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LUXASIA

Message from our Chairman

"Making A Difference" has always been close to my heart. It was so
integral to what we did that we wove it into our former Mission statement

T "Making a difference in every woman's life." In the early 2010s, LUXASIA
was a regional company, smaller in scal@nd reach, and far less complex
than today. That statement may now feel narrow in scope, but at the time

it gave us both focus and a clear sense of purpose.

The LUXASIA Foundation followed soon after, established in 2011 as a
dedicated platform to give back to the people and communities who have
shaped our journey. In keeping with our Mission then, our early focus was
on empowering and uplifting women in need.Our efforts spanned

_ ; makeup skills certification and employment for women at risk,
scholarships, and financial support for womenrelated causes, alongside contributions to other meaningful
causes such as Action for AIDS and the Singapore AdNiarcotics Association. This was the founding
cornerstone of our Sustainability efforts.

The world has evolved significantly since. In 2026, as we mark our 40th anniversary, we are launching our
inaugural Sustainability Report to share what we have been doing, how we have been doing it, and what more

we can do. This report, together with the @ompanying message from our CEO, Satyaki, sets out LUXASIA's
approach as a privately held company.

For LUXASIA, Sustainability has never been about optics. We created this report to be accountable, to
document, and to celebrate our efforts. Our People and our Communities remain closest to our hearts
and that will never change, because they are integtdéo the DNA of LUXASIA. We began this work well before

Sustainability became a corporate priority, and we will continue it because it is good, because it is right, and
because it makes a difference.

Thank you

PATRICK CHONG

CHAIRMAN
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LUXASIA

Message from our CEO

As our Chairman has shared, companies today must do more than§i

Corporate Social Responsibility and giving back; they need to be goo h
stewards across the many domains of Sustainabilityy from the by
environment to ethical business practices to the responsible
management of the widervalue chain. This report, as the cover states
unequivocally, is about establishing an honest baseline and reference
point to look at ourselves in the mirror and measure progress.

Our approach is evolving alongside a rapidly changing and increasingl
complex world. Although LUXASIA is not publicly listed, it is only right tha
we evolve as better stewards of the world around us, and for our
stakeholders. At the same time, being privately held gives us the
discretion to decide where, how, and how much to invest acrosthe different domains of Sustainability.

In this inaugural report, beyond our governance, strategic framework, and ethe-ground efforts, you will see
that both our philosophy and our execution strike a careful balancey meaningful and impactful, yet
practical. As an omnichannel distribution plaform spanning 15 markets, LUXASIA navigates a layer of
complexity unique to our position in the industry value chain. Most companies manage a Triple Bottom Line
of People, Planet, and Profits. LUXASIA carries an additional duty of care towards our "4thdrlt. Partners.
This Quadruple Bottom Line adds further nuance to every Sustainability decision we take.

Our Corporate Purposey to "Drive Brands, Develop Talents, and Delight Consumerg" was woven into our
Vision in 2021 and stands to this day. We are fully convinced that growing a profitable business should never
come at the expense of developing our talets, uplifting our communities, and protecting our planet.

It is in this spirit that we launch this report to share our work to date, the fruits we have seen, and the path
forward. Despite the unique challenges of our position, we choose positivity and take them in our strige

making our Sustainability journey moe colourful, more thoughtful, and altogether more beautiful.

Thank you.

SATYAKI BANERJEE

CHIEF EXECUTIVE OFFICER
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LUXASIA

2025 Sustainabllity Highlights

Moments of pride along our Journey

There is something fitting about
LUXASIA  publishing its  first
Sustainability Report in the year we
mark our 40th anniversary. The
milestone offers both a moment of
reflection and a point of inflection
y a chance to look back with clarity
on who we are, andahead with
conviction on where we are going.

FAST MOVER We do not arrive here from a standing start: in May 2025, we improved
ecovadis our EcoVadis sustainability rating by nine points and were awarded the
g L EcoVadis Fast Mover Badgey an early external acknowledgement that
—mlz-of— this work has been quietly underway for some tim e.

As a leading omnichannel distribution
platform for more than 120 luxury beauty Deloitte.
] : e Private
and lifestyle brands across Asia Pacific
(APAC), we view Sustainability through the

distinctive lens of our role in the industry

LUXASIA

LU

and the value chain, and in this inaugural AT B

report we have chosen to be discerning,

2021 - 2025

measured, and mindful in what we share.

We are proud to share that wehave won
2PD0YRaqaqUkt W 7101 qW ~¢
(Singapore) Award for 5 years runnindit the

same time, we recognisethat there is more that we can do on the front of Sustainability. As such, this voluntary
Sustainability ReporfA lUs 6 RHG WHY 2 1J1 + W6 JWIUqRI 1JW] | ¥ a @Gmdildtion Gfldur ¢ q R
efforts to date, that serves as a baseline to keep ourselves in check.
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LUXASIA SUSTAINABILITY REPORT 2025

What follows is a snapshot of where we are. It is an honest exposition of the eatlyapters of our Sustainability
story.

Our People

‘\;{‘E ) - 2 LUXASIA grew in 2025. Our
N R o~ . permanent workforce expanded
from 1,872 colleagues in 2024 to
2,170 in 2025y a net growth of
almost three hundred talents
joining the family, across 10 ful
fledged offices serving 15 markets.
When parttime and agency
colleagues are included, our
extended One Team numbers
more than 3,200talents (more than
4,200 talents if we include our

various Joint Venture$. Diversity in
a company built like ours is not a construct but an inevitability: we employ people from more than 20
nationalities, speaking more than 25 languages and dialectg the everyday fluency our markets require.

Women continue to lead in numbers and at the top: 71.0% of our permanent workforce, 66.0% of our leaders

at Grade 9 and above, and 50% of our Senior Leadership. Our unadjusted gender pay gap moved meaningfully

y from 11.9% in 2023, to 10.8% in 2024, to 6BBLUIRUW=M=P AlWs Ui G Ws Ragé6 RUWY 2| WRUGga
improvement reflects deliberate structural work; some reflects the way we have growsome of our newer
business in an intentional genderequal manner.

We are also a relatively youngprganisation y
average age 35.8, more than 80% millennials or
youngery which means many of our colleagues
are pregnant, parenting infants, or in the | E
demanding years of early family life at any given :
time. We support them through statutory
maternity benefits, flexible working policies, and
a culture that cares.On the other side of the life
stage spectrum, we reemploy colleagues past
statutory retirement age: today, 60 of our talents

are above 60 years old, permanent and patime
qYNUaqé 1l AWRUWH:ztt RO+ It Ws 6101 WWq6 13! WHEYYH DWe OWIHYUY
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LUXASIA
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In 2025, 100% of eligible talents continued to have access to statutory benefits beyond annual leaye
including a day of Mental Health leave, which we were among the first movers in Asia to introduce, back in
2022. 30.0% of our workforce accessed childcar-related support in 2025; and among our eligible office
based colleagues, workfrom-home arrangements are now universally available.

Last but not least, we are also an LGBTQIA+ friendly organisatipnsupport and efforts are in actions more
than words, which include employing transgender talents, goes back more than two decades. At LUXASIA, it
is always/bA 13 Y G i 1Jdhid 1581 O 1IN, [dridl preudly so.

