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After a year marked by profound transformatidiassimo Zanetti
Beverage Group closes 2024 with renewed strength and clear strate
direction. Despite one of the most challenging environments the coff
industry has seen in over a decade, we have emerged more resilien
more focused, and more united than ever.

With operations spanning more than 100 countries and iconic brand
like Segafredo Zanetti, ddsimoZanetti BeverageGroupstands today
as a global leader in the coffee sector. Our fully integrated value
chairt from cultivation to distributiom enables us to delivequality,
consistency, and sustainability at every step

The entry of the QuattroR investment fund in 2024 marked a turning
LRAYG Ay 2dzNJ DNRdAzLIQ&a 22 dzNy Seé o
team and a renewed governance structure, we launched an ambitiol
industrial and strategic relaunch plagtficiency, longerm value
creation and sustainability are now the foundational pillars of our
strategy.

We now have a clear and shared vision: to position Segafredo as a
premium, sustainable, and truly global brandn response to
unprecedented raw material cost increase#\rabica and Robusta
we acted swiftly and decisively.

Our actions included pricing adjustments, a streamlined product portfolic
direct sourcing, and a comprehensive overhaul of both industrial and
commercial operations.

The results are evident. In 2024, the Group exceeded Euro 1 billion in
revenue and operating profit surpassed expectations. We successfully
completed the recapitalization and significantly reduced our net debt.

This momentum carried into 2025. In the first months, revenue and EBI1
SEOSSRSR LINR2SOiA2yad 'a L 2T w8y
rebuilt our business model, restored brand coherence, and laid the
foundation for a new phase of growtBegafredo is not just another Italian
coffee brand; it is the future symbol of global espresso cultureooted in

Italian tradition, but shaped by a modern, cosmopolitan worldview.

CKAA QAaAz2y |fa2 RNAGDGSE 2dz2NJ NI Yy
3t 260l f O2yaraiaSyoOes NBRSFAYyAYy3I |
unique experience across both retail and HoReCa channels.

The strong start to the year has been formalized in our updated €22%3
Strategic Plan, which envisages average annual revenue growtji 0%8
an EBITDA CAGR of over 15%, and consm@istdinablesalue creation
across the Group.



SUSTAINABILITY: OUR RESPONSIBILITY AND STRATEGIC COMPASS

At Massimo Zanetti Beverage Grospstainability is more than a
commitmentr it is a responsibility It is also a fundamental enabler of leang
term value creation. Each year, we reaffirm our pledge to grow in a way that
respects the environment, uplifts communities, and builds a better future for
generations to come.

Our sustainable vision is grounded in real, measurable actions. Across the

Group, we continue to progress in energy efficiency, waste reduction, circular

packaging, transportation optimization, and the adoption of renewable
energy sources. We are also istiag in innovation to repurpose coffee by
products and reduce environmental impact across the supply chain.

Some highlights from 2024 include:

- Segafredo Zanettitalia fully transitioned todesigned for recycling
packaging, eliminatingluminumand introducing FS€ertified mona
material films, maintaining product integrity while greatly enhancing
recyclability Furthermore itimplemented continuous energy monitoring
in highconsumption departments, enabling retéine tracking and
efficiency improvements

- Meira, our Finnish subsidiary, completed sustainability certification for its
entire Kulta Katriingproduct rangelt continued to advance toward its'
SBTaligned climate targets set in 2021 aiming &or80% emissions cut
by 2028 and 100% renewable energy sourcing. By 2025, 90% of its
suppliers will align with the same climate ggals

- Boncafé Thailandchieved Green Industry Level 3 certification and was

awarded the prestigious Green Star Award for environmental excellence.

These achievements are more than just milestangsey reflect agrowing
cultural shift within our organization. Sustainability is no longer a project; it
is a mindset. It shapes how we think, how we operate, and how we engage
with the world around us.

What brings me the most pride is seeing this spirit of sustainability emerge
organically across all Group companigdsom Café Montana to Tiktak, from
Austria to Australia each embracing continuous improvement and climate
action.We know that the journey ahead will require courage, innovation, and
collaboration. But we are prepared.

Pierluigi Tosato
Massimo Zanetti Beverage Group S&O
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Massimo Zanetti Beverage Group S.p(Aereinafter also "MZB" or "Group")
is one of thdeading global players in the coffee sector

With revenues of aroundL billion Euroin 2024and more thar8,156

employees the Group has a portfolio ofiore than 40 brandssome wel

known at the international level, as the Segafredo brand, synonymous since
1960 with Italian espresso coffee, and other leaders in local markets, thanks
to an identity able to merge tradition with new market trends.

Massimo Zanetti Beverage Group wasndedmore than 50 years agby
Massimo Zanettiwith the purchase of the Bologna coffee roasting plant
SegafredoZanetti immediately adopted a strategy based on expansion in
international markets and diversification: it was the start of a success story
that has turned an Italian company into one of the key players in the coffee
sector at the global levebtarting from Italy, the Group was able to enter the
largest consumer markets in Europe, America, Asia and in ttidl®/East,

both through organic development and acquisitions.

Despite its Italian origins, the Italian market today represents less than 10% of
the Group's turnover. The Group has a commercial presence in 110 countries,
with 20 roasteries and an important network of coffee shops.

Underlying the strong international presence is a network of companies
belonging to the Group, of which 20 are involved in roasting, and 37 conduct
commercial operations, with direct presence in 36 countriedMZB is also
presentalong the entire coffee value chaiand in all sales channels, in the
mass marketprivate label,food serviceand has an important network of

coffee shops

The wide range of products, which includes all types of roasted coffem
ground coffee, beans, instant coffeeadyto-drink, and coffee available in
pods or capsulesallows the Group to meet the preferences and
expectations of all its customers.

In addition to coffee, Massimo Zanetti Beverage Group produces and sells
tea, spices, cocoa, chocolates and other food products, purchased from a
network of selected suppliers.

Segafredo Zanetti brantdas beerincluded in theRegister of Historic Brands

of National Interesto Marchio Storicd@ ,(a recognition awarded by the

Ministry of Business and Made in Italy to promote and protect the excellence
of historic companies that have been rooted in Italy for at least fifty years.

In 2024,QuattroR, a private equity fund that stands out for its strong
industrial vocationin promoting the development of Italian companies with

characteristics of excellence and solid fundamentals, acquiradjarity
stake in Massimo Zanetti Beverage Group S.p.A. with the aim of accelerating

its growth and international development.
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T H E G RO U PIS 1billion Eurorevenues in 202
115,908tonnes of green coffee purchase
20 production plants

NUMBERS 3 156employees

+110 countries
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GLOBAL
PRESENCE

The Massimo Zanetti Group was founded in the early 1970s wher
founder, Massimo Zanetti, bougBtegafredo, a Bolognbased coffee
roasting company active on the Italian market

From the very beginning, the objectioé the founderhas been to
become the Italian reference point in the sale of roasted coffee
through the bar and café channel, offering not onlyigh quality
product but also goods and services that would ensure customer
loyalty.

International expansion began in the 1980s, first with the acquisiti
several companies with production facilities in Austria and France
followed by the establishment of sales companies in Portugal and
Spain, and finally in Germany, England, the Uh&e&ates and Australi

This period, also sees the fiSegafredo Zanetti espresso branded
cafés which were mostly managed on a franchising basis.

¢KS DNRdzLJQd 3INRgUOK adNI GS3e |
the acquisition of the Dutch compariykTakin the early 1990s
followed by the acquisition dfleira in 2002, a leading Finnish coffee
and spicecompany known for its populd€ulta Katriinabrand.

The process of internationalisation moved beyond Europe, with the
acquisition ofCafé Nova Suissa Brazil followed by the acquisition of a
modern roasting plant in Suffolk, Virginia along with four histérieerican
brands:Chock Full o'Nuts, MJB, Hills Bros and Chase and Sanborn

The commercial expansion process continued in North America with th
acquisition ofKauai Coffeewhich manages inter alia, the business relate
the cultivation of green coffee in one of the largest and most productive
coffee estates h Hawaii.

In 2014, Massimo Zanetti Beverage Group acquiredibrecafé Group
which operates in Asia and the Middle East. Between 2015 and 2018, t
acquisitions ofNutricafésS.A.(now Massimo Zanetti Beverage lberia) an
Club Coffeen CanadaJru Bluein Australia andPT Caswells Indonesia
were completed.

During 2019, three new companies were acquif@dan Alliance Group
(Australia) Café Pacaembutda(Brazil) andthrough its subsidiary Massirr
Zanetti IberiaCafés NandSA(Portugal).

In 2021, the Group acquirgdoja Verde Gourmet Hovgdased in Ecuadol
I O2dzy i NE LINPRdzOAYy3 a2YS 2F (KS



KEY MILESTONE

'80 2005 2014 2022-23

Beginning of the
Internationalization
process, with production
and distribution agreement
signed in Germany,
Portugal and Benelux

Acquisition of Sara Lee
Corp. retail channels and
production plant in
Suffolk (USA)

Acquisition of Boncafé Group
(Singapore), construction of a new
roasting plant in Vietnam and spin-
off of the green coffee business (i.e.,
Cofiro) from MZBG

Disposal of La San
Marco, sold to
Groupe SEB

2019
1973
Acquisition of The
Bean Alliance

(Australia), Cafés
Nandi (Portugal) and 7

sm\ 2
S

2011

Massimo Zanetti
aguires
Segafredo of
Bologna (ltaly)

Acquisition of
Kauai Coffee
Company (USA)

1997

(Brazil)

Acquisition of Café

Nova Suissa

(Brazil) S

.
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(Pnrci[mdn))
1976 1983-85 2002 2006 2012 2016 2021
Acquisition of La Acquisition of coffee Acquisition of Meira Acquisition of Acquisition of Acquisition of Acquisition of Hoja Acquisition of a
San Marco ("LSM”, companies and (Finland) and Café Brodies (UK) Moonachie (USA) Nutricafés Verde Gourmet controlling stake by the
Italy) and expansion related production Mag (Poland) roasting plant (Portugal) (Ecuador) private equity fund
of product portfolio plants in Austria and from Sara Lee QuattroR

through coffee
machines

France

Corp
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MAIN BRANDS
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PRODUCTION PLANTS

Massimo Zanetti Beverage USA
Kauai Coffee

Café Montana

Hoja Verde Gourmet

Café Pacaembu

Massimo Zanetti Beverage lberia
Segafredo Zanetti France

Brodie

Brulerie

Tiktak SZ

Kauai, Hawaii

Suffolk, Virginia

Alajuela, Costa Rid@®
Cayambe, Ecuador

Vargem Grande do Sul, Brazil
Amadora, Portugal

Rouen, France

Ajaccio, France

Musselburgh, UK

Groningen, Netherlands

Meira ®
Segafredo Zanetti Polam’
Segafredo Zanetti Austria

Helsinki, Finland
Bochnia, Poland
Salzburg, Austria
Segafredo Zanetti Italia Rastignano (Bologna), Italy

Boncafé Thailand .Chonburi, Thailand

Boncafé International Singapore
MZB Vietnam Ho Chi Minh City, Vietnam
BAG Jakarta, Indonesia

Boncafé Indonesia Melbourne, Australia

SZ Coffee System Casale sul Sile (Treviso), Italy
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115,908

TONNES OF GREEN COFFEE
PURCHASED

3.156 /8%

GROUP
EMPLOYEES AT
31/12/202 4

OF COFFEE
PRODUCED IN
CERTIFIED SITES

93% 98.4%

OF EMPLOYEES WITH 1 ,055 OF RECOVERED OR

PERMANENT CONTRACIT
MILLION EURO RECYCLED WASTE

ECONOMIC VALUE
DISTRIBUTED

11,233 i 20%

HOURS OF TRAINING gl . OF PACKAGING FROM
PROVIDED TO RENEWABLE RESOURCI

2942

GIGA JOULES OF SELF e
GENERATED
RENEWABLE ENERGY

L The economic values shown include all the
companies of the Massimo Zanetti Beverage
Group consolidated on a lif®-line basis. The
other Highlights refer to the companies
included in the scope of the Sustainability
Report, as detailed in the Methodologl

Note.
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THE SUSTAINABLE BLEND

ForMassimo Zanetti Beverage Groupcting responsibly by respecting quality and sustainability values is an integral part of the basthesthe daily activities of
each company within the Group. These principles are promoted by the Group towards its customers and consumers, empldhiedscahdommunities in which
MZB operateswith the aim of giving back to the regiogs y I LILINR I OK G KI &G KIF & Ffglea o6SSy LI NI 2F (GKS

In 2024the Group continuedhe sustainability roadmap "The Sustainable Blendt' introducedin 2019to align all Group companies on the environmental
responsibility, product and process quality, and procurement practices, which were formalized through the following Policies

1 the Environmental Policyaims to define a common approach to managing environmental issues such as energy procurement, emissions reduction, ef
use of natural resources and raw materials, and the responsible management of prodewftkfied

71 theQuality Policypromotes innovation and the sharing of best practices among the various companies of the Group, and sets out a commdntapproac
ensure high standards of quality and food safety, as well as maximum customer andrendner satisfaction;

1 theResponsiblesourcingPolicyseeks to foster responsible management of procurement practices and the impacts generated along the supply chain
the various actors involved.
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Meira continues to operate in line with thgustainability targetsit has drawn

up and formally endorsed for 202030, which are in line with the

Sustainable Development Goals promoted by the United Nations and spread
overfour areas

1. Sustainable & Tasty Choices from farm to cup
2. Sciencebased climate work

3. Good & safe workplace

4. Meira as a sustainable partner

For each area{Plsandtargetshave been set, to be achievgdar by year
until 2028.

