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foreword with Saskia Egas Reparaz (CEO)

and Jurriaan Pouw (CFO)

better everyday
life in a better
world

We are on the threshold of a special year: in
2026, HEMA will celebrate its centenary. Over
the past four years, we have worked hard to
bring to life our mission 'a better everyday life in
a more beautiful world'. This fits perfectly with
the conviction with which HEMA was founded
99 years ago: making quality affordable and
accessible for everyone. The course we have
set is becoming increasingly clear. And we are
therefore proud to show the results in this
sustainability report.

HEMA has tremendous resilience, always
managing to adapt to changing times,
challenges and expectations. In recent years, in
addition to quality, an affordable price and
Dutch design, we have added an essential value:
sustainability. Because a better world starts with

structural solutions. That is why we also think it is
important that sustainable products are
accessible to everyone and therefore
affordable.

Taking responsibility for our impact is natural for
us. The products we bring to market are not
only made with the best possible care for
people and the environment, they are also
sustainable in use, because our products are
getting better and better, so they last longer.
We want to say goodbye to a throw-away
society as much as possible. That is why we
want products and the materials they are made
of to have a new life after their first use. So we
look critically at our supply chain: from design
and raw materials to production and logistics.

longer life

We think the grow-along romper is typical
HEMA, but we have developed many more
products in recent years that we are proud of.
For example, a duvet with filling made of 100%
recycled fibres, soft second-chance towels
made of 100% recycled cotton, a notebook you
can refill, children's jackets with a pass-on label
for the next child, folding crates made of 100%
recycled plastic and our re-wrapping paper you
can keep passing on. We are also proud of the
all-new range of personal care products, 100%
vegan, free of microplastics and refillable. We

also sourced the cocoa for our chocolate
letters in 2024 through Tony's Open Chain. This
is how we ensure that cocoa farmers receive a
living income for their beans.

-y
Saskia Egas Reparaz (‘I
CEO HEMA




For HEMA, social and environmental factors are
just as important for healthy and future-proof
operations as financial results. Our goal is to
transform HEMA from "a company that does
sustainable things" to "a sustainable company" in
the coming years. This means that we not only
develop sustainable products, but that
sustainability is an integral part of our
operations.

Our goals are ambitious and are about
environment, people and organisation. In spite
of the challenges of our times, we remain true
to our ambitions. We want to be at the forefront
of the transition to a more sustainable economy
and respond to changes in laws and regulations.
We're doing this step by step.

We always stress during our talks with
(inter)national governments, that a level playing
field for entrepreneurs is important. Not only
for healthy operations but also for sustainable
business. Sustainability is not just an obligation, it
is an opportunity to innovate and raise
standards. Not only are we taking steps in the
right direction, we also want to raise the bar for

the whole sector. With almost 100 years
experience in making quality accessible, we
believe that a truly sustainable business is not a
distant vision of the future, but something we
can build today. For everyone and for the
world. That's what makes HEMA really HEMA.

Saskia Egas Reparaz
CEO HEMA

Jurriaan Pouw
CFO HEMA



truly HEMA

We have been since 1926. Our products are of
good quality, have a unique design and are
competitively priced. Everything our customers
need on a daily basis. We work on a common
mission: to create a better everyday life in a
more beautiful world.




more than 750
HEMA shops

Netherlands Belgium
since 1926 since 1984

Germany Luxembourg
since 2002  since 2006

France Austria
since 2009 since 2018

2.157 billion

euro gross turnover

million
5 loyal
o

customers
with a

customer card

in the Netherlands and
Belgium

17000

employees
employed at HEMA on
average in 2024

of which +/- 6,500 work for
franchisees



more than 750 HEMA shops

number of shops per country

country

Netherlands

Belgium

France

Germany

Austria

Luxembourg

total of which franchise

555 (+5) 255 (+2)

105 (+4)

67 (+4)

17

employees working at HEMA

on average in 2024

category

shops

HEMA office

distribution centres

support offices in Belgium, France, Germany

buying offices in Hong Kong, Shanghai, Bangladesh
and Turkey

number

8.720

617

543

60

60



our chain

HEMA designs, sells and
distributes products through its
own shops, franchisee shops,
webshops and through
collaborative partners. What
does that chain look like from
design to the customer? How
does a product last as long as
possible and what happens after
use?
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affiliated companies

In 1958, HEMA was the first Dutch company to
use franchising to accelerate the growth of
HEMA shops in more and more Dutch
municipalities.

In this way, the number of HEMA shops grew
rapidly and HEMA became accessible to more
and more customers. In 1977, half of the Dutch
HEMA shops were an 'Affiliated Company', as
we call a franchise shop at HEMA. And that ratio
has remained more or less the same ever since.
Most of today's entrepreneurial families started
their partnership with HEMA back in the 1960s,
with many 3rd or 4th generations now at the
helm.




value creation model

Qur value creation model clarifies where and
how we add value in our operations and in the
chain.