Our Safety

: ﬁi‘ As the business grew, hours worked rose by about 2096 from 3.66

i L

million in 2024 to 4.39 million in 2025y and our injury rates fell.
Our Lost Time Injury Frequency Rate moved from 0.55 to 0,4&
decline by 16.4% our Lost Time Injury Severity Rate moved from
0.82 to 0.68 a drop of 17.1% There were two workplace accidents
in 2025, the same as the year before, resulting in three lost days.
Our target is zero; we strive to get there.
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LUXASIA

Our Planet

x O Ef &t WAzt ROUHY AW YUW Rat W Y j R2130!
consumption business. We do not manufacture any product, and we i
do not own or operate fleets of vehicles across APA¢ save for a
single diesel truck in Thailand. As such, it is no surprise that ototal
EAYGUWNWE Ul W=W] ¢c] WEGRY + RYUt We a
most pertinent environmental story we have to share is a simple

number: 10,205 GJ. That is the amourtdf energy that we had offset y :
through the purchase ofRenewable Energy CertificategRECS)in A1 i in b _;,_
2025y up from 9,389 GJ in 2024, and from zero just two years before. It represents around 93.8% of our total
energy consumption.

We take 2023y with no mitigationsinplacey ¢ + WYea | WAc¢t DG ROWW! K¢l WnY!l WEHYGULU
Our 2030 target is a 50% reduction, and on a markétased reporting view we are already tracking ahead of

that ambition. We aim to continue doing so through further RECs procurement, gradual replacement of
assets such as lights and fixtures with energgaving equivalents, and the shaping of everyday behaviour
across our workforce. We have also brought down emissions intensityneaningfully: 12.1% lower per
employee and 7.8% lower per revenue dollar than the year befoye proof that we are growing the business

in a more sustainable shape.

Our Scope 3 emissions are not yet measured, and we say so
plainly. Building a credible Scope 3 inventory is the next muiti
year programme, and much of our attention will sit there through
2027 and 2028.

On waste, 2025 was our second year of structured
measurement. Non-hazardous waste fell from 426 tonnes to 388
tonnes; the volume recovered through recycling and reuse held

at 190 tonnes, lifting our recovery rate from about 45% to about 49%; hazardous waste, tightly managed
within regulated streams, fell to zero from 0.088 tonnes. These are early data points, and they are a floor, not
a ceilingy but the direction is the right one.

Our Ethics

Across 2025, three of the four categories in our internal reporting channels carry a clean sheet: zero human
rights cases, zero ethics violations (down from one), and zero corruption cases (down from two). Two cases
were recorded under discrimination, harasment, and whistleblowing, up from oney small in absolute
terms, but a number we treat with the seriousness it deserves. Our aspiration in every category is zero. What
these figures tell us is that our channels are open, our colleagues are using them, and we areitekwhat
comes through them seriously.

08



LUXASIA

Our Partners

The 4" P is what makes LUXASIA's position distinctive, and i$ also the domain with most room for
development. We sit in the middle of the value chain: more than 120 brand partners on one side, consumers
across 15 markets on the other, and between them a network of manufacturers, logistics providers,
packaging suppliers, technology vendors, and agenciesvho we work with closely Our Supplier Code of
Conduct sets out the minimum we expect of themy ethical conduct, anti-bribery and anticorruption, fair
labour practices and human rights, health and safety, environmental responsibility, information security, and
the respectful treatment of people.

The custody we hold oveeach item we distribute iswhere this duty of care shows up daily. We move more
than 30,000 SKUs across 15 marketwithin a complex andfragmented regulatory landscapey the ASEAN
Cosmetic Directive, Singapore's HSA, India's BIS and Drugs & Cosmetics rules, Indonesia's BPOM, the
Philippines’ FDAetc. and the local rules of every other jurisdiction we servelhroughclose collaboration with

our brand partners,we have not had to make a single product recall in these past three years

That said, Sustainable Procurement is the domain where we have the least to report this year. We have a
Code and we have long relationships; we do not yet have a structured ESG assessment of our supplier base,
or a way of measuring how far our expectations travel @ the chain. We intend to progressively develop
these capabilities as we mature along our Sustainability journey

Our Communities

Back in 2024, we organized2 community giveback activities across APAC, coming in above our target of 10
In 2025,due to a considerably more hectic yeaof leadership transition and strategic developments for our
Group, we drove nine such activities. Where we could not meet quantity, we worked to lift the quality and
meaning of each initiative.Our giving in 2025 clustered around two enduring themes, building on the original
spirit of the LUXASIA Foundation established in 2011

Care for Women in-need & at-risk Other Communities in -need

Including our support for the breast cancer
recovery in Thailand (with Sabina for the Sewing
Cup, Sewing Heart Campaign)transitional care
for young women at Gladiolus Place in Singapore
(in conjunction with our Joint Venture Partner,
Puig), and support for young women who were
victims of abuse through the Jeremiah
Foundation in the Philippines.

Including support for blind and visually impaired
beneficiaries in Thailand, food distribution for
elderly residents in Hong Kong, our long
standing partnership with Action for AIDS
Singapore, and support for children with special
needs through Little Angés School in India.
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LUXASIA SUSTAINABILITY REPORT 2025

It also bears mentioning that LUXASIA collaborates with its brand partners on relevant and meaningful
environment-related initiatives, such as providing clean water to people imeed. We also respond to crisis
on a discretionary basis. Our contribution to flood relief in Thailand in 2025 was one such moment fast,
focused, and channelled through a trusted local partner. Different in shape, but all rooted in the same heart.

An appreciation of how LUXASIA operates

We have included a simplified view of our operations as an omudiistribution platform in luxury beauty &
lifestyle to enhance the appreciation of what we do, especially for noindustry players. We hope that this
further enhances the understanding of how we definavhat are in-scope & outof-scope, particularly with
respect to Scope 1 and Scope 2 GHG emissions based on operational control.

CRITERIA DEFINITION

Operational Under the operational control approach, a company accounts for 100% of the
control GHGemissions overwhich it has operational control, i.e. authorityto influence
or implement operating policies. It does not account for GHGemissions from
operations in which it owns an interest but does not haveperational control.
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LUXASIA SUSTAINABILITY REPORT 2025

Mapping of LUXASI A6s operational
Emissions  (simplified)

Manufacturing Logistics & Distribution Sales & Marketing End user

WAREHOUSES
1 PHYSICAL RETAIL (8096)

@ LUXASIAmanaged =y 4

Retail

Partner i
warehouse — !
(own) brand i
boutiques?® i
1) 3PL-managed warehouse i
i[s! = Pop-upsin =, Countersin ! D
— _ = malls = dept stores —
=l JV warehouse !
Brands A i Consumer
: ) Y Ecommerce (20%) 4
JV businesses'
Retail & Channel Partners’ m LUXASIA's offices =4
warehouses (e.g. Sephora)
W / partnership / distributor relationship
Potential Scope 1 and 2 emission sources within LUXASIA’s control
—— Physical movement of goods @ Operations outside LUXASIA's control EP  Transport vehicles used to move goods