The ambitious climate commitments set by Meira were endorsed by the
Science Based Target initiative (SBThese are scientific targets related to

the reduction of greenhouse gases, in line with the 1.5 degree global warming

increase limit set by the 2015 Paris Agreement.

The following targets were validated by Science Based Target in March 2022:

- by 2028 Meira is committed to reducing Scope 1 & 2 emissions by
80%, compared to 2019, by switching to the use of etdgtricity
produced from renewable sourceand usingoiogas and district
heating obtained from renewable sources

- over the same time period, i.e. by 2028, Meira commits to a 50%
reduction in Scope 3 emissions related to upstream transport and
distribution and waste generated

- by2028Meiraalso comntited into decreasing waste generated in
operations by 50%

- finally, Meira is committed to involving partners in the supply chain
through a target requiring suppliers, corresponding to 90% of
emissions related to the purchase of goods and services, to develop
Science Based Targets by 2025.

1 The Science Based Targets initiative (SBTi) is a collaboration between CDP, United Nations Global
Compact, World Resources Institute (WRI) and the World Wide Fund for Nature (WWF). SBTi promotes

In 2025 Meira is in the process of setting & validating value chain
specificFLAG F NBESdia Ay | RRAGAZ2Y (2 NBOJAS
near and long term climate targets and transition plans.

8443

ased targets

11095

sinesses with targets and

commitmer f_

SCIENCE
BASED
TARGETS

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

ambitious climate action in the private sector by enabling organisations to set sdiaseel emissions
reduction targets. https://sciencebasedtargets.org/
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Distribuidora Café Montafnafollowing the launch of Costa Rica's National
Decarbonisation Pl&ndecided to set even more ambitious targets,
committingto zero greenhouse gas emissions by 20Z@e achievement of
this ambitious target was certified by the Costa Rican government's Climate

Change Directorate through the issuance of the "Carbon Neutral" certification

in relation to Café Montafia&HG Inventory:

To achieve this target, Distribuidora Café Montafia initially installed a new
roasting machine, more efficient in terms of production and consumption,
with a system for controlling and reducing emissions into the atmosphere.
Various support initiatives hawaso been organised, such as training on
resource waste, energy consumption, reforestation, environmental education
and the correct collection and sorting of waste.

Distribudora Café Montafia has also been selected to participate in a pilot
project of "Decarbonisation Roadmap" by the Climate Change Directorate of
the Costa Rican government.

NATIONAL

CARBONIZATION
PLAN |

GOVERNMENT OF COSTA RICA

DECARBONIZING
COSTA RICA

COUNTRY COMMITMENT 20182050

2 Costa Rica's National Decarbonisation Plan aims to reduce net greenhouse gas emissions to zero by 2050 2 Defined by the Greenhouse Gas Protocol, an initiative that stems from the partnership between the

in line with the objectives of the Paris Agreement on Climate Change.

World Resources Institute (WRI) and the World Business Council for Sustainable Development (WBCSD),
with the aim of defining global standards for the measuent and management of greenhouse gas
emissions.
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Segafredo Zanetti Polanfibrmalised aSustainability Strategyn 2021that
involved the definition of some specific objectives in the following areas:

9 reduction of nonrecyclablewaste,
1 progressive improvement in structure and eneggnsumption
9 promotion of asustainable culturewithin the organisation.

In line with these commitments, the company began collaborating with the
startup EcoBean, which specializes in producing antioxidants from coffee
waste

In2022, Segafredo Zanetti Itali@ached the ambitious goal set by the
Sustainable Packaging Projeethich was launched in 2017. Specifically,
Segafredo Zanetti Italia has completely abandoned the traditional packaging
used in the world of coffee, switching from the use of packaging made of
plastics (unrelated) and aluminiuna nonrecyclable mix to the use of
recyclable plastics (with the total elimination of aluminium). In addition, the
packaging of the multiple formats (bipack and quadripack) has be
completely replaced from an initial nerecyclable material to a recyclable

one in plastic, to the complete use of Forest Stewardship Council (FSC)
certified paper packaging.

In 2023, TikTakformalised the "Sustainability Vision Document”, a document
that encapsulates the Dutch company's sustainability vision and mission and
is a guide for the transition to a sustainable production model. This document
is based on four main pillars:

1. Value creation;
2. Transparency;
3. Supply chain integration;
4. Continuous improvement.

4 https://unglobalcompact.org/whais-gc/participants/157864SegafredeZanettiAustriaGesm-b-H

Segafredo Zanetti Austripublished its first local Sustainability Report in

2023 and on 26 June 2023 formally joined the Global Compact,-hindimg
United Nations pact to encourage companies worldwide to adopt sustainable
and socially responsible policies and communicate their implementation

Bean Alliance Groupustralia signed up to th&ustralian Packaging

Covenant OrganisatiofAPCOIn 2024 It pledged to utilise the Sustainable
Packaging Guidelines (SPGs), supporting the transition to more sustainable
materials, improved recyclability, and reduced environmental impact. The
IANRdzL) NBOSAGSR 'y h@SNIff t SNF NOYK A0 S
indicates the highest performance level as the group has made significant
progress on packaging sustainability.

Segafredo Zanetti Franogas awarded thddronze medaEcoVadigor 2024

one of the most accredited awards in international sustainability rating
EcoVadis is an international platform that measures sustainable impact,
aiming to improve companies' environmental and social practices by
harnessing the influence of global logistics cha8egyafredo Zanetti France
achieved an overall score 68100 as the average of 4 indicators:

Environment, Labour and Human Rights, Ethics and Sustainable Procurement.

-
BRONZE | Top 35% \

ecovadis

JUL 2025
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https://ecovadis.com/it/

STAKEHOLDER DIALOGUE AND MATERIALITY ANALY SIS 1) Understanding the context of the organisation

During 202, Massimo Zanetti Beverage Group updated its materiality
analysis, in line with the evolution of the regulatory scenario and in
consideration of the changes introduced by the latest edition of the GRI
Standards.

This update was conducted focusing not only on the perceived relevance of
the material topics for stakeholders and the organisation, but also on the
actual and potential impacts generated by organisational activities on the
economy, the environment and pete.

The final list of material topics was determined by carefully identifying and
analysing the impacts generated by Massimo Zanetti Beverage Group across
the entire value chain: supply chain, directly controlled activities and, finally,
final products and seices. More specifically, the materiality analysis was
conducted using a fowstep approach, as required BRI 3: Material topics
2021:

w Understanding the context of the organisation }

w ldentification of actual and potential (positive and negative) impacts

w Assessment of the significance of impacts

w Prioritisation of the most significant impacts

Understanding the organisational context took place by considering multiple
inputs, both internal and external (analysis of seetpecific sustainability
trends and benchmark analyses).

2) Identification of actual and potential (positive and negative) impacts

Following the analysis of the internal and external organisational corttet,
Groupidentified a list of impacts, classified according3BI 3: Material topics
2021, i.e.:
type of impact negative or positive, actual or potential, short or long term,
intentional or unintentional, reversible or irreversible
areas where the impact occurssupply chain, company activities,
products
impacted areaseconomic, environmental, social, human rights

3) Assessment of the significance of impacts

The assessment of the significance of impacts was carried out by the Heads of
Departments who assessed the severity/significance of the impact and the
likelihood of occurrence.

4) Prioritisation of the most significant impacts

Upon completion of the assessments, the priority impacts were clustered on
the basis of coherence and correlation, resulting in the new list of MZB
material topics.

List of material topics

The analysis activities described above confirmed the quality of the
considerations and insights made in previous years.

Below is the summary table listing the 12 material topics categorised
according to the relevant ESG pillar and prioritised considering the
organisation's assessment of impacts.

21



ESG PILLAR

ENVIRONMENTAL

MATERIAL TOPIC

Energy efficiency and climate change

SDGS

000 HEALTH
D W01 BONG

Responsible waste management and circular economy

Packaging and sustainable innovation

SOCIAL

Health and safety in the workplace

Professional welbeing and retention

Diversity and equal opportunities
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Employee training and development
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POSITIVE

IMPACT REFERENCE
MATERIAL TOPIC IMPACT NEGATIVE DIMENSION IMPACT SIGNIFICANCE CHAPTER
IMPACT
Il = .
- . Company
Greenhouse gas emissions from energy consumption - A Medium  High  Very
- . activities -high high
Energy efficiency and climate 6.2
change = '
Impact on climate change related to upstream and downstream operatic - Supply Chain Medium  High  Very
-high high
Compan AR
. Waste production - . P. Y Medium  High Very 6.2
Responsible waste activities -high high
management and circular =
. Compan
economy Use of materials - . p y Medium  High Very 6.3
activities -high high
Packaging and sustainable s
rackaging Improving the environmental footprint of products + Products Medium  High  Very 6.3
Innovation -high high
Health and safety in the Compan i
safety | Health and safety in the workplace - . P. Y Medium  High Very 5.6
workplace activities -high high
. . . =l
Promotion of better employment conditions through the adoption of + Company e oy
collective bargaining and/or equivalent instruments activities igh high
. . NN |
Professional welbeing and . . Company 51
. Promotion of employee wellbeing + L Medium  High  Very 5.2
retention activities -high high 5.4
Compan ey
Socieeconomic contribution to local community development + . p y Medium  High Very
activities -high high

Legend:+ positive impact,- negative impact



POSITIVE

IMPACT REFERENCE
MATERIAL TOPIC IMPACT NEGATIVE DIMENSION IMPACT SIGNIFICANCE CHAPTER
IMPACT
Diversity and equal Compan -
ya q Gender inequality and other elements of diversity - npany Medium  High  Very 55
opportunities activities -high high
Employee training and Company AR
illi i + L . 5.3and 5.4
development Up-skilling and professional development of employees activities M_i(féim High \r:‘egl%/
NN |
Product quality and safety Damage to consumer health - Products Medium  High  Very 4.4
-high high
Compan - -
Violations of rights and abuses in the workplace - activﬁiesy Medium  High  Very
Protection of human rights -high high 3.1
along the value chain e . 3.2
Forced labour, child labour and human rights violations in their supply cl - Supply Chain Medium  High  Very
-high high
Sustainability and A
ustainabili A . i
- Lack of traceability in the supply chain - Supply Chain i 3.1and 3.2
traceability of procurement y pply PRl M_if’g‘im High i
Compan -
Incidents of corruption - . p y Medium  High  Very
activities -high high
Compan -
Unethical tax practices - activﬁiesy Mediu  High  Very 2.1
Compliance, ethics and m-high high 2.2
i i [ NN 2.3
integrity _ Company . ‘ 2
Lack of corporate compliance - o Medium  High  Very ‘
activities -high high
Compan -
Loss of sensitive corporate data and employees' personal data - npany Medium  High  Very
activities -high high
Company - .
Listening to and Improving the performance of products + activities Mic‘igu#n High \éghy i.;
communlcatlné:] with —r 1 43
customers and consumers Inadequate communication of relevant product characteristics - Products Medium  High  Very 4.4
-high high
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DIALOGUE WITH STAKEHOLDERS

Dialogue with stakeholders is fundamental for Massimo Zanetti Beverage Group: every year, the Group companies carryimititiveesyto promote the

dialogue with its internal and external stakeholders. The tools used are many: from targeted dial@guestcts through internet channels and customer services

(website, social media, etc.). The inputs provided by the stakeholders are the starting point for the definition of teegptetse strategies and are used, within
the reporting process, to diret¢he reporting towards the notfinancial issues most relevant to the stakeholders, identified through the materiality analysis.

Group Stakeholders

Employees and collaborators

Customers and consumers

Bartenders

Suppliers

NGOs and local communities

Competitors
Trade Associations

Trade Unions

Shareholders and Financial Community

Schools and Universities

Franchisee

Main channels of involvement

Continuous communication by different meafistranet, newsletter, questionnaires, etc.)
Internal satisfaction survey (for some companias)l periodic meetings

Market research, mystery shopping

Tests, focus groups, questionnaires, online interviews and telephone calls, Product Evaluation and Customer Satisfaction
Social media (e.g. Facebook, Twitter) and corporate websites, newsletters

Virtual events and meetings (for some companies)

Customer Service

Training courses (Segafredo Academy) for professional, quality service, dedicated annual championships
Meetings and sessions to define training opportunities, dedicated eyblawsletter

Codevelopment activitiesbusiness meetings and continuous communication
Audits and factory visits to ensure high quality standaasisl supplier questionnairor some companies)

Charitable activities and contributions to exhibitions and external performances
Activities carried out locally for the benefit of local communities

Participation in joint association tables
Periodic physical and virtual meetings (specific to the context in which each company operates)

Constant dialogue through physical and virtual meetings and fulfilment of bargaining obligations with trade unions

Investor meetings

Participation in support programmes for students in financial difficulties (e.g. distribution of books) (for some companies)
Collaboration with universities and schools in internship and apprenticeship projects (for some companies)

Visits to franchise shops and periodic physical and virtual meetings (for some companies)
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2.1 CORPORATE GOVERNANCE

SHAREHOLDING STRUCTURE

In2024,QuattroRSGR SpA, a private equity fund management company
that stands out for its strong industrial vocation in promoting the
development of Italian companies with characteristics of excellence and
solid fundamentals, acquired enajority stake in Massimo Zanetti
Beverage Group S.p.Aith the aim of accelerating its growth and
international developmentA new Board of Directorgomposed by
memberswas appointedcand Pierluigi Tosatpa manager with more than 25
years of experience at the helm of large industrial groups in the food and
beverage sectolis the CEO.

