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As part of our strateé/, we developed our purpose, which encapsulates
the spirit of our mission in a simple and customer-friendly way:

Sleep better, live better.
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Our strategy pivots around three strategic business avenues for growth, and includes three strategic corporate social responsibility pillars as a key

enabler for our Sleep better, live better mission.

Strategic avenues for growth

Our physical stores of Beter Bed in the Netherlands
and Belgium and Beddenreus in the Netherlands
remain crucially important to offer our customers
a unique experience through an omni-channel
journey. As we see customer journeys and
therefore the role of stores continuing to change,
we are adapting the format of our stores on a
continuous basis. A key element of our strategic
roadmap is to refit our existing stores and create
a new look & feel by providing innovative new
technology and easy-to-shop tooling such as
in-store kiosks for self service, in addition to
improving energy efficiency.

Business

In addition, we are testing a number of new store
formats, such as our experience stores and city
store format. Following the launch and successful
pilot of the Beter Bed Experience stores in

Groningen and Eindhoven, we opened our third
Beter Bed Experience store in Baarn in 2023. The
Beter Bed Experience stores with its larger size,
modern look & feel and broad sleep assortment,
embodies what our Sleep better, live better
strategy is all about.

Our main online sales priority is to further
drive business in our own webshops such as
beterbed.nl, beterbed.be, beddenreus.nl and
mline.nl. Through these channels, we are also
able to tap into the online growth potential of
customers increasingly purchasing online. In
addition to this, we aim to inform customers
and a broader public about the importance

of sleep and facilitate their omnichannel
journey. What is more, this channel enables
us to learn more about consumer behaviour,
continuously develop innovative products and
services, and engage with our customers on a
personal level.

Different customer groups are today
increasingly shopping online in different ways.
For this reason, we are also continuing to raise
our brand presence on third-party platforms
to further extend our online market position
in our existing and new markets.

We are expanding our reach both in existing
markets and new geographies via our
wholesale channel through DBC International.

The M line brand is our strongest brand

in this channel. It continues to strengthen

its position in the sleep retail domain —in
part thanks to the positive brand exposure
resulting from high-profile athletes and sports
teams that choose M line as their preferred
sleep supplier. To increase our relevance in
international wholesale, we are expanding
our assortment to include more brands such
as Simmons and our private label Karlsson
collection. Next to additional brands, we are
introducing innovative and sustainable sleep
solutions to the market.
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Sustainability pillars

We will enable everyone to have the best
quality sleep, improving their health and
well-being, by offering innovative solutions
and stimulating sustainable choices. Through
the introduction of the Beter Slapen ID we
are able to advice our customer based on
data. As we collect data from our customers
through technical measures and quality of
sleep, our aim is to provide the best advice
currently available on the market. This helps
us to continue enhancing our customers’ sleep
experience.

Our promise also includes that we act
sustainable and responsible with our own
operation as well. In order to reach our
sustainable goals for example, we upgrade
more stores to efficient use of electricity,
expand our electrical vehicle fleet and start
with electrically powered trucks in our
transport department.

We will deliver social impact by focusing on
employees’ safety and well-being, striving to
become an employer of choice, and working
together with our suppliers to ensure that
they align with our goals and standards.
Currently all our suppliers have signed our
Suppliers Code of Conduct. These standards
and values are also very important to us

in connection with our choice of suppliers.
In that context, in addition to financial and
commercial considerations we also value
business ethical factors with respect to
working conditions, health, the environment,
sustainability and animal welfare. With our
renewed risk analysis and audit programme
we are in close contact with our suppliers to
identify and mitigate potential risks.

We will minimise our environmental impact by
using more sustainably sourced materials, and
by collaborating with our suppliers to increase
the reuse and recycling of our products and
packaging, thereby driving the transition
towards more circular product propositions.

To achieve a fully circular economy, many
steps still need to be taken by individuals,
companies and other organisations — the
precise nature of some of which is still yet
unknown. We do know, however, what our
eventual goal is, and it is for this reason that
we are taking the steps described. Moreover,
as we continue our journey towards becoming
a circular business, we are examining the
market for new materials and developments
that would help ensure that our products can
be reused even more effectively.

To help us reach our goal towards fully
circular products, we have defined a number
of sustainable product categories: circular,
modular, certified natural and certified
recycled. We have adopted these categories
in our tender criteria for the development of
new products, and we report the percentage
of sustainable products as a KPI.
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As a market leader in sleep we are helping millions of people sleep better and
with that we are helping them to improve their quality of life. To make sure we
continue doing so the best way possible, we have identified seven trends that
are impacting the way we do business today as well as in the future.

Omni-channel

Customer journeys are changing with transactions done anywhere anytime. Traffic
numbers are decreasing, but we do see that people visit physical stores rather for experience
or convenience. Therefore bricks-and-mortar retailers are rationalising their store footprint and
online players seek physical presence. The format of physical stores does change along with this
changing customer journey. More diverse store formats arise, for example focused on providing a
richer experience or smaller stores with a more focused assortment at high-traffic locations.

Doubling down on digital

Companies are boosting investments in online marketing, extending digital presence and
engagement. We see in the sleep market that online is there to stay, yet online-only specialists
with a narrow assortment are struggling to keep up growth. They miss the assortment width and
omni-channel journey required to offer a rich and complete experience and are overly dependent
on costly growth drivers, like performance marketing and price while coping with higher return
rates. Therefore, we believe omni-channel retailers that offer the full domain of sleep will flourish.

From ownership to service

Across industries, consumers also look at other options of ownership than traditional
products. In the sleep market, subscription models allow consumers to choose a sleep
solution truly right for them which they otherwise could not afford. Moreover, it enables
for complementary services focused on further improving sleep. For retailers through such
subscription models they can maintain lifetime relations with their customers and gain real-time
insights in customer preferences and behaviours.
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Trends

Health awareness

Across all levels in society the focus on health has been increasing. The pandemicin
recent years has further underlined that our health is not always a given. Nutrition and exercise
have already been recognised for a long time as key drivers for health. In the last ten years,
however, sleep has taken its place as a ‘third pillar of health’. This is illustrated by the yearly
amount of published scientific articles with ‘sleep’ as keyword doubling in the past ten years.
Despite the importance of sleep being recognised more and more, the quality of sleep is under
pressure. In 2019, multiple brain researchers warned about the lack of sleep becoming a public
health crisis. Improving sleep is also mentioned as one of the top priorities in research conducted
by Trimbos Institute in the Netherlands, advising the government to increase public awareness
about the effects of insufficient qualitative sleep.

Sustainability

Sustainability is a prerequisite for any company to be successful on the long term. It has
grown into a license to operate in consumer as well as wholesale and B2B markets. Considering
in the Netherlands alone already an approximate amount of 1.6 million mattresses are disposed
annually, the bedding market will specifically need to take its responsibility in reducing waste and
increase circularity. This includes shifting among others to eco-friendly textiles and to box springs
that are designed for disassembly and moving towards the use of recycled materials.

Vertical integration

Product brands are increasingly seeking direct access to consumers to build direct
customer relations, acquire first-party customer data and realise cost efficiencies by eliminating
the middleman. We see this happening by either producers acquiring retailers or product brands
opening own stores. At the same time retailers are getting involved in manufacturing to increase
control on product quality, sustainability and innovation. In this changing dynamic the retailers
have the edge as they are having the relationship with the end consumer. To stay ahead it will be
key to build up and increasingly leverage customer data.

Geographic expansion

The European retail bedding market is highly fragmented. In each country a different
player is the biggest. Most retailers that tried to cross borders under their own banner did not
succeed as they enjoyed little brand value outside the home country and creating cross-border
synergies proved challenging. Product brands allow for more focused and distinctive marketing
than retail brands.

BETER BED HOLDING B.V. 2023 CSR REPORT | 8
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To continue helping millions of people sleep better, live better, we have formulated three strategic objectives:

Raise awareness about sleep as the third pillar of health

There is a clear scientific consensus about the importance of sleep. Our priority is to help increase
awareness of this in society as a whole. This will result in customers investing more time and
energy into finding the best sleep solutions for them. Our aim is to be the trusted sleep partner
that they choose again and again for their sleep products and services.

Become a brand of choice

As the leading sleep retailer in the Netherlands, we enjoy high brand awareness. As a result, BBH
has already established a leading role and strong relationship based on trust with customers in this
domain.

In recent years, we have further strengthened our position as the value-for-money retailer of
choice. A cornerstone of our growth strategy to build on this with our purpose Sleep better, live
better.

The more specialist domain of sleep also offers significant growth opportunities. This is because a
high-quality sleep solution represents the largest part of anyone’s investment in sleep. This means
higher margins, which in turn create more value. As a sleep specialist retailer, BBH is uniquely
positioned to claim its position in this market due to its ability to provide data-driven sleep advice
and high-quality products with sustainable choices and services to all customers.

Become an employer of choice

We are in the business of taking care of people, and that starts with our employees. This means
aiming to become an employer of choice with a mission and purpose that resonates with everyone
at our company. It means being able to learn and develop through our award-winning academy.
And it means providing a safe, secure and above all fun workplace for all.
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Integrated value creation model

Input

Human capital

1,054 employees

13 average training hours per
employee

Financial capital

Maintain sustainable mix

of debt and equity and sound
financial position

Product

==

Intellectual and social capital

Our knowledge, experience and T
leading product & retail brands
ensure that our customers get ‘
the high-quality sleep they Risks

deserve.

Added value

Bricks-and-Mortar

=

Business

Sustainability

Trends

Online

(]

Promise

Governance

Output

Human capital

44% women and 56% men in
our workforce, and 13,174 total
hours of training completed

Financial capital
Revenue € 236.0 million
Underlying EBITDA € 35.2 million

Intellectual and social capital
300,000+ customers
Net Promoter Score 65

©

Outcome

Promise

Innovation for better sleep
Accessibility & affordability
Climate change impact

Data privacy & security
Responsible business conduct
Waste management

Energy use & efficiency

People

Occupational health & safety
Diversity, equity & inclusion
Human rights

Talent attraction &
development

Product
Responsible sourcing
Circular product development

tter, live better.

Y

.
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GOODHEAITH
ANDWELLBEING

e

Responsible and

innovative sleeping
solutions for
millions of people

GENDER DECENT WORK AND
EQUALITY ECONDMIC GROWTH

cll K

Positive social

impact for everyone
across the BBH value
chain

12 pmen
CONSUMPTION
ANDPRODUCTION

QO

All products

launched are circular
by design
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Beter Bed was founded 40 years ago with the purpose of providing a good
night’s sleep at a price that everyone can afford. By offering good-quality
mattresses, beds and pillows at a reasonable price, we have helped to
make a good night’s sleep possible for millions of people across Europe and
beyond. While our company has evolved over the years, the essence of what
we do has remained the same, and this is reflected in our purpose: Sleep

better, live better.

The world around us is, of course, changing fast, and we continue to change to meet new customer
needs. The pace of life, in particular, has accelerated. With that has come added pressure for many
people, which has impacted on their quality of life. As demand for what we do has grown, so too has our
business and our supply chain, which is today larger and more complex than when our company was
founded. Legislation has also changed, bringing with it an ever-greater responsibility as to how we as a
company must act at all times, whether it be our impact on the life of our customers, the environment,
or society as a whole.

For many years, this responsibility was manifested in developing high-quality products available to all
that added value for a good night’s sleep, in addition to striving to minimise our environmental impact,
and participating in activities that contributed to improving our society. More recently, awareness of
the impact of sleep as an enabler for a better life has grown among our customers, the market for
raw materials has changed, and the demand for transparency and accountability has risen — both from
stakeholders and in terms of legislation.

In recent years we launched a corporate strategy that incorporated our sustainability goals. Having
conducted a materiality assessment with our key stakeholders, we determined three focus areas:

We will enable everyone to have the best quality sleep, improving their health and well-being, by
offering innovative solutions and stimulating sustainable choices.

We will deliver social impact by focusing on employees’ safety and well-being, striving to become an
employer of choice, and working together with our suppliers to ensure that they align with our goals
and standards.

We will minimise our environmental impact by using more sustainably sourced materials, and by
collaborating with our suppliers to increase the reuse and recycling of our products and packaging,
thereby driving the transition towards more circular product propositions.

Sustainability

12
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To ensure that our sustainability strategy is fully integrated into our company, clear goals were set for all
departments involved so as to gain commitment throughout the company. These goals were translated
into KPIs for the Management Board and into personal goals for every employee to secure commitment
and create momentum. The KPIs are supported by quarterly reports across the company to secure
progress. During monthly meetings, the Group Leadership Team discusses developments and actions
required to achieve positive outcomes.