Electricity consumption (e.g., lighting, conveyor 1 = . : = Fugitive emissions from refrigerant
l“ Forklifts, pallet trucks and other machinery _

belts, data servers) consumptionz2

Other Notes about this Report

Figures cover the calendar year 2025 unless stated otherwise (also aligned with our Financial Yeacyross

all operating entities in all markets, to the best of information availabilitylndicators with notable or material
exclusions have been flaggea@s transparently as possible. The most material exclusion worth stating upfront

is that we are uable to obtain Scope 2 data for our offices in Australia and India as they are not provided by
the Landlord, where a flat service fee paid as part of office rentaMWhere systematic measurement has not
yet been establishedy most notably for Scope 3 emissions and waste indicators in prior years we have
said so plainly rather than estimate.LUXASIA Group has reported the information cited in this GRI content
index for the period 1 January 2025 to 31 December 2025 with reference to the GRI Standaidss report
also referencesthe United Nations Sustainable Development Goals.
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LUXASIA

Materiality Assessment

Listening before we report

Before deciding what to write about, we asked a simpler question: what matters most to the people who
work with us, to the partners who trust us, to the consumers we serve, and to the communities and the planet
we share? We consider the impact that thes¢opics have on LUXASIA, our team, the community around us,
our consumers, and our environment. Furthermore, we consider how these topics could affect our lortgrm
ability to serve the people and partners who depend on us.

In practice, the exercise drew on several inputs. We looked at how our peers and brand partners talk about
these issues. We considered the disclosure frameworks now being adopted across our markegsincluding
the GRI Standardsand the SASB topics most relevant to our business. Most of all, we listened: through
structured discussions with members of our Executive Leadership Team, Leadership Team, Group
Sustainability Committee, our working teams, and other stakeholders.

Finally, it is endorsed by our Board. Eight topics rose consistently to the top, and they are addressed in the
chapters that follow:

01  How we look after & develop our peoplg 02 How we keep our colleagues safg across
fair employment, inclusion, training, and both retail and warehouse environments
wellbeing

03 How we are reducing our climate footprinty 04  How we are handling packaging and wastg
through measurement, renewable energy, and moving towards circularity

partnership

05 How we conduct ourselves in businessy 06 How we manage cyber & information related
with honesty, fair dealing, and zero tolerance risksy holistic cybersecurity, and the data our
for corruption consumers entrust us

07  How we work with our suppliers and brand 08 How we give back to the communitiey across

our operating markets in APAC that have made
our journey possible

partnersy our 4th P
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LUXASIA SUSTAINABILITY REPORT 2025

For an outsidein perspective, we alsoreferred to the

7 r
United Nations Sustainable DevelopmentGoals and k‘f?@" SUSTAINABLE ‘“ % ALS
. P "% &%) pEVELOPMENT \J%0s®
evaluate the linkages to our business (more details in

the Appendix).We will review these topics each year and refresh the full assessment at least every three
yearsy or sooner, if the world around us changes in ways that demand it.

Strong association

Relevant because of our core business, operations, and the way we execute our Corporate Social

Responsibility (CSR).

GOOD HEALTH
AND WELL-BEING

4

SDG 3 Good Health
and Well-being

1 REDUCED
INEQUALITIES

(=)

v

SDG 10 Reduced
Inequalities

QuUALITY
EDUCATION

|

SDG 4 Quality
Education

1 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

O

SDG 12 Responsible
Consumption and
Production

Light association

Arising from our Philanthropy efforts.

NO
POVERTY

Tl

SDG 1 No Poverty

SDG 2 Zero Hunger

GENDER
EQUALITY

DECENT WORK AND
ECONOMIC GROWTH

a

SDG 8 Decent Work
and Economic Growth

SDG 7 Affordable and
Clean Energy

SDG 5 Gender
Equality

PEACE, JUSTICE
AND STRONG
IHSTITIJTI[]HS

13l 1

1 PARTNERSHIPS
FOR THE GOALS

SDG 13
Climate Action

SDG 16 Peace,
Justice and Strong
Institutions

SDG 17 Partnerships
for the Goals

SDG 11 Sustainable Cities and Communities
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LUXASIA

Group Sustainability Framework

Driving our Sustainability efforts effectively and coherently

At the top of every framework is the way we govern ourselves and keep ourselves accountabplethis is

covered in the next section. Our Chairmad ¢ + W GY t 13U WY n Wb~y & SRiple it poveeruhideal | 13 U
that has guided LUXASIA from our early years. Our CEO has extended that commitment beyond our
communities to the way we care for our people, our planet, our partners, and the waye do business. As an
omni-distribution platform spanning 15 markets, we are at the heart of thealue chain. Hence, we consider

the following as our key stakeholders: People, Planet, Communities, and Partners.

The Domains of Care are simple, direct, and clear we referred tothe UN Sustainable Development Goals,
and consequently found it optimal that the domains should align with the way EcoVadis assesses companies
in their Sustainability performance: Labour & Human Rights, Environment, Ethics, and Sustainable
Procurement. Ths alignment ensures focus.

Finally, at the heart of it all, our Sustainability efforts are built on three foundational layers without which
there would be no soul or motivation to carry out our duty of care to the world around us. It is a heart for the
less-privileged in our Communty, the passion of our One Team a8,200+ talents (including parttime and
agency employees) across APAC, and the LUXASIA Foundation which is the predominant financial enabler.

my Governance

LUXASIA Board & Group Sustainability Committee

STAKEHOLDERS

R People & Planet @ Community ~< Partners

DOMAINS OF CARE

Labour & Human Rights Environment Ethics Sustainable
Incl. workforce composition, DEI, fair Incl. env. policies, actions, and Incl. commitment to business Procurement
labor practices, working conditions, performance, covering GHG integrity, covering anti-corruption, Evaluation of the entire supply
prohibition of forced & child labor, emissions, energy & water fair competition, data privacy, chain 8 suppliers & vendors & from
anti-discrimination, & health & consumption, waste information security, & fraud raw material sourcing to product
safety for talents management etc. across the prevention practices end-of-life, across labour & human
C 0 mp a opgratisns rights, environment, & ethics

Giving Back to our Community

One Team of 3,200 + Talents across Asia Pacific

The LUXASIA Foundation
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LUXASIA

Governance Architecture

How we hold ourselves accountable

L U x A S | A We are a privately held company. We are not subject to the same
DRIVE BRANDS. DEVELOP TALENTS. pe  €Xternal reporting obligations as a listed business. As our CEO

VSUMER had shared, that gives us discretion but it does not absolve us of
; : TRANSHE _WMATIO!
Y=o our duty of care.
RCE NG N
e(‘F . - . . g
: T - Our architecture is straightforward. Ultimate accountability for

L

R our sustainability work rests with our Board, with reviews
progress, risks, and disclosure quality. Operating responsibility sits with our Executive Leadership Team,
executed by our Group Sustainability Committee comprising senior leaders from Talent & Excitement, Supply
Chain & Warehousing, Finance, Legal & Corpate Development, Technology, and more. Behind each
indicator in this report sits a named data ownely a team member who is responsible for the figures, the
methodology, and the integrity of what we publish.

