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READY4MORE!

Our vision has always been clear: Brands4kids strives to be the preferred partner for baby and children’s clothing in Europe, Canada, and the USA. To achieve this, we must

remain adaptable and ready to meet the demands of our industry. That is why it is never just empty words when we say READY4MORE.

In 2024, we built further on our successful journey, driven by a Ready4More culture and a strong focus on growth, responsibility, and sustainability. Integrating new compa-
nies accelerated the growth and direction. We believe that our vision is not just words but action. Behind this progress stand the trust of our partners and the dedication of

our Unique Team, who make it possible for us to reach our goals.

Making clothing for children and for our coming generations comes with great responsibility. In the fashion industry, we also face rising demands and new sustainability
requirements, challenges we have actively addressed throughout the year. Together with Trimco Group, we launched a pilot project implementing ProductDNA®, enhanc-
ing transparency and traceability across our supply chain while preparing us for stricter European standards. At the same time, we worked closely with suppliers to improve

social compliance and strengthen their BSCI ratings — partnerships we are truly proud of.

Through these collaborations, we achieved Woolmark certification for wool across all our brands and expanded the use of GRS-certified recycled materials, particularly in

outerwear. These are not just certifications; they are proof of progress and essential to our ambition of being the preferred partner to our customers around the world.

By sharing our results openly and fostering dialogue, we strengthen trust and continuously raise the bar for our coming ESG reports. Making a difference means not only

celebrating achievements but also confronting challenges and showing transparency in the choices we make.

Change is our constant, and curiosity is our strength. By standing together and seizing opportunities, we are shaping the future — for our company, our partners, and the

generations to come. This is what we call READY4MORE!

Erik Andrea, CEO
Brands4kids A/S
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INTRODUCTION

INTRODUCTION

We are pleased to present our ESG report for 2024, This marks a significant milestone in our ongoing
sustainability efforts and commitment to keeping ourselves accountable. As our baseline report, it will
sérve as the foundation for tracking and communicating our progress in the years ahead.

Sustainability is a dynamic and evolving field. While we are proud of the.steps we have already taken, we
actively collaborate with industry partners such as DM&T and similar organizations to continuously improve
our practices and share knowledge. By engaging in strategic projects, learning from peers, and exchanging
experiences; we ensure that sustainability is embedded in both our da-ily operations and long-term strategy.

This report has been prepared in accordance 'with the Voluntary Sustainability Reporting Standard for
Non-listed SMEs (VSME), developed by EFRAG and published in December 2024. Following this framework
allows us to‘provid'e structured, consistent, and relevant information to our stakehelders — including
customers, partners, and investors — who play a vital role in supporting our sustainability efforts.
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BASIS FOR PREPARATION AL FORM

This report is based on both the basic module and the comprehensive module in the VSME. It has been prepared on a consolidated basis and includes data from the Public Limited Compa ny
following entities within the Brands4kids group: (a ktieselskab, A/ S)

* Brands4kids A/S (parent company)
* Noppies B.V. (subsidiary)

e Brands4kids B.V. (subsidiary) NACE SECTOR CODE
e Fuzhou Brands4kids Asia Co. Ltd. (subsidiary) G4642

All results in this report reflect the combined activities of these four companies. It should be noted that Noppies B.V. was acquired in July 2024; therefore, only data

covering the period from July to December 2024 has been included for this entity.

BALANCE SHEET

We will use Brands4kids throughout the rest of the report as a collective reference to both the parent company and its subsidiaries, unless otherwise indicated.