Besides financial capital, we deploy people and
resources. The value creation model shows the
results we achieve through this and our longer-
term impact.

four strategic focal points

We will continue to build on a steady trajectory
on the foundation we have created. So even
more remodelled modern shops and further
improving the product offering by making it
more practical, more beautiful and better, and
therefore more sustainable. So that everyone
enjoys shopping at HEMA regularly.

We are focusing on four strategic focal points
to achieve our ambitions in 2028.

oy

product objectives

We remain committed to include in our range
attractive, high-quality products with typical HEMA
design elements at competitive prices, and which last
longer. From grow-along romper to pass-down coat.
On top of this, we will develop everyday products
that are so good and affordable that everyone wants
them. So a HEMA bra for every woman and HEMA
pyjamas for every child.

all our customers are omnichannel
customers

We do this by addressing the typical omnichannel
categories where customers like to shop online. We
are focusing on personalisation and driving 'cross-
sell'.

*

an efficient chain from start to finish

To remain affordable at a time when everything is
getting more expensive, we are going to tackle our
chain from start to finish in the coming years: from
design to responsible sourcing and sale of our
products.

HEMA conquers the Netherlands,
Belgium and also France

We are strengthening and expanding our shop
offering, opening more and more of our own shops
and affiliates in the Netherlands, Belgium and France
and converting them to our latest shop format.




our value creation model

input

financial

- equity capital

- investments

- cooperation with JUMBO

production

- more than 750 shops in Europe: in the Netherlands,
Belgium, Luxembourg, France, Germany and Austria

- 2 distribution centres

- 4 buying offices in Dhaka, Hong Kong, Shanghai and
Turkey

- head office in Amsterdam

- supporting offices in Belgium, France and Germany
- online shops in the Netherlands, Belgium, France and
Germany

naturally

- genuine HEMA design

- raw materials and products

- durable quality

- sustainable packaging

- commitment to environmentally friendly transport

social

- HEMA customers in shops and online

- discussions with stakeholders

- collaboration with Pink Ribbon, COC Netherlands and
Too Good to Go.

human

- 17,000 employees at our Amsterdam office,
procurement offices, distribution centres and shops
(average in 2024).

- training and development

- strengthening the position of workers in the chain

results

financial

- 2157 billion euro gross sales

- 689 HEMA shelves in JUMBO supermarkets in the
Netherlands and 37 in Belgium

production

- approx. 45,000 products

- 4L6% textiles, 34% household products and personal care,
18% food and catering and 2% services and other
(percentages based on turnover share)

naturally

- our climate footprint is 602 ktonne CO2-eq. in 2023
(compared to 2019, the total climate footprint has decreased
by 16% in the period to 2023).

- tea and coffee 100% and cocoa 99.3% sustainably certified
- 36% less plastic in consumer packaging in 2024 than in 2019

social

- inclusive range

- 5.5 million customer pass holders in the Netherlands and
Belgium

- stakeholder meeting and chain meeting

- HEMA Netherlands donated to Pink Ribbon, War Child,
Jarige Job, and Poverty Fund.

human

- 81% of employees at HEMA are women, 18.8% are men and
0.2% who neither identify as women nor men.

- A score of 82 by employees in the satisfaction survey.

- Great Place to Work in Belgium and France

- representation of certain groups within HEMA by Young
HEMA and HEMA Pride

- 96 MRQ-sc audits on criteria related to human rights and
environment.

- 100% of improvement plans after the first MRQ-sc audit are
implemented within the agreed time.

impact

financial

We believe in balancing healthy and robust financial results
while working on sustainability and future-proof chains and
products.

SDGs: 8 & 12

production

We make products of durable quality that last longer. As early
as the design stage, we think about all life phases of the
product and focus our attention on quality and customer
requirements.

SDGs: 8,12 & 17

naturally

HEMA wants to use sustainable materials as much as possible
for production. We strive to minimise environmental impact
and set criteria for the materials used.

SDGs: 8,12,13 & 17

social

It is important to us that everyone feels welcome at HEMA. We
enter into collaborations with parties that match our core
values. With us, you can be yourself and we offer a diverse
and inclusive range: the real you.

SDGs: 5,10 & 17

human

We offer HEMA employees an inclusive, safe and pleasant
workplace. In the chain, we strengthen the position of the

worker.

SDGs: 3,5,8&10



our sustainability strategy

Better everyday life in a better world We work
on this every day at HEMA. This is what we base
our organisation and way of working on. We are
moving from a company that does sustainable
things to a sustainable company.

To keep ourselves constantly up to date and
provide everyone with an insight into our
sustainability objectives and performance,
HEMA uses the European Union's reporting
directive as a guide. CSRD reporting is done
according to the 'European Sustainability
Reporting Standards' (ESRS), which are based
on the idea of 'double materiality'. This means
that we determine both the important (material)
social issues that affect HEMA, as well as the
social issues that affect HEMA.

Preparing for reporting according to the CSRD
ensured that we further sharpened our
sustainability strategy. In our connectivity
matrix, we have made this visible. Despite
developments in 2025 changing this CSRD
guideline, HEMA continues to implement our
sustainability strategy. Indeed, with the double
materiality analysis, we identified which issues
are important to us and to our value chain. And
we want to work on that.

process of our double materiality
analysis

step 1

understanding the value chain

Our first step is to fully understand our value
chain and stakeholder base. Therefore, we
analysed the full life cycle of our products; from
designing our products to inspiring our
customers to give products a second life.