We are also guided by a set of key policies thahape the way we operate. They include our Labour & Human
Rights Policy, Business Ethics Policy, Workplace Safety, Health, & Security Policy, Environmental Policy,
Sustainable Procurement Policy, Information Technology Policy, and mor&@hese are reviewed regularly or
as needed, in consultation with the Legal & Corporate Development Team, as well as the relevant subject

matter experts.

CEO
(Committee Chair)

Group Sustainability Committee

T&E Finance Tech & Systems Supply Chain Legal, Compliance, &
Working Group Working Group Working Group Working Group Ethics Working Group

Head, Regional Head Regional Head of
Group Head, T&E CFO Technology £ ’ & Corporate

Member] Member] & Systems Sy ety B Development
(Member) (Member)
(Member) (Member)

Head,
Communications, CEO
Office, & Sustainability

(Member, Secretary)
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LUXASIA

Pillar1 17 Empowering Our People

Developing Talents

FOSTERING A RESPONSIBLE AND DIVERSE WORKFORCE

When our Chairman wrote that Making A Difference has always been close to his heart, he was speaking first

of all about people. The original LUXASIA Mission ~¢ t RURD LW e WT Rnn 131 3 UHIyUpREdl1J2 131
people, and women in particular, at the centreof who we were. 15 markets and 40 years later, that sentiment

is no less true. If we have a competitive advantage, it is the people who bring LUXASIA to life every day: the
beauty advisors at counter, the colleagues moving product through our warehouset)e brand and category

teams who interpret the shifting moods of 15 APAC consumer markets.

In 2025, our total workforce, including agency and parttime talents, crossed 3,200 (if we include our Joint
Ventures, we would have more thar,200 talents). Zooming in, ar permanent workforce grew from 1,872
colleagues to 2,170y a net growth ofalmost three hundred permanent talents across the region. Growth
changes a company. The work of looking after our people thoughtfully, fairly, and consistently becomes more
challenging as we get larger. We acknowledge that openly.

A women -majority company in an industry where it
matters

Luxury beauty has women at the heart of
its consumer, and at LUXASIA it has
women at the heart of our company as
well. As of 2025, 71% of our permanent
colleagues were women. Within our mid
managerial ranks, women held 66.0% of
positions y up from 63.0% in2024. At
the very topy the Leadership Teamy
women have continued to occupy half of
all seats: 50% in 2025, 52% in 2024, 50%
in 2023. We set ourselvesa balanced

! target of between 40% and 60% for
EVURYI WxWeT Wl 6RGAWCUT We Wy PMEWagE!l NUqWnY! WaeTl U1+ 6 R

The proportion of women in our overall workforce has eased slightly over the thrgear windowy 73.4%,
72.7%,71.0% q6 Ye RS Ws W WG¢ RUWAYGNnY!l q¢cHG! WeAY2WJWYeal Wy X MEL
shape of our footprint as we expand into newemarkets with different demographic mixesin the working
population. We watch this carefully, because composition matters. At the same time, we ensure our talents

are fairly hired, assessed, and rewarded regardless of gender.

16
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An inclusive organisational culture allows diversity to
thrive

Based in Asia Pacific, with 10 fulfledged offices serving 15 markets, diversity is an organic issue of
inevitability and not of construct. We employ people from more than 20 different nationalities, speaking more
than 25 languages and dialects, to ensuren-market effectiveness and international fluency. Partnering thire
party agencies and engaging with pattimers, our extended workforce consists of more thar8,200 people.

2023 2024 2025

Group Workforce  Composition (incl. Agency & Part -time talents), by Market

2023 2024 2025

B Singapore 14%  13%  12%
B Malaysia 29% 30% 23%
B Thailand 18% 21% 14%
Vietnam 3% 3% 4%
Indonesia 12% 13% 16%
Philippines 11% 10% 11%
Hong Kong 4% 3% 3%
B Taiwan 4% 3% 3%
B Australia & New Zealand 3% 3% 2%
India 1% 1% 12%
Sri Lanka, & others 1% 0% 0%

We are also a relatively young organisation, with an average workforce age of 35.8 years old, with more than
80% millennials or younger. Naturally, as a young workforce with more than 70%omen, we have many
pregnant women and mothers of infants in our midst annually. We are fully supportive of women in this life
stage through both statutory maternity benefits, as well as flexible work policies and an overall culture that

cares.
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LUXASIA

On the flipside, we also reemploy
talents past the statutory retirement
age to support people who desire a
more economically productive and
active retirement phase of life. Given
that retirement ages vary across
markets, we take 60 yearsas a
common reference point and we are
happy to share that we have 60
talents above 60 years of age in our
business, counting both permanent

and part-time headcount.

We are also an LGBTQIA+ friendly orgaation T while we have no overt

advocacy efforts, we embrace diversity across the entire spectrum. Accepting \
and celebrating people are vital elements of our One Team culture. Al
LUXASIA, Diversity and Inclusion are not matters of policy; at LUXASI
Diversity s a fact of life and Inclusion is a way of life. Even during the Prid: LUXASIA
Month of June every year, therés evidence of support shown through our
change of logo graphics across platforms like LinkedIn, Facebook, and
Instagram, since 2018, as well as groundip initiatives and local eventsthat
celebrate our LGBTQIA+ talents. Through conversations with lofsgrving leaders and talents, we have also

found out that LUXASIA was one of the first beauty companies to employ transgender talents in Malaysia
more than two decades ago, as well as in othenarkets. This anecdotal testament of inclusion is an uplifting

source of pride, and we remain committed to being a company where people will never feel excluded

because of their sexualorientation or gender identity,

Closingthe genderpay gap

Our unadjusted gender pay galy measuring average annual compensation for men versus women up to
Grade 13y moved meaningfully in 2025: 11.9% in 2023, 10.8% in 2024, 6.3% in 2025. Against an internal
ceiling of 15%, that is a real step forward. We want tbe careful about how we describe the improvement.
Some of it reflects deliberate, structural work oncompensation review and fairness. Looking ahead, we will
continue to work on the part of the gap that is within our control through structured remuneration practices,
and we will track the number with the same care in each year ahead
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The everyday architecture of working life

Some of the most important things we
do for our people are quietly woven into
how working life is structured. In 2025,
every eligible talent at LUXASI® 100%

y continued to have access to statutory
benefits beyond annual leave, including
sick leave and mental health leave. It is
interesting to note that we were among
the first-movers in Asia to provide one
day of mental health leave to all fulitime

talents, since 2022, and it was so novel

yet meaningful that Human Resources
Online covered this in an article back then. Also, 30.0% of our workforce accessed childcarelated support
in 2025y through childcare leave, medical and insurance coverage, or paid and unpaid parental leave.

Flexible working arrangements stand at a different number this yeaarising from a change in calculation
methodologyy and the number deserves a word of explanation. Among our offideased colleagues eligible

for flexible arrangements (which excludes warehouse and retail teams, drivers, receptionists, and some
country-specific structures in India and Sri Lanka where lagl employment patterns differ), every eligible
colleaguey 100%y now has access to a flexible arrangement. TheZ52% and 50.4% we reported in 2023

and 2024covers the general fulq R G I Ws Y I t n Y I #IJAWE+ WY GG Ythel2028 fayfeligflétts R D R F
the simple fact that across the eligible population, workfrom-home arrangements are now universally
available. Note: Work-from-home policies are available across all markets, but some markets e.g. India,
operate on a 5day work-in-office arrangement, with specific approvals required for workfrom-home.