QuattroR joined the Group mainly through a capital increasaging in
new resources entirely dedicated to the pursuit of numerous growth
opportunities and consolidation of the Group's European leadership
further strengthening its global presence

GOVERNANCE MODEL

The Company has adopted a traditional administration and control model,
characterised by the presence of a management body, the Board of
Directors, and a control body, represented by the Board of Auditors.

TheBoard of Directorof Massimo Zanetti Beverage Group plays a central
role in the guidance and management of the Company and the Group. In
addition to the powers vested in it by law and the Bylaws, the Board of
Directors is exclusively responsible for the most important ecoic and
strategicdecisions

TheBoard of Statutory Auditorsupervises compliance with the law and
Bylaws, compliance with the principles of sound administration and, in
particular, with the adequacy of the organisational, administrative and
accounting procedures adopted by the Company and its operations.

Thestatutory audit of the annual and consolidated financial statements for
the financial years ending 31 December 202 31 December 2025 was
entrusted to the auditing firm PricewaterhouseCoopers S.p.A.

Massimo Zanetti Beverage Group S.p.A., as parent company, directs the
company and group strategies and exercisesiagement and

coordination activitiespursuant to articles 2497 et seq. of the Italian Civil
Code over the Italian companies belonging to the Group that it controls.

To ensure honesty, efficiency and transparency in the conduct of the
business and corporate activities, to protect its own position and image and
to meet the expectations of all stakeholders, the Board of Directors of
Massimo Zanetti Beverage Group S.pafter verifying that the standards

of conduct, the organisational structure and the procedures already
adopted complied with the objectives of Decree No. 231, adopted and
implemented its own organisation, management and control model
("Model" or "Organisgional Model") and created a Supervisory Board as
per Legislative Decree No. 231, which morstbe compliance, operation
and update of the Model. Moreover, the Italian companies Segafredo
Zanetti S.p.A. and Segafredo Zanetti Coffee System S.p.A. have adopted
organisational models with characteristics similar to the model adopted by
the Parent Compay.

27



2.2 ETHICS AND COMPLIANCE

Ethics, compliance with applicable regulations and the fight against active
and passive corruptiomepresent some of the core values which underpin
the way in which the Grougfirst of all with theCode of Ethics conducts

its business and manages relations with all stakeholders: shareholders, the
financial community, customers, consumers, suppliers, business partners,
communities, employees and institutions.

The Code of Ethics is an essential component of the internal control system.

Adhering to this ensures the Group avoids committing irregularities and
unlawful practices in the countries where it operates. The adoption of
certain standards of conduct is ald@e expression of the commitment of

the Italian companies to the prevention of the crimes specified in Legislative
Decree No. 231 of 8 June 2001. The Code of Ethics applies to corporate
structures, directors, managers, employees, auditing firms, statutory
auditors, agents and contractors and anyone working significantly and
continuously on behalf or in the interest of the Group.

The principles and values contemplated by the Code of Ethics refer to
legality, responsibility, honesty and correctness, transparency, integrity,
reliability, impartiality, respect, the protection of the environment and
safety, quality and social respontily, intended as protecting human rights
and promoting the weltbeing of communities.

These values must underpin all activities of the Group, even if these are
carried out using suppliers, distributors, consultants, contractors of sub
contractors or through business partners, consortia and joint ventures.
These players are called upon taprote the provisions in the Code of
Ethics in the scope of their respective areas of competence.

5 Code of Ethics, Massimo Zanetti Beverage Group, available at thdasmo Zanetti Beverage Group
- Code of Ethics (mziroup.com)

2.3 COMPLIANCE WITH TAX REGULATIONS

One of the fundamental principles and values accepted and shared by
Massimo Zanetti Beverage Group is the respect for all laws, regulations,
administrative measures and in general the regulatory provisions
applicable, including tax provisions.

It is therefore a top priority for the Group to comply with applicable laws
and regulations to prevent the commission of irregularities or wrongdoing
in the markets and jurisdictions in which it operates. In this regard,
reference should also be made toetiGroup's Code of Ethfcs

These principles and aspects of tax legalitycnesiderel in all company
activities.

Income taxes (current and deferred) are determined accordingly in each of
the countries where the Group operateased ora prudent interpretation

of current tax laws. This process sometimes involves complex estimates in
determining taxable income and deductible and taxable temporary
differences between book and tax values. In particular, deferred tax assets
are recognisedd the extent that it is probable that future taxable income
will be available against which they can be recovered.

The assessment of the recoverability of deferred tax assets, recognised in
relation to both tax losses usable in subsequent years and deductible
temporary differencesgonsiderghe estimated future taxable income and

is based on prudent tax plannihg

It should be noted that the choice of countries in which the Group operates
is guided by business considerations and not by tax reasons-grag
transactions are regulated, for tax purposkased orthe principle of free
competition, as set out by the OECD.

6 For further details, please refer to the contents of the MZB Annual Report
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http://investors.mzb-group.com/fase2/ita/corporate-governance/codice-etico/
http://investors.mzb-group.com/fase2/ita/corporate-governance/codice-etico/

Massimo Zanetti Beverage Group promotes a corporate culture based on
respect for tax regulations, ensuring their completeness and reliability, as
well as their knowledgeability at all levels of the company, to establish and
maintain a collaborative, cleand transparent relationship with the tax
authorities.

Transparency represents one of the principles and values considered
fundamental, accepted and shared by MZB. The Group intends to inform its
stakeholders in a clear and transparent manner of its situation and its
economic and management performance, withdavouring any interest

group or individual.

2.4 THE 231 ORGANISATIONAL MODEL

Massimo Zanetti Beverage Group S.p.A. has adopted an Organisation,
Management and Control Model pursuant to Italian Legislative Decree No.
231 of 8 June 2001 relating to the Company's administrative responsibility
("Decree 231).

The adoption of the 231 Model represents a valuable tool for raising
awareness and guiding anyone working in the name and on behalf of the
Company, to ensure that when carrying out their activities, they behave in a
correct and transparent manner, so aspgevent the risk of committing the
offences contemplated by the Decree 231, including corruption violations.
The principles of the Model aim to i) make the potential offender fully

aware of committing an unlawful deed and ii) allowing Massimo Zanetti
Bevaage Group S.p.A. to prevent or react promptly to prevent the unlawful
deeds being committed, thanks to ongoing monitoring of all activities.

The Special Part of 231 Model includes, inter alia, a section dedicated to
offences against the Public Administration and a section on the offences of
corruption between private individuals and incitement to corruption
between private individuals. Thesecti®ns provide a brief overview of the

corruption offences that the Company intends preventing, identifying
"sensitive" business functions, processes at risk and "instrumental”
processes, the rules of conduct (DOs & DON'T's) and preventative control
measues.

The 231 Organisational Model was updated in 2020 in order to rejltut
entry into force of Legislative Decree No. 75 of 14 July 2020 implementing
Directive (EU) 2017/1371 (on the fight against fraud affecting the financial
interests of the Union by means of criminal lawscsdled BIP Directive)

the entry into force of Law No. 157 of 19 December 2019, which introduced
Art. 25-quinquiesdeciesf Decree 231/2001 on tax offences.

Lastly, the Board of Directors, on 20 March 2024, updated the 231
Organisational Model to reflect i) organisational and risk changes resulting
from the delisting of the stock and its withdrawal from trading on the stock
exchange, ii) the new edition of th@onfindustria Guidelines for the
construction of Organisation, Management and Control Models in
accordance with Legislative Decree No. 231/2001, iii) formalisation of the
moments of liaison between the Group's Supervisory Bodies (SB), from an
equal perspetive, iv) indication of the new Group whistleblowing system,
which is being enhanced in light of EU Directive 2019/1937, v) formalisation
of the tax policy, vi) additions to the procedures PR231/008 Monetary and
Financial Flows and PR231/002 Purchasdh,exipress indication of the
controls that are carried out on incoming and outgoing financial flows, vii)
updated statement of the information flows of the corporate functions
towards the SB, viii) 2022022 regulatory changes with impact on
Legislative Deree No. 231/2001.

Italian subsidiaries Segafredo Zanetti Italia S.p.A. and Segafredo Zanetti
Coffee System S.p.A. have their own Organisational Models pursuant to
Decree 231/2001 and appointed a Supervisory Body.

In 2024, there were no incidents of necompliance with laws and
regulations in the economic and social ard&R| 227] Similarly, there
were no legal actions for antiompetitive behaviour, antitrust and
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monopolistic practices during the periodsRI 206L] Lastly, in 202, there
were no incidents of corruptioiGRI 2053]

In order to enable all persons in the MZB Group to report conduct that is
not in line with the Code of Ethics, Policies and Procedures or applicable
regulations, the Group has set upvhistleblowing system

The modalities and operating instructions on the use of reporting channels
are appropriately set out in the Whistleblowing Policy.

In 2024, the related Whistleblowing Procedure was updated to strengthen
the reporting system. A secure digital platform was introduced to ensure
the anonymity of whistleblowers and to provide full traceability of the
report management process, in compli@with current legislation.

Reports of potential breaches can be submitted through the digital
platform.

The Company is committed to ensuring the utmost confidentiality in the
handling of reports andoesnot tolerate any form of retaliation that may
be a consequence of the report and its corrective measures.

In 2024 there were no reports deemed relevant under the whistleblowing
legislation and internal references.

MASSIMO
BEYERACG
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ASSOCIATIONS AND MEMBERSHIPS

Driven by the awareness that achieving meaningful resubisth economic and sustainalleequires dialogue and the exchange of ideas, all Group companies al
actively involved in various associations, organizations, and trade grasipsported below.

Brodies

Massimo
Zanetti
Beverage Iberia

Boncafé
International

Boncafé
Thailand

Café Montafia

Kauai Coffee

Segafredo
Zanetti Poland

UK Tea & Infusions Association
Guild of Fine Food

Fairtrade

Rainforest Alliance

AICG Associations of Portuguese coffee roasters

SNEF Singapore National Employers Federation
SMF- Singapore Manufacturing Federation
SAFEMSSingapore Association of Food Equipment Manufacturing

Industrial Estate Authority of Thailand
The Federation of Thai Industries

Céamara Costarricense de la Industria Alimentaria (CACIA)

Camara de Tostadores de Costa Rica

Union Costarricense de Camaras y Asociaciones del Sector Empresarial
Privado (UCCAEP)

Kauai Chamber of Commerce

Kauai Economic Development Board
Hawaii State Board of Agriculture
Hawaii Coffee Growers Association
Hawaii Coffee Association

Business Centre Club

Massimo
Zanetti
Beverage USA

Massimo
Zanetti
Beverage Brasil

Meira

Segafredo
Zanetti Japan

Bean Alliance
Group

National Coffee Association
Green Coffee Association
WISE Women Impacting Storebrand Excellence

ABIG Brazilian Coffee Industry Association

Flavia Baldin Member of the Marketing Committee at the ABIC
Association

Valdenice LopezMember of the strategic Committee at Associacao
ABIC

Finnish Food & Drink association

Coffee and Roastery association

Spice association

The Helsinki region Chamber of Commerce
National Organic Association

Japan Food Service Association
Italian Chamber of Commerce in Japan
Shinjuku Convention & Visitors Bureau

Australian Coffee Rosters Association
Internal Women in Coffee Alliance
Fairtrade ANZ

Australian Certified Organic

Swiss Water Method Decaffeinated
AQUIS

Rainforest Alliance

Licensed Partner: OXFAM
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3.1 GROUP RESPONSIBLE SOURCING POLICY

During 2019, MassimBanetti Beverage Group published tResponsible
SourcingPolicy, a statement of the Group's commitment to ethical and
sustainable coffee sourcing.

By establishing mandatory requirements, Massimo Zanetti Beverage Group
aims to share the Group's values with its suppliers and throughout its
supply chain: thggromotion of ethical behaviour and corporate integrity
respect for human rightsand theconservation of the fragile ecosystems

from which green coffee comes, as well as of natural resources

All Massimo Zanetti Beverage Grazgmpanies are committed to shathis
Responsibl&ourcingPolicy with their suppliers, particularly their raw
materials and packaging suppliers. These suppliers, in turn, are required to
accept and comply with the mandatory requirements set in the policy and
to verify their application at each stage of the sypphain.

In order to ensure compliance with mandatory requirements, analysis and
appropriate check of the supply chain are evaluated through site visits, self
assessment questionnaires and/or audits.