€23M (including all

subsidiaries)
LOCATION OF SIGNIFICANT ASSETS AND SITES BRANDS4KIDS OWNS, LEASES, OR MANAGES

Company Address Zip code Town/City Country Geo location
Brands4kids A/S Industrivej 25 7430 lkast Denmark 56.12693°N, 9.16988°E GROSS TURNOVER
Brands4kids A/S Backsgardvej 3 7323 Give Denmark 55.84362°N, 9.22151°E €60M (including all
. . subsidiaries)

Brands4kids A/S Bouet Mollevej 3 9400 Ngrresundby Denmark 57.08627°N, 9.96232°E
Noppies B.V. Poseidonweg 17 8239 DK Lelystad Holland 52.47243°N, 5.48395°E
Brands4kids B.V. Graafsebaan 137 5248 NL Rosmalen Holland 51.71440°N, 5.41676°E

EMPLOYEE TOTAL
Fuzhou Brands4Kids Asia Room 02, 20 / F, Building No.2, Wanfu Center, . : . . 172
Co. Ltd No.10 Chuangye Road, Fuzhou 350108 Fujian China 26.04398°N, 119.21692°E
A, Jot 16 San On St, Tuen Mun HKG Hong Kong China 22.39191°N, 113.97081°E

Hong Kong Office
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CERTIFICATIONS & MATERIALS IN 2024

Certification

Description

Expiration

GOTS (label grade 1, made
with organic)

The Global Organic Textile Standard (GOTS) is one of the most recognized certifications for organic textiles. GOTS ensures
that our products live up to strict environmental and social requirements throughout the entire supply chain. Each certified
product is labelled individually.

October 15, 2025

The Global Recycled Standard (GRS) verifies (the percentage of) recycled content and tracks it from the source to the final

GRS September 26, 2025
product.
The Organic Content Standard (OCS) verifies (the percentage of) organically grown content and tracks it from source to

OCS 100 final product. Products certified to the Organic Content Standard 100 (OCS 100) contain at least 95% certified organically September 26, 2025
grown content.

0CS Blended Produpts certified to the Organic Content Standard Blended (OCS Blended) products contain between 5-94% certified September 26, 2025
organically grown content.
The Recycled Claim Standard (RCS) verifies (the percentage of) recycled content and tracks it from the source to the final

40 Ul product. Products certified to the Recycled Claim Standard 100 (RCS 100) contain at least 95% certified recycled content. SERISMIEET 26, 202

RCS Blended Products certified to the Recycled Claim Standard Blended (RCS Blended) contain between 5-94% certified recycled September 26, 2025

content.

OEKO-TEX Standard 100
(Product Class 1)

This is a label for textiles tested for harmful substances. It sets the benchmark for textile safety, from yarn to finished
product. Every item bearing the STANDARD 100 label is certified as having passed safety tests for the presence of harmful
substances.

March 31, 2026

Woolmark

The Woolmark certification ensures that (merino) wool products meet high quality standards. The wool product is, for
instance, tested for colorfastness, durability, and laundry effects.

July 30, 2026

TENCEL™ Modal

Manufactured by Lenzing, this fiber is derived from cellulose, which originates from wood. The production of these modal
fibers uses resource-efficient technology with high recovery rates of chemicals. It should be noted that this is not a
certification.

March 3, 2026
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ABOUT BRANDSA4KIDS

At Brands4kids, we have a strong reputation for producing high-quality clothing, footwear, and accessories for babies, children, and including
pregnant and new mothers. Our product range covers fashion, basics, outerwear, and private label items.

We aim to maintain this reputation, not by simply continuing the same path, but by constantly evolving our concepts to ensure we always of-

fer products that excite and positively surprise both children and parents.

We operate across a set of markets, both B2B and B2C. We sell to:
 Wholesalers (independing retail stores, chains and bigger department stores)
* On-line multibrands stores

e Own web shop in selected countries

Our primary business relationships include B2B and B2C customers as well as our tier 1 suppliers. Below, we provide an overview of our

primary suppliers, however, supplier data related to Noppies B.V. has not been included in this report due to the timing of the acquisition.

Our largest suppliers are located in Turkey, India, China, and Vietnam.
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Primary Suppliers

CHINA

INDIA

VIETNAM

TURKEY

BANGLADESH

PAKISTAN
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PRACTICES, POLICIES, AND FUTURE INITIATIVES FOR

TRANSITIONING TOWARDS A MORE SUSTAINABLE
ECONOMY

At Brands4kids, we are actively engaged in a range of sustainability practices and ini-
tiatives. A set of guidelines and policies are outlined in our Code of Conduct, which all
suppliers are required to sign. This Code of Conduct is founded on the Ten Principles

of the UN Global Compact, addressing human rights, labor standards, environmental
responsibility, and anti-corruption.