Of our office, warehouse, and retail colleagues, 79.0% w

received an annual bonus in 2025/ a modest dip 1 gt
from 81.8% in 2024, though still above our 2023
starting point of 77.3%. One other indicator moved in ¥

{ 8

a direction worth explaining: the proportion of st#f
paid specifically for overtime fell from 59.2% in 2024 |
to 32.0% in 2025. This is principally a structural effect | :
of workforces growing disproportionally faster in the
newer markets of LUXASIA, whose employment =%
model does not include paidovertime arrangements
in the same way as some of our older markets. We

disclose this rather than smooth it over
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Mobility, listening, and the years ahead

Internal promotion is one of the most honest measures of how
healthy a company really is. In 2025, 8.0% of our colleagues
were promotedy 173 colleagues out of a total permanent staff
headcount of 2,170y while exceeding ourtargetofg T Rhis is
below the 9.6% and 9.9% we recorded in 2023 and 202%he
basis of rewards & promotions is the annual performance
appraisal exercise, which would cover 100% of the workforce
i.e. no one is exempted. This exercise covers the individual
development plan and training needs every talent in LUXASIA.
The next big listening moment for the organisatioris our
triennial Culture & Engagement Survey, which last ran in 2023
with a 93% participation rate. The 2026 edition, which could
come in a different format such as a shorter Pulse Survey, will
be the first full read of how our colleagues are experiencinipe

company that our three-year strategic growth plan,LX27, is building. We look forward tosharing that in our

next report.

Where we are d Our People

WHAT WE MEASURE ASPIRATION 2023 2024 2025
Permanent Bench Strength, as of 31 Dec y 1,799 1,872 2,170
Average Workforce Age y 36.0 36.2 35.8
Baby Boomers (%) y 2% 1% 2%
Gen X (%) y 20% 18% 16%
Millennials (%) y 61% 59% 56%
Gen Z (%) y 18% 22% 27%
No. of Talents age 60 and above,

both permanent & parttime y 56 60 60
No. of Nationalities y 23 30 23
Women in workforce (%) K= ME 73.4% 72.7% 71.0%
Women leaders, Grade 9+ (%) K PME 64.7% 63.0% 66.0%
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Where we are & Our People

WHAT WE MEASURE ASPIRATION 2023 2024 2025
Women in Top Management (%) 40%t160% 50.0% 52.0% 50.0%
Unadjusted gender pay gap (%) NINPE 11.9% 10.8% 6.3%
Staff paid for overtime (%) y 39.4% 59.2% 32.0%
Staff receiving annual bonus (%) y 77.3% 81.8% 79.0%
Staff with benefits beyond AL (%) y 100% 100% 100%
Staff with childcare support (%) y 20.9% 28.4% 30.0%
Staff on flexible work (%) y 52.2% 50.4% 100%*
Coverage of annual Performance Appraisal (%) 100% 100% 100% 100%
Staff promoted (%) Kk TE 9.6% 9.9% 8.0%
Engagement survey participation (%) Kk TPE 93.0% Triennial Next 2026

* There is a change of calculation methodology in 202%:lexible work figure for 2025 covers eligible officased colleagues. Excludes
warehouse, retall, drivers, receptionists, and countryspecific structures in India and Sri Lanka. Across this eligible population, 100% have
access to a flexible arrangement.
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NURTURING TALENTS THROUGH LEARNING & GROWTH

y_ Develop Talents is the middle line of our Corporate
- e Wely i i
M xasia ® Purpose, and we take it personally. A beauty advisor
Learning Festival PN e who has truly internalised the artistry of a fragrance
e 1 7 rrntog St does more than make a sale; she creates a moment of
18 July - B August 5 - Learning Fridays!
= recognition for the person in front of her.A category
£ ]
. Bnperize® O O st q
e~ m@@ ——- / manager who understands the texture of Indian
il R | @\\- consumer culture does more than analyse data; she
where beauty, growth, and innovation know no limits. :;‘:1 \¥ . . . .
= builds something the local market needs.Skill, in our
m m - . . .
ek ! Know Our Business Sharpen Your €dge  Wesk2 - bUSINesSs, is never abstract. It is the difference between
Explore the key drivers of Enhance your ability to work . Q
business success at LUXASIA — smarter with key skills such as transaction and connection.
from commercial fundamentals, structured problem-solving
Al to sustainability. and effective negotiation.
ey L Gt mmm  Acrossthe past three years, our investment in learning
(1August) Meaningful Connections ental Wellness {8 Auguat) :
Dlsccwer. hD‘f\.‘gFit and effective Learn pructicu\wqys to manage has grOWﬂy and It has been teSted by Our Own SUCCGSS.
ochiors rcaitn i coapeming. [ scre e anirencieic In 2023 we delivered just under ten thousand training
trust and connection with others. —for both you and your team.

hours across LUXASIA. In 2024 we delivered just over
twenty thousand. In 2025 we delivered just under twenty thousand. The story behind those numbers is
straightforward: we doubled percapita training between 2023 and 2024, then watched it dilute slightly in
2025 as our headcount grew by sixteen percent. Avage training hours per fulitime colleague moved from
5.5 hours in 2023, to 10.7 hours in 2024, to 9.1 hours in 2025. Restoring douldigit hours per colleaguey
and lifting it furthery is a clear focus for 2026.

How we learn

Our learning architecture meets colleagues where
they are. New joiners come through structured
induction covering our values, ethics, brand portfolio,
customer experience principles, and safe ways of
working. From there, pathways branch by function,
level, and market: digital learning, classroom
modules, immersive brand trainings delivered hane
in-hand with our partners, and onthe-job coaching.

Due to resource constraints, weare unable to fully

account for these as part of the training hours
consolidation. In many ways, our real training hours are undeaccounted for, but this is acceptable. In
principle, we would much rather train our people and not be able to account for the hours fully, thaa have
it the other way around
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Building leaders for the company we are becoming

Our leadership programmesare designed for the moments where careers
pivot y first-time managers learning to lead retail teams, regional leaders
preparing for crossmarket mandates, senior colleagues stepping into wider
stewardship. Curriculum matters, but mentoring and the right stretch
assignment usually matter more. We try to design for both especially in our
Talent Management programmes that cut across younger talents (Young
Emerging Stars 38 in 2025, mid-senior talents that are earmarked for senior
roles (Transformational Leaders 39 in 2025, and the subject matter experts

in our company that we want to regularly affirm and support (Specialistb4

il
our Young Emerging StarsAs such, weaim to increase the number of talents enrolled in this programe

in 2025). Most notably, weare heartened to have receivegood feedback from

and invest more developing the young talents within LUXASIA Group.