The Responsibl8ourcingPolicy is available on the Massimo Zanetti
Beverage Group's website.
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3.2 RESPONSIBLE PROCUREMENT AND TRACEABILITY

It has always been the mission of the Massimo Zanetti Beverage Group to
"make consumers all over the world love quality coffee, in full compliance
with the values of sustainability".

Fundamental therefore is the Group's commitment to developing
relationships of trust with its suppliers with whom it shares the same
responsibility in achieving increasingly sustainable goals.

The importance of giving visibility to the path of coffee, from bean to cup,
has made it increasingly necessary to adopt systems that allow the
complete traceability of raw materialslong the entire supply chain. These
systems not only increase consumer confidence by guaranteeing product
guality and safety but also optimise and streamline the activities of players
throughout the supply chain and improve communication and the quafity
information.

The certification of green coffee according to various internationally
recognised sustainability standards is an expression of the control and
monitoring of sustainability aspects along the entire supply chain.

Jegalredo

TaMEtT

Segafredo Storia Espresso

Super-premium organic coffee from Honduras:

Segafredo Storia is a single origin coffee,
Organic and Rainforest Alliance -certified.

Your product’s journey
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CAREFUL SELECTION OF SUPPLIERS

Over the years, with the aim of improving control over the supply chain,
Group companies have implemented systems for selecting, evaluating and
monitoring suppliers based on economic criteria, the quality of the products
purchased and the punctuality ofelservice rendered by them. In addition,
depending on the specifics of individual markets, suppliers are also assessed
for environmental aspects, traceability of raw materials and protection of
human rights in the supply chain.

All Group companies, when establishing contracts with their suppliers,
require their counterparts to accept the Code of Ethics as an essential part of
any business relationship between the parties and expect all their suppliers
and subcontractors to complyith the standards and principles set out in this
Code of Ethics.

All of the Group's European roasting plantslso in compliance with the
European regulatictthat regulates traceability and food safety aspects, have
implemented an effective traceability system for raw and packaging materials
that is periodically verified both internally and by the various certification
bodies during audits.

Tests to verify the ability of Group companies to trace back information on
products marketed throughout the supply chalamonstratethe ability of
roasters to access the required data in time to ensure the accuracy and
availability of the information, confirming the strong control over this aspect.

In addition to the evaluation of commercial and technical aspects, the
purchasing procedure dflassimo Zanetti Beverage US#ipulates full
compliance with the parameters established by all health regulations and
those at government level and by the GFSI (Global Food Safety Initiative),
which brings together key players in the food industry with the purpose of

8 Regulation (EC) No. 178/2002 of the European Parliament and of the Council of 28 January 2002, laying
down the general principles and requirements of food law,

continuously improving food safety management systems. In particular, the
company asks that its suppliers compile a detailed check list with more than
100 questions on traceability and safety, for example, on compliance with the
HACCP standard, methods dde check for the presence of parasites and
allergens and application of Good Manufacturing Practices in relation to
quality standards. As part of the evaluation of suppliers on social issues,
Massimo Zanetti Beverage USA requires green coffee supigiaign with

their "Supplier Code of Conduttwhichacknowledgesompliance with the
applicable national and international standardslahour, working practices

and conditions. The company also asks its suppliers to acquire numbering
systems to identify products to facilitate traceability, where necessary. The
US company also encourages its suppliers to become members Gf tled
Coffee Association of New Yagrkn association dedicated to promoting the
coffee business, based on rules agreed on among all market players. Finally,
Massimo Zanetti Beverage Group has implemented-asinthly rating

based evaluation of its 10 most important suppliefsichaccount for more

than 80% of purchases.

Segafredo Zanetti Itali®as issued procedures for the selection of its
suppliers and the assessment of their performance. In the regular assessment
cycles on suppliers, multiple parameters are assedaetliding longterm
reliability, compliance with hygiene and sanitary standarparticularly those
related to HACCPadherence to delivery schedules, and the identification of
any nonconformities.The traceability of the products supplied is also
assessed. In addition, since 2021, the company has b&engaits suppliers
for information and documents on their environmental performance and
certifications.

Tiktak also asks its suppliers to sign the new Group policy, which formalises
an action plan to contribute to the achievement of the UN Sustainable
Development Goals, initially receiving a response from 90% of them. In the

establishing the European Food Safety Authority and laying down procedures in matters of food safety.
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course of 2022, it had committed to 100% of suppliers, on 5 lines of action:
production process, energy saving, waste collection, packaging and transport.

Segafredo Zanetti Frandeas set up a product identification and traceability
procedure along the entire supply chain, which involves recording data using
a specific software. The company invites its suppliers to act correctly and with
impartiality by subscribing to theCharte des Achats Responsables entre
Segafredo Zanetti et ses fournisselir3he Charter specifies that suppliers

act against all forms of corruption and respect the principles of the United
Nations Global Compact (UNGC), the 8 fundamental Conventions of the
International Labour Organisation (ILO) and pertinent social and
environmental legislation. Suppliers are further required to draft an annual
report on the progress made, undergo possible checking to verify their
compliance with the principles subscribed to aifchecessary, put in place
appropriate corrective measures. Moreover, the French company has issued
a specific procedure for the approval of new suppliers of packaging material:
a selfassessment questionnaire must be returned, followed by onsite
inspectons, to verify compliance with high quality standards. Finalhce

2021, the company introduced new social criteria in the evaluation of certain
suppliers, whiclhave beergradually extended over the years to the entire
supply chain.

TheBoncafé Groumsks its suppliers to complete a saffsessment that
includes the main sales KPls, such as the quality of the products supplied or
the ability to meet requestRegardinguppliers of raw materials, the

Boncafé Group also carries out tests on the quality of products, to verify they
comply with the high standards expected within the Massimo Zanetti
Beverage Group.

Finland'sMeira monitors suppliers according to certain social aspects of
labour practices, human rights and social impact. In particular, the company
integrated the BSCI (Business Social Compliance Initiative) principles and the
certification criteria of the European @ee Federation's global platform in

order to structure an effective social and environmental assessment process
of the supply chainn addition to utilising third party certificatioribe

Finnish company makes regular visit§domsand grocessing plantacross
the key coffee sourcing origins this way, Meira ensuresufficient dialogue,
supplier engagement angffective compliance with social, environmental
and quality standards throughout its supply chain.

Brodiesevaluates its suppliers using a special Supplier Questionnaire, as
expressly required in order to maintain SALSA (Safe and Local Supplier
Approval) certification.

Similarly Segafredo Zanetti Austriavaluates its suppliers according to the
rating system established by the International Food Standards, according to
which the company is certified

Massimo Zanetti Beveraghveria has developed a classification system for its
suppliers that allows them to be grouped into three mactasses, based on
the level of compliance obtained from the evaluation. The initial assessment,
which must be passed in order to be an approved suppdied the

subsequent audit are aimed at verifying compliance with the requirements of
9001 certification.Additionally, the company prioritizes working with local
suppliers in order to reduce the carbon footprint of its plypchain and

promote more sustainable practices.

Boncafé Internationahas also identified a list of approved suppliers over the
years; they undergo an annual assessment to verify their ongoing compliance
with the requirements of ISO 9001 certification and the HACCP standard.
Similarly Massimo Zanetti Beverag&ietnam, when selecting suppliers,

checks that they comply with the requirements of HACCP and FSSC 22000
standards.

Boncafé Thailandequires its suppliers to comply with the GFSI (Global Food
Safety Initiative) Standards and, starting in 2020, it also requires compliance
with the Group's ResponsibfourcindPolicy. In particular, suppliers are

asked to fill in a questionnaire and, before entering into a commercial
agreement, an inspection visit to the supplier's premises is organised. Only
after a positive outcome are suppliers registered in the AVL (Apgrove
Vendor List).
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Massimo Zanetti Beverage Brasias a Supply Manual that establishes the
minimum requirements that must be met by suppliers in order to enter into a
business relationship with the company. The requirements cover quality,
environmental issues and social responsibility and are verifiddling in a
specific form and audit activities.

Segafredo Zanetti Polankdas also adopted an internal procedure and a
system for evaluating suppliers, which include surveys and audits, carried out
in the presence of significant risks. The search for and selection of new
suppliers are also driven by sustainability factors.

Distribuidora Café Montafias set up a specific procedure, which

establishes guidelines for the evaluation and approval of suppliers of products
and services that affect Good Manufacturing Practices (GMP) quality and
safety standards. In addition, an annual audit of the legal ireguents of
suppliers is carried out on the basis of the parameters established within the
Compliance Matrix for Suppliers.

During 202, 3 human rights assessments were conducted at Group
companies, at Segafredo Zanetti in ItalySat France in Franeed at the
Kauaiestates [Operations that have been subject to human rights reviews or
impact assessments]

In this context, Massimo Zanetti Beverage Group companies procured from
5,316 suppliers during 2024 (in line with 2023). General services account for
more than half of all suppliers (71%), followed by suppliers of finished and
semifinished products (13%lpgistics and transport (6%), packaging (5%)

and coffee and food raw materials (4%). Most suppliers are European (54%).
[GRI 26]

Suppliers, according to product type and origin, 202

South America Italy
North America 12% 9%
2%
AfricaMiddle East \s

1%

AsiaOceania
22%

Europe
54%

Raw materials4%

Other, 0%

. Packaging5%

Finished and senfinished

products 13%

.Log istics/transport6%

General serviceg1%
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With specific reference to the supply of green coffee, betweersz0i
2024, purchases decreased from 130,11@0115909tonnes.

Looking at theorigin of coffeg in 2024, 43% of Robusta quality coffee was
purchased from suppliers located in South and Central America. As for
Arabica quality coffee, most green coffee comes from countries in Central
and South America, including Brazil, Colombia and Honduras (89%).

Countries of origin of green coffee in 282

SouthCentral Brazil, Colombia, Costa Rica, El Salvador, Guatemala,
America Honduras, Mexico, Nicaragua, Santos, Panama, Peru
Arabica . . . .
. . China, India, Indonesia, Laos, Papua New Guinea,
quality Asia . - ;
Singapore, Thailand, Vietnam
coffee
Africa Burundi, Congo, Ethiopia, Kenya, Malawi, Rwanda,
Tanzania, Uganda, Zambia, Zimbabwe
SouthCentraI Brazil, Mexico, Nicaragua
America
Robgsta Asia India, Indonesia, Thailand and Vietnam
quality
coffee
Africa Cameroon, Ivory Coast, Madagascar, Tanzania, Togo,

Uganda

Coffee supplied, according to quality and origin, in 20@ tonnes)

160.000
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120.000

100.000
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m Arabica = Robusta
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Arabica coffee by origin, 2024

Other; 4%
Africa 4%

Asig 3% “

South and
Central America,;
89%

Robusta coffee by origin, 2024

Other;5%

Africa 13% ‘

South and
Central America
43%

Asig 39%

CERTIFIED COFFEE

Among the Group companielleira is the leader when it comes to

purchasing certified coffee. In fact, the company formally adopted a certified
green coffee purchasing plan as early as2@gtting itself precise growth
targets for the coming years, and is committedhtaintainingthis alsoto
contributeto international industry initiatives such as tiseistainable Coffee
ChallenggSCE Meira was able to achieve 100% of its purchases of certified
green coffedn November 203 (with annual average of #8) andduring

2024 managed to maiain an annual average of 99%fcertified green coffee
purchases.

In 2024, total purchases of coffee certified according to the international
sustainability standards mentioned below wet8.3% in total [GRI FP2]

Share of the different certifications in respect of the total for coffee certified
according to sustainability standards

Fair Trade + Max Havelaar
4% Bio/Organic

, 2%

Rain Forest Alliance
(RFA) + UTZ

Other 37%

57%
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RAINFOREST RESERVE | 1
AN ASIAN SUSTAINARLE C OFFEE INITIATIVE =——

3 BONCAFE
L5g .

E ; rom the highlands of Da Lat and Dak Lak in Vietnam, Boncafé presents

Rainforest Reserve — an exquisite Asian coffee blend using the finest beans from — ‘? RAINFXREST RESERVE ;:/
Rainforest Alliance Certified™ farms in Vietnam. The farmers are trained in methods S s — g4
that help safeguard the health of the land and benefit farm communities, and can : 5
boost yields at the same time. By enjoying Rainforest Reserve coffee, you are helping ”fg;/
to ensure the long term well-being of the farm communities, forests and wildlife on /; |

which we all depend.

e

A1

|
(925
of

W

BONCAFE

Discover more at www.boncafe.com
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Australian
Organic

Organic- Certification standard for agricultural raw materials
that guarantees that they come from supply chains where the
principles of organic cultivation are respecté&@r companies
operating in Europe, the standards formalising the
characteristics of organic cultivation are defined by EU
regulations, while in the USA by the National Organic
Programme (NORnd in Australia byAustralian Organic

Fairtrade- The certification guarantees that products bearing
the Fairtrade mark have been produced in respect of workers
rights in Asia, Africa, Latin America and have been purchasec
according to fair trade criteria.

Fairtrade Max Havelaar The certification is issued by the Max
Havelaar Foundation and attests that the products have been
purchased in accordance with fair trade criteria.

Rainforest Alliance Certified.