To be well prepared, we determined the
interpretation of impact and financial materiality
for HEMA, including the thresholds above which
topics are considered material. For this, we
applied the requirements in ESRS 2 and the
EFRAG Implementation Guidance for materiality
assessment. We started by defining
interpretations and definitions. Then we had the
full picture of our value chain and outlined our
stakeholder base. Then we were able to
establish an overview of potentially material
impacts, risks and opportunities within our value
chain.

step 2

involve stakeholders

To get valuable input on our material topics,
HEMA identified the key stakeholder groups we
want to involve in the analysis. Important

because the outcomes guide our sustainability
strategy and reporting.

We gathered input from about 130 people
through a survey of various internal and
external stakeholders. They assessed all topics
from the European Sustainability Reporting
Standards (ESRS), as well as other potentially
relevant topics, and indicated what importance
they believe those topics have for HEMA.

step 3

in-depth interviews and analysis

The next step was to conduct in-depth
interviews and analysis of the information. Our
sustainability manager held 15 interviews with a
group of stakeholders. Here, the focus was on
identifying why certain topics scored high and
others low. This is how we got to the heart of
the matter: what does HEMA have an impact
on? By analysing the information provided, with
stakeholders also commenting on opportunities
and risks, we have identified the opportunities
and risks for HEMA.

Topics are doubly material to us if they have a
HEMA-induced impact on people or the
environment, and if the topic represents a
significant risk and/or opportunity for our own
business operations.



step 4

internal validation

We identified potentially material impacts, risks
and opportunities within our value chain by
contacting relevant internal departments and
employees. In this phase, we also checked and
validated the thresholds for impact and financial
materiality, above which impacts, risks and
opportunities are considered material.

Every step of the process was reported to the
management team, with our CEO and CFO very
much involved. In addition, the process and
insights were submitted to, and approved by,
our Audit Committee. Members of the
Supervisory Board are represented within the
committee.

step 5

recalibration dual materiality analysis 2024
Every three years, we ask our stakeholders
which themes are relevant to HEMA, after which
we analyse them in detail. In between, we do a
review every year, to check if there are urgent
topics we need to add. This mid-term review -
and any full double materiality analysis we carry
out every three years - also helps us determine
whether any topics have actually become less
relevant to HEMA.

In 2024, we did a recalibration of our 2023
double materiality analysis. In doing so, it was
decided that biodiversity is also a material issue
for HEMA, because of our impact on nature
when purchasing materials and raw materials. By
better understanding our impact and risks on
these issues, we carried out this evaluation. We
also report on this already in this report. For this
complex issue of biodiversity, we certainly have
a long way to go. We explain this further in the
environment section.



matrix of results

This matrix shows the results of our double
materiality analysis. The vertical axis shows
financial materiality, and the horizontal axis
shows impact materiality. The line represents the
threshold, meaning that all topics above that
threshold are material; impact, financial or
doubly material.

financial

ranking impact and financial materiality

consumers and end-users (/o)

business conduct (j/r/o) ~ circular economy (i/o)

working conditions for
own workforce (i/r/o)

equal treatment and opportunities
for all of the own workforce (i/r/o)

climate change (i/r/c)

other work-related rights
for the own workforce (i/r)

water and marine resources (1) biodiversity and ecosystems (i/r/o)

working conditions for
workers in the value chain (i/r)

other work-related rights in
the value chain (i/r/o)

equal treatment and opportunities

in the value chain (i/r)
affected communities (o)

pollution (i/r)

impact

description type

(i) = impact ®E s ®cG
(r) = risk

(0) = opportunity



our material topics

ESRS | material issue @ sub-topic definitions location in time- SDGs
the value horizon
chain
El climate climate mitigation (DM) Climate change consists of three main themes. 1) Climate upstream, short-term, 7,12,13
change mitigation: HEMA's process to reduce greenhouse gas own operations, medium-
emissions (as set out in the Paris Climate Agreement). 2) downstream term,
climate adaptation (DM) Climate adaptation: HEMA's process of adapting to the long-term
actual and expected impacts, risks and opportunities of
energy (DM) climate change. 3) Energy: HEMA's emissions and
energy consumption in its own operations and in the
value chain.
E2 pollution air pollution (IM) HEMA's impact and risks on pollution of air, water, soil, upstream short-term, 12
water pollution (IM) pollutants and activities to support prevention, control medium-
soil pollution (IM) and elimination of pollution through its business term
activities.
E3 water water abstraction (FM) HEMA's relationship with water - in terms of upstream medium- 6
dependencies, impacts, risks and opportunities - and term,
water consumption (FM) how it effectively addresses these issues. HEMA's long-term
products require significant amounts of water, meaning
it potentially contributes to the depletion of water
resources, especially in areas where water is already
scarce.
E4 biodiversity direct pressure factors biodiversity loss (IM) HEMA's impact and risks related to the decline of upstream, short-term, 14,15
biodiversity - the variety of all life on earth - and how own operations, medium-
impact on size and condition of ecosystems (IM) ' HEMA prevents, manages and restores damage to term
- - natural habitats through its business activities.
impacts on and dependencies on ecosystem
services (IM)
E5 circular material inflows, including material use (DM) HEMA's efforts to promote a restorative system that own operations short-term, 8,12
economy eliminates waste and pollution and minimises resource medium-
use by designing for long-term use, repair, reuse, term
material outflows related to products and repurposing, disassembly and remanufacturing.
services (DM)
waste (DM)
S1 own personnel working conditions (DM) HEMA's impact and risks regarding working conditions own operations short-term, 3,5 810