Sustainability criteria are embedded in BBH’s strategy and organisational structure. Material themes
are defined and approved by the Management Board. These are then translated into goals and KPIs
as part of the long-term incentive scheme for the Management Board, and into personal goals for
every employee to secure commitment and create momentum. The senior lead for Sustainability

& Innovation, who reports directly to the CEO, chairs various committees, which are made up of
departmental managers who oversee work relevant to a given theme, in addition to updating the
reports on progress, approach and planning on a monthly basis. On a quarterly basis, sustainability data
isincluded in the overall set of business KPIs that is reported to and discussed with the Group Leadership
Team. To ensure that external perspectives are fully taken into account, stakeholder dialogues are held
with external experts to advise BBH both on its approach to sustainability in general, and in greater
depth on its sustainability themes. Climate-related risks and opportunities are considered integral to
the governance of operations and sustainability themes. Further details on governance and risk can be
found in the chapter ‘Risk management’ (see page 57).

In addition to focusing on our KPIs, we also examined wider developments, as the world around us is
constantly evolving in terms of new technologies, the availability of sustainable raw materials, and new
legislation. We closely monitor these changes, further information about which is outlined later in this
chapter. In addition, we encourage our employees to share any ideas they may have to make us a more
sustainable company.

The consolidated sustainability statement, like the consolidated financial statements, comprises the
sustainability statement of the company itself and that of our subsidiaries (referred to together as ‘the
Group’). The list of subsidiaries is presented in the note Principles of consolidation (see page 70) .

We have made a number of changes to the preparation and presentation of our sustainability statement
due to the upcoming Corporate Sustainability Reporting Directive (CSRD) (EU) 2022/2464. These
changes consist of aligning our materiality assessment, structure, qualitative and quantitative
sustainability statement with CSRD requirements. We also disclose our sustainability statement
according to the Taxonomy regulation Directive (EU) 2020/852.

In last year’s annual report, we used the materiality definition based on the 2016 GRI standards. For
this year’s report, in line with the 2021 GRI standards, we report on material topics identified through
our double materiality assessment. We also report on progress made on the related KPls, in addition
to highlighting the United Nations Sustainable Development Goals (SDGs) on which we have had the
most significant impact.

The sustainability statement primarily covers BBH’s operational activities related to policies, actions,

targets and metrics, while our materiality assessment extends to our upstream, operational and
downstream activities.

)
)
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Our stakeholders

Interests of stakeholders

Stakeholder engagement
We map our various stakeholders and proactively involve them in developments that relate to

our strategic vision, work in the community, workforce and organisation, together with product
development and risk management.

Toachieve our sustainable and responsible commitments, we believe it is essential to proactively inform
and engage with our stakeholders. Through active stakeholder engagement and management, we are
able to consider the diverse range of opinions and values of our different stakeholders. In doing so, we
aim to build valuable long-term partnerships on the basis of trust and transparency. This isimportant as
trust and transparency are fundamental to people working efficiently and effectively together, which in
turn helps to minimise uncertainty and leads to better-informed decision-making. We have for example,
involved our stakeholders extensively this year in our double materiality process assessment. At the
core of this processis the input from our key stakeholders regarding the impacts, risks and opportunities
associated with our material topics.

9\-‘5"“: STAKEHOLDERS

Financial institutions
°

STAKEH,
RNAL OLp,
«© s

Customers

Supervisory board

Employees
Suppliers
([ ]

Management
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How we make choices within our company and how we shape our strategy are largely determined by
the wishes of our customers. This also applies to the sustainable development of the products and
services that we offer. Over the past decade, many customers have increasingly started to give greater
consideration to the impact their behaviour and the products they purchase has on the environment.
This change in behaviourisinfluenced by the visible changesin the climate that they have observed with
their own eyes and in the media, through education, and as a result of public debates.

We believe that itisimportant to include customers’ points of view in our strategy and business models.
We do this by actively collecting and analysing customer feedback through direct communication,
market research and brand websites. This information is used to make informed decisions about
product development, marketing strategies, customer service enhancements, and our overall strategy
and business models.

How we have responded:
We always strive to provide our customers with more sustainable products and services.
We facilitate post-consumer mattress returns and maintain having a collection point for textiles in
every Beter Bed store.
We have taken further measures to protect the privacy and security of customers’
personal information.
We have updated our Beter Slapen ID processes according to customer needs to improve our advice
to customers.

Our team plays a vital role in our company executing our business strategy, including meeting our
sustainability objectives. We are convinced that having an effective strategy also contributes to the
well-being of our employees, and therefore retention across our company. Feedback about our
business model and strategy is taken into account through team meetings, consultation meetings
with our works council, our biennial employee engagement survey, one-on-one conversations, internal
communications and job interviews.

How we have responded:
Our employees value working in a diverse and inclusive workplace. For this reason, we have invested

in diversity and inclusion programmes. To this end, in 2023, additional attention was paid to our
recruitment process, focusing on diversity & inclusion.

We also prioritise the safety of our employees, and therefore we conduct a range of measures
including Risk Inventory and Evaluation (RI&E), and have appointed emergency response (BHV) and
prevention officers.

Many sustainable product developments can only be achieved through intensive collaboration with our
suppliers. In addition, suppliers are often aware of international developments in materials, and are
required to work together to ensure compliance with international regulations in regards to human
rights and emissions both within their own organisation and that of their subcontractors.

For several years, we have discussed our sustainability business strategy developments as part of
our regular and annual meetings with all suppliers. In addition, as part of our annual suppliers' day,
we engage with suppliers about relevant business and sustainability updates. All feedback from our
suppliers acquired on this day is handled with great care.

How we have responded:
We continue to introduce innovations that enable us to create a range of circular and more

durable products.

We have established and participated in a sector-wide group to increase the recycling of mattresses.
We also engage in regular meetings to exchange knowledge between BBH and our suppliers about
regulations and developments.

We regularly visit suppliers, assess compliance with our Code of Conduct, and have drawn up
corrective action plans together when necessary.

We have obtained 50% of the shares of Bovelli Bedding Sp. z 0. 0. and Velborn Investments Sp. zo.0.,
allowing further vertical integration in the supply chain. This accelerates and facilitates the
sustainable transition of our operations and products.

15
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Sustainable organisations are attractive to investors as they are more likely to generate attractive
long-term returns. Such organisations typically have strong environmental, social and governance
practices, and are more transparent, which makes it easier to assess the company's future performance
and stability. In addition, being sustainable can lead to a better reputation, cost savings, improved
customer loyalty, and enhanced access to capital, which can all contribute to long-term returns.
Furthermore, sustainable organisations are more attractive to a growing number of investors who are
looking to make investments that align with their own values.

In 2023 we have communicated and discussed our business and sustainability strategy during meetings
with investors on a quarterly and ad hoc basis. Information from other stakeholders — such as
government, competitors, financial institutions and auditors — is collected through desk research and
through various discussions with the relevant organisations.

How we have responded:
We have increased the use of renewable energy and are further reducing CO, emissions.

We are creating more durable choices in every product category.

We have enhanced the online visibility of our more durable product range.

We have ensured that the BBH supplier’s Code of Conduct is signed by 100% of our suppliers and
that we monitor and mitigate material risks across our value chain.

We have a valid audit in place with all our high-risk suppliers.

Through regular meetings, in 2023, with and reports from the sustainability team, the Management
Board and Supervisory Board remained informed about the views of stakeholders with regards

to BBH's sustainability impacts. This helps to ensure that concerns are addressed in a timely

way. Feedback on the progress of sustainability initiatives is also shared with the Boards. BBH’s
administrative, management and supervisory bodies are also informed about sustainability impacts
affecting stakeholders after the completion of the double materiality assessment.

How we have responded:
We regularly inform the Management Board and Supervisory Board about our progress on the

sustainability goals and ensure a coordinated sustainability strategy across the company, and set
associated goals.

Allinformation with regards to sustainability is made available to all employees in Dutch, and to external

stakeholders in English, so that the information is accessible and available to all. Language, cultural
barriers and privacy are all taken into account.

16
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In 2023, BBH performed a double materiality assessment to prepare for alignment with the upcoming The outcomes of the double materiality assessment inform our strategy and decision-making regarding
CSRD requirements. A double materiality assessment has two dimensions: impact materiality and the management of our most material impacts, risks, and opportunities related to sustainability

financial materiality. A sustainability topic is identified as meeting the criterion of double materiality matters. As part of this process, a number of internal and external stakeholders were asked to provide
if it i) relates to BBH’s material impacts or ii) if it either generates or could generate material financial input on sustainability topics and their related impacts and potential impacts, risks and potential risks,
effects i.e., risks or opportunities, or both. and opportunities and potential opportunities. The following sustainability topics and definitions are

included in the double materiality assessment.

Definition Definition

The impact that BBH has on its own workforce by safeguarding a diverse and inclusive
business culture and promoting fair treatment and equal opportunities, in addition to
the financial risks and opportunities related to this, e.g. new legislation and changing
societal expectations.

The impact that BBH has on its own workforce, in addition to the financial risks and
opportunities related to this topic for BBH in relation to protecting employees’ physical
and mental health and ensuring a safe working environment.

The impact that BBH has on its own workforce by investing in professional
development (i.e. the up- and re-skilling of employees) and undertaking programmes
to retain existing employees and attract new talent, in addition to the financial risks
and opportunities related to this topic for BBH, e.g. a fast-changing landscape and the
war for talent.

The impact that BBH has on the rights of its own workers and workers in the value
chain, and the financial impact that this has on BBH, in relation to complying with
international labour standards, such as ensuring good working conditions, fair labour
standards, equal opportunities, and safeguarding human rights.

The impact that BBH has on the environment (emissions, water resources, soil health, The impact that BBH has as a result of its approach to product development (including
and biodiversity) through the sourcing and selection of sustainable and certified raw Circular the packaging of products); the making of products that are circular by design, meaning
materials, and conducting due diligence across the value chain, in addition to the N CLITEMEN that materials are renewable, recycled, recyclable, or can be reused to a significant

financial risks and opportunities arising from this, e.g. the availability of sustainable developmen“ extent, and the financial risks and opportunities arising from this approach, e.g. a
and certified materials in the market, and the level of transparency in the value chain. dependency on raw materials and impacts on the value chain.

Respoﬁs_ible _
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Material impacts, risks and opportunities

Definition

Climate
change
impact

The impact that BBH has on climate change through the emission (or removal and
avoidance) of greenhouse gas emissions from its own operations, products, services,
and solutions, and the value chain; and the impact that these topics have on BBH by
considering climate-related risks and opportunities, such as interruptions to value
chains, in addition to business opportunities to decarbonise.

The impact that BBH has through its own operations, products, services, and solutions
on reducing energy consumption, increasing energy efficiency, and purchasing
renewable energy, in addition to the financial risks and opportunities that arise from
this approach to energy use, e.g. rising energy prices.

Waste
management

The impact that BBH has through the minimisation, collection, and disposal of waste
in a way that stimulates the reuse and recycling of those products that are not yet fully
circular, and through engagement in partnerships and collaborations with recycling
partners, in addition to the financial risks and opportunities related to this approach to
waste management, e.g. upcoming legislation and partner agreements.

Community
engagement

The impact that BBH has as a result of collaborating with scientists and other
organisations to improve people’s health and well-being by addressing issues that
affect the quality of their sleep, and through engaging in sponsorship activities,

in addition to the financial risks and opportunities for BBH related to community
engagement, e.g. advances in science.

S\

Definition

Data privacy
& security

The impact that BBH has through the undertaking of cybersecurity and other
measures to protect the data and privacy of personal and corporate data, and
the intellectual property associated with it, in addition to the financial risks and
opportunities for BBH related to data privacy & security, e.g. stricter privacy laws, the
increase in cyberattacks, and the rise of e-commerce.

Accessibility &
affordability

The impact that BBH has as a result of making its products and services accessible and
affordable to all customers, in addition to the financial risks and opportunities related
to this for BBH, e.g. rising energy prices and value chain constraints.

Responsible
business
conduct

The impact that BBH has by enforcing a good corporate governance system, by

respecting national laws and regulations, and by upholding BBH'’s ethical principles i
selecting business relationships. We also have an impact through the financial risks and
opportunities related to BBH’s compliance with laws and regulations when defining its
values, beliefs, and ethics, and business relationships.

Innovation
for better
sleep

The impact that BBH has through continuous innovation and digitalisation to
enhance the quality of sleep of its customers, and to create new ways of conducting
business, such as e-commerce, in addition to the financial risks and opportunities
related to this topic for BBH. The definition of this material matter includes activities
that help contribute to customer satisfaction.

S\
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Material impacts, risks and opportunities resulting from materiality assessment

Concentrated in

Impact materiality

Positive impact

BBH’s tier 1,2 and 3
suppliers

Human rights

By cooperating with various agencies to assess, audit

and support suppliers in their journey to operate more
responsibly, BBH can positively impact social aspects (e.g.
working conditions).

Product innovation
with our suppliers
and our Category
Management Team

Innovation for better sleep

Through innovation, BBH can better tailor its products to
customers’ unique needs, leading to fewer returns, and
therefore less waste and a reduced carbon footprint.

Through our human
resource activities

Talent attraction & development

By having a focus on innovation, our CSR strategy,
mission, and training and development programmes can
all positively impact our reputation as an employer, and
enhance the happiness and satisfaction

levels of our employees.

G
‘oo

Financial materiality

Opportunities

Concentrated in

Waste management

Creating value from waste is an opportunity for BBH, as it
reduces costs in terms of sourcing new materials, waste
processing, and collection.