Find out more at ra.org

Rainforest Alliance The standard is based on 9 principles:
protection of local flora and fauna, protection of ecosystems,
protection of the soil, protection of water resources, fair
treatment of workers and good working conditions, good
relations within the community, integtad waste and pesticide
management, monitoring and peace building.

Certified coffee Grzas Fairtrade + Rairlforest Swiss Water
Max Havelaar Alliance Process

Segafredo Zanetti Italia X

Segafredo Zanetti France X X X

Brodies X X X

Brulerie X

Meira X X X

Massimo Zanetti Beverage USA X X X

Massimo Zanetti Beverage Vietna X

Segafredo Zanetti Poland X X

TikTak X X X

Bean Alliance Group X X X
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Sourcing certified green coffee has enabled the Finnish subsMigina to In 2024 Tiktaklaunched the Segafredo Chiave product line as part of its

launch new certified products on the markétcluding a functional coffee partnership with Selecta Group. Within this range, two products are
"Plus"-series with decaffeinated coffee, higiaffeinated and low acidity Rainforest Alliance
coffeesunder theRainforest Alliancecertified Kulta Katriinabrand.In certified.

February 2024, the brand to@nother step forwardy adding the Rainforest
Alliance sedlo the biggest product in the portfolio, Kulta Katriina Traditional.
With this updateall Meira coffee products are now steinably certified

lf2y3 6A0GK KFE@Ay3 AiQa O2FFSS LENIF2f A2
companies across Europe also continue to tap into the changing consumer
preferences with the Rainforest Alliance certified Segafredo raadirink

coffee range, offering a more verdatcoffee experience targeted especially

to younger consumers and for the ¢ine-go occasions, cafés and gas &

convenience customers. Téecoffee drinks are packaged in a fully recyclable

cartoncan

' YR 3 NP dzLJ

Tiktak also continuously strives throughout the supply chain to make its
products more reliable, transparent and verifiable. For years, the Dutch

] ,.Ii"i'/{";” Jegalveds ,.li"i&'_'ll company has introduced a number of BIO, Rainforest Alliance and Fairtrade
.rfﬂ/ﬂ'!” e A et certified products to the market: Segafre@mlezione Organica, Segafredo
ek < Climate, Segafredo Organic, Segafredo Impronte, Segafredo Chiave Tiktak
PASLET oARK RoAsT Organica, Tiktak Duet and Tiktak Single Origin Colombia Fairtrade
Dhemiurn LCtalian Syle ";:::‘@ &

Choco
Cappuccino
! QARK R,O,AS.T

)

Lactose

Giae

.....
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The Australian comparBean Alliancealso stands out by offering sustainable
and certified products. In particular, Bean Ground & Drunk, the first coffee in
Australia to be certified organic according to the Australian Certified Organic
standard, and Oxfam Fair.

For many years, Bean Alliance Group has been working with Oxfam Australia,
an internationally recognised organisation promoting the dignity of workers
and fighting poverty and inequality, producing therfbranded range and,
starting in 2019, exclusively producing a new premium ethical coffee line.

Through its products, Oxfam Fair is committed to helping communities
working on coffedarmsand the most disadvantaged people in Australia and

9 Australian Certified Organic is Australia's leading certification body for organic and biodynamic products,
which guarantees consumers that they are buying organic coffee and that no pesticides or other chemicals
are used throughout the entire processtdin the plant to the cup".

around the world. Funds raised from coffee and chocolate sales are invested
in antipoverty aid programmes.

Additionally, Bean Alliance Group hagen supplyinghe two major
supermarketsn Australiaexclusively with Fairtrade Organic coffee éwer
18 yearsThe companylso pioneered the creation of the firstver
composite Fairtrade chocolate, made with imported Fairtrade cocoa and
Australian sugar, sold under the Oxfam brand.
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ORGANIC AND SUSTAINABILITY GO BEYOND COFFEE

In the last years, Meira has expandedgteduct rangentroducdng healthier
alternatives to the traditional products such seira Organic Ketchupwhich
contains 85% tomato, 30% less sugar and salt, totally free of preservatives
and produced locally with only the use of biogas in the production process.

Moreover,Meira has expanded itspicerange with the introduction of
Ceylon cinnamon and Finnish nettle, both part of the M@ramium range
These spices are organically grown, sustainably produced, and certified
OrganicandFairtrade.

Meira alsoproducesMeira Dips which contain herbs and spices from the 20°% VANEMMAN
freshest harvest without flavour enhancers and starch. These sauces contain “‘“‘:mm
on average 30% less sugar and salt than traditional sauces and do not contain —
any artificial flavourings or additives, resulting in a vegad glutenfree
product.

Thecompany also made three public commitments aimed at expanding its
assortment of healthier food options. These include the introduction of
sauces with 30% less sugar, the development of seasoning mixes with no
added salt, and the launch of seasoning bledesigned to complement
vegan protein sources, supporting vegetarian and plzaged diets.

VALKOSIPULI-YRT

EI AROMINVAHVENTEITA EIKA TARKKEL

307% VAHEMMAN
SOKERIA JA SUOLAA

VITLEK & ORTER DIPMIX

0P KUUSLAUGH 34 (amEA

SIPUU-CHIH-MKIVEER

El ARomnyy,

307 Viney,
MA
SORERIA 44 5yg;, :

HVENTEI ) EIkQ mumsvl’
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0 Zanetti Beverage
Group recognises its
. [€sponsibility to constantly
[Mprove its processes and
products in order to
guarantee high quality
Standards and exceed
customer expectations, while
respecting the environment
and future generations.




Satisfying the needs of the market by providing quality products and
services, while respecting the ethical values of integrity, honesty
transparency and competitionin full compliance with national and
international regulations represents one of the fundamental principles and

An integral part of the quality concept promoted by the Group is also
innovation aimed at developing products that increasingly use socially and
environmentally sustainable materials and processes. The evolutionary trends
of the market, in fact, every yedead the Group companies to launch new

values of Massimo Zanetti Beverage Group, defined in the Code of Ethics and products, which aim to satisfy the needs and tastes of even the most

subscribed to by all Group companies.

The quality of the products offered in all markets is the fundamental principle
that guides MZB's work. For the Group, quality does not only mean providing
products that adhere to the highest international standards, but also
optimising internal processemtegrating the customer perspective in every
business activity, adopting an approach based on constant improvement and
constant ceoperation with suppliers, which is key to guarantee the
traceability and theobservance of regulatory standards and setjulations.

The commitment of Massimo Zanetti Beverage Group is translated locally
within the Group companies into specific quality and food safety policies that
allow for market specificities. In particular, in larger companies, food quality
and safety policies are ade operational by specific procedures defined

within management systems certified according to international protocols.

In this context, the quality management activities of Massimo Zanetti
Beverage Group evolve along two linpeotecting the quality and safety of
the productalong the entire value chaitistening and communicating with
customers and consumersand the continuousearch for product and
process innovation

At the central level, the Group guarantees that all companies operate in
compliance with locally applicable regulations in terms of quality and safety
and¢ wherever possible with the more advanced guidelines and standards
on the market. Specific functie within the Group's individual companies are
responsible for ensuring the quality and safety of products, as well as the
efficient management of the relations with customers and consumers in
every stage of the production cycle.

demanding consumers starting from the different characteristics ofdbal
markets, always respecting the quality, product safety and sustaityabil
requirements.

— ZANETTI —

. Jogalet

—— ZANETTI —

RAINFOREST
ALLIANCE

100%
ARABICA 4

RAINFOREST
ALLIANCE

100%
ARABICA

gpa.yelay”
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4.1 CUSTOMER CENTRICITY

The continuous engagement of stakeholders across all Group companies
plays a crucial role in achieving the objectives of meetingnd exceeding
consumer and customer expectations.

Operating companies actively listen to the needs of customers and
consumers, maintain open channels of communication, and provide
dedicated support services. Through structured internal procedures and
management systems, they also monitor customer satigfa@nd ensure
timely resolution of any requests or complaints.

RESPONSIBLE AND TRANSPARENT COMMUNICATION

To ensure responsible and transparent communication to its stakeholders,
MZB uses a number of dedicated channels that provide comprehensive and
clear information. Production companies are especially attentive to the
information provided on packaging and¢omplying with local regulations on
labelling. In the case of European companies, the manufacturer's data and
the storage methods of the product, the presence of allergens, nutritional
information and the methods of preparation of the dishes are always
reported, as required by EU Regulation No. 1169/2011.

During 202, Massimo Zanetti Beverage USAntinued the formal process of
reviewing the labelling of the products. In particular, through raulti
departmental involvement (Marketing, Legal, Quality, Sales and others), a
comprehensive process of checking product labels throughout the various
production and marketing stages is carried out to ensure their accuracy and
regulatory and legal compliance.

In 2022 Bean Alliancentroduced the "Planet friendly packaging" label for

coffee bean packages, recyclable and made of PET/PE (polyester) soft plastic.

The label contains disposal instructions and transparency for consumers.

With regard to marketing communications, one instance of-compliance
related to product labelling was recorded in 2024ne company of the

Group:the matterhas beerpromptly addressed and resolveshdno fines or
penalties were issuedGRI 4172] [GRI 4173]

CUSTOMER CARE AND CUSTOMER SATISFACTION

Supported by their quality management systems and policies, the largest
Group companies have adopted a structured approach to customer care and
customer satisfaction, which include the presence of dedicated
communication channels, the monitoring of spedmalicators to measure
customer complaint trends and improvement initiatives defined within
targeted annual plans.

Brodieshandles all produetelated complaints or nogompliance cases in
accordance with the Customer Compliant Procedure.

With regard to the monitoring of customer and consumer satisfaction after
the sale, companies adopt different approaches according to the peculiarities
of the market servedMassimo Zanetti Beverage USA, Massimo Zanetti
Beverage Brasil, Segafredo Zanetti Austria, Boncafé International, Kauai
Coffee, Boncafé Thailand and Distribuidora Café Montafta example,
conduct periodic satisfaction surveys among their customers using
questionnaires, also by resorting to the use of specialised companies. The
resultsare processed to identify problem areas and improve proceddesa
and Boncafé Thailantlave widened the number of communication channels,
recording consumer feedback through phone interviews, emails, corporate
website and also through their official profiles on the social netwdrk2024
Meira also conducted stakeholder interviews in link to it's local double
materiality assessment (DMA)uccino'svaluates the satisfaction of its
customers through social media and by administering questionnaires to
customers in the storeSegafredo Zanetti Australimonitors the satisfaction

of its customers by sending out a satisfaction questionnaire following the
maintenance services performed on coffee machines.

Every yearBoncafé Internationamonitors the satisfaction of its customers
by administering them a "customer satisfaction form". The results recorded in
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2024 were more than positive. The overall score obtained wé4/8, while
the timeliness of product delivery was rated?®/5 and finally the accuracy of
delivery content recorded a score of7@/5.

Segafredo Zanetti Polandike other Group companies (e$egafredo

Zanetti Italig), continues to develofnitiativesthat promote coffee culture

and a focus on quality among customers. These efforts allow the company to
continuously enhance the overallftee experience. As part tfie

collaboration with clientsthe companyoffers dedicated barista training that
support the development of knowledge and skills in coffee preparation at all
levels of expertise.fe training is provided by the certified SCA
Barista&Trainer.

Bean Alliance Group attaches primary importancedmmunicationand
dialoguewith its customers. Since 2020, two channels have been introduced
to obtain consumer feedback viaoemmerce sites. Also starting in 2020,
communication channels and methods were revisednoch the content of
blogswithin the online sales channels. Bean Alliance wanted to publicise the
history of its productsand reality, as well as to raise awareness and guide
customers in their more conscious and responsible purchasing choice

Boncafé Middle Easwith the Service Centeris able to offer a qualified after
sales support service and is also a place of-lggél technical traininglTo
guarantee transparent communication, the company has also implemented
internal procedures for product information and labelling, aligned with UAE
regulations. All labels are reviewed and approved by Regulatory Affairs and
Quality Assurance teams to emsuaccuracy, consistency, and compliance
with local and international standards.

Segafredo Zanetti Japampened a coffee shop on the campus of the Shibaura
Institute of Technology in 2023. The shop was designed by internationally
renowned Japanese architect Shigeru Ban, winner of the Pritzker Architecture
Prize in 2014, and known for the delicacy of hisatites, his unconventional
methods and his decisive contribution to innovation and humanity in
architecture. The coffee shop was conceived as a meeting place where the
Japanese company held seminars to educate young students imiltioeecof
Italian coffee.

——

e
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4.2 INNOVATION AND RESEARCH

The Massimo Zanetti Beverage Group is firmly committed to fostering a
culture of innovation and product research across all its companies.

For the Group, innovation means staying attuned to emerging market needs,

with a particular focus on sustainable and responsible business practices.

As a global player in the coffee industry, the Group aitttigsough the
implementation of its Quality Polityto continuously enhance its products,

services, and processes by embracing advanced technologies and developing

innovative solutions, while ensuriranvironmental protection and promoting
social progress.

Typically, the innovation process within Group companies begins with
thorough market analysis and research into emerging trends and evolving
consumer needs, as well as the growing demand for compliance with
regulations concerning the use of more sustaieatlaterials.