equal treatment and equal opportunities for all
(M)
Other labour rights: privacy (DM)

and equal treatment and opportunities for our own
employees (HEMA employees in shops, distribution
centres and offices)

medium-
term



S2 employees in
the production
chain

S4 consumers and
end-users

Gl business
conduct

working conditions (IM)

equal treatment and equal opportunities for all
(M)

other labour rights: child labour and forced
labour (IM)

impact on information (DM)

personal safety (DM)

social inclusion (DM)

corporate culture (DM)

protection of whistleblowers (DM)

animal welfare (DM)

relationship with politics and lobbying activities
(dbM)

managing relationships with suppliers, incl.
payment practices (DM)

corruption and bribery (DM)

(IM = impact materiality, FM = financial materiality,

DM = double materiality)

HEMA's impact and risks related to working conditions
and equal treatment and opportunities of employees in
our value chain (inside and outside the EU, including at-
risk countries according to Amfori BSCI).

HEMA's impact and risks to individuals who purchase,
consume or use goods and services for personal use.

HEMA's business conduct as an essential component to
integrate corporate responsibility into both its own
operations and the value chain.

upstream

downstream

upstream,
own operations

short-term,
medium-
term,
long-term

short-term

short-term

1,812,117

3,12

8,16,17



stakeholders and interested
parties

Working together with our affected and
interested parties (also known as 'stakeholders')
is essential to bring our mission to life. Together
with suppliers, partners and civil society
organisations, we make a positive impact on
people and the environment. By engaging in
open conversation, we stay up to date on
improvements and opportunities. This way, we
work on products that are not only smarter and
more sustainable but also accessible to
everyone. We ensure that corporate
responsibility is not something extra, but a
natural part of HEMA's sustainable business.

The double materiality analysis is a way of
defining the most important issues for HEMA,
both HEMA's impact on the world around us,
and vice versa. Dialogue with our stakeholders
gives us valuable insights into our impacts, risks
and opportunities in our value chain.

we divide interaction with stakeholders and
interested parties into three streams:
1. HEMA strategy
2. thematic partnership
3. stakeholder management in day-to-day
business activities

The four guiding principles for our way of
dealing with all stakeholders and interested
parties are:

1. Transparency: we ensure open and
honest communication with all
stakeholders.

2. Discussion partner: we actively listen to
stakeholders' concerns and suggestions
and involve them in decision-making
processes.

3. Responsibility and moral leadership:
we consider the impact of our decisions
and activities on different stakeholders.

4. We live up to what we say: We don't
just talk about products and processes
that are good for people and the
environment, we act on them. This is
valuable, both for HEMA and for our
stakeholders and interested parties.



view our overview of stakeholders and

interested parties here

stakeholder group

customers

employees

suppliers

unions

landlords

entrepreneurs

shareholders
credit institutions

governments and regulators

local communities, vulnerable
groups and NGOs
knowledge institutions

industry organisations

objective

consult, explain strategy and
products, and test concepts

Discuss HEMA's strategy and
progress and let colleagues provide
feedback

sharing information and stimulating
continuous improvement

Consultation on collective
agreement and gather feedback
sharing information and stimulating
continuous improvement

Discussing HEMA's strategy and
progress

providing information and defining
strategy

explaining strategy and sustainability
and gathering feedback

explaining strategy and sustainability
and gathering feedback

explaining strategy and sustainability
and gathering feedback
explaining strategy and sustainability
and gathering feedback
explaining strategy and sustainability
and gathering feedback

communication

customer satisfaction surveys, social media,
customer service, customer panel, information on
our websites and in shops, advertising, press

team meetings, company meetings, updates via the
intranet, strategy days

contract terms, reviews and feedback sessions,
collaboration initiatives, strategy days, supplier
newsletter

consultations, works council

consultations on the premises and shops

contract terms, works council meeting with
management, strategy days, updates via the
intranet, newsletter

annual report and financial updates, meetings with
the SB

annual report and financial updates, sustainability
report

annual sustainability report, working visits from
ministries or local authorities in cooperation with
industry associations

collaborative initiatives, participation/membership in
alliances (see collaborations)
collaborative initiatives, participation/membership in
alliances (see collaborations)
collaborative initiatives, participation/membership in
alliances (see collaborations)

interaction

HEMA strategy
HEMA strategy
thematic partnership

HEMA strategy
stakeholder
management in day-
to-day business
activities

HEMA strategy
HEMA strategy
HEMA strategy
stakeholder
management in day-
to-day business
activities

thematic partnership

thematic partnership

thematic partnership

place in the
value chain

shop online and offline
second life

shop online and offline
logistics

production

shop online and offline
logistics
shop online and offline
logistics

shop online and offline

overarching
overarching

overarching

overarching
overarching

overarching



collaborations

working groups, projects and initiatives

LIC on responsible purchasing practices,
Project Amplify, Amfori (BSCI standard, BEPI
platform, klachtenmechanisme Speak4Change),
Science Based Targets initiative.