PAGE 09

[t requires our suppliers to:

* Establish an accessible and confidential grievance mechanism
 Demonstrate transparency and facilitate traceability

* Allow Brands4kids or third parties to carry out inspections
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Practice/Policy Future initiatives Pul?llcly OIS I.?esponsmle.for
available covered implementation
Due Diligence Ves. 17 @ur
Practice: Suppliers are required to detect, prevent, mitigate, and remediate impacts ’ Business :
: : ; : : Code of Head of Buying
related to human and labor rights, the environment, the climate, and anti-corruption. Conduct
. : ) Conduct
Policies, procedures, and management systems are developed to help with this.
Anti-Corruption Business
P Conduct

Policy: Our policy requires suppliers to implement internal controls and procedures to

Yes, in our

prevent and detect corruption, extortion, embezzlement, and all forms of bribery. Code of : Head of Buying
L. : : N : Workers in
Additionally, suppliers must provide relevant training to their employees on these Conduct the Value
matters. :
Chain
Increase transparency on our Yes, the
Consumers and end-users main website by providing NEICHEIRE Consumers
Practice: Brands4kids offers educational marketing material through the B4K Academy, clearer information about our publicly :
: : : . : ) T : : and End- Head of Buying
aimed at informing consumers and providing them with foundational knowledge about certifications, chemical available
.. N users
our certified products. restrictions, and Code of on our B2B
Conduct. website.
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Practice/Policy Future initiatives Pul?llcly Topics covered Besponsmle f or

available implementation
Human and Labor Rights
Policy:
Employment Conditions: All workers must have a written and legally compliant employment contract that
clearly states the terms of employment.
Child Labor and Young Workers: Child labor is strictly prohibited. Specific guidelines are in place for the
employment of young workers, including the type of work permitted and working conditions. The policy
also defines the actions to be taken if child labor is identified.

As an ongoing process, we will
Forced Labor: Any form of forced or involuntary labor is strictly prohibited. continue to work closely with all our
suppliers to improve the ratings in
Non-Discrimination and Harassment: Discrimination and harassment are not tolerated on any grounds, their audit reports. Our focus is to Yes, in our :
: : . - " _ S : Workers in the :
including, but not limited to, race, gender, religion, political opinion, disability, pregnancy, or sexual increase the number of A and B- Code of ) Head of Buying
) : : ) Value Chain
orientation. ratings in the BSCI reports. For new Conduct
suppliers, a valid social compliance

Freedom of Association and Collective Bargaining: All workers have the right to freely associate and certification will be a condition for
engage in collective bargaining. initiating any collaboration.

Compensation, Working Hours, Wages: The policy sets minimum standards for fair wages, reasonable
working hours, overtime, and leave entitlements.

Health and Safety: Requirements are in place to ensure safe and healthy working conditions, with particular
attention to protecting vulnerable individuals.

Practice: All our suppliers are either BSCI- or SA8000-certified or SMETA-audited.
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Practice/Policy Future initiatives Pul?llcly oIl I.Responsmle.for
available covered implementation

Environment and Climate

Policy:

Chemicals: All suppliers must comply with defined regulatory chemical standards,

including Brands4kids’ own chemical restrictions.

Water Resources: Requirements are in place for proper wastewater treatment and Climate

discharge as well as for water consumption during production processes. Change

Air Quality and Climate: Suppliers are expected to work toward reducing emissions, Pollution

improving energy efficiency, and using renewable energy. They are also encouraged to Yes, in our

measure their carbon footprint and set reduction targets. Code of Water and Head of Buying
Conduct Marine

Waste Management: The policy promotes the implementation of goals to reduce waste, Resources

with a particular focus on minimizing waste going to landfill.

Circular

Practice: Brands4kids works with a range of product certifications, including GOTS, Economy

GRS, and OEKO-TEX Standard 100, to ensure high environmental standards as well as

high standards for product safety.