At Massimo Zanetti Beverage USAs at other Group companies, the
innovation process is initiated by the Marketing and Sales departments,
which, starting from market studies and the main trends detected, identify
new products capable of meeting the expectations of current and potential
future customers.

At Massimo Zanetti Beverage Iberishe Quality and New Product
Development department collaborates closely with both the Marketing and
Purchasing/Industrial Planning departments.

For the Portuguese branch, the creation of new products is made possible
through strong cros$unctional synergy driven by the fulfillment of specific
technical requirements, the identification of suitable suppliers, and the
development of a consistent anchpactful brand image.

Boncafé Internationahas maintained a Research and Development
Committee in Singapore for several years, comprising Baristas and a
multidisciplinary team from across the company.

These professionals contribute their field experience and insights into
customer preferences, playing a key role in the development of new
products.

Segafredo Zanetti Polanid building a dedicated cup tasting team to support
the development of products with improved taste profilés.addition, the
company has introduced the role of New Product Development Coordinator,
responsible for overseeing and aligning the efforts of various departments
from R&Dto product launch in the market.
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KULTA KATRIINAORGANIC CARBON FOOTPRINT

Meira has defined performance indicators to monitor the number of projects and to analyse those that pass the multiple approvahgisggeel and then
come to be considered real innovation projecta.2024 an_CAstudy and third party verified carbon footprint of the Kulta Katriina Organic coffees (cra

to grave) was finalisedz(i A £ A & A y 3

Kulta Katriina Organic carbon footprint

Y& oW

Transportation Meira

Fertilizers, Packaging and Transportation Transportation Transportation,
processing, fuels, transportation to Finland from harbor coffee-making,
and coffee bean  in the country to factory, and
production in of origin production, consumption
the country and waste

of origin management

26% 18% 4% 5% 38%

%~ distribution of the CO2 emissions of the product lifecycle

LINR YI NB R (d ¢FKNRAY @AAINNQ 4 AStef

2ANGRLALNAYNT 2ayFRAdBNT GBa O

Product end use ' ' ' /?”‘ :
/('11 vina

Waste, and
package
recycling

8%
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In the packaging and textile industries, there is a growing demand for environmentally friendly production methods a®nsdigaten. In this recent
circular economy pilot, abio F 8 SR R&S LINE RdzOSR T NBnsduasSvasdliccesafullpsRd infléxSgraphie printhddd fibdased
packaging. The innovation offers a scalable-émission, and natural colorant option for various industrial applicati®hg innovation solution is also
acknowledged as a 2025 finalist in the Sustaiitgbwards competition by Packaging Europe.

{AYOS HnunI o0A23La& KFa 0SSy LINRPRdAZOSR FTNRBY aSANI Qa O2ThiFrBelsurg ledudeS >
aSANI Q& /hi SYyraarzya oe FLILINBEAYFGStEE 171 2y a perdénhabedp@ritsNihd rgeént ploy O NI
demonstrates that some of the gyroducts can also be directed toward dye production. The coffee waste generated during dye production is compc
after extraction and used locally in agriculture.

& h dzNJ O predu@sSire alady used to produce biogas, and now they can also be utilized in packaging printing. This collaboratorabstawtup, a
university, and industry is a great example of interdisciplinary innovation leading to concrété sis/ 6 f S RS @St 2LIYSy i az2f dz

o THE PACKAGING [ sihts
‘ SUSTAINABILITY B ) ¥’ EUROPE SUMMIT
AWARDS Ny B

LY i eome NATURAL
Waste Coffee
Biocolor Ink

Y = =

WE ARE 2025 FINALISTS!

#SUSTAINABILITYAWARDS2025
10-12 NOVEMBER 2025, UTRECHT
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A REVOLUTIONARY PRODUCT THAT PROVIDES TRANSPARENCY TO
THE CONSUMER THROUGH BLOCKCHAIN TECHNOLOGY

In 2021, the Massimo Zanetti Beverage Group introdugegafredo Storiaa
revolutionary innovation in sustainability and transparency.

Segafredo Storia is a 100% Arabica stogigin coffee that is made totally
transparent and traceable by blockchain technofSgyapable of revealing
the story behind each cup to the consumer.

By scanning a QR code on each Segafredo Storia coffee package, the
consumer can learn the entire history of the product, following the coffee
from its place of cultivation to the cup, using a platform designed to provide
full traceability of all steps.

Moreover, this system is intrinsically capable of certifying the origin of the
data: a register that guarantees an immutable sharing of all the transactions
that take place in the chain, providing the final consumer with complete
visibility of product histry.

Through Segafredo Storia, consumers also have the opportunity to learn
about the history of the farmers and the land from which the coffee they
have chosen to taste comes, and to discover the places involved in making
and developing the drink.

10Blockchain is a technology that enables secure and certified transactions. It is a register in which each
processing phase is given a unique, unmodifiable digital stamp, guaranteeing the total traceability of the
chain. Information is also encrypted anitributed globally, facilitating secure information sharing.

Yalragy
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4.3 GROUP QUALITY POLICY

Since 2020, all Group companies and their main suppliers have been called to
adopt and comply with the guidelines defined in Qeality Policy This

policy addresses issuesafality, food safety, traceability, product and

process innovation, customer and consumer satisfaction

In relation to these areas, it defines the Group guidelines, in order to pursue ¥
common objectives, standardise corporate practices by sharing existing best ‘;} Py

practices, taking into account the specificities of each company in the Group. e .
o | | | P
The GroupQuality Policyaims to formalise the Massimo Zanetti Beverage A ’ ’
Group's commitment to: E -
P P d TR
- guaranteeing quality and safe products QUAL"Y POLICY

- adopting business practices aimed at increasing customer satisfaction
- promoting innovative solutions

oo S2
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In addition, the Quality Policy aims to regulate at Group level certain aspects
such asnnovation, food certification, traceability and, lastly, consumer
centricity.

INNOVATION

- innovating to anticipate consumers' expectations and improve internal
processes
- innovating to ensure sustainable growth

FOOD CERTIFICATION AND TRACEABILITY

- ensuring product safety in all Group activities and along the supply chain
- monitoring, measuring and improving business processes
ensuring high quality standards and traceability of coffee

CONSUMER CENTRICITY

- constantly involving customers and consumers
- exceeding consumer expectations

Those responsible for managing quality within each company and all Group
employees must monitor and ensure the implementation of the requirements
and the pursuit of these objectives. Finally, the Quality Policy requires each
company of the Massimo ZaneBeverage Group to carry out analyses and
assessments along its supply chain, in order to ensure that the mandatory
requirements are met, through onsite visits, saffisessment questionnaires
and/or external audits.

4.4 QUALITY, SAFETY AND PRODUCT CERTIFICATIONS

The monitoring of food safety and quality is extended to all activities
throughout production process: from thiarmsto the arrival of the green
coffee in the plants and the marketing of the finished product. Even before
receiving the batch of green coffee from their suppliers, the production
company team specialised in monitoring compliance with quality standards
and the physical andensorialcharacteristics of the raw material carries out
an initial check on a sample of green coffee. The practice dfe&Eaupping”,
involving the reproduction in the laboratory of the phases of the production
process, makes it possible to test the finished product before the entire batch
of coffee is produced and marketed. The specialist adopts a practice that
allows theimmediate perception of aromas and the evaluation of the aspects
of the coffee's taste, in particular body (texture or mouthfeel, such as
oiliness), sweetness, acidity, flavour and aftertaste.

Once the shipment of the entire batch of green coffee has been approved,
the specialisiproceedswith the documentationfor acceptance of the

incoming raw materialThisdocumentationis supportedby i KS S| Y Q&
sensorial analysis verifyinthe coffee's characteristics and properties.

During coffee roasting, a sample is taken for an organoleptic and physical test
through roasting, to assess, among other things, the colour of the roasted
coffee and the moisture level; the latter parameters are monitored

throughout the grinding stage. Ding packaging, lastly, the compliance of the
packaging in terms of weight and labelling is verified and sampling controls
are carried out on product batches.

The main production companie€sSegafredo Zanetti Italia, Café Montafia,
Meira OY, Massimo Zanetti Beverage Iberia, Massimo Zanetti Beverage
Brasiland Boncafé Internationak have adopted a quality management
system certified to ISO 9001:2015 standard, whiefinesresponsibilities
and controls aimed at ensuring the achievement of key objectives and
supporting product quality and customer service, by optimising internal
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processes. These systems help companies pursue continuous improvement
by adequately addressing any cases of-aompliance through targeted
corrective actions.

Boncafé Thailanabtained ISO 9001:2015 certification in 2023. In 2022
Boncafé Middle Easbbtained HACCP certification.

Massimo Zanetti Beverage USthe Group's largest company in terms of
production volumes, does not have a management system certified to 1ISO
standards. Product quality and safety have, however, been given a pivotal
role in the production process, as testified by its quality manuhblickvis
constantly updated and improved. In additiahK S O 2 Qudlity & Q &
AssuranceDepartmenthasthe responsibility for supervising and optimising
all company processes concerning product and process quality with the aim
of standardization and consisteithplementation ofii K S
overallQuality Program

In order to guarantee the safety of its products and to comply with the
highest quality standard§egafredo Zanetti Italigarries out additional
controls beyond those required by lawn raw coffee before it goes into
production and additional sampling after the roasting phase to verify the
conformity of the finished product with its quality and safety requirements.
Furthermore, the creation cdid hocmanagement systems for the Group's
production plants allows individual companies, suclsagafredo Zaneit
Italia, to monitor all phases of coffee processing, guaranteeing traceability.

In order to further increase the quality level of its produ@sgafredo Zanetti
Austriasetup a laboratory solely dedicated to coffee tasting during
production.In 2021 Massimo Zanetti Beverage Iberigpdated the Group
Quality Policy to respond even more precisely to the needs of soiétl
the same aimSegafredo Zanetti Polandpdated 3 policietn 2024 Quality
Policy, Environmental Policy and Occupational Health and Safety.Policy

2NBIF YAT I GA

Additionally,Bean Alliance Grouproduction facility operates in compliance
with the standards of &-star HACCPRating and undergoes rigorous annual
audits conducted by the independent regulator, Australian Certified Organic
Ltd.

e Bio
Organica
Dark Roast
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The various Group companies have adopted specific procedures and certifications in line with legal requirements and pestkéioex particularly in the areas of food safety
and the private label segment. Furthermore, all the companies constantly mchigovarious stages of production and entrust the verification of compliance with the standard:s
officially recognised certification bodies. The table below outlines the main voluntary certifications obtained by MZBiesmpan

GRI FP5: Process certifications concerning food safety management systems and companies complying with these stdhdards

Hazard Analysis and Critical European food hygiene

° - .
'Y . Unified quality assurance standard
o IFS IFS Food Certificate Control Points (HACCP) certification

Food valid for all food products

Quality Certification that is an
international standard

ISO 9001 applicable by all organisations
operating in any business
sector.

British Retail .
»
Q { Consortium (BRC) Global Standard for agfdod safety

Agrifood safety standards in

Food Safety Svstem Certification ensuring
O FSSC 22000 ) Saley oy production processes along the KOSHER compliance with the food
Certification 22000 .
supply chain standardsKosher
. . Standards for the correct S
Good Hygiene Practice implementation of a Food Safety :: SQF Safe Quality Food (SQF) Food safety stgndards along
(GHP) the supply chain
Management System
Quality certification that ensures the Certification widespread in the
conformity of systems, processes, . United Kingdom that awaits
. Safe and Local Supplier .
CO HALAL services and products to the Approval (SALSA) regulatory compliance of
HALAL CERTIFICATION AUTHORITY requirements set by Halal norms an PP products with food safety
international Halal standards requirements
e EnvironmentaManagement
Supplier Qualit & % SystemCertification that is an
PP y Supplier Quality Management Isoi international standard
Management System ey ¢ 1SO14001 . N
(SQMS) System for Food Products .-l appllcqble_ by all orggnlsatlons
operating in any business
sector.

1 RFA, Organic and Fairtrade certifications are both product and process certifications.
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In this context, in 202 almost 7% of the coffee of the Massimo Zanetti
Beverage Group was produced at sites certified according to one of the food
safety standards listed above, in line with the level recorded in the two
previous yearsup compared to75% in 203). Certified production is
subdivided between the different standards shown in the chart be[@G/RI

FP5]

160.000
140.000
120.000
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60.000
40.000
20.000

0

10.958

121.386

2022

= Certified production

37.923

113.753

2023

28.617

105.923

2024

= Non-certified production

Production by type of certification, 2024 (in tonnes)

SALSA 247

Faitrade ; 1.188

RFA 1.536

GHP; 1.867

BIO; 2.664

HALAL; 2.892

BRC, 8.596

SWA; 10.589

FSC 22000 11.135

Kosher; 12.775
ISO 9001; 20.286

SQMS 21.533

IF$29.273

SQF, 44.880
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5.1 HUMAN CAPITAL

At the Massimo Zanetti Beverage Group, people management is guided by a
commitment to protecting diversity and equal opportunities, ensuring
workplace health and safety, and fostering continuous training and
professional development.

The goal is to create a positive, inclusive work environment characterized by
transparency and open dialogue.

Group companies adopted policies and implemented initiatives to support
the ongoing professional growth of employees and to cultivate a stimulating
workplace capable of attracting and retaining motivated, skilled talent.

