‘Wat-pdcrann
Exio=ken GHE cakushon tosl 3024
Extoris, Labvin s== Uthzenis 02480 | sheet MT-Enangis (MI,%2, 0] btk iy m rfzerm-e rra © tinkhy- sl p 1]
Erzimian facicr | Emhulon iscior detshasa ‘Wat-pdcrann
Exiozien G0 calultion toel 3024,
f—— 0,00009 | sheet WT-Enargis (M1A2, 0] bt m rform-ciimayfi T iy jaduja'p 3
Exiozisn GG calculntion ozl 3024,
Ltwi QUITE | shest MT-Enargls (I 83 0] ity eNimasyin bdeeriumsssrebesrform-dima ¥ bzekhy-Jalu]s pl-ode
LEhusnis UETA | shes? WT-Enangia (M1, 803, 01) btz i mssrebasrdorm-dima freherafcrmong iy lala)s pi—ode
District hanting cousiry's wesraga, kg
CO2 akoyflanh
Lxiosken G calcuistion ool 3024
Eriznls CEST0 | okt WT-Enangls (M1,83.041] hittgici iy sy rebaseforme-timafroharsfermfong dindhyg-ldu]s pade
Proportions of Lifwan diksic hasling
sourcan {from Latviss 58S izvenborg
sra s plie with respecisn Evlosles
amiyvion factors Lhc-is- GHE
aaloultion baod 3034 | shest WT-Enangls
Litwls 007 | fpan e b bt furrboce. ot e et ores - e - parsen/2050 fnartionsl GG inssntoriss)
Proporiionu of LHhoanian dicke i
hasting ioerces (frem Lhuanian GHS
Irvmrdory) are muftizlied with
raypacsve Extonien emiuaken dedon
Exiozien GG cakulstion toel 3024
LEhusnis Oy | | hart HT-Esargie {0, B2, 00 bt urriees ) ik phg- D reven® oeves - e - et 720071 fartioral 63 insantariae)
DT Fuctar
Vahich Type (kg wnit) Unita Ernimicerfuctor duda b
Car pairel 0153 | kg ooz akwkm Errlakenfucton sre from Bdbonisn KNG cebou WSion ool 3024, shest HT-T8Srabid (M3
i Car Frpbrid guecline 0128 | kplo akwkm Erelmicnfictomn sre from Elboninn KNG caboy Sion ool 3024, o bt WT-ToSmuiid (1}
Elaciric car 0142 | kpCoz akwkm Erelaknficton sre from Elboninn KNG caboy Sion ool 3024, o b WT-ToSnuid (11}
Lo TN 0000 | kplO akwkm Ervimkenficton sre from Edonien KNG caboy Sion $ocl 3024, o bt HT-ToSmiid (M1}
Car brptrid diesal 0188 | kg D2 akyfkm Erlmlerfictorn srs from Ebonion K8 caloslishon s ol 3004, sheet ST-Thraietd (W1}
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kg 02 sk e
EE Diseal buy OLOBE | paasargar k= Emimiznfucton srs from Exonies KNG calculation tool 1034, shast HT-Tatieatiks {813
'—
- kg 02 v
§E Eleciriz train OLOGD | peasargar k= Emimicnfector sre from Exonies KNG calculation tool 3034, shest HT-Taérehi {813)
]
<L
Py —
E?_- Gaa b (gremn| OLOGD | peassrgar k= - i N
o B
ﬁg kg 02 sk o
bl Public tranipard_ Mok definad [denot knows) OLISE | paasargar k= Emimbznfwcton are from Esonies KNS calculation tool 3034, shest HT-Térehid |3, Bus flznslin], Estl
Ea Ciuenl truin 002 | paassrgar k= Emiwicnfecton sre from Estonies KNG cslculation tool 3034, shast HT-Taérehid {813)
Seocterbicycie_Humasposssr OO0 | by 00T sowfkm Emimienfecton sre from Exfoniss KHG aslculetion ool 3034, thest HT-Tdsehid (00
L
H On Frct o | kg 00T shwfem Erniienfuctor are from Exonies KNG cxiculation bosl 304, thast 10T Téraid 43
[« 8
Py pr—
Farry OLOLE | paassrgar k= 5 i 4
kg 02 sk o
Fana rakde suscpa f=p fo 5100 km) 0154 | paasargar = Emimicnfeckon ara from Extonbes KNG crlculwtion ool 3334, shast 1T-Toéieniid {0
E Truck wisa urkncsn, diael 0527 | kgoOd kv per km Emimicnfscton ara from Extonies KNG calculwtion tool 33334, HE-Tearagort (WD)
Cafach
smhelara
fuctan far
oL riafonsny
i ssmauntion
o co2s givu
EH fumd =n & nt
Eg Irad rwct amimion of fuals from wedl b tank calorific vailua| | Fet calorific b h dnkak
Erimien facior gar WU - COPMISSION DELEGATED REGULATION (EU] 20330108
mm Chaual ILE | 12 Het calertfc wilve - Eronian KNG celculston ool 2024
-
%E Ervhaicn facior par b - COMMIESION DELEGETED REGULATION [B] 2023011858
D-E Fatsol 1RF | 1150 et calorifc wive - Extonan KNG calculaticn lool 3034
Embakzn factor
iof tha grid
compang. by
Ird i f d alactricky CO2s ik
CorrasHznil angl shn mmctrichy [LOEE i wrwra. mlaris -ala
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