We furthermore promote circularity by encouraging repairs, helping to extend the

lifespan of each product.

Environment and Climate

Policy: We follow legal requirements concerning contracts, working hours, overtime, and

work injury insurance.

. . L No own HR
We have established a whistleblower scheme, described in the employee handbook. Workforce

Employees can scan a QR code to report any concern or issue anonymously. The
scheme is administered in cooperation with DAHL law firm, ensuring confidentiality and
independence.
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ENERGY AND CO, EMISSIONS

Energy

In 2024, our total energy consumption amounted to 3,696.46 MWh, drawn from both renewable and non-renewable

In Ikast, we use district heating, which in 2024 accounted for 610.49 MWh.

swuEss, o witie e fommer males wp-iie malo Heating data from our Ngrresundby site is included in this report; however, the local heating billing period runs
| from July to June, which means the available data does not cover a full calendar year (January to December).

e e plleases (o repent Hnet, fm e, T elesirisy tee comes from remevElle Soureses, In s, iy albeut 45 As a result, complete 2024 calendar-year consumption will only be available in autumn 2025, after this report’s

’ ) . , (o)
derive from non-renewable sources publication. We are working on a solution that will allow us to report full calendar-year heating data for this loca-
tion in future reports.

For heating, we use natural gas at our Dutch locations and at our sites in Give and China office, amounting to 39,446

m? in 2024. To be able calculate a total result for our energy consumption, we have converted this into MWh using an

average energy content of 10.35 kWh per cubic meter:
ENERGY CONSUMPTION (MWh)

Renewable energy Non-renewable energy Total energy
consumption consumption consumption
39,446 m*® x 10.35 kWh/m?
= 408.97 MWh
1000 Electricity 2,565 114 2,679
Fuels (natural gas) 0 408.97 408.97
District heating 618.96 0 618.96

Total 3,183.96 522.97 3,706.93
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THE GREENHOUSE GAS PROTOCOL

The Greenhouse Gas (GHG) Protocol is the
world’'s most widely used standard for

measuring and managing greenhouse gas

emissions.
Carbon Accounting Scope 1: Direct emissions from sources that
In 2024, our emissions amounted to 475.76 tCO,e. are owned or controlled by Brands4Kids. This

includes company cars as well as stationary
As this is the first time we have calculated our CO,e emissions, we do not yet have a baseline for comparison. Consequently, our emissions data for 2024 will serve as the baseline for combustion (natural gas for heating).

future CO,e reporting. It should be noted that due to the lack of heating data from our site in Ngrresundby, this has not been included in the carbon calculation. This location only
consists of officespace and makes up a very small share of our premises. Still, we recognize that the result is not a completely accurate representation of our 2024 emissions and Scope 2: Indirect emissions from purchased
that it might increase next year, as we aim to include this data. energy, mainly electricity and heating. This

includes electricity as well as district heating.

Using activity-based data to achieve as much accuracy as possible, we have chosen to focus on Scope 1 and Scope 2 emissions, as our priority has been to establish reliable data col-

lection processes. While Scope 3 emissions are currently excluded, we acknowledge that they often account for the largest share of a company’s total carbon footprint. We intend to Scope 3: All other indirect emissions in our

include Scope 3 in the future as our data capabilities mature. value chain, both upstream and downstream,
such as business travel, waste, and purchased

OVERALL EMISSIONS - LOCATION-BASED OVERALL EMISSIONS - MARKET-BASED goods and services.
Since there are multiple greenhouse gasses in
Scope tCO2e % of total Scope tCO2e % of total P'E3 g
addition to CO,, including methane and
Scope 1 203.69 43% Scope 1 203.69 74% laughing gas, they are converted into CO,
Scope 2 272.07 57% Scope 2 71.49 26% equivalents.

Total 475.76 100% Total 275.17 100%
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Scope 1 emissions cover our company cars in Denmark and the Netherlands, as well as the natural gas used for heating at our facil-

ities in Give and the Netherlands.