signed agreements

International Accord, Bangladesh and Pakistan
agreement, Transparency pledge, Charter of
Diversity in Business, Declaration of Equal
Opportunities.

international conventions

ILO conventions, OECD guidelines, UN Guiding
Principles on Business and Human Rights, the
Universal Declaration of Human Rights,
Convention on the Rights of the Child,
Convention on the Elimination of All Forms of
Discrimination against Women.

good causes

Through the HEMA customer card loyalty
programme, our customers donated their saved
points to charities. In 2024, War Child and Pink
Ribbon received funding through this channel.
Stichting Armoedefonds [Poverty Fund
Foundation] received 80,000 school notebooks
and 30,000 candles through the customer card,
and Stichting Jarige Job [Birthday Box

Foundation] received 13,000 flags. With a
percentage of the selling price of the specially
developed War Child pyjamas, HEMA also
supported War Child in 2024 with EUR 494,327.
And the great thing is: that's 7% more than last
year!



environment

At HEMA, we make beautiful, practical and
better products for everyone. For that, we
depend on a healthy environment. From cotton
for our rompers to wood for our kitchen
utensils and fertile soil for growing our coffee,
much of what we make starts in nature.
Therefore, we take responsibility and work step
by step to reduce our impact on the
environment.

20



The environment is a wide-ranging and complex
topic, but we like to concentrate on specifics.
We focus on five topics that are strongly
interconnected: climate change, pollution,
water, biodiversity and material use, and circular
economy. For each theme, we identify impact
and risks, set targets and measure progress.

We are not just looking at individual issues. We
develop strategies and action plans for our
product range that contribute to impact
reductions within as many environmental
themes as possible simultaneously. For example
circular design, more sustainable materials, less
packaging and more efficient production. This is
how we ensure that corporate responsibility is
increasingly becoming the standard.

Step by step, product by product, we make
HEMA and the world a little more beautiful.

climate change

Global temperature rise, resource shortages
and extreme weather; we see the impact of
climate change all around us. This affects us as
people and also as a company. We are aware
that our own activities and those of companies
in our value chains have an impact on the
environment. This is why we are fully committed

to reducing our climate footprint and building a
sustainable HEMA.

We take a critical look at our own operations
and at our entire chain: from production to
shop floor and even afterwards at the
customer's home. We take our responsibilities
seriously and take an integrated approach to
reducing CO; emissions. Be it more sustainable
materials, more efficient logistics or energy-
efficient shops. Through smart designs, reusable
materials and responsible product choices, we
ensure that customers can easily make more
sustainable choices, without it becoming
unaffordable. This is how we make a difference
together.

But how do you make products that contribute
to a better world? Simple: our products start
with a good idea. And the designers at HEMA,
they are full of good ideas. They provide their
own recognisable products, with an unbeatable
design that is more practical, more beautiful and
better. So that products last longer. In this
mission, we explicitly choose quality and help
our customers live a better everyday life.

Science Based Targets

We follow the scientific guidelines of the
Science Based Targets initiative (SBTi) and have
scientifically validated targets for 2030 and

2050. These targets are in line with the Paris
Climate Agreement and contribute to limiting
warming to no more than 1.5°C, in line with
scientific scenarios that require rapid action
before 2050.

21



our aims

in 2030:

75%

lower emissions in our
own operations
(scope land 2)
compared to 2019.

in 2050:

90%

lower emissions in our
own operations
(scope 1and 2)
compared to 2019.

in 2030:

4L6,27%

lower emissions in our
supply chain (scope 3)
compared to 2019.

in 2050:

90%

lower emissions in our
supply chain (scope 3)
compared to 2019.

22



our climate footprint in focus

2019-2030

717.552 717.552

685915

2019 2020 2021 2022 2023

@ reduction target scope 3
@ reduction target scope 2
@ reduction target scope 1

654,276 662292
622.639
son001 02999
550364
527725
496.088
464,450
432812
401174
| 369537

2024 2025 2026 2027 2028 2029 2030

B actual climate footprint scope 3
I actual climate footprint scope 2
actual climate footprint scope 1

23



our 2023 climate footprint*

In 2023, HEMA's total climate footprint was 602
kilotonnes of CO,-eq. Within this, our own
operations (scope 1 and 2) together account for
5% of total emissions. The rest of our emissions,
95%, come from indirect emissions in our value
chain (scope 3), mainly driven by our purchased
goods that we sell to our customers.