Embedded in all
business models
and activities

Circular product development

Modular product development (e.g. mattresses consisting of
several components that can be replaced separately) represents
an opportunity for BBH as it enables us to alter mattresses

in response to changing customer preferences, in addition

to replacing damaged parts, thereby improving customer
satisfaction and reducing inventory requirements.

Product innovation
with our suppliers
and our Category
Management Team

Innovation for better sleep

As a thought leader, BBH has the opportunity to generate
greater awareness of the health benefits of high-quality
sleep, thereby creating a larger market for sleep products.

Embedded in all
business models
and activities
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Impact materiality

Negative impact

BBH’s tier 1,2 and 3
suppliers

Waste management

The production of bed products involves considerable
industrial waste, and BBH therefore has a negative impact
on the environment.

Our scope 1 and 2
emissions in own
operations

Climate change impact

By using fossil fuels (e.g. for transportation), BBH has a
negative impact on the environment by contributing to
climate change.

Embedded in all
business
models and activities

Innovation for better sleep

If BBH were to stop making people aware of the importance
of high-quality sleep, it would have a negative impact on
their quality of sleep and overall public health.

AN
@O

Financial materiality

Risks

Concentrated in

Circular product development

Increased attention from stakeholders (e.g. investors,
customers, financial institutions and legislators) regarding
circularity has potential reputational and financial
consequences if circularity is not properly embedded in
our product portfolio.

Product innovation
with our suppliers
and our Category
Management Team

Responsible sourcing

Implementing higher responsible sourcing standards
poses a potential risk for BBH. This could include supply
disruptions if our existing suppliers are unable or unwilling
to meet new requirements, which could lead to costly and
time-consuming searches for new suppliers.

BBH’s tier 1,2 and 3
suppliers

Responsible business conduct

Discussing sustainability at a board level separate to
that of other core business discussions, rather than as
an integral part of the business, could pose a risk and be
perceived as an add-on.

Management Board
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Our biggest impact on people is improving the quality of their sleep, thereby helping to address and
improve public health and well-being. As a result, we offer products that may not be explicitly designed
to have a positive impact on the environment. We try to make a positive difference by continuously
improving our products, services and processes to make them more sustainable.

Our impacts are directly linked to our strategy and business model, with several positive and negative
impacts that are indirectly related or caused by our core business such as:

By cooperating with various agencies to assess, audit and support suppliers in their journey to
operate more responsibly, BBH could positively impact social aspects (e.g. working conditions).
By collecting end-of-life products and other drop-out materials from customers, BBH could have a
positive impact on the environment by taking control of the dismantling of products and the way in
which certain components are recycled.

If BBH were to fail to live up to its values and treat employees fairly, BBH could potentially have

a negative impact on other companies and wider society. This in turn could lead to a negative
perceptions of the labour market by potential employees, other companies and society as a whole.

We experience a number of positive financial effects from our business models and strategy, including
increased customer satisfaction and reduced costs due to fewer returns. To adapt to the needs,
demands and expectations of both potential and existing customers, we ensure that we offer
sustainable options for all customer, while also maintaining a good price-quality ratio so as to

retain customers.

Some factors that might have negative financial effects present challenges to BBH in meeting its
sustainability goals. These could ultimately include competitive disadvantages resulting in a loss of
market share, higher product development costs, and margin implications due to less control over the
supply chain and a potential increase of the prices of more durable raw materials.

Positive impacts on our financial position include creating new products that are constructed out
of waste materials, which will lead to a considerably stronger product portfolio and might lead to
cost savings.

As we look towards operating on a 100% sustainable basis in the future, we are cognisant of possible
negative impacts on our financial position that this could entail — for instance if suppliers might seem
to be unable to meet new requirements or in case they raise prices as a result of making sustainable
choices and investments, such as investing in solar panels, or offering more durable products at a
higher cost. Nevertheless, for us it is of great importance to select suppliers that meet our vision of a
sustainable future.

In the unlikely event we fail to adopt to a sustainable future, this could possibly lead to criticism from
NGOs, which mightin turn resultin potential reputational and financial consequences. The same results
are expected in case we lag behind technologically and in terms of product development relative to
our competitors.

To assess the resilience of our strategy and business model, we take several key factors into account:

Adaptability: our ability to provide a diverse range of sleep-related products and meet evolving
customer demands.

Sourcing and resilience: our ability to source similar products from different suppliers reduces
dependence on the performance of any single supplier. While our presence in the Dutch and Belgian
markets exposes us to regional economic developments, prioritising customer satisfaction and loyalty
enhances our resilience.

Customer centricity: our ability to understand customer needs, adjust our offerings accordingly, and
foster a loyal customer base.

Our business model: our ability to adapt to market changes, customer preferences and industry trends
through a multi- and omni-channel approach.

Innovation: our ability to enhance our competitiveness and readiness for future changes in the market
by investing in innovation and new technologies.

Robust financial foundation: our ability to withstand economic downturns or unforeseen disruptions
through having a strengthened shareholder base.
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We conducted our double materiality assessment in four phases. This methodological framework
not only involves the evaluation of our organisation’s impact on the external environment but also
considers external factors that shape our internal landscape. Evaluating our impact in this way
underscores our commitment to transparent and comprehensive sustainability reporting, together
aligned with the standards set forth in the CSRD.

Conducting desk research

The analysis focused initially on identifying issues and sustainability matters that were of potential
relevance to BBH. Comprehensive desk assessment was conducted in which several sources were
considered, including sector-specific information and company-specific information. In doing so,
sources such as internal documents, international standards and frameworks, peer reviews, sector
trends and media analysis were all used.

Consolidated shortlist, including definition

The European Sustainability Reporting Standards topics and sub-topics were mapped against the
longlist to establish the extent to which the identified longlist aligned with the European Sustainability
Reporting Standards topics, and which topics were still missing. We then critically analysed the longlist,
including, combining and excluding a number of topics. Based on discussions during weekly meetings
and the number of sources covering the topics in the longlist, a selection was made for the shortlist.

Input from several sources about the shortlisted topics was processed and definitions were validated
during a validation session.

Following the completion of the final shortlist of material topics, a thorough stakeholder consultation
was undertaken with a comprehensive range of internal and external stakeholders.

Stakeholder mapping

For external stakeholders, we considered suppliers, banks and other financial institutions, investors
and sector organisations as they all have a broad understanding of sustainability topics. We chose
internal stakeholders to represent the voice of customers. For internal stakeholders, we interviewed
members of our Management Board and Supervisory Board, in addition to heads of our human
resources department, risk and legal department, business development department, and category
management department.

Interviews — engagement with stakeholders

These stakeholders provided qualitative input about positive and negative impacts, and risks and
opportunities with regards to the shortlisted sustainability topics. All stakeholders prioritised three to
five topics that were most material to their function. These topics were then discussed from both the
inside-out and outside-in perspective of the double materiality concept.

Stakeholders also scored each topic based on the impact parameters ‘severity’ and ‘likelihood’.
'Severity’ relates to the respective scale, scope and irremediability character of the impact, whereas
‘likelihood’ simply indicates the relative probability of an impact occurring. In addition, financial
parameters were incorporated in terms of the size of potential financial effect(s) and the likelihood of
the impact occurring.
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Impact, risks and opportunities consolidation
Given that several interviews mentioned similar impacts, risks and opportunities (IROs), these were

consolidated into individual topics. Furthermore, we undertook a number of checks on outlier and
missing scores to ensure that all scores were comparable and within the same reference framework.

The total score per topic was calculated by taking the average of the impact and financial materiality,
with the different topics then plotted on a double materiality matrix, as per in the figure in the column
on the right.

In addition to the double materiality matrix, an impact matrix and a risk and opportunity matrix were
also undertaken. These provide insights into which of the IROs had the highest overall score and should
therefore be monitored closely.

As the CSRD requires that a certain threshold should be determined as to which sustainability matters
are material for reporting purposes, the decision was made to set the threshold at the average
materiality score. Topics that have either a financial or impact materiality score equal to or higher than
the average were therefore deemed material in terms of being reported.

Following the validation session, the results of the materiality assessment were discussed internally
in the Group Leadership Team. Through this discussion, and discussions in the previous two validation
sessions, to the definite outcome of the double materiality assessment was agreed.

Financial materiality

Higher

Lower

Double materiality matrix

Innovation for better sleep

/ S A Circular product development

Energy use & efficiency Waste management \

Climate change impact

—— Responsible sourcing

Accessibility & affordability —&=
Data privacy & security — —— Talent attraction & development

—— Occupational health & safety

—— Responsible business conduct Human rights

Community engagement——&

—— Diversity, equity & inclusion

Lower Higher

Impact materiality
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Description of the double materiality process

Material topics BBH - Mandatory Topical standards Material topics BBH - Optional

Climate change impact ESRS E1 Climate change

ESRS E2 Pollution

Energy use & efficiency

ESRS E3 Water and marine resources

Circular product development

ESRS E4 Biodiversity and ecosystems

Waste management .
ESRS E5 Resource use and circular economy

A N N N N

(
(
(
(
(

Responsible sourcing Occupational health & safety

[ ESRS S1 Own Workforce
Human rights ]<:

[ ESRS S2 Workers in the value chain

[ ESRS S3 Affected communities

[ Accessibility & affordability ]—»\ ESRS S4 Consumers and end-users

Governance

ESRS G1 Business conduct ]<—[ Responsible business conduct ]
[ Innovation for better sleep ]‘v Specific topic for BBH, not covered under CSRD 4—[

NN N

Diversity, equity & inclusion

Y Y YN (Y Y

Talent attraction & development

L

Data privacy & security ]

|\

)

Community engagement ]
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Our materiality process drives how we engage internally and externally,
how we invest our resources, and how we adapt our strategy on

environmental, social and governance topics across our value chain.

Our position in the value chain is that of a retailer, and through DBC International as a wholesale
company, offering a wide range of products, services, and experiences to our customers. BBH also
has a presence in the e-commerce market, which enables our customers to purchase products online.
Across all markets, we work closely with our suppliers and partners to ensure the quality and safety of
our products.

Our activities, resources, distribution channels, customer segments within our organisation and our
relationship with them is visualised and described in our value chain model. We create value at each
stage to deliver the final product to customers. Our material topics are connected to our value chain,
and by describing the impact of those that are most material, we are able to provide insight into how
our value chain model functions. Our value chain model can be found on the next page.
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UPSTREAM OPERATIONS DOWNSTREAM

The procurement of

products from our Tier 1
supplier also encompasses
indirect procurement from
Tier 2,3 and 4 suppliers

Circular product
development

Human rights

The distribution
from Tier 1
suppliers to our
warehouses

Climate change
impact

Energy use &

efficiency

Responsible sourcing

By prioritising responsible sourcing, BBH can
make a meaningful contribution to societal
well-being, supporting favorable work
environments and fostering positive economic
and environmental effects. This includes our
commitment to a low-carbon economy, setting a
positive precedent within our broader industry

Starts with
inbound logistics
and ends with
outbound
logistics

Occupational
health & safety

Energy use &
efficiency

BBH can have a
positive impact
on the physical
and mental
well-being of its
employees, to
the benefit of
both employees
and the broader
communities in
which we operate

The corporate
parent adds
value by creating
synergies
between business
units

Data privacy &
security

Innovation for
better sleep

Talent attraction
& development

Responsible
business conduct

Delivering

products from
our warehouses
to our B2B and
B2C customers

Climate change
impact

Online and offline
sales via Beter Bed,
Beddenreus and
other formulas

Energy use &
efficiency

Talent attraction & development

BBH creates value
through efficient
operations,
safeguards
confidentially for
all our people,
and upholds
ethical business
practices

Diversity, equity & inclusion

By decreasing the use of fossil fuels and
increasing the use of renewable energy
in our stores, distribution centres and
distribution processes. BBH has a positive
impact by contributing to reducing the
demand for fossil fuel production

Online and offline
sales through DBC

Circular product
development

By collaborating
closely with our
suppliers for

circular sleeping
solutions, BBH can
positively impact

the environment by
limiting waste, and
herewith contributing
to a circular economy

All our B2C and B2B
customers

Accessibility &
affordability

The post-consumer use
and product lifecycle
processes encompass the
management and handling
of products for recycling or
reusing materials

Waste management

Community engagement

By raising awareness

on the importance
of sleep and by
providing good
products at an
affordable price
widely available,
BBH has a positive
impact on people
by improving their
quality of sleep

In taking back end-of-life
products or drop out
material, we contribute

to a more responsible
processing of our products
and hereby having a
positive impact on the
environment
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Our KPI scorecard outlines the key actions we have taken to help ensure
the successful execution of our strategy. In 2023, we focused on the topics
identified as being ‘material’ in our double materiality analysis. By doing
so, our aim was to prevent, mitigate and remediate actual and potential

impacts, and to address risks and opportunities.

We exist to enable everyone to benefit from high-quality sleep by offering innovative solutions and
sustainable choices, thereby improving their health and well-being. We do this by focusing on several
material topics. In 2023, these were: i) Innovation for better sleep; ii) Waste management, Climate
change impact and Energy use & efficiency; and iii) Data privacy & security.