Scope 2 emissions include electricity consumption, both renewable and non-renewable, in Denmark, the Netherlands, and China,
along with district heating used in Ikast. As the majority of our electricity comes from renewable sources, we have decided to also
calculate our emissions using the market-based approach, which accounts for the actual energy contracts we hold, rather than
the average grid mix used in the location-based approach. In short, this means that the market-based approach takes into account

that renewable energy emits significantly less CO, than non-renewable energy.

Using the market-based method, our total emissions in 2024 were 275.17 tCO,e, which is 42% lower than our location-based result.
This reduction is due to a 71% decrease in Scope 2 emissions under the market-based calculation, reflecting our use of renewable

electricity.

In the location-based calculation, our Danish locations account for 67% of emissions, the Dutch for 29%, and the Chinese for 4%.
However, when considering the market-based approach, Denmark’s share drops to 49%, the Netherlands’ increases to approxi-

mately 50%, and China contributes less than 1%.

Share of emissions per country -
location-based

China
20

The Netherlands
136

Denmark
319

Share of emissions per country -
market-based

China
1

Denmark

The Netherlands 135

139
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CLIMATE TRANSITION AND RISKS

At Brands4kids, we recognize that we operate within an industry known for its significant climate impact. While we
are aware of the growing urgency to reduce emissions and adapt our operations accordingly, we do not currently

have a transition plan for climate change mitigation in place, nor are we in the process of developing one at this time.

However, as par t of our double materiality assessment, we have identified several climate-related transition events

that already have or will have an impact on our business. The three most significant events are:

EU Regulation on Hazardous Substances in Production (REACH)

This regulation is already in effect and directly affects our operations. It requires companies to evaluate, manage, and
communicate the risks associated with chemicals used in products. As a business involved in textile production, we
are actively working to comply with these requirements through chemical testing and enhanced supplier manage-

ment.

EU Ecodesign for Sustainable Products Regulation (ESPR)

Compliance with the ESPR will be mandatory in 2026, but the EU has not yet published the final requirements for the
Digital Product Passpor t (DPP). As such, we expect it to impact our business within the next 2-5 years. The ESPR will
require us to adapt our design and production pro-cesses to ensure products are more durable, repairable, recycla-

ble, and transparent in terms of material composition and sustainability.

EU Waste Framework Directive
The revision of this directive has not yet been adopted, and consequently, we expect it to impact us in the long-
term (after 5+ years). It proposes mandatory extended producer responsibility (EPR) schemes for textiles and foot-

wear, aiming to reduce textile waste and regulate expor ts disguised as reuse.

Although the new EU regulations will require in-vestments in areas such as technology, chemical testing, and

waste management systems, we esti-mate minimal impact on our assets.

However, our core activities, par ticularly product design and production, will need to be reevaluated and adapted
to align with the upcoming regulatory requirements, especially the ESPR. While this will bring operational changes,

we do not expect a negative business impact. Rather, we see it as an oppor tunity to innovate.

The transition risks affect multiple points across our value chain, both upstream and downstream. Areas such as
design, sourcing, packaging, and transpor tation will require adjustment to meet en-vironmental expectations and

may result in addi-tional costs.

At this stage, we have not initiated formal climate adaptation actions to mitigate these risks. We are closely moni-
toring regulatory developments and await more detailed guidance from the EU before implementing specific meas-
ures. We are committed to integrating these requirements into our business strategy in a structured and timely

manner.
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Water withdrawal 2024 (m3)

Total for all locations 18,793

' From locations in areas with water scarcity (high water stress) 0
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RESOURCE USE, CIRCULAR ECONOMY, AND
WASTE MANAGEMENT

Circularity

As a children’s clothing brand, we understand that kids outgrow their clothes quickly, necessitating frequent updates to their wardrobe. That is why, at Brands4kids, we actively integrate various principles of circular
economy across all our brands. Central to our approach is the design of durable, long-lasting products made from high-quality materials and trims, and many of our garments incorporate features that extend their us-
ability, such as fold-up or fold-around sleeves and legs, and double rows of snap buttons on bodysuits, allowing the clothing to adapt to the child’s growth. We have also launched a capsule col-lection focused on time-
less, adaptive design and minimal trim use. The collection is made entirely from 100% cotton, which significantly enhances the recyclability of the products in the collection. The capsule features garments with foldable

design elements and extra snap buttons, supporting prolonged use and adaptability.