Compared to 2019, the total climate footprint
has decreased by 16% in the period to 2023,
from 717 to 602 ktonne CO,-eq. This is a
significant decrease compared to the previous
year, which ensures that we are again more on
track against the targets and the set annual
reduction rate.

*Because of the time currently needed to
calculate a CO, measurement, we look back to
2023 in this report.

602

kton CO,-eq
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distribution details

category

Scope 1

1.1 combustion in own buildings

1.2 combustion of fuels in own means of transport
1.4 other direct emissions (e.g. refrigerants)
Scope 2

2.1 purchased electricity

2.3 purchased heat

2.4 purchased cooling

Scope 3

3.1 purchased goods & services

3.3 fuels or energy outside scope 1 and 2

3.4 transport and distribution in the supply chain
3.5 waste processing

3.6 business travel

3.7 commuting

3.11 use of products sold

3.12 processing of sold products at end-of-life
3.14 franchises

Total

2019

18.809
7.387
4.900
6.522

38.564
38.174
274

16
660.179
482323
7.718

15.092
4.028

465
12.250

75.263
31.041

31.999

717.552

2022

12.465
5.573
3.384
3.508

25.362

24.465
897

624.465
485.846
6.521
17.663
3.521
188
12.415
39.326
37.522
21.463
662.292

2023

13.932
4.252
3.042
6.638

15.242

14.786

456

572.925
430.497
4.668
15.981
3.996
258
5187
49.961
41.999
20.378
602.099

% difference
compared to

2019

-26%
-42%
-38%
2%
-60%
-61%
66%
-100%
-13%
-11%
-40%
6%
-1%
-45%
-58%
-34%
35%
-36%
-16%
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our 2023 climate footprint

view scope 1 & 2: own operations @

scope 2: indirect
emissions of purchased

scope 1: direct emissions
own operation

20/ energy
’ 3%
14 kton CO,-eq

e.g. gas consumption, fuel
consumption of cars

15 kton CO,-eq

e.g. electricity use in shops

scope 1 &2
own operations

Our own operations consume energy. We heat
and light our shops. We transport our goods
from the distribution centre to the branches.
And we chill our products in coolers.

Our scope 1 emissions decreased by 26%
compared to 2019, to 14 ktonne CO,-eq. These
are all direct greenhouse gas emissions resulting
from the combustion of gas or fossil fuels within
our own operation. The vast majority of
emissions are caused by gas consumption for
heating our shops. In addition, the fuel
consumption of our trucks also causes
greenhouse gas emissions.

Scope 2 emissions have decreased by 60%
compared to 2019 to 15 ktonne CO,-eq. This

includes all emissions resulting from the
consumption of purchased energy, such as
electricity and district heating and cooling.
Retail premises electricity consumption is the
largest source of greenhouse gas emissions.

In recent years, much has been done and
invested to reduce emissions from our own
operations, especially in our shops. For example
LED lighting, automatic sliding doors and more
economical refrigerators. We are also
increasingly using biodiesel in our own
transport.

In the coming years, the focus will be on
reducing energy consumption, energy
efficiency and the transition to renewable
energy. The reduction strategy will broadly
consist of the following measures:

reducing and making better use of energy
1 optimisation of energy use:

implementation of energy efficiency
programmes in our shops, distribution
centres and offices. This includes the
use of more economical lighting,
insulation improvements, heating,
ventilation, formula components and air
conditioning (HVAC) systems, among
others

1 energy monitoring systems:
introduction of smart meters to better
monitor energy consumption and
quickly address inefficiencies

transition to renewable energy

1 solar: installation of solar panels on
roofs of buildings where possible and
cost-effective. This reduces
dependence on the grid and uses
renewable energy sources

1 procurement of renewable energy:
switching to certified green power for
all facilities

fleet

1 electrification of the fleet: switching to
electric vehicles. 97.4%* of the fleet
(passenger cars) in the Netherlands is
fully electric powered

* Data in 2024 is presented based on the accounting policies
and definitions described below, and is subject to a limited
assurance engagement under NV COS 3000. We refer to page
80 for the auditor's Limited Assurance report.

methodology and assumptions

Onreference date 02/02/2025, an export was made of all
driving passenger cars in HEMA Netherlands' leased car fleet.
The total fleet of leased cars in the Netherlands on the
reference date consists of 78 cars. Only fully electric passenger
cars are classified as electric.
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biofuels and other alternatives

For the remaining vehicles, we will switch to
using biofuels or other renewable fuels as a
temporary solution until full electrification is
possible.
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our 2023 climate footprint

view scope 3: value chain ©)

scope 3: indirect emissions from value chain
()
95%
573 kton CO,-eq

e.g. production of items we purchase and their energy
consumption during the use phase by the customer

scope 3
value chain

This includes all indirect CO, emissions
resulting from activities in our value chain,
such as the extraction of raw materials and
materials for our items, their production and
transport to distribution centres. It also
includes the use of aircraft for business travel,
waste disposal, and customers' electricity
consumption, for example to boil water with
our 'ketelbinkie' kettle.