Where we are & Learning

WHAT WE MEASURE ASPIRATION 2023 2024 2025

Total training hours y 9,967 20,025 19,823
Headcount baseline (FTE) y 1,799 1,872 2,170
Average training hours / FTE y 5.5 10.7 9.1
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HEALTH, SAFETY, & WELLBEING

Everyone goes home safely

Two very different working environments sit inside LUXASIA. One is the polished,
customer-facing world of luxury retail, where the demands are emotional and
physical in equal measurey G YUDRWG6 Ye | + WYOWYUWUKt WnlJlJa QLW
consumer expects,the careful artistry of demonstrating a product. The other is

the precision-driven world of warehousing and distribution, where the products

we handle are simultaneously valuable, fragile, and sometimes regulated. Both
deserve thoughtful, specific care. Bth colleaguesy the beauty advisor and the
warehouse operatory deserve to come to work and go home safely.

The headline of 2025

Across the year, our business grewTotal manthours worked rose by about 20%, from 3.66 million in 2024
to 4.39 million in 2025. Across that larger footprint, our Lost Time Injury Frequency Rate fell from 0.55 to
0.46, and our Lost Time Injury Severity Rate from 0.82 to 0.88both improvements of around seventeen
percent. There were two workplace accidents in 2025, the same number as the year before, resulting in
three lost days. These remain small absolute numbers, and we are quietly encouraged by the direction.
However, our target is ZER, and we are not there yet.

In our warehouses

Our distribution centres handle
products that ask a lot of us.
Fragrances contain flammable
ethanol; some aerosols and
cosmetic actives are subject to
specific storage rules; many of
our packaging components are
fragile and highvalue. We
mitigate these risks through -
layered controls y strict safety

protocols, certified racking, 7 i _ -

careful traffic management, dangerous goods segregation, ergonomic workstation design, and shift
patterns built to manage fatigue. In Singapore, we arbizSAFE Level 3 certified, with clearly defined
standard operating practices thatwere reviewed in the rigorous certification process.
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i dwedat YWRYUOUT edqWnRI Wt ¢nllq! Wagl ¢ RURUNWEEY WsPdadWwWet Ww
responding to unwanted emergencies. Because we manage our warehousing operations on a regional level

as well, we regularly share safety and efficiency focued processes with our different markets and adopt

these best practices into the local warehouses.

On the retail floor

Retail work is physically demanding in ways that are not
always visible. Long hours standing, repetitive demonstration,
emotional labour, occasional unkindness from members of
the public. We maintain safe, secure, and welcoming retail
environments by keeping store walkways clear, floors hazard
free, and displays properly secured. Our teams follow

established safety and security proceduresacross cash

P 4

control, and product handling, including the use of proper equipment and lifting techniques. They are also

handling, stock movement, emergency response, crowd

trained to stay alert to customer and employee safety, proactively identifying and perting unsafe
conditions, suspicious activity, or behaviours that may pose a risk, with clear escalation pathways when
something is not right.

Mental & emotional health

Wellbeing is not only about preventing accidents. It is also about quietly normalising the idea that minds,
like bodies, need care. On top of our aforementioned onelay Mental Health leave, we also have Employee
Assistance Programmes leveraging Safe Space to ensure that our talents can access a range of therapists
and counsellors that can support emotional & mental welbeing. This ensures that our teams and talents
across all our markets in APAC are weBupported in areas which they may not feel comfortable talking to
colleagues about, but would still benefit from professional help provided by the company.
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LUXASIA LUXASIA

Luxns;".‘ LUXASIA LUXASIA

Where we are 0 Safety

WHAT WE MEASURE ASPIRATION 2023 2024 2025
Workplace accidents (#) 0 Not Tracked Yet 2 2
Days lost (#) 0 Not Tracked Yet 3 3
Man-hours worked y Not Tracked Yet 3,659,715 4,386,733
LTIFR (per milliorhours) 0 Not Tracked Yet 0.55 0.46
LTISR (per milliorhours) 0 Not Tracked Yet 0.82 0.68
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Pillar 2 1 Stewardship for Our Planet

Caring for the world we share.

MANAGING OUR CARBON FOOTPRINT

N6WWHIRGcqUWRY W21 YO WI L
differently by different kinds of companies. As an
omnichannel distribution platform spanning fifteen

markets, our footprint shows up in the energy we use to

power our warehouses and boutiques, in tk fuel that

moves our shipments, in the cooling systems that

protect product, andy most of ally in the embedded

carbon of everything that passes through our network.
Understanding and reducing that footprint is the work of

" years, not months. We are early on that journey, and we
b ! want to continue making meaningful progress

A meaningful  first step

If there is a single number we are quietlproud of in this report, it is
10,205 GJ. That is the volume of renewable energy LUXASIA drew .
in 2025y up from 9,389 GJ in 2024 and from zero just two year:

before y and it represents approximately 94% of our total energyf |
consumption of 10,884 GJ. Theshift came from deliberate §=

procurement decision to purchase Renewable Energy Certificates| gk
nYI WYel Wael t gt « WI0WI D1 Wet ¢ 01K |
extending the share takes commercial and operational effort, B %

including shaping the longterm behaviour of our workforce, as well T
as the gradual intentional process of replacing assets such as lights
and fixtures with energysaving ones.

Our greenhouse gas footprint, so far

We measure our emissions in line with the GHG Protocol Corporate Standard. Our Scope 1 emissigns

those from fuel and other direct sources within our own operationyy 5 IJ1 IJWP OT Wa 9 § A WR U L:
b qleT ! WenNneRUL qUWsIOMIW q 9 § R I W RYU thoSeVessadiattds veith thieFeke&tri@ity hie= LU 1J & F
purchasey 5 131 1JUN A Tig Z0B5qrBo8eBtl higherthatN AX Y ® @9 § AVWRUW=M=NAWI Un
operating footprint.
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GROSS GHG EMISSIONS PER EMPLOYEE GROSS GHG EMISSIONS PER REVENUE DOLLAR

1 12.1% 1 7.8%

However, we are proud to share that we came down in intensity gfoss emissions on both fronts T per
employee (reduced by 12.1%) and per revenue dollar earned (reduced by 7.8%). This means that on average,
each talent account for less GHG emissionseven on gross basisand we are growing our business in more
sustainable wayi.e. emitting less for each dollar earned.