Regardless of the specific material composition, many of our items are certified under international standards such as OEKO-TEX® Standard 100, GOTS, GRS, OCS and RCS. In addition, we use materials that have quality
certifications such as Woolmark®. Furthermore, we conduct regular chemical testing on a carefully selected range of items to ensure product safety, and we have developed an internal material guide that outlines the

characteristics of various textile options to assist our design teams in making informed material choices.

In preparation of the EU’s Ecodesign for Sustainable Products Regulation (ESPR), and in support of our circular approach, we are currently developing a Digital Product Passport. This tool will, among other things, in-
clude accessible repair videos that offer consumers practical guidance and inspiration on how to repair their garments, thus extending the product’s life. Our commitment to repairability is also reflected in our brands’

initiatives. For example, we introduced a repair kit specifically designed for minor repairs on outerwear, such as patching small holes or blemishes.

Waste Management
Brands4kids does not generate any hazardous waste. We actively manage all waste produced through structured separation across offices and warehouses — an initiative we implemented in early 2023 — with dedicated
stations for cardboard, paper, plastic, and other materials, in accordance with national waste-management requirements. Wherever possible, we also reuse and recycle, contributing to our broader commitment to mini-

mizing environmental impact.
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OUR WORKFORCE

In 2024, Brands4kids employed a total of 172 people across the group. Of these, 152 held permanent contracts, while
the remaining 20 were employed on temporary contracts. The workforce was predominantly female and distributed
across three countries, namely Denmark with 85 employees, the Netherlands with 71 (18 in Brands4kids B.V. and 53 in

Noppies B.V.), and lastly China with 16 employees.

Gender Number of employees (headcount)

Male 35
Female 137

Other 0

Not registered 0 -
Total 172

Employee Turnover 2024
The overall turnover rate in 2024 was 18%. Denmark: 8.2%, Holland: 30.5%, China: 12.5%. Main reasons were volun-
tary resignations, dismissals, end of temporary contracts, retirement, and mutual agreements. Most resignations in

Holland were linked to transition to Brands4kids.
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Working conditions
We ensure that all employees receive at least the minimum legal wage in their respective countries.
90% of our employees are covered by collective bargaining agreements, demonstrating our compliance with national labour frameworks. Our China office operates

fully in line with national labour laws and local regulations, which govern employment conditions in that region.

Pay Equailty
A review of remuneration revealed a gender pay gap of 26.84% in favor of male employees, based on average gross hourly wages. While our male workforce only
includes 13 individuals, of which 5 hold management positions, this imbalance confirms that men still earn more than women. This provides us with valuable insight

and highlights the need for further analysis and concrete actions to promote greater pay equity.

Country of employment Type of contract
China Temporary
16 20

Denmark
85

The Netherlands
71

Permanent
152

B8

B9 Our management team reflects true gender equality, with an equal number of women and men in leadership roles.

B10
CS5
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Training & Development

In 2024, male employees received an average of 6.69 hours of training compared to 2.98 hours for female employees.
At first glance, this difference may appear significant. However, it is important to note that our male workforce is
relatively small (13 employees), of which 5 are part of the management team. In November 2024, these leaders partici-
pated in an intensive leadership program over a full weekend, which greatly increased the recorded average training

hours for men.

Average annual training hours per employee 2024

Male employees 6.69
Female employees 2.98
Others 0

The program was designed to provide not only individual leadership tools, but also to strengthen collaboration, align-
ment, and collective resilience. This has been particularly important in connection with acquisitions and organiza-

tional changes, where our leaders play a key role in setting direction and guiding colleagues through transitions.