In the period from 2019 to 2023, total scope 3
CO, emissions decreased by 13%, from 660 to
572 kilotonnes of CO,-eq.

Within scope 3, the category 3.1 purchased
goods and services, is the largest contributor to
the total footprint. Due to the wide, varied

range and high volume of purchased items, it is
no surprise that this is the largest category in
HEMA's overall climate footprint. This category
has decreased by 11% in 2023 compared to
2019, which has a strong effect on the total
emissions of scope 3 and therefore the whole
of HEMA. The decrease is mainly due to a
combination of a decrease in the volume of
goods purchased, better, accurate calculation
methods and the use of better and more
sustainable materials.

For us, the biggest CO, reduction opportunities
for the coming years are expanding the share
of sustainable materials and applying circular
design principles. The reduction strategy will
broadly consist of the following measures:

measures in range:
innovation of products and materials
1 developing good ideas: our designers
create proprietary, recognisable
products - with an unbeatable design
that is more practical, more beautiful

and better. So that products last longer.

In this mission, we expressly choose
quality and help our customers live a
better everyday life

1 development of more sustainable
and/or circular products: development
of products with a lower carbon

footprint by using more sustainable
materials

1 Sustainable packaging: using recyclable
or reusable packaging materials. By
2025, we want 100% of our packaging
material to be recyclable or reusable

1 Packaging reduction: reducing
packaging material through innovative
design and the use of recyclable or
compostable materials

making production chains sustainable

I Sustainable procurement policy:
evaluation and selection of suppliers
based on their sustainability and
environmental performance. As a result,
we increase cooperation with suppliers
committed to reducing their own
emissions

1 involvement of production sites: to
better understand climate impacts and
reduction opportunities within our
production chain, we started collecting
environmental performance data from
our tier 1 production sites in 2024. These
sites are the first link in our production
chain and are therefore important for
understanding and reducing our total
carbon emissions. By environmental
performance data, we mean energy
consumption and source, water
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consumption and source, waste streams
and recycling. We aim for suppliers to
submit their environmental performance
data annually through the amfori BEPI
platform. Currently, about 50% of our
tier 1 suppliers have reported their data
for the previous calendar year. This is an
important first step in building a reliable
dataset. We will use the information
collected to carry out an impact
analysis: we will map where the most
emissions take place, and where we can
make the biggest sustainability gains
together with our suppliers. By
measuring and reporting structurally, we
can better track our progress and work
in a more targeted way to reduce our
climate footprint.

supplier code: we will develop a
supplier code that requires suppliers to
report transparently on their emissions
and actively work to reduce emissions

Measures in other scope 3 categories (capital
goods, upstream transport, business travel,
commuting, waste, franchise shops):

The reduction strategy broadly consists of the
following measures:

f

Leasing/purchasing properties with a
sustainable energy label.

making transport more sustainable:
optimising transport and logistics
processes to reduce fuel consumption
and emissions. This includes using
cleaner fuels, efficient route planning
and increasing load factors

Enhancing commuting: reducing
commuting through online meetings and
flexibility with regard to working from
home. Encourage the use of sustainable
transport, such as bicycles instead of
cars, where possible

Reduce waste:Focus on designing
products that last longer and reducing

disposable products. Increase
recyclability by choosing recyclable
materials and reducing recycling-
unfriendly components. We want to
prevent wastage in shops through good
(stock) planning

sustainable business transport:
reducing business mileage through
online meetings. Encourage the use of
sustainable transport, such as taking
trains instead of planes, where possible.
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our food offering

To meet our CO; target (46.2% reduction by
2030 compared to 2019 emissions), we will start
working to tackle the biggest contributors to
these emissions. This requires insight. An analysis
of HEMA's CO; emissions shows that animal
proteins are responsible for about 80% of the

new range of wraps

Three delicious flavours of
wraps, with two plant-based
options: hummus-vegetables
and flatbread with Karma
Kebab.

oat milk expansion

in restaurants for those who

love a cappuccino with oat milk.

new vegan chocolate
tablets and chocolate
letters

A classic bar, caramel sea salt
and hazelnut.

total emissions from the food we sell. In 2024, -
we have released a number of new vegan snackspert video [} A ﬂ?"":n

i 3 | veas
products in restaurants and shops. S — ! classle

We would like to highlight some milestones we
are proud of:

certified organic and
vegan wine

The cork is made entirely of
sugarcane and there is no plastic
capsule at the top of the bottle.
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nature

Nature is the basis of our existence. Forests,
oceans and biodiversity are essential for a
healthy planet. Unfortunately, nature is under
pressure worldwide. Biodiversity loss, alongside
climate change, is one of the biggest global
challenges of our time. In fact, the World
Economic Forum calls it the third biggest risk
globally. The consequences are far-reaching:
fewer pollinators, declining food production,
reduced water quality and disrupted climate
regulation.