The Massimo Zanetti Beverage Group ensures compliance with all applicable
national and international labour laws and occupational health and safety
regulations in every country where it operates. Its Code of Ethics explicitly

F FFANNXA& (KS D N®sidedOsadin@dahd eritiaticvigtye tvell

being and personal development of its workforce.

All matters relating to human resources management and workplace safety
are handled by the individual Group companies, in alignment with the
principles set out in the Code of Ethics. These companies are also actively
engaged in identifying, monitoring, ameitigating workplace risks through

the implementation of targeted preventive measures.

5.2 PROFESSIONAL WEBEING AND RETENTION

Massimo Zanetti Beverage Group is committed to provide a stimulating work
environment to its employees. The monitoring of employee satisfaction and
the welfare policies, as well as the projects aimed at promoting employee
well-being, pertain to the individal companies.

In 2023Meira conducted a Diversity, Equity and Inclusion Survey alongside
its' birannual employee satisfaction survey. The-Blflet was done to better

identify areas for improvemerdnd gather feedback on potential initiatives.

The first survey achieved an excellent engagement level, with a 75% response
rate. The results provided valuable insights that served as the foundation for
updating the HR development plan, with a particular focus on promoting
equity and implementing targeted actig to enhance inclusiveness across

the organization.

Regular staff meetings are organisedabdies and Puccino\where the
views of the workers can be gathered.

Segafredo Zanetti Austria and Segafredo Zanetti Japanduct surveys
annually on the organisational climate, in order to collect feedback from their
employees.

Segafredo Zanetti Francadso conducts periodic surveys of its employees on
their quality of life in the workplace and the results are shared and discussed
with staff representatives. In 2022, the company also implemented a team
climate audit and a health and wellness programrffering, for example,

yoga and meditation classes.

Boncafé Thailandmplemented, at the end of the annual performance
evaluation, a questionnaire to assess employee engagement and inclusion in
Asia, improve internal communication, collect employee opinions and
highlight the factors that determine a good level of engagetweithin the
organisation.The survey is administered through a dedicated digital platform,
which collects valuable insights and helps identify areas for improvement.

With the same aimBoncafé Internationaconducted an employee
engagement survey in the first quarter 2024.

Massimo Zanetti Beverage U3rvas developed its own programmé&1ZB

Way To Wellness for the promotion of its employees' health. The initiative,
started a few years ago and constantly updated, also includes a programme
focused on nutrition issues.

The company also carries out an assessment every year on the satisfaction of
its people.The results are then shared with the Senior Management Team
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and with individual working groups and serve to develop specific action plans, Recruitments and terminations by gender, age and geographical area, in

where necessary. number and percentage
Since 2022, Kaudias started conducting the Employee Engagement Survey, _ o
th h th i ffered by the H i Empl rs Council. Previ | Group recruitments and terminations, 202 Group Group
rough the service offered by the Hawaii Employers Council. Previously, oo litmeniao 02 i e, 2
Kauaihad conducted aurvey on organisational efficiendp collect no. Turnover no.  Turnover rate
employees' opinions and highlight the factors that determine the rate
. . Men < 30 years old o o
organisation's strengths and weaknesses. 127 47% 126 46%
Boncafé Thailandas been usingon to Bonnewsletters since 2019 to on K E OKopno g 21% 201 22%
improve internal communication, create social awareness and a culture that > 50 years old
. y 93 15% 154 25%
promotes collaboration between people.
Total men

Massimo Zanetti Beverage Brasslalso attentive to the webeing of its 412 23% 481 21%
employees and over the years it has carried out numerous activities and Women <30years old 87 54% o5 59%
initiatives, such as, for example, agreements with gyms to facilitate and =

: o - : on K E XK pn 123 20% 165 26%
encourage physical activity or group therapy meetings with a psggrst to
support employees with psychological difficulties. > 50 years old 23 8% 67 24%
Segafredo Zanetti Deutschlaruffers its employees free drinks and organic Total women 233 2% 327 319%
fruit baskets in its "healthy workplace programme".

. . . . . Total 645 22.4% 808 28.1%
In 2024, Segafredo Zanetti Polandontinued to administer questionnaires to
employees leaving the company. This was done with a view to the long term,
in the knowledge that knowing the reasons for leaving will make it possible to
: : : 202 2023 2024
improve the internal corporate climate, should the reas@nlinked to
Group hiring rate 25.8% 24.3% 22.4%

aspects that can be influenced by tbempany.

Bean Alliance GroupndMeira submit a survey on diversity and inclusion to Group turnover rate 24.9% 216% 28.1%
their entire corporate populations to better understand employee sentiment
and focus efforts on the most urgent areas. Bean Alliance Group conducts this
survey annually, while Meira administers it every tyears.

Overallduring 2024the group recruitment ratelecreased fron24.3% in
2023to 22.4% in 202, whilethe group turnover ratencreasedrom 216%
to 28.1%[GRI 4011].
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Recruitment by geographical area 2022 2023 2024

M: men W: women M \W M \W M W
Americas (no.) 169 69 169 81 226 73
Hiring rate (%) 37% 33% 30% 29%  40%  26%
Asia and Oceania (no.) 162 190 184 145 114 122
Hiring rate (%) 33% 44% 34% 31% 21% 26%
Northern Europe (no.) 35 30 39 24 29 23
Hiring rate (%) 12% 20% 13% 16% 10% 15%
Southern Europe (no.) 38 29 55 40 43 15
Hiring rate (%) 8% 11% 11%  16% 9% 6%
Group hiring rate 23% 30% 24% 25% 22%  20%
(%)

Employees leaving by geographical area 2022 2023 2024

M: men W: women M \W M W M W
Americas (no.) 149 58 166 63 233 105
Turnover rate (%) 33% 27% 30% 22% 42% 37%
Asia and Oceania (no.) 128 151 129 127 126 147
Turnover rate (%) 26% 35% 24% 28% 23% 32%
Northern Europe (no.) 33 a7 43 24 a7 25
Turnover rate (%) 12% 32% 14% 16% 16% 16%
Southern Europe (no.) 65 41 63 40 75 50

Turnover rate (%)

13% 16%

13%

3%

16%  20%

Group turnover rate (%)

22% 28%

21%

22%

26%  28%

5.3 TRAINING AND DEVELOPMENT

The focus of the Massimo Zanetti Beverage Group on training requirements,
talent development and professional development is reflected in the many
training programmes and multidisciplinary courses made available by
individual companies to employees of laNels.

At the basis of the definition of the annual training plans, in the six major
Group companies there is a process of mapping the skills of employees,
aimed at identifying any areas that require training and identifying specific
lines of action in these areaHR departments prepare specific training plans,
assigning courses according to the employee category or the tasks carried
out. In many cases, the companies offer "open" training plans: in addition to
the mandatory training courses, individual employeesy decide, sometimes
with the agreement of their managers, which courses to attend.

Segafredo Zanetti Austridpr example, employs several tools to identify and
assess staff development needs. One is the EVA system, which supports the
company in identifying areas of expertise that are of great importance to the
success of the organisation. In addition, annuallgation interviews are set

up to analyse the results achieved and the growth objectives for the following
year.To further support employee development and engagement, the
company also organizes 1@ys feedback meetings. Thesssions offer

new employees the opportunity to reflect on their first 100 days in the
company, evaluate their initial performance, and engage in open dialogue
about future collaboration. Together with their managers, they discuss goals,
potential measuresand possible followip meetings to ensure continuous
alignment and support.

Massimo Zanetti Beverage UStrough itsMZB Way To Learprogramme

in support of staff training and growth, annually publishes a list of training
courses in which each individual employee can request to take part, also in
order to fill possible gaps or enhance specific areas identified during the
assessment daskills by their manager.
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Massimo Zanetti Beverage Iberilso supports the development of

professional skills through a structured performance assessment system that

involves all employees, on a quarterly basis, focused on diversified
parameters (including, leadership, diligence, flexibility, availability,
collaboration, organisation, ethics, productivity, quality and technical
aptitude).

The training courses organisedd@24covered different areas and involved
various figures. For exampl8egafredo Zanetti Polandnd TikTakorganised
courses on the sales arddassimo Zanetti Beverage US% supply chain
and operations areas, d@rivlassimo Zanetti Beverage lberia, Boncafé
International, Brodiesand Segafredo Zanetti Franaen Hygiene and Food
Safety Other Group companies provided general training courses for their
employees: administration, health and safety, first aid.

Segafredo Zanetti Italigelivered a companyide training course on gender
equality, reinforcing its commitment to creating an inclusive and equitable
workplace

Segafredo Zanetti Polanpays special attention to food safety training. An
Annual Training Plais established and implemented in this area.

The actions carried out by the individual companies ird2@28ulted in an
average of @ hours of training per employe@) line with2023. [GRI 4041 ]

12 Average training hours were calculated based on total employees at 31/12 of the reference year; this
therefore creates a distortion in the categories' averages, and for this reason, the totals were not added

up.

Training, broken down by gender and job classification, in héérs

Training by category

2022 203 2024
Training provided to Managers and Executives 3,264 3,975 4,068
Training provided to white collar staff 6,606 7,121 6,535
Training provided to blue collar workers 8,891 8,687 8,014
Training by gender 2022 2023 2024
Training provided to women 6,716 7,514 7,384
Training provided to men 12,045 12,268 11,233
Average training per employee 6.3 6.5 6.1
Average training; women 6.0 6.5 6.4
Average training; men 6.5 6.5 6.0
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5.4 EMPLOYEE PERFORMANCE ASSESSMENT

Many Group companigsave adopted structured performance assessment
systems for their employees.

Boncafé Thailandipdated its Strategic Performance Management System in
2021, implementing real time monitoring of KPIs linked to the company's core
values and a summary of each employee's performance. Furthermore, in
2022, the Thai company further improved performance titaning by
implementing the Performance Appraisal Form, an online tool that links
performance monitoring with employee upskilling.

In general, similar systems have been adopted in AM&a&@simo Zanetti
Beverage Vietnanias developed special KPIs for the different corporate
areas, whileBoncafé Malaysidas implemented an annual performance
assessment system based on the KRA (Key Results Areddeatsalliance
Grouphas adopted a performance assessment system based ona self
assessment questionnaire by the employee and feedback from two
colleagues or managers. Once the first stage has been completed, the
employee is invited for anierview to assess the achievement of set goals
and results.

In South AmericaDistribuidora Café Montafaises an employee

performance assessment system that, every 6 months, assesses key skills
such as quality of work, ability to meet deadlines, creativity and initiative and
achievement of preset targets. At the Brazilian subsidiary tddgassimo

Zanetti Beverage Brazih regular performance assessment is carried out
according to objective criteria.

Boncafé Internationabhssesses the performance of its employees twice a
year, through direct interviews with staff, culminating in the formalisation of
the assessments in standard performance evaluation forms. Salary
adjustments, promotions and bonuses are based on the evialnatbtained.

Boncafé Middle Eashas adopted a performance evaluation system on an
annual basis. The evaluation is carried out with the support of a special form

that allows to assess the employee in four main areas: performance achieved,
value added, deficiencies highlighted and possible areas of improvement.

Boncafé Thailandhas used the Darwinbox HR platform to manage
performance evaluations since 2ZB2n 2024, the system was further refined
to improve clarity and efficiency. The evaluation process includes
collaborative goal setting between employees and managers, outcome
tracking and final communication of results to employees.

Segafredo Zanetti Polanevaluates employees through an individual
evaluation system. In particular, the heads of all departments are responsible
for defining the KPlIs for each individual employee and it is their responsibility
to monitor performance on a quarterly basis.

Puccino'shas a performance appraisal system that is conducted through
regular individual, sermannual and annual reviews. It focuses on several
criteria such as Mystery Shopper results, Brand Defined Standards and
financial KPIs.

Segafredo Zanetti Deutschlarabsesses the performance of its employees on
an annual basis, through staff interviews, carried out on the basis of internally
established guidelines.

Segafredo Zanetti Austriaonducts an annual employee appraisal interview
During this meeting, employees can reflect on their objectives and
achievements, explore development opportunities, and define future focus
areas or projects within the organization
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5.5 DIVERSITY AND EQUAL OPPORTUNITIES

The multinational context in which the Group operates and the strong
diversity of its employees have led the Group companies to develop initiatives
aimed at diversity.

Massimo Zanetti Beverage USRr example, has detailed its commitment to
diversity, transparency and the effective operation of its organisation in a
series of policies on equal opportunities, selection practices, and the
recruitment and promotion of talent. In additioit,has defined three basic
guidelines of action for people management: health and safety, community
support and the creation of a widespread corporate culture.

Through it€Equality Plarand DEI surveyMeira aims to encourage and
improve gender equality in order to avoid any type of discrimination through
hightlevel objectives and guidelines.

As testimony to their commitment to protect and promote diversity and
recognise the personal qualities of individu&egafredo Zanetti France
signed more than ten years ago tldarte de la Diversité
(http://www.charte-diversite.con), a voluntary initiative by some French
companies to promote all forms of diversity. Furthermore, in£GBe
company achieved a score of 8ut of 100 in the assessment for the
Professional Equality Index between men and women, which is required by
French law.