While the figures reflect this one-off training investment, they also give us valuable insight into the importance of
ensuring equal opportunities for professional development across all employee groups. Going forward, we are com-
mitted to providing more balanced access to training initiatives, so that all colleagues - regardless of gender or role

— are equally supported in developing their skills and potential.
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Workplace Environment and Employee Well-being

At Brands4kids, we prioritize creating a safe, healthy, and engaging workplace. Our Health and Safety Committee
consists of representatives from the office, the warehouse, the warehouse manager, and HR. The committee meets
every three months to ensure compliance with national health and safety requirements, conduct regular risk as-
sessments, provide ergonomically adapted workstations, and promote well-being through initiatives that continu-

ously improve the working environment across both office and warehouse.

On matters of health and safety, we are pleased to report that there were no registered work-related accidents or
fatalities within the Brands4kids Group during 2024.

We also conduct mandatory workplace assessments (APV), with the next one scheduled for Denmark in 2026.

Beyond compliance, we place great emphasis on building a strong and supportive culture. We host multiple annual
events, ensure transparency in communication, and use our intranet as a common channel where information is
shared with all employees at the same time. Flexibility is an important part of our culture: employees who live fur-

ther away are offered remote work opportunities, and we actively promote a healthy work-life balance.

To support personal and professional development, we conduct regular one-to-one meetings with all employees.
These conversations help ensure alignment between individual goals and the company’s direction, while also ad-

dressing job satisfaction, performance, and the overall work environment.

We are especially proud of our social initiatives, which reflect our commitment to caring for our people and foster-

ing a workplace where everyone can thrive.
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HUMAN RIGHTS POLICIES,
PROCESSES, AND INCIDENTS

In lieu of an internal Code of Conduct, Brands4kids has an employee handbook. We do, however, have a grievance mechanism for our
own workforce. While our employee handbook does not explicitly cover child labor, forced labor, human trafficking, discrimination, or

accident prevention, it does state that national legislation must be followed. This largely encompasses these areas.

At Brands4kids A /S, our employees are our most important resource. Our employee handbook serves as a practical guide to daily work
life while reflecting our ambition to create a safe, supportive, and thriving workplace. We aim to retain talented employees, attract new

ones, and foster a healthy, winning culture built on trust, well-being, and responsibility.

Our governance framework includes a whistleblower mechanism, clear employee policies, and a strong focus on fair treatment, equal

opportunities, and workplace safety.

In recognition of our efforts, we received a diploma from Ikast-Brande Municipality in 2024 for our social engagement. This commitment
is demonstrated through:

* Strategic partnerships on integration initiatives

 Employment of apprentices and trainees

e Inclusion of employees with disabilities or reduced work capacity

e Support for employees with §56 agreements

e Flex job opportunities

e Recruitment of unemployed individuals

e Retention of employees during illness

e Part-time and student jobs for young people under 18

These initiatives support the integration of human rights principles into our business practices. In 2024, no violations of human rights or

labor rights were recorded in our workforce, our value chain, or among our consumers and end-users.

Cé6

C7
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GENDER DIVERSITY
RATIO IN THE GOV-
ERNANCE BODY

The Board of Directors at Brands4kids plays an active

role in shaping the company’s strategy and serves as a
sparring partner to the owner-led management team,
with growth and long-term value creation as key priori-
ties.

As of 2024, the Board consists of four members: two
owners, one man (2007) and one female board member
who joined in 2023. This composition results in a gender
diversity ratio of 0.25.

While the Board is primarily owner-driven, we acknowl-
edge the value of diverse perspectives in governance. As
part of our ESG approach, we continue to take gender
diversity into account where possible, as ditfferent per-
spectives strengthen decision-making and contribute to
a better business.
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Our ESG journey has been a truly valuable process, filled with learnings and insights that have broadened our perspective.

We take responsibility and remain fully aligned with current rules, legislation, and best practices, while recognizing that continuous
improvement is essential. Together as a Unique Team, we are ready to embrace the next steps of our sustainability journey

— what we proudly call READY4MORE!

KIDS

Industrivej 25, 7430 Ikast | CVR: 29225826 | +459626 7777 | info@brands4kids.dk