In 2023, we completed the roll-out of our Beter Slapen ID in all Beter Bed stores in the Netherlands
and Belgium. This technology provides customers with advice to help them choose the most suitable
mattress for them, based on data that we collect from the sale of our products and the technical
properties of the different mattresses that we offer. In 2023, the Beter Slapen ID helped 46% of our
customers to select the best mattress for their unique sleep needs. The decrease in this percentage is
due to the organisation-wide roll-out of the system. We see that it takes some time to be able to work
with the system.

We exchange information and insights about sleep with our elite sports partners, leveraging their
experiences and research. This collaboration proves advantageous not only for the athletes involved but
also enables us to enhance our support for social partners, like the Princess Maxima Center for pediatric
oncology, by developing targeted sleep solutions.

To reduce our impact on the waste economy, we have continued our mattress return policy, with 14%
of mattresses now returned. Improving on this figure will be a priority from the beginning of 2024 for
our specific sales channels, which will be supported by marketing and communication teams.

By the end of 2023, our material waste, comprising cardboard, wood, plastics and post-consumer
mattresses, amounts to 2,089 tonnes. For identified waste streams, 50% is used for new raw materials,
19% for green energy, and 19% is utilised in grey energy. Post-consumer mattresses we collect are
recycled by ‘Retour Matras’.

Commissioned by the Ministry of Infrastructure and Water Management we have actively participated
in setting up extensive producer responsibility. This has led to the setting up and participating in the
board of the foundation Matras Recycling Nederland, whose aim is to collect as many mattresses as
possible that are placed on the market at the end of their lifespan and to recycle them, so that the
majority of the materials can be usefully reused again. We remind our customers to hand in their old
mattress at the collaborating return points, or offer the option of returning the mattress to us.

In 2024, we plan to finalise our baseline analyses for scope 3 emissions by conducting a material-based
calculation method to calculate the impact of our products. This process will require extensive and
careful preparation. We anticipate that the CO, impact on purchased goods will be considerable. With
this baseline set, we will be able to set our targets for 2030 to reduce our impact. An important practical
change is that the packaging of all our online orders will consist of recycled material.

As part of our promise, we are also committed to operating in a sustainable and responsible way. To
meet our sustainable goals, we have upgraded more stores to be more energy efficient, in addition
to expanding our electrical vehicle fleet and launching the use of electrically powered trucks in our
transport department.
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By the end of 2023, 13.1% of our fleet (cars and new trucks) was electrically powered. In addition to two
existing electrically powered service vans, we piloted our first delivery vehicle. A total of six commercial
vehicles will be part of this pilot within our transport department. We anticipate the biggest challenges
will relate to driving range, daily use and charging infrastructure. To facilitate this, investments will be
made in charging facilities for both commercial and passenger cars at the locations in Nieuw-Vennep
and Uden.

In addition, we have invested again this year in making our stores even more sustainable. In the coming
years, we will continue to work with the real estate owners of our properties to further implement
sustainability in our stores and distribution centres. Further explanation of our CO, emissions can be
found on page 35.

In 2023, an updated privacy information management system has been introduced. The privacy policy
and procedures are implemented and monitored on the basis of a plan-do-check-act circle. This
governance structure and management system contributes to increasing the integration of IT Security
and Privacy matters within the various departments of BBH.

To further strengthen our ability to protect both personal and corporate data, we established a
new IT security and privacy team responsible for security and privacy controls across our business.
One member of the Group Leadership Team is responsible for IT Security and the Privacy Officer is
responsible for the privacy element.

We will deliver social impact by always focusing on our employees’ safety and well-being, striving to
become an employer of choice, and working together with our suppliers to ensure that they align with
our goals and standards. We do this by focusing on several material topics. For 2023, these were: i)
Human rights; ii) Diversity, equity & inclusion; iii) Talent attraction & development; and iv) Occupational
health & safety.

After all our suppliers endorsed our Supplier Code of Conduct in 2022, we started our audit programme
to monitor adherence. To facilitate this, we have a collaboration with amfori Business Social Compliance
Initiative (BSCI). For suppliers that do not use this platform, we conducted our own audits. Going
forward, this approach will also apply to new suppliers.

In 2023, all high-risk suppliers were audited by BSCI and/or as part of one of our own factory visits.
Corrective action plans were drawn up if and when necessary.

Our diversity, equity & inclusion policy is a strategic framework that we use to foster a workplace
culture that values and respects differences among employees. It aims to create an environment
where individuals of diverse backgrounds, including but not limited to race, gender, ethnicity, sexual
orientation, abilities, and age, feel included, equal, and empowered. Examples of our policy are: our
recruitment and selection procedures, which are inclusive, open and transparent; and our commitment
to striving to achieve gender and cultural diversity in recruitment and selection, from a Management
Board level to right across our company.

To attract and retain talent for our organisation, we offer a wide range of options, such as a Beter Bed
academy, which features a wide variety of e-learnings, other specific trainings launched in 2023 with
specific groups of employees, and a senior leadership development course.

We also recognise the importance of creating an environment that is attractive to potential employees.
We actively promote the benefits of working at BBH and emphasise our commitment to creating

a positive and supportive workplace. We also strive to ensure that our benefits and compensation
packages remain competitive so that we can attract and retain top talent.
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As an employer, we do all we can to foster a safe, happy and respectful working environment. Safety
within our own organisation is maintained by our team of safety prevention employees throughout the
company, and we have regular meetings to improve and adjust safety facilities and regulations. During
2023, we took a number of actions to improve safety. As a result of these improvements, safety risks will
be detected and signalled earlier. In 2023, no concerns were reported through our malpractice policy.

We will minimise our environmental impact by using more sustainably sourced materials, and

by collaborating with our suppliers to increase the reuse and recycling of our products and
packaging, thereby driving the transition towards more circular product propositions. We do this
by focusing on several material topics. In 2023, these were: i) Circular product development; and ii)
Responsible sourcing.

In 2023, 12% of our products offered were classified more durable products. This represents a modest
decrease compared with the previous year due to lack of availability of sustainable materials in the
market, and the challenge of finding an attractive price point. The right price point is important as it is
key to making our more sustainable products accessible to all customers. To this end, we are currently
performing a material sourcing survey with our suppliers to calculate the CO, impact of our products.
This will not only serve our CO, calculation for scope 3 emissions, but also provide information about
which products have the most significant impact on the environment. As a result, we will be able

to communicate the impact per product to our customers, in addition to informing us about which
products we want in our product portfolio in the future.

To improve awareness about the use of raw materials, we are sharing our knowledge in this area with
suppliers during our supplier days. To ensure that we can communicate in a clear and simple way, we
have divided our more sustainable products into four distinct categories: natural; circular; recycled;
and modular materials and products. All categories have a lower impact on the environment than
traditional products.

Suppliers can work with our category management department to determine which option is best
suited to a given product, the aim of which is to limit the use of high impact raw materials, minimise
the use of virgin materials, and make it possible to reuse the materials again at the end of the product
lifetime. In addition, we ask our suppliers to be more transparent about suppliers further in our
downstream value chain. This enables us to investigate further if necessary, to establish effective
agreements through our Supplier Code of Conduct, and to monitor compliance with it.
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Material topic

KPI's

Unit

KPI score
2022

KPI score
2023

Target year
20253

Status

Innovation for better sleep % purchase of mattresses using Beter Slapen ID % 58% 46% >70% .
Waste management Resource outflows - waste Tonnes 2,119 2,089 no target yet .
% waste recycled % 89% 89% >95% o
% mattresses returned for recycling % 13% 14% >25% '
Climate change impact Scope 1 and 2 GHG emission Tonnes 3,252 3,035 -75% (base year: 2020) ‘
Energy use & efficiency Energy consumption T 78 73 -20% .
% renewable electricity % 100% 100% >75% ()
% electrical fleet % 5.1% 13.1% >30% o
Human rights % suppliers who have signed code of conduct? % 100% 100% 100% .
% suppliers audited % n.a. 100% 100%?2 o
Diversity, equity & inclusion Gender diversity staff % 43% 44% >40% ‘
Gender diversity extended management team % 30% 38% >33% o
Gender diversity Management Board % 50% 50% >33% ’
Talent attraction & development Number of hours training per employee h 14 13 no target applicable o
Employee turnover rate % 36% 30.4% no target applicable .
Occupational health & safety Sick leave % 5.3% 4.9% <5.3% .
Accidents # 12 12 0 o

Circular product development

More sustainable products

%

16%

12%

45-52%

% of packing recycled

%

96%

96%

>95%

1) Suppliers with >€20k purchase value in reported year

2) High risk suppliers
3) Base year: 2021

® New

® Maintained & to be defined

@ Work to be done & maintained
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The following material climate-related risks were identified during the double materiality assessment,
all of which represent climate-related transition risks. No climate-related physical risks were identified.

The use of less environment friendly materials and products inherent to the bedding industry can
present a reputational risk to BBH as these products are less friendly to the environment, cannot be
recycled, and are likely to end up as waste.

Investing in the generation and storing of renewable energy (such as sun, wind & hydrogen) can lead
to a risk to BBH as such investments represent a considerable initial investment and the payback
period takes a number of years. Furthermore, the availability of critical materials for the building of
infrastructure to generate and store renewable energy is currently challenging.

Unable to reach the requested goals of climate change mitigation activities and report on them
can represent a financial risk as investors and financial institutions may attenuate their support,

in addition to it potentially leading to negative publicity and a response from the public and

or government.

The materiality topics: i) Climate change impact and ii) Energy use & efficiency have a significant impact
on and are closely connected with our business, which is why these topics are considered material
for BBH.

Offset policy

As part of our 2025 strategy, we will first focus on reducing our impact on the environment by
changing our own operations, in addition to our upstream and downstream value chain, as much
as possible before implementing any offset activities. As investing in offset can delay the reduction
potential over time. We believe a well-designed CO, offset policy will create a balance between
economic development and environmental sustainability, providing a framework to reduce overall
carbon emissions while allowing flexibility for our company to adapt to cleaner practices.

Dueto the electrification of our fleet, making our buildings more sustainable and using green electricity,
we achieved a CO, reduction of 57% in 2023 compared with the baseline year, 2020. We now only
offer electric company cars, and we have also started the first pilot for electrically powered commercial
vehicles for our truck fleet.

In 2023, based on the EU taxonomy definitions, we invested and spend a total of 12% of our capital
expenditure and 12% of our operational expenses in the electrification of our fleet and the energy
efficiency of our buildings.

We strive to achieve an absolute reduction of 75% of our scope 1 and 2 CO, emissions by 2025, with
the base year being 2020. To achieve this, we aim to use 100% green electricity and have an entirely
electric vehicle fleet. Once we have insight in our scope 3 emissions, an appropriate target is being set.

As of 2023, our fuel consumption decreased with 6% compared to 2022 and our gas consumption
decreased with 9% compared with 2022. We continued our transition to 100% green electricity in 2022
to 2023 for all of our in-house operations, which is purchased within Europe. This resulted in a savings
of 2,100 tonnes of CO, in 2023, eventually leading to an emission of 3,035 tonnes of CO, for our scope
1 and 2. In 2022, our participation in the Afforestation Project led to the offsetting of 1,000 tonnes of
CO, emissions. This year we choose to first invest in reducing CO, by making our own operations more
energy efficient and reducing the use of fossil fuels.
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The European Green Deal addresses climate change challenges, introducing the EU taxonomy to
combat greenwashing and define sustainability. This classification system distinguishes between
taxonomy eligible and taxonomy aligned activities. Eligibility, determined by delegated acts, signifies
potentially significant environmental impact. Alignment requires meeting 'substantial contribution'
criteria, avoiding harm to other environmental goals, and adhering to social safeguards. The EU
taxonomy aims to enhance understanding of sustainable finance, fostering a climate-neutral future
while preventing misleading claims. In November 2023, the Taxonomy Environmental Delegated Act,
together with a number of amendments that clarify reporting obligations for additional activities, were
officially adopted by the European Commission.

For the financial year 2023, we are no longer subject to the obligation to publish non-financial
information. We choose to still report on our taxonomy eligibility and alignment for the two climate
objectives. For the eligibility and alignment reporting on these activities we made use of the ‘Climate
Delegated Act’, ‘Complementary Climate Delegated Act’ and the ‘Disclosure Delegated Act’. In addition
to these, the reporting utilised the most recent information available from FAQ documents published
by the EU Commission. We have acted in good conscience and have rigorously followed the scope and
the definitions provided by the delegated acts and the information provided in the FAQ published by
the EU Commission.

In 2023, our sustainability team reported on BBH’s revenue, capital expenditure and operating
expenses to identify the extent to which any activities within BBH’s business should be considered
eligible. The eligible activities were then screened and examined in line with the technical screening
criteria of the EU taxonomy to determine whether the activities made a substantial contribution to
one or more of the environmental objectives. A full reconciliation was then made to the total reported
revenue, capital expenditure and operating expenses.