- Where we are not yet

Scope 3y the emissions in our upstream and
downstream value chain, from purchased goods and
services to business travel to the enebf-life of products
we handley is not yet measured at LUXASIA. We say so
plainly. Building a credible Scope 3 inventory ia multi-
year programme that needs to be done with similar
rigour we have brought to Scopes 1 and 2. It will take
engagement with our brand partners on product
carbon, with our logistics partners on transport, and
with our own procurement and operations teams on
activity data. We endeavour to make meaningful
progress onthis in our 202 and 2028 reporting cycles,
but acknowledge the dependency on our partners to
make meaningful progress on this part

Our targets

Our baseline GHG emissions,with no mitigations in place,to be N A = = X Lirop928,flalBcope 1 & Yross
emissions. With that as a reference, v had aimedto bringour net emissions down byat least 50% by 2030.
As of today, we have already surpassed this targehrough the purchase and redemptionof Renewable
Energy Certificates with the offset amounting to 86.1% in 2024 and 93.8% in 2025. That said, we will
continue to review and implement measures to make energy usage in our operations more efficient and
shape the behaviour of our workforce over time. Looking ahead emwill review our targetsetting as our data
quality matures, as weexpand into Scope 3, and as the science evolves.
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Where we are 0 Energy & Emissions

WHAT WE MEASURE ASPIRATION 2023 2024 2025
Total energy consumption (GJ) 7,892 10,899 10,884
Renewable energy (GJ) 0 9,389 10,205
Renewable share of total (%) 0% 86.1% 93.8%
ERYGUWNWIER t RYUt Wbiq¢ 0.6 6.0 5.7
ERYGUW=ZWIGRY + RYUY i Wl 1,225 1,689 1,722
NYaqedWERYGIWWNWAWLE WIIAGF 1,226" 1,695 1,728
ERYGUWNWAU=Z WG R+ RY U4

net of Renewable Energy use y 1,226 ~243 ~129
ERYGUWOWIG Rt RYUt Weiq ¢ y Not Tracked Yet Not Tracked Yet Not Tracked Yet
GHG Intensity Metric: GHG Emissions per

DG GOY! JUWbiaq98 AIJWGIII LI y 0.68 0.91 0.80
Change in GHG emissions per employee y Not Tracked Yet +32.9% -12.1%
Change in GHG emissions per revenue dollar

earned™ y Not Tracked Yet +32.1% -7.8%

* Unable to obtain Scope 2 data for our offices in Australia and India as they are not provided by the Landlord, with a flat service fee paid

as part of office rental.

N 2023 is our Baseline Year for GHG Emissions => 1,226 tCOe

** Scope 3 inventory development is a next step for our 2027/2028 sustainability roadmap.

M \We have another GHG Intensity Metric which we do not disclose publicly because of our discretion over absolute revenue numbers as a

non-listed company i GHG Emissions per revenue dollar earned. Based on this, we calculate the change in GHG emissions per revenue

dollar earned.
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ADVANCING CIRCULARITY

Beginning where we can

Luxury beauty has always celebrated packaging as part of the experienge the
weight of a fragrance bottle in the hand, the satisfying click of a compact, the small
ritual of unboxing a gift. Honouringthat experience while doing less harm to the
world is one of the most interesting creative challenges in our industry. It is also one
we cannot solve alone; the most important levers sit upstream, with the brands and
manufacturers whose products we repregnt. Within our own operations, however,
there is real work we can dy and have started doing.

The first baseline

Until 2024, we did not have a structured view of our own waste flows. Establishing ogeeven imperfectly

y was itself an important step. In 2024 we recorded 426 tonnes of nenazardous waste generated across
our operations, of which 190 tonnes were recoveedy a recovery rate of approximately 45%. In 2025, total
non-hazardous waste fell to 388 tonnes; the volume recovered held at 190 tonnes, lifting our recovery rate
to approximately 49%. Hazardous wastetightly managed within regulated streams, fell from 0.088 tonnes
in 2024 to zero in 2025. These are still early data points and they are a floor, not a ceingut the direction

is the right one.

How we think about it

We follow a simple order of preference: prevent waste at source

where we can; reuse and refurbish where prevention is not possible;
| recycle where reuse has been exhausted; and ensure responsible
disposal as a last resort. Within our operational scope, thenost
material levers sit in transport packaging, warehouse waste streams,
retail point-of-sale materials, and the management of consumer
empties and testers.
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What we are doing in practice

We are progressively redesigning the packaging that moves through ot R

distribution network y right-sizing cartons, exploring reusable totes
between warehouse and retail, reducing void fill, increasingecycled
content. We also work with our brand partners to extend the life of retail
fixtures and displays between activations rather than replacing them
with each new campaign.

Lastly, we have also deployed collection programmes for consume
empties and in-store testers, in partnership with brand partners, retail
destinations, and specialist recyclers. An example of such a recyclingk
programme is the one we run at our Aveda stores where we give .
nominal discount for every bottle brought back for recycling.

Looking outward

E+qUUT T WGI YT 2w W It GYUt RARGRq! W WNeata¢qRYUL Wel 1JWI3
packaging reporting to similar regimes emerging in India, Indonesia, and beyond. We monitor these closely

and align our practices proactively, partly ecause compliance is the right place to be, and partly because

early action tends to open up shared opportunities with our partners.

Where we are 0 Waste

WHAT WE MEASURE ASPIRATION 2023 2024 2025
Non-hazardous waste (tonnes) y Not yet tracked 426 388
Waste recovered (tonnes) y Not yet tracked 190 190
Recovery rate (%) y Not yet tracked ~45% ~49%
Hazardous waste (tonnes) y Not yet tracked 0.088 0

31



LUXASIA SUSTAINABILITY REPORT 2025

Pillar 3 T Governed Ethically

Doing things right

BUSINESS ETHICS

Trust is quiet. It is rarely the loudest thing in a relationship, but it is almost always the most important. At
LUXASIA, the trust placed in ug by the various groups and brands whose portfolios we carry, by our retail
partners, by the regulators in evey market we operate in, by our colleagues, and ultimately by our
consumersy is what makes the business work. Our ethical framework is not a poster on a wall. It is the
operating system through which we conduct ourselves across the very different culturalegal, and
commercial environments of APAC

Our Code of Conduct

Our Code of Conduct sets out the principles every LUXASIAN is expected to live by. It addresses honest and

fair dealing, the prevention of bribery and corruption, the management of conflicts of interest, the
protection of confidential information, fair competition, respectful workplace conduct, and the responsible

use of company resources. The Code is reviewed at least every two years, anitssued whenever material
eGleqt Wel YWael JOWNSG I WWel ywedat YWRUAGT IT WRUWWE HE L
regulations and pertinent information, written in the local language where possible. We also run an annual
Conflict of Interest Declaration amongst all our talents

Tax and financial integrity

We pay the taxes we owen the jurisdictions where economic activity takes place, in accordance with the
letter and the spirit of the law. We do not engage in artificial structures designed to shift profits away from
where value is created. Our finance, tax, and compliance teamprovide structured assurance over the

integrity of our financial reporting and the controls behind it.
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INTEGRITY & ANTI -CORRUPTION

Corruption corrodes markets, distorts competition, and undermines the trust on which premium consumer
industries depend. We have a zerdolerance position on bribery and corruption in any form, in any market
in which we operate, irrespective of local commecial customs or perceived expectations. This is set out
clearly in our Business Ethics Policy.

What our numbers say 6 and what they donot

Transparency is the right frame here. Across 2024, we recorded zero cases relating to human rights, one
substantiated ethics violation (down from three the year before), two corruptiosrelated cases (down from
three), and one case relating to discriminatio, harassment, or whistleblowing (up from zero). In 2025, three
of those four categories carry a clean sheet: zero human rights cases, zero ethics violations, and zero
corruption cases. Two cases were recorded under discrimination, harassment, and whistlébwing, up
from oney small in absolute terms, but a number we treat with the seriousness it deserves.