Since 2021Boncafé Thailandhasbeen collaboratingvith the Social
Innovation Foundation with the aim of integrating people with disabilities and
prisoners into the working environment.

Boncafé Internationamade its commitment official by signing an agreement
with government authorities aimed at guaranteeing fair employment
practices, from selection, which must take place on the basis of merit, to
guaranteeing equal opportunities for training and developmentine with
each employee's potential.

Bean Alliance Groupoo, constantly monitors the composition of work
teams to maintain a gender balance within them, promotes initiatives and a
culture that encourages women in leadership roles and a work environment
that allows for the reconciliation of work and familyelif

At the end of 202, there were2,880employees working in the Group
companies included in the scope of this Sustainability Report. The Group's
workforce is distributed geographically according to the percentages shown
in the chart below. The main distribution in geographic terms is in Europe
(38%), followed by Asia and the AmericpsRI 27]

Employees, by geographical area

Southern Europe Americas

23% 28%
Northern Europe
15% Asia Oceani
34%
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In 2024, 39% of the Group's employees are covered by collective bargaining
contracts, a decrease ohe percentage pointompared to 2023/GRI 230]
Most employees had a permanent contrac8¥8) and, among these, the vast
majority was working fultime (more than96%).

The female component among employees stands at 37% of the company
population, compared to 38% in 2023. In particular, the percentage of women
reaches 26% in the executive category and 46% in the manager category. [GRI
4051]

With regard to noremployees93 people were employed in 2@2-38%
compared to 203), most of whom performed their duties through labour
administration contracts. Almost all of this category of workers were
employed in production[GRI 28]

Employees, according to type of contract and gender, number

Permanent contract 2022 20233 2024
Men 1,770 1,799 1,715
Permanent contract employees Wormen 1,022 1,049 973
Men 1,742 1,773 1,685
Fulitime Women 954 975 909
Men 28 26 30
Parttime Wormen 68 74 64
Total permanent contract employees 2,792 2,848 2,688
Temporary contract 2022 2023 2024
Men 82 70 85
Total temporary contract employees Wormen 93 % o1
Men 55 34 45
Fulktime Wormen 28 24 o5
Men 27 36 40
Parttime Wormen 65 72 66
Total temporary contract employees 175 166 176
Men 2 13 12

Employees with noguaranteed working hours
Women 1 6 4
Total employees with norguaranteed working hours 3 19 16
2,970 3,033 2,880

TOTAL employees

131n the 2023 Sustainability Report, it was erroneously recorded that there was one additional male
employee under a fulime, permanent employment contract.
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Employees, by type of contract, gendgreographical areg2024, numbel)

Permanent contract Americas Asia Oceania M) Sl
Europe Europe
Men 518 465 269 433
Fulkime Women 253 341 121 194
Men 10 3 7 10
Parttime Women 7 15 21 21
Men 528 468 276 443
Permanent contract employees Women 260 356 142 215
Total permanent contract employees 788 824 418 658
Temporary contract Americas Asia Oceania N G20 SIELTIE]
Europe Europe
Men 15 14 9 7
Fulktime
Women 12 9 4
Men 38 2 0
Parttime
Women 63 3 0
Men 15 52 11 7
Temporary contract employees Women 0 75 12 4
Total temporary contract employees 15 127 23 1
Contract with nonguaranteed working . . . Northern Southern
Americas Asia Oceania
hours Europe Europe
Employees with non Men 0 1 1
guaranteed working hours Women 0 3 1
Total employees with norguaranteed 0 14 2 0
working hours
TOTAL employees 803 965 443 669

Percentage of employees by 2022 2023 2024
professional category, gender and
age group Men Women Men Women Men Women
Executives 79% 21% 75% 25% 74% 26%
of which <30 years old 0% 0% 2% 5% 2% 5%
2F gKAOK on X E 43% 70% 41% 67% 33% 60%
of which >50 years old 57% 30% 58% 29% 66% 35%
Managers 55% 45% 54% 46% 54% 46%
of which <30 years old 2% 3% 2% 3% 1% 1%
2F SKAOK on X E 53% 76% 55% 73% 54% 78%
of which >50 years old 45% 21% 43% 24% 45% 21%
Employees 49% 51% 46% 54% 47% 53%
of which <30 years old 11% 15% 17% 21% 13% 16%
2T 6KAOK on X E 56% 60% 55% 58% 54% 58%
of which >50 years old 33% 25% 28% 22% 33% 26%
Workers 73% 27% 75% 25% 76% 24%
of which <30 years old 19% 24% 19% 22% 19% 20%
2T 6KAOK on X E 54% 53% 49% 48% 49% 51%
of which >50 years old 27% 23% 33% 29% 32% 29%
TOTAL 62% 38% 62% 38% 63% 37%

Employees, by professional category, gender and age group, percentage

4 The data on Executives and Managers for the three years has been revised following a methodological

update implemented by one of the reporting compan
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5.6 HEALTH AND SAFETY IN THE WORKPLACE

Workplace safety, workers' health, care and improvement of working
environments have always been founding principles of the policies of the
Group companies.

The Code of Ethics also highlights the importance attributed by the Group to
health, hygiene, safety in the workplace and the prevention of all potential
forms of risk both in relation to its own employees and to employees of
external companies operating MZB.

Segafredo Zanetti Italigfor example, has adopted a health and safety
management system, accompanied by periodic risk assessments and
supported by specific company procedures. Segafredo Zanetti Italia also
undergoes audits by customers on health and safety issues, and internal
audits by the Supervisory Body of the Group and appointed managers. It is
from these checks that risks and procedures for improvement in the Health &
Safety area are identified.

Brulerie,in collaboration with the French association "Health in Work",
annually verifies compliance with the regulatory requirements on health and
safety in the workplace, and each quarter subjects the production sites to an
audit by a control body that reportsnoany noncompliance found and

suggests possible aspects for improvement.

Various Group companies, suchMsira, Boncafé Thailand, Café Montafia
andKauai,have establishe€ommitteesto coordinate health and safety
management activities. Specifically, the committees are made up of
managers, employee representatives and, in some cases, external
professionals, and they monitor the risks and dangers characteristic of the
activities carmeed out, identify the most appropriate measures to minimise
and/or to eliminate them and serve the point of reference for workers for any
doubts andor reports on the subject.

Companies, such &odies, Meira, Boncafé Malaysia, Massimo Zanetti
Beverage Vietnam, Boncafé Internation@oncaféMiddle Eastand

Segafredo Zanetti Francdave established specifitternal policies and
proceduresaddressed to all employees.

All aspects of occupational health and safety are regulatelldya through

a specific Occupational Safety and Health Action Policy, which is required by
law in Finland, and which also contains the investigative procedures to be
followed should an accident occur. The policy draftedMassimo Zanetti
Beverage Vietnantas also been developed to ensure compliance with local
regulations and contains risks and specific metrics to monitor performance
and then set targets for continuous improvement.

Massimo Zanetti Beverage Brasibes not have a specific policy for the
management of occupational health and safety aspects, but it does organise
occupational safety events through the Internal Commission for Accident
Prevention and draws up two documents annualhe Medical Control and
Occupational Health Program and the Environmental Risk Prevention
Program, which make it possible to analyse the existing risks and identify the
appropriate preventive measures.

Segafredo Zanetti Franddentifiesoccupational riskghrough a specifitool

for defining preventive, monitoring and improvement actions to be
implemented with assignment of the relative priority. The Action Plan to be
implemented for the following year is defined based on the results of this
tool. Furthermore, since 2021, the c@any has introduced secalled
"Behavioural Safety Visits" in order to improve dialogue with employees on
occupational safety.

Massimo Zanetti Beverage U3¥as drawn up an internal program based on
the requirements of OSHA (Occupational Safety and Health Administration),
which provides for a risk assessment process divided into five phases.
Massimo Zanetti Beverage USA has also implemented specific policies,
compliance with which is monitored by Safety Committees at each site.

Kauaioffers employees the option of an annual flu shot to help combat the
incidence of the flu. Since 2021, the company has offered employees assigned
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as first responders the Hepatitis B vaccination to ensure protection from
blood-borne pathogens.

Boncafé Internationaklso conducts Health and Safety risk assessments and
has certified its commitment in this regard by achieving BizSAFE Level 3

In line with the provisions of the General Accident Insurance Fund (AUVA),
which provides guidance on occupational health c&egafredo Zanetti
Austriahas anoccupational physiciamvailable for consultation by all
employees. As evidence of the importance attributed to these aspects, the
company also signed tHeGF Chartein 2020, committing itself to the
promotion of health and safety at work and to the implementation of a
specific improvement plan.

As far adraining is concerned, all Group companies actively raise the
awareness of their staff with regard to health and safety procedures and fulfil
their training obligations as required by law. For exampBlencafé Middle
Eastconducskregular health and safety training for all employeesvering
workplace hazardandemergency procedures. Additionally, the company
ensured uniform medical insurance coverage across the organization.
Brodies which has certified firsaid personnel at all sites, delivers regular
refresher training to ensure compliance with local regulati®@ncafé

Thailand on the other hand, provided numerous training courses during the
year, including "Occupational safety, health and work environment of the
workplace"for all employees, "Training First aid & CPR Training", "Ergonomic
training" and "Training Fire drill and fire Fighting", amgplementedthe

"Zero Accident Activity" campaign aimed at reducing workplace accidents to
zero. At the same time, &Nkear Miss Report Activityhas beerimplemented,
inviting all workers to report any event that could have caused an injury or
damage. The initiative is designed to help workers identify risk events and
prevent serious accidents.

15bizSAFE Level 3 recognises that the company has conducted a risk assessment for each activity and work
process in the workplace, in accordance with the requirements of the WORKPLACE SAFETY AND HEALTH

(RISK MANAGEMENT) REGULATIONS

Puccino's, Segafredo Zanetti Poland, Segafredo Zanetti Deutschland,
Segafredo Zanetti Australia, Boncafé Middle East, Bean Alliance Group,
Segafredo Zanetti Japan, Segafredo Zanetti Coffee System and Thilavak
adopted specific prevention measures, in compliance with the legal
requirements of their countries.

Puccino'sfor example, has assessed the risks present and employees have a
channel to report any actual or potential dangerous situations, as well as
medical insurance. In addition, since 2022, the company has also included the
risks of bullying and harassment metworkplace in its risk assessment and
subsequently createdd hocpolicies to manage these risks.

Tiktak, periodically carries out an inventory and assessment of existing risks,
in compliance with legal requirements, and uses an external company to
provide assistance to its staff and to record and manage any accidents.

Segafredo Zanetti Polanplanned activities and measures based on the

results of the risk assessment carried out in the occupational area, according
to a nationally recognised standard, and on the existing legal requirements on
health and safety. Some of the procedures adoptddteeto specific training

and measures to be followed when an accident, occupational disease or near
miss occurs. The Regulations in force in the Country are applied when
investigating workrelated accidents and incidents, basedtbe TOL principle

to identify the root cause. The theoretical basis of the TOL method is the
assumption that every occupational accident occurs due to technical (T),
organisational (O) or labour (L) causes.

As regards théealth and safety aspects of workers, in 20the rate of
accidents in the workplace with days of absence relating to employees and
contractors decreased, reaching the lowest value in the last three yebrs
fact, the analysis of these figures shows thath the number of accidents
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andthe number of days of absence due to accidents at vaetreasedAn

incrementof 9 days ofibsence was recorded just for contractors.

Finally, the hours worked by the Groslightly increasedor employees and

decreased for contractorsn addition, during 202 there were no deaths as a
result of accidents at work or accidents with serious consequences, either for
employees or contractors. [GRI 408

Work-related injuries- employees

Work-related injuries- other workers

OTHER WORKERS 2022 2023 2024
Deaths due to occupational accidents 0 0 0
Occupational accidents with days of absence 0 0 0
of which with severe consequences 0 0 0
Other occupational accidents 3 4 1
Total occupational accidents 3 4 1
Days of absence for recordable occupational

. 0 0 9
accidents
Hours worked 88,668 228,229 193,906
Commuting accidents 3 0 0
Rate of deaths due to occupational accidents 0 0 0
Rate of occupational accidents with days of 00 0.0 0.0
absence
TOTAL rate of occupational accidents 33.8 175 5.2
Rate of occupational accidents with severe 0 0 0

consequences

EMPLOYEES 2022 2023 2024
Deaths due to occupational accidents 0 0 0

Occupational accidents with days of absence 31 40 21

of which with severe consequences 0 0 0

Other occupational accidents 26 11 22

Total occupational accidents 57 51 43

Days of absence for recordable occupational 2213 1215 699
accidents

Hours worked 5,666,257 5,359,676 5,525,889
Commuting accidents 19 8 11

Rate of deaths due to occupational accidents 0.0 0.0 0.0
Rate of occupational accidents with days of 55 75 38
absence

TOTAL rate of occupational accidents 10.1 9.5 7.8
Rate of occupational accidents with severe 0.0 0.0 00

consequences

70



“l()i((ul[or ofthe
Lt A Y ALY th“t‘l

conservation of resources for
ayyala . ) - . a - ) L' )

e ‘\

R Jo o \ _—
% . \' S activities
' eking more
. solutions

¥















































