For the revenue, the numerator of each of the activities was compiled by taking the total eligible
revenue for that activity for the reporting year 2023. The total denominator was equal to the combined
total revenue of our delivered products and services. Our revenue is detailed in the consolidated
financial statements - Note 15 (see page 86).

None of our revenue generating activities are described in the delegated acts on climate change
mitigation and climate change adaptation. They are therefore not currently considered to be ‘eligible’,
and for this reason there is no alignment analysis on the revenue KPI in this year’s report.

For the capital expenditure, the total denominator was equal to the total capital expenditure of BBH.
Our capital expenditures are detailed in the consolidated cash flow statement - Notes 1 and 2 (see page
64). A reconciliation of the additions included in the denominator of capital expenditure under the EU
taxonomy is provided in the following table.

Additions to intangible assets 1,880 2,166
Additions to property, plant, and equipment 2,785 4,163
4,665 6,329
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The numerator was compiled by taking the total eligible and aligned capital expenditure for the
reporting year 2023. This is capital expenditure that is:

Related to assets or processes that are associated with taxonomy eligible and/or aligned
economic activities.

Part of a ‘capital expenditure-plan’ to expand taxonomy aligned economic activities or to allow
taxonomy eligible economic activities to become taxonomy aligned within a period of five years and
meeting certain conditions.!

Related to the purchase of output from taxonomy aligned economic activities and individual
measures enabling the target activities to become low-carbon or to lead to greenhouse gas
reductions, notably activities listed in points 7.3 to 7.6 of Annex | to the Climate Delegated Act, as
well as other economic activities listed in the delegated acts and provided that such measures are
implemented and operational within 18 months.

The following expenditures are covered under the delegated acts, and are therefore eligible in
accordance with the environmental objective ‘climate change mitigation’.

7.3 Installation of energy efficient light sources 399 606
7.3 Installation of heating, ventilation, and air-
conditioning (HVAC) 150 105
Total eligible capital expenditures 549 711

12% of BBH’s capital expenditure in 2023 was eligible but not aligned. We analysed these investments
to determine whether they meet the substantial contribution criteria set out by the EU taxonomy.
The capital expenditure with regards to the installation of energy efficient equipment satisfied the
‘substantial contribution’ criteria.

* Disclosure Delegated Act, Annex |, 1.1.2.2, second subparagraph

As BBH does not have any operational control, nor any information over the compliance of its suppliers
with the ‘Do no significant harm” and “minimum safeguards’ criteria set out by the EU taxonomy for
these energy efficient light sources, BBH will not claim any alignment for this financial year. Whether
alignment under capital expenditure category (c) of the taxonomy only refers to compliance with the
substantial contribution criterium or also requires companies to comply with the ‘do no significant
harm’ and ‘minimum safeguards’ is ambiguous at this stage. BBH choose to take a conservative stance
and decides not to report any alignment.

The full EU taxonomy capital expenditure table is shown in the section 'Other information' (see
page 95).

The delegated act uses a narrower definition of operating expenses than used in accounting definitions.
For the operating expenses, the total denominator includes costs relating to Research & Development,
renovation, short term leases, maintenance, renovation, and any other direct expenditures relating to
the day- to-day servicing of assets of property, plant and equipment both by the undertaking itself or
any third party linked to the operations. No research and development expenses were incurred in 2023,
and we had no lease contracts shorter than 12 months. A reconciliation of the denominator operating
expenses under the EU taxonomy is provided below, and represents 0.6% (2022: 0.5%) compared to our
total accounted for operating expenses.

Maintenance and repair costs 723 645
723 0.6% 645 0.5%
124,063 100% 117,715 100%
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For the operating expenses, the numerator of each of the activities was compiled by taking the total 11% of BBH’s operating expenses in 2023 were eligible but not aligned. The activity 7.4
eligible and/or aligned operating expenses for the reporting year 2022. These are operating expenses ‘installation, maintenance and repair of charging stations for electric vehicles’ satisfied the ‘substantial
which are: contribution’ criteria.
Related to assets or processes associated with taxonomy eligible and/or aligned economic activities. The full EU taxonomy operating expenses table is shown in the section 'Other information' (see
Part of the capital expenditure plan to expand taxonomy aligned economic activities or allow page 95)
taxonomy eligible economic activities to become taxonomy aligned within a five-year period and
meeting certain conditions. Change during the reporting period
Related to the purchase of output from taxonomy aligned economic activities and to individual In 2022, 11.2% of the capital expenditure and 18.1% of the operating expenses qualified as eligible. By
measures enabling the target activities to become low-carbon or to lead to greenhouse gas establishing ‘EU Taxonomy’ general ledger accounts, internal processes have been enhanced, resulting
reductions as well as individual building renovation measures as identified in the delegated acts and in analyses that were more accurate than in previous reporting years.
provided that such measures are implemented and operational within 18 months.
Disclaimer
The following expenses are covered under the delegated acts, and are therefore eligible in accordance We note that while the EU taxonomy regulation entered into force in August, 2021, common practices
with the environmental objective ‘climate change mitigation’. are still being identified that affect its application. Our findings are based on known practices and the

most recently updated taxonomy.

7.3 Maintenance and repair of energy efficient light sources 7 24
7.3 Maintenance and repair of energy efficient equipment

(heating, ventilation, and airconditioning) 71 78
7.4 Installation, maintenance and repair of charging stations

for electric vehicles 1 15

Total eligible operating expenses 79 117

* Disclosure Delegated Act, Annex |, 1.1.2.2, second subparagraph
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Total scope of activity

Taxonomy eligible activities

Taxonomy-eligible percentage

Aligned activities

Taxonomy-aligned percentage
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Revenue accounted for in the Consolidated Profit and Loss Statement
under IFRS derived from the sale of products and the provision of
services.

€ 235,956 Thousand

Revenue derived from products or services that are associated with
taxonomy-eligible activities.

N/A

Revenue generating activities that are eligible and make a substantial
contribution to one of the environmental objectives by meeting the
technical screening criteria of that activity and objective.

N/A

Additions to tangible and intangible assets accounted for in the
Consolidated Financial Statements under IFRS during the financial year,
considered before depreciation, amortisation and any remeasurements,
excluding Goodwill.

€ 4,665 Thousand

The part of the capital expenditure that is any of the following:

Related to assets or processes that are associated with taxonomy-
eligible activities

Part of a plan to expand taxonomy-eligible activities

Related to the output of taxonomy-aligned, enabling or transitional
activities as well as activities related to the installation, renovation and
repair of building or renewable energy solutions.

12%

Capital expenditure that is eligible and makes a substantial contribution
to one of the environmental objectives by meeting the technical
screening criteria of that activity and objective.

0%

Direct non-capitalized costs recorded in the Consolidated Income
Statement under IFRS that relate to research and development, building
renovation measures, short-term lease, maintenance and repair
(excluding expenses reported as raw materials and consumables used),
and any other direct expenses relating to the day-to-day servicing of
assets or Property, Plant, and Equipment.

€723 Thousand

The part of the operating expenses that is any of the following:

¢ Related to assets or processes that are associated with taxonomy-
aligned economic activities

¢ Part of a plan to expand taxonomy-eligible activities

¢ Related to the output of taxonomy-aligned, enabling or transitional
activities as well as renovating activities.

11%

Operating expenses that are eligible that make a substantial contribution
to one of the environmental objectives by meeting the technical
screening criteria of that activity and objective.

0%
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BBH seeks to create an inspiring, respectful and sustainable working
environment in which our employees feel valued and are motivated to
promote our strategy with passion and pleasure. Learning and development
are central to what we do, and our employees are challenged to utilise their
skills and talents to the best of their abilities. We do this by connecting,

challenging, innovating and achieving.

To further implement our vision of becoming an employer of choice, we formulated three human
resources pillars so that:

Our employees are proud and enthusiastic about working for BBH, and embody and fully live and
breathe our mission. We strive to be the most attractive employer in the sleep market due to who
we are and what we do for our people.

We offer a respectful, safe, pleasant and sustainable working environment where employees are
'fit for the job' and can perform together whoever they are. We strive for equal opportunities and
to have an inclusive culture in which every employee feels equal, valued and involved — not in spite
of but because of their differences.

We provide clear career paths for our employees, proper attention is always paid to our people in
aperformance and development-oriented environment, and we offer competency-oriented training
and modules that reflect and build on individual employees’ strengths and help to develop their
talents.

As part of our commitment to fostering a corporate culture that values the voices and insights of our
dedicated workforce, we place great importance on the perspectives shared by our employees. This
collaborative approach not only enhances employee engagement but also fortifies our foundation for
sustained growth and success. BBH’s works council advocates for the interests of our employees.

Through monthly meetings, in addition to both permanent and ad-hoc committees within the works
council that focus on specific issues, we are able to better understand our employees, perspectives,
viewpoints and opinions.

Changes made in response to views expressed by our employees include adjustments to our bonus
systems, modifications to departmental structures, the conducting of a Risk Inventory and Evaluation
(RI&E), the appointment of emergency response (BHV) and prevention officers, issues related to
confidential advisors and our malpractice policy, and modifications to the employee handbook.
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How we as a company articulate our Sleep better, live better purpose internally with our employees is
every bit as important as how we communicate it externally. We believe this mission is something our
employees can be both proud of and passionate about, in addition to being something that can help
them make the right choices for our customers at work.

One of BBH’s strategic objectives is that our commitment to enhancing people’s overall sleep quality
begins with our dedicated employees. We strive to be an employer of choice, where our collective
purpose resonates with each individual in our organisation. This includes offering opportunities for
growth and advancement through our academy, and ensuring a safe, secure, and enjoyable workspace
for all. Our vision of being an employer of choice is to create an inspiring, respectful and sustainable
work environment in which all our employees feel valued and are passionate about what they do as
individuals and what we accomplish together as a team, living our strategy through their work. At BBH,
learning and development take centre stage, and employees are encouraged to harness all their talents.

By prioritising health & safety measures such as training, process improvements, coaching, and
awareness-raising, we can have a significant positive impact on the physical and mental well-being of
our employees. This focus also extends more widely to society, as it leads to reduced absenteeism and
sickness costs, which is beneficial to both our own workforce and the broader communities in which
we operate. We also understand that were we to mismanage health & safety, we would fail to meet
our desire of fulfilling an exemplary role in our sector or in society. This would have a negative impact
on the physical and mental health & safety of employees, increasing the likelihood of absenteeism and
sickness costs, which in turn have an impact on wider society.

Everyone at our company who could potentially be materially impacted by BBH is included in the scope
of this chapter. ‘Employees’ are defined as full-time employees and part-time employees, whereas the
term ‘non-employees’ relates to both individual contractors (self-employed) and agency workers.

The materiality topic: i) Human rights has a significant impact on and is closely connected to our own
workforce, which is why this topic is considered material for BBH.

BBH attaches great importance to safeguarding the occupational health & safety of its employees, and
complies with all European, Dutch and Belgian legislation related to human rights. Accordingly, BBH
never participates in human trafficking, slavery, forced labour and child labour. BBH has a zero-tolerance
policy to discrimination in any form. This includes preserving and protecting the freedom of expression
of all employees. In addition, we ensure that safe working conditions exist for all employees to
perform their work. Furthermore, BBH complies with European legislation with regards to privacy and
data protection. To ensure full compliance, we established various internal policies and procedures.
These are documented in the employee handbook for all employees at BBH Netherlands, and in the
employment regulations for all employees at BBH Belgium.

Respectful business conduct
BBH fosters an inclusive work culture in which equal opportunities are provided to all employees,

regardless of gender, ethnicity, race, colour, sexual orientation, gender identity, religion, age, political
opinion, national origin, social origin, disability or any other characteristic protected by European,
Dutch and Belgian legislation. Discrimination of any formis not tolerated and is actively combatted. Our
vulnerable populations policy and Code of Conduct are key to achieving this.

BBH Code of Conduct
Our Code of Conduct outlines various forms of undesirable behaviour and states our zero-tolerance

policy towards them. BBH employees are expected to behave honestly and ethically at all
times. The code also specifically and explicitly states that discrimination during recruitment and
selection will not be tolerated. Our BBH Code of Conduct is available on our corporate website
(https://www.beterbedholding.com).

BBH vulnerable populations policy

This policy identifies specific groups, such as pregnant employees, employees involved in nursing,
expats, persons with disabilities, older adults, volunteers, temporary workers and other flexible
workers, who may be vulnerable for any reason. It outlines specific measures to help alleviate the
unique challenges faced by the different vulnerable target groups, such as adjusted working hours for
those employees within 10 years of having a state pension.
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Our HR department is responsible for formulating policies regarding diversity, equity & inclusion and
monitoring these processes. In addition to senior managers, the HR department has the responsibility
for ensuring compliance with such policies, and for implementing sanctions in any cases in which the
standards laid out in the policies are not met.