Within the food industry, the impact is
immediate. As much as 75% of food crops,
including fruits, vegetables, coffee and cocoa,
depend on pollination. Conservation of
biodiversity is therefore not an option, but a
necessity. To restore ecosystems and prevent
further damage, immediate action is required.

our impact on nature

At HEMA, pollution, water and biodiversity play
a crucial role in the value chains. We rely heavily
on fertile soils, robust forests, thriving
ecosystems and water. Also, on healthy
pollinators that help us produce natural raw
materials for our products. Consequently,
increasing water scarcity and biodiversity loss
worldwide pose significant risks to our

operations. In addition, we recognise that our
production chains have a significant impact on
water resources and ecosystems. We are
therefore committed to responsible water
management and biodiversity conservation
within our value chains. This premise underpins
our commitment to contribute to the
conservation of vital natural resources and
ecosystems. This contribution is needed not
only for improving nature but also for the long-
term sustainability of our own activities.

understanding our impact on nature

In 2024, we did a recalibration of our 2023
double materiality analysis. As part of this, it was
decided that biodiversity is also a material issue
for HEMA, because of our impact on nature
when purchasing materials and raw materials.

In 2024, we therefore quantified our nature
impact on water and biodiversity through the
entire range for the first time, in collaboration
with Link: a nature and biodiversity impact
analysis platform from Metabolic Software. This
analysis has provided valuable insights, which
we are taking into account in our policies and
future objectives.

The greatest risks and impacts are in the chain,
particularly within textiles/cotton and food, and
not within our shops or logistics operations. So

our policy will focus on that. This underpins our
commitment to contribute to the conservation
of vital natural resources and ecosystems in our
value chains.

In the coming years, we will further quantify
these themes and set targeted objectives. We
expect to set these targets in the next two
years. In the meantime, we will focus on
sourcing raw materials, materials and
ingredients through quality labels.

31



materials and circular economy

HEMA uses raw materials from global chains.
We are aware of the risks involved. Raw
materials are becoming increasingly scarce and
are not inexhaustible. The linear economy, in
which materials are extracted, used and
discarded, is not infinitely sustainable. This
forces HEMA to take a critical look at how we
design, produce and allow our range to be used
by customers. Always with an eye on quality. By
making more room for circular principles, we
aim to reduce our impact on the environment.
We do this by looking at the whole chain, with a
focus on our product range and the materials
we use for it.

We are taking specific steps to embed
circularity in our strategy. In the coming years,
we will build data-driven insight into our
product range to transparently report on
circular material use (inflow, outflow and waste),
in line with the upcoming CSRD legislation. This
allows us to better drive improvement in
product development and cooperation within
the chain.

We focus on products that last longer, with a
smaller range made with consideration for
people and the environment, and with better
quality. Our circular approach is aligned with the

Ellen MacArthur Foundation's (EMF) definition of
a circular economy, which focuses on three
core principles:

1 Eliminating waste and pollution.

1 Reusing products and materials in a way
that maximises their value.

1 Restoring and renewing nature.

sector collaboration

UPYV textile foundation

We work closely with Stichting UPV Textiel
[Dutch Foundation for Enhanced Producer
Responsibility in Textiles] to achieve a circular
textile chain. In this way, we are committed to
making the sector more sustainable efficiently
and striving for a level playing field.

Wolkat

In our shops, customers hand in used textiles in
exchange for a 10% discount on a new item that
lasts longer. Working with circular textile
processor Wolkat, we ensure that non-usable
clothes are turned into recycled products, and
that usable items are given a second life.
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longer life

We design smarter so products can be used a
lot. Smart design also means choosing our
materials carefully. We prefer renewable
materials and we have minimum requirements in
the form of labels for different materials we use
for textiles as well as hard goods.

We design products that do what they are
made for, for longer. This is why we test our
products for quality in our own in-house
laboratory. Products are given a second life as
a customer can reuse, pass on, or repair a
product. We also inspire customers on our
good idea page to maintain products properly
to make them last longer.

We like to use certain materials more often. We
are using more and more recycled materials
and exploring what can get in the way of
recycling. This is how we move towards more
recyclable products.

Refuse RO
make products and materials redundant:

» Fewer fossil resources
» Products with multiple functions

Rethink
use more intensively:

« Growing along
* Multi-use

« Essentials

« Reversible

Reduce R2

Smart use of raw material and consumption:

» Energy-efficient appliances

Re-use

Hand down:

e Chargeable
* Refillable

Repair
Repair:

¢ Dismantle

« Standardise

* Spare parts
¢ Instructions

Recycle

Reusing raw materials:

* Recycled material
* Recyclable products
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https://www.hema.nl/goed-idee

quality marks

Quality marks and labels help us make clear
agreements on environmental impact and
animal welfare. Think of labels like RSPO for
palm oil, Beter Leven for meat or FSC for wood
and paper. This allows us to improve our impact
in a reliable and measurable way.

We continue to work step by step to make
better choices in our chains - for people,
animals and the environment. We show where
we have taken steps forward and where we are
on the way.

a few examples

meat (Beter Leven quality mark)

We took an important step in the first half of
2024: our smoked sausage has now switched to
the 1-star Beter Leven quality mark. As this
product accounted for almost 20% of the total
weight of meat purchased in 2023, we expect
our impact to visibly increase in 2025.

Note that due to a changed calculation method
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