Wedo not intend to celebratethese figures. Our aspiration in every category is zero, and we are honest that
not every year will move in the same direction. What we can say is that our various channels (incl. our
whistleblower email) are working: cases that occur are being reportednvestigated, and addressed; the
trend across the ethics and corruption categories is encouraging; and the discrimination and harassment
county small in absolute termsy reinforces our commitment to be a place where these concerns surface
rather than stay hidden. Every case is investigated rigorously, with consequences applied where
wrongdoing is found and lessons are folded back to improve the way we govern and operate.

A If you have witnessed something that does not align with our

Values and Code of Conduct, please report them immediately.

- - You can report them immediately to your Direct Manager, your
W h lstl e bIOW| n g local T&E Lead, or (Redsctsd] @luxasia.com
Policy and
A p p roa Ch 8 This is a confidential email which is only accessible by me and
our Group Head of T&E.

All reports will be handled with utmost confidentiality, Respect,
and with no tolerance for retaliative actions.

If you witness any violations such as corruption
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Our Speak Up channels

We try to make it as easy as possible for colleagues, contractors, partners, and others to raise concerns
about suspected misconduct. Reports can be made through line management, Talent & Excitement
business partners, Legal & Compliance, or via our whistldowing email.

Where we are & Ethics & Integrity

WHAT WE MEASURE ASPIRATION 2023 2024 2025
Human rights cases (#) 0 0 0 0
Ethics violations (#) 0 3 1 0
Corruption cases (#) 0 3 2 0
Discrimination / harassment / whistleblowing (#) 0 0 1 2

Figures reflect cases reported and recorded through the whistleblowing channel & other reporting mechanisms during the relevant year
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INFORMATION & CYBER SECURITY

Looking after the trust our consumers place in us.

Modern luxury retail is built on relationships of unusual intimacy. A consumer shares her preferences, her
purchase history, her loyalty, sometimes her face and her routines. Those relationships make beautiful
experiences possibley and they only work if he data underpinning them is handled with care, security,
and respect. We take this responsibility seriously, both because it is the right thing to do and because the
trust of our consumers is something we are not willing to let slip.

Our information security  framework

Our information security programme is aligned with the internationally recognisethdustry standard, 1ISO
27001. It covers governance, risk assessment, access management, secure development, network and
endpoint protection, vulnerability management, and incident response. Oversight sits with senior
leadership, with periodic reporting onthe threat landscape, control performance, and material incidents.
We also have multiple policies governing responsible and secure use of technology such as the IT Policy,
Acceptable Use Policy, Cybersecurity policy, and Information Security policyBelow are some of our
Cybersecurity measures:

= |mplemented industry-leading cybersecurity solutions to provide 24/7 protection and continuous
monitoring for network infrastructure, servers, and endpoint devices

m Advanced endpoint detection and response (EDR), antivirus, anthalware, and threat intelligence
platforms are deployed across the environment to proactively detect and mitigate cyber threats

® Security monitoring tools provide realtime alerting, suspicious activity detection, and incident response
capabilities to strengthen the organs¢ q RY Uk + WH! HIJI + UHz21 Raq! WGYt qal I

m Network security controls including nextgeneration firewallsand email security gateways are actively
monitored and managed around the clock

®m Regular security patching, vulnerability management, and threat monitoring processes are in place to
ensure continuous and upto-date protection of business systems and data

Privacy across many markets

Our footprint requires fluency in a patchwork of data privacy lawg ERUN¢ GY | Dkt WAl + YU¢ O W

HqUW=MN=ZWlA?A b AWf Ul Rekt W?2RNDRacOGWAINDI+ YUOcOW?¢aqe WAI'Y
Protection Law (Law No. 27 of 2022), Malaysiat WA 1JI + YUc¢ G W?2 ¢ q¢ WAI YqUrHqRYULW H#Haq
Data Privacy Act of 2012 (Republic Act No. 10173), and others. We meet each on its own terms, while
operating to a consistent groupwide baseline that, where possible, applieshe more protective standard.
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Our Privacy Notice, published in our customeifacing channels, sets out what personal data we collect,

why we collect it, the lawful basis on which we rely, who we share it with, how long we keep it, and the rights
available to data subjects. Requests from data subjectsy access, correction, deletion, withdrawal of
consenty are handled through defined workflows with response times tracked against statutory deadlines.

In addition, ce | W] | Ye Gkt W?2¢qc¢ WAl YaqUHqRYUWSnnRHEWDI Wedt YWaVYY
vigilance, with even a Privacy Day with interesting competitionsngl. prizes) on the topic of data privacy, as

well as general education posts on our internal Viva Engage community that remind motalents to be
continually on guard.

Privacy by design

LUXASIA Privacy Day Quiz
New systems, new vendor engagements, and new
marketing initiatives involving the processing of personal

data undergo structured privacy impact assessments, PRIVACY

where necessary, before launch or vendor engagement. We

DAY

we need, retaining only for as long as necessary, anc WINNER
ANNOUNCEMENT

apply data minimisation principlesy collecting only what

securing it appropriately at every stage of its lifecycle.

Dear LUXASIANS

Thank vou for your’ eamas( partlclpa(on in our Privacy Day Quiz. We are pleased to
an the list of winners across the markets below

£ Forwinners, your local T&E team will be in contact with you for the prize.

When something goes wrong

Our personal data breach incident response Standard Operating Procedure (SOP) covers detection,
containment, eradication, recovery, natification, and postincident review of security incidents involving
personal data. Where a personal data breach is asseesl to be material, we will notify the relevant
regulatory authority without undue delay and, where applicable, within the timeframe required under
applicable laws. We aim to complete such notifications within 72 hours of becoming aware of a notifiable
breach, or earlier where required.

36



LUXASIA

Pillar 4 71 Sustainable Procurement

Collaborating with our Partnersto amplify impact for good

Supplier Relationships

As our CEO has shared, LUXASIA carries a duty of care that goes beyond the more familiar Triple Bottom
Line of People, Planet, and Profits. Sitting in the middle of the value chain, between brands and consumers,
between manufacturers and retail destinatiors, we have a fourth set of relationships that we feel
responsible to: our Partners. They are our brand partners, our manufacturers, our logistics partners, our
packaging suppliers, our technology vendors, our marketing agencies, our professional serviceopiders.

We have only just begun enhancing our formal capabilities and commitments on this froiecause this is

a relatively new domain in sustainability management. The next few pages contaiur first chapters, and

we hope to write more about our progress in subsequent reports.

Our Supplier Code of Conduct

Our Supplier Code of Conduct sets out the minimum expectations we apply to all suppliers and business
partners. It covers ethical conduct, antibribery and anticorruption, fair labour practices and human rights,
health and safety, environmental responsibility, information security, and respectful treatment of
personnel. Acceptance of the Code is a preequisite of doing business with LUXASIA.

Walking alongside our brand partners

Many of the players in our
extended value chain vy
particularly the manufacturers of
the products we distribute y sit
under the direct stewardship of
our brand partners rather than our
own contracts. We engage
actively with these partners to
align shared ambitions, share
data where appropriate, and
amplify good practice. As several
YnlWl q6 W s Yl Ol k+ W ae
houses continue to consolidate
and raise their own expectations, this alignment is becoming both more demanding and more valuable.
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