Absenteeism policy
Our employees are our most valuable asset. It is therefore important that our employees are healthy

and vital, as this contributes to a healthy, inspiring and innovative work environment. To help achieve
this, we established the BBH absenteeism policy. This outlines how any sick leave notification is
processed and the subsequent reintegration process is initiated. For employees working at BBH
Netherlands, we act in line with the ‘Wet Verbetering Poortwachter’, whereas for employees at

BBH Belgium we act in accordance with Belgian legislation regarding disability and reintegration. In
addition, a Risk Inventory and Evaluation (RI&E) is undertaken every two years to examine absenteeism
prevention. This examines how and when BBH tackles risks to health & safety.

Our HR department is responsible for formulating the absenteeism policy and monitoring the related
processes. In collaboration with the Occupational Health Service, the absenteeism policy for Beter Bed
Netherlands is evaluated on an annual basis and adjusted if and when necessary. For this purpose, Beter
Bed Belgium collaborates with the external prevention service.

Privacy
Protecting the privacy of employees is crucial and forms an integral part of our internal privacy policy

at BBH. For this reason, we only request strictly necessary information from employees. Furthermore,
access to our employees’ personal data is restricted to authorised personnel, and systems and
processes are designed to ensure compliance with the EU general data protection regulation (GDPR) to
respect the privacy of applicants. The privacy statement is an integral part of the employee handbook,
which new employees sign up to on commencing their employment at BBH.

We strive to communicate openly and transparently with our employees and the works council
about important decisions that may impact our employees, and recognise how important this is to

a well-functioning organisation. Maintaining high-quality communication and employee involvement
has a positive impact on the individual performance of employees, in addition to improving turnover
and absenteeism rates. Conversely, were we to fail to engage properly with employees, negative
impacts could be experienced, leading to inefficiency and employee dissatisfaction.

Our Group Leadership Team plays an important role in terms of employee communications. The
team, which consists of the individuals responsible for a range of different disciplines, share relevant
information with their respective departments about BBH’s vision, strategy, goals and developments
at our organisation once every three weeks. Our extended management team, which includes the
Management Board, as well as the Group Leadership Team and all department managers who report
directly to the Group Leadership Team. Twice a year, a strategy event is organised for this group during
which we discuss developments, plans, strategic directions and choices that our organisation faces.

Through one-on-one meetings, which take place at least twice a year, individual employees and their
direct managers discuss the employees’ respective development. Both the employee and their direct
manager are responsible for the follow-up steps. In addition to these individual meetings, regular
team meetings take place, during which the manager and reporting team discuss commercial progress
achieved. The frequency of these meetings is decided upon jointly between managers and their teams.
To support team building across our organisation, a number of different informal team events are
organised throughout the year.

Every two years, BBH conducts an employee engagement survey to assess the level of employee
engagement. Action items are then derived from this for every department, and periodically presented
to the Group Leadership Team to monitor progress.

Inthe Netherlands, BBH informs the works council and seeks advice or approval when required to under
employment law. A bi-monthly consultation meeting is attended by the CEO and the HR manager. Both
the employees in the works council and the Group Leadership Team can request that issues, questions
and ideas are added to the agenda. In Belgium, the threshold for establishing a works council has not
yet been met.

Our Happy@Work app is a platform specifically aimed for and used by BBH employees. This technology
not only ensures employees stay informed on a weekly basis about developments within our
organisation, but also allows them to post messages themselves. The app is managed and monitored
by the internal communications team, and currently has a participation rate above 80%.
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To facilitate direct expression of employee concerns and the communication of needs, we have
introduced a number of communication channels for employees to raise concerns.

We have a longstanding open-door policy, whereby all employees, managers and Group Leadership
Team members are free to approach their supervisor at any given time, be it by email, telephone orin
person. As part of our open-door policy, employees can contact our HR department on a confidential
or non-confidential basis to make a complaint or report inappropriate behaviour, serious or suspected
incidence of fraud or industrial accidents. Steps are then taken to ensure that the issue is resolved in
line with our Code of Conduct, HR policies and relevant employment law.

BBH also has two additional formal processes for employees to express concerns and/or complaints.

Firstly, four confidential advisors, can be contacted by email or telephone about issues ranging from
sexual and non-sexual intimidation, to bullying, discrimination, aggression and violence. In evaluating
the next steps to take, the individual who reported the issue remains in charge and under no pressure
regarding next steps at all times, and the confidential advisor is there to provide support and counsel.
To inform our employees about the role performed by the confidential advisors, our Happy@Work app
is used to share videos about what they do, and posters at various work locations promote their work.
A future change, set to be implemented in 2024, is that in the event that discussing the undesirable
behaviour with a direct manager, HR Business Partner or confidential advisor does not result in a
satisfactory solution, it will be possible to file a complaint with a dedicated BBH complaints committee.

The complaints committee will be impartial, independent and skilled, with a clear purpose to handle
complaints in a fair and professional way. Once fully implemented, this development will be brought to
the attention of all BBH employees.

Secondly, in 2020, BBH introduced a malpractice policy for the reporting of incidents, wrongdoings
and/or suspected or actual irregularities that may have a negative impact on the activities and
performance of the Group in violation of legislation or internal rules, or that pose a danger to the health
& safety of individuals.

This policy consists of a number of steps to be followed for those issues that, given their very nature,
cannot be reported through the normal channels. The malpractice policy is available to both employees
and non-employees.

Both the use of confidential advisors and the malpractice policy were established at BBH’s own
instigation, and their respective effectiveness is scrutinised as part of our biennial Employee
Engagement Survey.

We believe it is essential to have an effective approach to health & safety management so as to deliver a
positive impact on the physical and mental well-being of BBH’s employees —such as doing all we can to
eliminate any work associated accidents or illnesses — which in turn can reduce absenteeism and costs
for medical treatment and insurance. Employees that feel secure at work are better able to concentrate
on their work and experience fewer worries about their personal safety. To this end, we pay attention
at all times to any possible risks and strive to reduce them wherever possible.

Despite all the safety measures we take, it is not possible to always prevent incidents or accidents from
occurring. We therefore have a policy in place to address any negative impacts on employees. This

includes implementing recovery measures, such as offering appropriate rehabilitation and support. As
part of the policy, we provide reintegration programmes to support employees following their recovery.

Itisimportant to implement preventive measures to avoid the recurrence of any incidents or accidents.
In 2023, we undertook a Risk Inventory and Evaluation (RI&E) to identify potential safety risks. Based
on the results of this Risk Inventory and Evaluation (RI&E), a plan of action has been developed and
implemented by BBH’s safety team. This team discusses progress and incidents on a monthly basis,
and takes actions to enhance safety across all disciplines and locations across our company. In addition
to the safety team, prevention officers have been appointed, and are responsible for supporting and
undertaking various tasks related to establishing a safe and healthy work environment.

We also carried out a safety assessment in all our distribution centres that updated our safety protocols,
and improved the layout of the distribution centres. All company emergency plans were also updated,
and an extensive training programme was established to ensure that our team of first responders is
adequately trained.
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We engage directly with employees across our company to ensure that we maintain a healthy and safe
work environment by offering regular training in areas such as emergency response, fire safety, safe
lifting and ergonomics, in addition to conducting thorough evacuation drills.

BBH provides a range of safety equipment and facilities that are necessary to reduce risk. This includes:
the signalling and shielding of hazards in our distribution centres; the use of surveillance cameras, alarm
systems and traffic plans at our distribution centres; and fire extinguishers, AEDs, first aid kits, and safety
instructions and warnings at strategic locations. Furthermore, we provide ergonomic office equipment
in our offices.

In addition to these preventive measures, we also aim to have a positive impact on our employees’ lives
through the provision of healthy living programmes, particularly with regards to how high-quality sleep
contributes to overall health.

To manage any negative impact and enhance the positive impact that we have on our employees, we
have established a number of targets as part of a multi-year 2025 plan. This builds on our sustainability
strategy, which was launched in 2021 and contained several targets related to our employees. The
multi-year plan features targets related to turnover, absenteeism, industrial accidents, diversity, equity
& inclusion, and internal progression. These targets are evaluated on a quarterly basis by our human
resource and sustainability teams, in addition to the Group Leadership Team.

First HR pillar — attractive employer

To measure the results of the first pillar of making BBH known within the market as an employer
of choice, targets have been formulated to reduce turnover in the future. These targets were

set in 2020 over a five-year timeframe. We ensure this by paying considerable attention to our
onboarding programme, implementing a new employee training programme and implementing a
senior leadership programme.

Second HR pillar — respectful, safe, pleasant and sustainable working environment
To measure the results of our second pillar, three areas of attention were formulated.

The first one is based on achieving an absenteeism rate lower than 5.3%, based on average figures
within the retail sector. We aim to achieve this by taking more actions based on results from the
employee involvement survey.

The second area is that we always strive for zero occupational accidents. To this end, we are focusing
even more on health and safety by training prevention employees to identify safety risks and improving
safety plans.

The third area relates to diversity & inclusion, with our aim being to achieve step 1 of the Social
Entrepreneurship Performance Ladder by 2024. By linking a recognised standard in this way, our
organisation can strive towards a clear goal. To this end, in 2023, additional attention was paid to our
recruitment process, focussing on diversity, equity & inclusion.

Third HR pillar — Attention to growth and development

Our aim is to provide further internal training and guidance so as to further enable as many employees
as possible. All vacancies are posted internally, and internal candidates are prioritised during the
application process. A fleet review is also carried out every year to identify internal talent and to
create development programmes to further opportunities at BBH. In addition, an extensive onboarding
programme, including ‘Welcome to Beter Bed day’, was implemented this year. We also developed a
senior leadership programme for a number of employees, and provided training for branch managers
and team leaders on leadership, planning and organising skills, and communication. Furthermore,
the sales programme initiated in 2022 continued to support our strategic business shift from selling
products to being a sleep advisor.
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Employee breakdown by gender and country All employees in Belgium, including those with flexi-jobs and interns, have designated contractual
hours. On-call workers can also have a permanent contract, which are included in the category of
‘non-guaranteed hours employees’.

Employee turnover

Women 461 457
Men 593 590
Other - -
Not reported - -
1,054 1,047 Head count outflow in reporting year 318 380
Head count at begin reporting year 1,047 1,084
Head count at end reporting year 1,054 1,047
The Netherlands 995 991 30.3% 35.7%
Belgium 59 56
1,054 1,047 All characteristics of BBH employees are reported in number of people with reference date

31 December 2023 and before the transfer of activities.

Permanent, temporary and non-guaranteed hours contracts

Permanent, women 310 299
Permanent, men 428 404
Permanent, other - -
Temporary, women 110 124
Temporary, men 113 141
Temporary, other - -
Non-guaranteed hours employees, women 41 34
Non-guaranteed hours employees, men 52 45

Non-guaranteed hours employees, other - -
1,054 1,047
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Total number of non-employees

The total number of non-employeesin BBH own workforce, i.e. either people with contracts with BBH to
supply labour (“self-employed people) or people provided by BBH, primarily engaged in “employment
activities”, equals to 96. This is an estimate reported with reference date 31 December 2023 and before
the transfer of activities.

Collective bargaining coverage and social dialogue

For employees in the Netherlands, the housing module of the retail non-food collective labour
agreement applies. This is in accordance with existing employment legislation. In addition to the
collective labour agreement, we have an employment conditions policy in place.

Foremployeesin Belgium, the Joint Committee 201 is applicable. In extend, non-employees are covered
by PC 201 agreements. The collective bargaining coverage ratio of non-employees in the Netherlands
and Belgium is estimated to range between 80% and 100%.

Allemployees in the Netherlands have an assigned employee representative on the BBH works council.
Changes to employment conditions must be agreed to by employees.

Diversity metrics
Gender distribution in the extended management team, in addition to the distribution of employees
by age group across the entire company, is as follows:

Women 21 16
Men 35 37
Other - -
Women 38% 30%
Men 62% 70%
Other 0% 0%

<30 303 306
30-50 361 402
>50 390 339

1,054 1,047

All diversity metrics are reported in number of people (unless otherwise stated) with reference date
31 December 2023 and before the transfer of activities.

Training and skill development metrics

The work environment at BBH is engaging and stimulating, and we offer a variety of different growth
and career development opportunities. We have developed a culture of learning, investing almost
12,000 payroll hours into training our team members every year. This includes extensive programmes
to enhance skills aimed at all levels, including specialised skill development, leadership opportunities,
coaching and mentoring.

Employee development is not only key to an individual’s future prospects but also to the future success
of BBH. We therefore strongly believe in the importance of employees having clear career paths in
which they can grow, discover their talents, follow their ambitions, and have the opportunity to either
receive a promotion or a horizontal move within our company.

In 2023, the senior leadership programme developed further with the introduction of knowledge
modaules, skill training in personal effectiveness, strategic leadership, team development, and active
participation in several projects. Developments in the group of participants are closely monitored. After
all, we train employees to be able to take a step in the organisation in the future. In 2023, on average,
the number of training hours offered to and completed by employees was 13. For women the average
was 14 hours of training and for men this was 12.

Through one-on-one meetings, individual employees and their direct managers discuss the employees’

respective development. In 2023, 100% of our employees participated in at least one performance and
career development review (2022: 100%).
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Health & safety metrics
As an employer, we strive to provide a safe, happy and respectful working environment. During 2023,

we took a number of actions to improve safety. As a result of these improvements, safety incidents
are detected and signalled earlier. All our workers are covered by our health & safety management
system. Unfortunately, over the course of the year, a total of 12 work-related accidents were reported.
In all cases, appropriate action was taken immediately. As a result, a total number of 278 days were
lost (of which a few are responsible for the majority of these days lost) to work-related injuries from
these accidents. Our zero-tolerance statement emphasises that all employees must feel safe at BBH,
and must be treated with respect at all times. In 2023, all employees and non-employees are covered
by our health and safety system (2022: 100%).

Work-related injuries - -
Work-related ill health - -

Number of accidents 12 12
Rate of accidents 9% 9%

Number of cases - -

Number of days 278 347
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BBH strives to create a collaborative, empowered, and sustainable work environment that cares for
the lives of all workers in the value chain. In that way everyone in our supply chain should be able to
work under favourable and secure conditions. This vision encompasses various aspects including fair
labour practices, employee well-being, collaboration and inclusion, ethical practices and transparency
and communication.

All workers are viewed as essential partners in the success of the company, and their rights and
dignity are upheld at all times. Additionally, the company is committed to promoting fair trade and
ethical sourcing, ensuring that workers in the supply chain are treated fairly and with dignity. Finally,
transparency helps build trust and ensures that all stakeholders are well-informed and aligned.

Ourvalue chainincludes several additional layers beyond our direct suppliers. Our suppliers collaborate
with their direct suppliers, who we refer to as our Tier 2 suppliers. Further in the supply chain are
suppliers of raw materials, such as wood, foam and fabrics, as well as manufacturers of furniture and
bedding. By prioritising fair treatment, well-being, skill development, collaboration, sustainability,
empowerment, and transparent communication, we aim to create a thriving and harmonious
ecosystem that benefits everyone involved.

At BBH, collection, purchasing price, selling price, quality, inventory, and margins are all overseen

by the category management department. Our procurement processes therefore directly impact the
sustainability performance of our organisation. By placing sustainable purchasing at the heart our
business operations, we can lead by example in our industry, in addition to positively impacting society
in a number of ways, such as through good working conditions, boosting the local economy, helping to
improve living standards, and supporting local businesses and communities.

Legal and cultural differences vary significantly between the countries in which our suppliers operate,
for instance with regards to human rights and labour practices. The complexity of our supply chain,
which has multiple tiers of suppliers and subcontractors, makes it challenging to monitor and ensure
compliance with labour and safety standards across the entire value chain. Human rights violations
related to the health, safety and well-being or labour practices could lead to negative publicity and
cause negative reputational damage for BBH.

The materiality topici) Human rights has a significant impact on and is closely connected to the workers
in our value chain, which is why this topic is considered material for BBH.

The sustainability of our suppliers is an integral part of our circular business operations. To ensure
our suppliers meet our CSR standards, we have implemented a procurement policy that guides us

in sourcing, contracting and managing our relationships with suppliers. Central to our procurement
process is how we identify low, medium and high-risk suppliers by comparing them based on economic
and technical criteria.

To safeguard our value chain workers, it is our policy that all suppliers must have signed our Suppliers
Code of Conduct before we do business together.

The BBH Suppliers Code of Conduct, supports key suppliers in evolving their approach towards
continuous improvement. Suppliers are required to comply with the laws and regulations that apply in
all the countries in which they operate.

In addition, suppliers are obliged at all times to comply with international agreements that govern
working conditions, public health, hazardous materials, animal welfare and the environment, even
if they do not apply in the country in which the supplier operates. In particular, this includes the
conventions of the United Nations (UN), the International Labour Organisation and the European
Union, such as:

The Universal Declaration of Human Rights.

The International Labour Organisation conventions, which contain standards with respect to
working conditions, such as the right to organise and collectively bargain, the right to protection
against child labour, forced labour and discrimination, and standards with respect to working hours
and remuneration.

UN conventions with respect to children’s rights, discrimination and women'’s rights.

European directives with respect to waste processing, animal welfare, hazardous substances and the
environment (including the REACH Regulations).
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Our suppliers are required to possess all relevant permits. Should a relevant permit not yet have been
obtained at the time of signing the BBH Suppliers Code of Conduct, the supplier must ensure that it
receives it within three months of signing. Our suppliers Code of Conduct is available on our corporate
website (https://www.beterbedholding.com).

After undertaking the necessary audits of our suppliers, it is important to engage with value chain
workers and their representatives about actual and potential material impacts on them. This involves
a systematic approach that prioritises communication, collaboration, and addressing their concerns.

We verify compliance with our Suppliers Code of Conduct, through factory inspection, on-site
assessments, corrective action plan development, capability building, and training in collaboration with
the Business Social Compliance Initiative (BSCI) platform. In the event of a problem related to human
rights violations, we commit to working with third-party experts to develop, execute and oversee
appropriate remediation programmes.

To date, our Suppliers Code of Conduct has led to us engaging with 62 suppliers in 15 countries,
which should lead to an increase in worker satisfaction at these organisations with respect to working
conditions, in addition to an increase in worker engagement.

Supplier risk management
We classify suppliers that we have selected according to the impact they may have on the environment

and the communities in which they operate, in addition to the working conditions of their employees.
We assess this risk based on production country, annual purchase value, and potential environmental
or social impact of a supplier’s respective operations, products or services.

In 2023, we had a total of 62 unique Tier 1 suppliers with an annual spend of more than € 20.000, of
which we classified 13 as high risk. 12 of these 13 suppliers had a valid audit by BSCl in 2023. The results
of this audit are discussed with the supplier and action plans drawn up to ensure requisite changes are
made in the future. We parted ways with one of the high-risk suppliers as we concluded that insufficient
action has been taken to resolve issues in the future.

We believe that the two most powerful accelerators of change in our industry are collaboration and
alignment. In 2023, we started our partnership with amfori BSCI (Business Social Compliance Initiative)
in line with the ambition to measure our suppliers' supply chain performance and drive continuous
improvement across our global manufacturing footprint. In today's fast-changing global marketplace,
companies have to address a growing number of challenges and concerns in operations and supply
chain. At the same time, demands for greater transparency and accountability from wider society
have grown. Amfori BSCl is a leading business-driven initiative for companies committed to improving
working conditions in their supply chains worldwide. It provides a framework to help companies
monitor and improve social performance within their supplier networks. Suppliers who participate in
this initiative commit to regular audits and assessments of their facilities to ensure compliance with the
established standards.
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Audits by BBH
If we plan to work with a new supplier and the supplier is not affiliated with the amfori BSCI

network, we undertake our own on-site audit. This includes the following areas: organisation; quality
systems; labour condition system; environmental, social and governance; safety & well-being; and
material handling.

The situation on site is assessed based on a number of scores per area, resulting in an overall score. In
the eventthatthe overall scoreisinsufficient, itis deemed necessary to draw up a corrective action plan.
To ensure that performance improves, this planis discussed on a regular basis with the relevant supplier.

In 2022, we achieved our 2025 target to ensure that all our suppliers signed our Suppliers Code of
Conduct, which we repeated again in 2023. As a result, we started the risk inventory and audit of
suppliers at the beginning of 2023 for which we set the goal to have a valid audit in place with all our
high-risk suppliers by 2025. Partly because of the collaboration with BSCI we were able to achieve this
for 2023 and we aim to keep up with this every year.
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In our pursuit of customer-centric excellence, we prioritise perspectives and preferences voiced by
our valued customer base. This dedicated commitment to understanding and integrating customer
viewpoints not only strengthens our brand-customer relationship but also positions us strategically for
enduring success and growth in the market.

At BBH, we communicate both directly and indirectly with our customers. Direct communications
include our Customer Experience Centre (CEC) and in our physical stores and during the

delivery, whereas indirect communications include our Net Promotor Score (NPS) mechanism and
Beter Slapen ID.

Through our NPS review programme, customers share their experiences regarding interactions with
our teams, such as our delivery personnel. As a result of this feedback, we have invested in delivery
training and quality improvements, which has led to improvements in our logistic processes. Customers
have also shared their experiences of using our online platforms, such as highlighting the importance of
making it easy to find specific products. Recent changes and improvements to our website is in part in
response to this feedback. Beter Slapen ID also provides valuable insights into our customers’ individual
and collective needs, which is allowing us to refine our product assortment in a strategic way, ensuring
a better alignment with our customer base.

Through our core business of providing customers with high-quality products, we are able to have a
broad-positive impact beyond our organisation by improving customers’ sleep and overall health. This
broader function is at the heart of our business model and strategy. Improving customer satisfaction
(e.g. through delivering high-quality and tailor-made sleep products and services) represents an
opportunity for BBH, as high customer satisfaction has the potential to drive longer-term customer
lifetime value, and create more repeat purchases.

Conversely, if were to fail to raise awareness about the importance of sleep and our customers were
to choose poor-quality and/or unsustainable bed products (i.e. unsuitable products or products that
do not improve the quality of their sleep), this would decrease quality of sleep and the overall level of
public health. This would represent both a reputational risk for BBH in terms of how our company is
viewed as a thought leadership, and a risk in terms of any negative impact on our market share.

The impacts, risks and opportunities described in this report apply to all customers served by our B2C
and B2B businesses. As a result of conducting our double materiality assessment, we have gained a
better understanding of which customers may be at greater risk of harm. We have gained this insight
by, among other things, involving our quality manager, who is responsible for investigating the risks
and consequences that customers may face. In 2023, no such potential negative effects and risks
were noted.

The definition of customers in this part of the report includes our direct business to consumer channels
and the consumers through our B2B and B2B2C channels. Impacts on customers who misuse or
unlawfully use BBH'’s products and services are not included in the scope of this disclosure.

The materiality topic i) Accessibility & affordability has a significant impact on and is closely connected
to our customers, which is why this topic is considered material for BBH.

Robust quality control of goods
Our customers could be negatively impacted if they were to choose poor-quality and/or unsustainable

bed products (i.e. unsuitable products or products that do not improve the quality of their sleep), which
would decrease quality of sleep and the overall level of public health. To manage and remediate this
impact on customers, BBH has both a guarantee and a return policy.
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Guarantee policy

Our guarantee policy outlines the terms and procedures for addressing issues with a product post
purchase, the aim of which is to protect customers from faulty products and to reassure them that we
always take responsibility for the quality of any goods sold, in the event of their being a problem.

In addition to the legal warranty (for the Netherlands and Belgium), we are affiliated with the ‘Centrale
Branchevereniging Wonen (CBW)’', which means that the terms and conditions outlined in the CBW
conditions apply to all of our customers. Furthermore, we are certified by the ‘Thuiswinkel Waarborg
Certification Foundation’ and offer additional Beter Bed and Beddenreus guarantees.

Return policy

Our return policy outlines terms and procedures for the returning of products. This includes the
return period, the choice between refund or exchange, product conditions, exceptions, and the refund
method and timelines, in addition to any return costs. Its purpose is twofold: to enhance customer
confidence, satisfaction and trust; and to provide clarity to customers. These terms and procedures vary
for online and offline customers, as well as for certain products, and adhere to both the ‘Wet verkoop
op afstand’ (distance selling directive) and the ‘Wet consumentenrechten’ (consumer protection law).

Details of our guarantee policy and our return policy can be found on our commercial websites and in
both our online and offline sales terms and conditions.

Privacy and data protection of customers
By working in a data-driven way, our company has the opportunity to offer unique products and services

to customers, Doing so requires the use of customers’ personal data, which brings with its considerable
responsibilities. As a company, we therefore always strive to take great care of this information, and to
recognise that any data breach could have a negative impact on the privacy of our customers.

Privacy Policy

BBH’s privacy policy complies with all applicable laws and regulations with regards to the protection of
personal data, including the General Data Protection Regulation (GDPR) and the Dutch Implementation
Act (UAVG). This means, among other things, that BBH upholds the principle of data minimisation,
and, in line with this, collects and retains the minimum amount of personal data possible. Users of
the privacy policy include all employees, whether they be permanent or temporary, and all suppliers
working on behalf of BBH. The privacy policy is an internal document. Its key aspects are communicated
to customers and, which are published on our website.

Information security policy

The protection of personal data is part of our information security policy. This policy implements
appropriate organisational and/or technical measures, with the aim of securing the processing of
personal data against unauthorised or unlawful processing, accidental loss, destruction, or damage
(integrity and confidentiality), in accordance with Article 5(1)(f) of the GDPR and Article 32 of the GDPR.

Retention policy

Our retention policy outlines that the legal basis for processing customer data is the execution of a
contract, for example when processing an order, or with the consent of the customer, for example
sending a newsletter. In addition, there is a legal obligation to retain a segment of the data within BBH’s
administration. Implementing an effective retention policy helps us to manage data in a responsible
and compliant way, reducing the risks associated with unnecessary data storage and potential privacy
breaches, and thereby helping to ensure that we comply with all relevant legal requirements.

At BBH, we believe that engaging closely with our customers is an invaluable part of the customer
experience. Central to our customer promise is to deliver products and services that significantly
improve the sleep of our customers. We engage with our customers through the following mechanisms.

Net Promoter Score

Through our online Net Promoter Score tool, we measure customer loyalty, satisfaction and
enthusiasm. All customers are asked to provide feedback immediately after the ordering and delivering
of the product(s). The feedback questions focus on how satisfied they are, the likelihood of returning
any goods, and the likelihood that they will recommend us to friends and family, in addition to

rating us with regards to several service standards for their online and/or offline shopping and
delivery experience.

To gatherthisinformation, we collaborate with an external party, ensuring that the data provided is both
representative and informative. This yields valuable feedback for both our employees in BBH’s physical
stores and for our delivery teams, as well as strategic insights for management.

The NPS feedback mechanism is evaluated several times throughout the year, during evaluation
sessions involving Group Leadership Team members and other internal stakeholders. During these
evaluation sessions, we examine progress and future improvement of our NPS tool. In 2023, we
achieved a Net Promoter Score of 65, which represents a one-point improvement compared with 2022.
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Sleep KPI
We aim to significantly improve the quality of life of our customers by improving the quality of their

sleep. To measure this, we ask customers that have purchased a mattress or bed to rate the quality
of their sleep This enables us to quantify the positive impact that we have on our customers’ sleep
experience, and to continue improving our products and services based on this feedback.

Reviews on online platforms
Customers are able to post reviews on online platforms such as Trustpilot and Google reviews. This

enables them to share their experiences with our products and services in a transparent and open
way. Prospective customers therefore have access to a wealth of reliable information about these
products and services. We actively engage with customers that provide feedback, whether it be
positive or negative, and take our customers’ feedback very seriously. The most senior member of
our team with operational responsibility for customer engagement is the senior lead for strategic
business development.

We recognise that despite our best efforts, it is possible that the customer experience does not always
meet the customer’s or our high expectations. This could relate to a number of factors, such as a product
issue, a service disruption, or a customer service lapse. Acknowledging and addressing these negative
impacts with urgency and empathy is crucial to our long-term success.

We view every such customer interaction as an opportunity to turn a negative experience into a positive
one. We strive to handle negative impacts on customers to the very best of our ability so that they
get the best possible sleep experience. Any unsatisfactory or negative experiences and concerns can
be raised through our Customer Experience Centre channel. Customers can also address negative
experiences or issues in person in our physical stores or while products are being delivered. All such
problems related to BBH products and services are carefully handled with a view to always providing
the best possible solution.

Beter Bed’s Customer Experience Centre
Our Customer Experience Centre (CEC) is committed to providing unparalleled service, driving

customer satisfaction, and fostering long-term customer loyalty. Accessible by telephone, in addition to
on WhatsApp, Facebook, Twitter, Webchat, Instagram and through our Webcare team, every message
received from a customer is assessed and assigned to a relevant member of our Salesforce team. This
enables us to engage further with customers and provide timely follow-up actions.

If a concern relates to the safety of a product, an emergency response team is immediately established.
This team determines and implements appropriate internal and external actions to remediate any
negative impact. Every action is documented, and the incident is evaluated afterwards.

To ensure the effectiveness of our CEC, we actively involve users — our customers — by communicating
about the after-sales process. This is achieved through a Customer Satisfaction (CSAT) and Customer
Effort Score (CES) review, through which they can discuss the issue and effectiveness of the given
solution. Feedback is continuously implemented by our CEC.

At BBH, we recognise the importance of safeguarding the interests and well-being of our customers. For
this reason, we have implemented a comprehensive range of measures to identify, assess, and address
potential risks, ensuring their impact is minimised and managed effectively.

Robust quality control of goods
Quality controlis anintegral part of our operations as it is our responsibility that our products are safe to

use and do not cause harm. For this reason, we have established stringent quality assurance processes
to monitor and assess the performance, reliability and safety of our products and services.

We conduct regular audits, inspections and tests to identify and rectify any potential issues. These
measures ensure that our customers receive products and services of the highest standards. We
evaluate the air quality of our distribution centres on an annual basis, in addition to conducting
assessments at a number of our stores. In the event that air quality does not meet the required
standard, appropriate measures are implemented.
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As a part of our quality-control processes, we invest in ongoing employee training and development
to mitigate any negative impact on our customers during the delivery of our products and/or while
we are providing a service to them. Product and assembly trainings are provided to our service
technicians and delivery drivers to enhance their knowledge and skills, in addition to ensuring that
they reflect our customer-centric way of working and culture in all that they do. Trainings such as
these help our employees to provide a high-quality service to our customers, both during assembly and
in their communications and interactions with them. Topics covered in the training include assembly
skills, damage-free lifting of products, and important information about product features, functionality
and standards.

Privacy and data protection of customers
To safeguard our customer’s privacy, we take a number of steps to handle personal information in a safe

and secure way. This involves using procedures or technical solutions to reduce risks. Before adopting
any new method of handling personal data, we assess how it might impact our customer’s privacy. To
this end, our system for managing risks focuses on recognising, evaluating, and ensuring the proper
handling of privacy risks. As part of our risk management processes, and to ensure that data processing
meets necessary standards and organisational rules, we conduct Data Protection Impact Assessment
procedures at the earliest moment possible.

By doing so, we aim to reduce costs, avoiding outcomes such as the need to make compensation
payments or the necessity to create new technology systems. As part of our risk prevention efforts, we
only retain personal data that is relevant and is limited to specific defined purposes.

To mitigate identified risks through our risk management, in 2023 we implemented a number of
procedures and updated our privacy policy. By complying with all legal requirements, the privacy
rights of our customers are safeguarded to the best extent possible, thereby mitigating and limiting
negative impacts.

Our privacy policy is executed by our privacy team, the primary responsibility of which is the effective
processing of personal data. Within the team, our information security and privacy coordinator is
responsible for managing our activities to protect personal data and develop privacy policies. They
report to the ICT manager, who is part of the Group Leadership Team.

We aim to achieve several goals in relation to material impacts, risks and opportunities related to our
customers. Our mission is encapsulated in four words: Sleep better, live better. This means that we
do all that we can to ensure our customers have the high-quality sleeping solutions they need to live
healthier lives.

To measure this positive impact, we gain insights into overall levels of customer loyalty. By using NPS,
we are able to examine overall changes in customer loyalty, satisfaction and enthusiasm over time. Our
goal is to maintain an NPS score of 65.

By executing our quality control processes effectively and complying with all relevant health & safety
rules and regulations, we always strive for zero health & safety-related issues related to our products
and services. Furthermore, by complying with legal requirements and robustly monitoring our internal
processes, we strive for zero data breaches of the personal information of our customers.

The roll-out of Beter Slapen ID across our stores enables us to share more personal, data-driven
sleep advice with every customer, helping to improve the quality of their sleep. This will enable us to
strategically refine our product assortment, ensuring a better alignment with our customers. In 2025,
we aim to use the Beter Slapen ID with 70% of our customers to select the best mattress for their unique
sleep needs. As part of our overarching strategy and to gain a clearer insight into our positive impact,
we measured customers’ quality of sleep before and after purchase this year going forward.
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A. Taxonomy-eligible activities

A.1. Environmental sustainable activities
(Taxonomy-aligned)

No taxonomy-aligned activities yet

Capex of environmentally sustainable activities
(Taxonomy aligned) (A.1)

A.2. Taxonomy-Eligible but not environmentally
sustainable activities

Capital expenditure on energy efficient
light sources and equipment

Other information

Capex of Taxonomy-eligible but
not environmental sustainable activities
(not Taxonomy-aligned activities) (A.2)

Total (A.1+A.2)

B. Taxonomy-non-eligible activities
Capex from Taxonomy-non-eligible activities (B)
Total (A + B)

Substantial
contribution criteria DNSH criteria
In thousand € % % % Y/N Y/N Y/N Y/N Y/N Y/N Y/N
0 0% 0% 0%
73 549 12% 27% 0% N N N N
549 12%
549 12%
4,116 88%
4,665 100%

0%

%

11%
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Substantial
contribution criteria DNSH criteria

In thousand € % % % Y/N Y/N Y/N Y/N Y/N Y/N Y/N % % E T
A. Taxonomy-eligible activities

A.1. Environmental sustainable activities
(Taxonomy-aligned)

No taxonomy-aligned activities yet 0%

Opex of environmentally sustainable activities
(Taxonomy aligned) (A.1) 0 0% 0% 0%

A.2. Taxonomy-Eligible but not environmentally
sustainable activities

Maintenance and repair of energy efficiency
equipment 73 78 11% 0% 0% N N N N N N N T

Maintenance and repair of charging stations for
electric vehicles 7.4 1 0,1% 100% 0% N N N N N N N T

Opex of Taxonomy-eligible but not environmental
sustainable activities (not Taxonomy-aligned
activities) (A.2) 79 11%

Total (A.1+A.2) 79 11% 18%

B. Taxonomy-non-eligible activities
Opex from Taxonomy-non-eligible activities (B) 644 89%
Total (A +B) 723 100%
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102-1

102-2

102-3

Organisational details
Legal name of the organisation;
Nature of ownership and legal form;

¢ Location of the headquarters;
d Countries of operation.
Entities included in the organisation's sustainability reporting

Entities included in
sustainability reporting;

Cover page (see page 0 )

Public to private transaction (see
page 66)

Our physical footprint (see page 11)
Our physical footprint (see page 11)

Principles of consolidation (see page 69)

Differences between entities in financial Our sustainable strategy (see page 17)

and sustainability reporting;
Approach used for consolidating
the information;

Whether the approach involves

adjustments to information for minority

interests; how the approach takes

Principles of consolidation (see page 69)

Principles of consolidation (see page 69)

i Whether and how the approach differs

into account mergers, acquisitions, and

disposal of entities or parts of entities;

Our sustainable strategy (see page 17)
across the disclosures in this Standard

and across material topics.

Reporting period, frequency and contact point

The reporting period for, and the
frequency of, sustainability reporting;
Reason why financial reporting does
not align with the period for
sustainability reporting;

Publication date report;

Contact point for questions regarding
the report.

1January 2023 to 31 December 2023

N/A

13 March 2024

Send questions or comments
to: bbholding@beterbed.nl

102-4

102-5

102-6

Restatements of information

Reasons for the restatements;

Effect of the restatements.

External assurance

Policy and practice for seeking
external assurance, whether and how
governance body and senior executives
are involved;

If the sustainability reporting has been
externally assured;

External assurance report(s)

or statement(s);

What is assured and on what

basis, assurance standards used, level
of assurance obtained, limitations

of process;

Relationship with assurance provider.

KPI Scorecard highlights (see page 31)
KPI Scorecard highlights (see page 31)

Independent auditor's report (see
page 104)

Independent auditor's report (see
page 104)
Independent auditor's report (see
page 104)
Independent auditor's report (see
page 104)

Independent auditor's report (see
page 104)

Activities, value chain and other business relationships

Active sector(s);

Value chain description:

Activities, products, services and
market served;

Supply chain;

Downstream entities and activities;
Relevant business relationships;
Significant changes in 2-6-a, b and ¢

compared to previous reporting period.

Our value chain (see page 29)
Our value chain (see page 29)
Our value chain (see page 29)

Our value chain (see page 29)
Our value chain (see page 29)
Our value chain (see page 29)
No significant changes
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102-7

102-8

Employees

Total number of employees, breakdown
by gender and region;

Total number of:

Permanent employees, breakdown by
gender and region;

Temporary employees, breakdown by
gender and region;

Non-guaranteed hours employees,
breakdown by gender and region;
Full-time employees, breakdown by
gender and region;

Part-time employees, breakdown by
gender and region;

Methodologies and assumptions used:
Head count, full-time equivalent, or
another methodology;

At the end or as an average

across the reporting period, or
another methodology;

Contextual information under 2-7-a
and b;

Significant fluctuations in number of
employees during and between the
reporting period(s).

Workers who are not employees
Total number of employees who are
not workers;

Most common types of workers;
Type of work they perform

Own workforce (see page 41)

Own workforce (see page 41)
Own workforce (see page 41)
Own workforce (see page 41)
Own workforce (see page 41)
Own workforce (see page 41)

Own workforce (see page 41)
Own workforce (see page 41)

Own workforce (see page 41)

Own workforce (see page 41)

No significant fluctuations

Own workforce (see page 41)

Own workforce (see page 41)
Own workforce (see page 41)

102-22

102-23

Methodologies and assumptions used:
Head count, full-time equivalent, or
another methodology;

At the end or as an average

across the reporting period, or
another methodology;

Significant fluctuations in number of
workers who are not employees during
and between the reporting period(s).

Own workforce (see page 41)
Own workforce (see page 41)

Own workforce (see page 41)

Own workforce (see page 41)

Statement on sustainable development strategy

Statement from the highest
governance body or most senior
executive of the organisation

about the relevance of sustainable
development to the organisation
and its strategy for contributing to
sustainable development.

Policy commitments

Policy commitments for responsible
business conduct, including:

The authoritative intergovernmental
instruments that the

commitments reference;

Whether the commitments stipulate
conducting due diligence;

Whether the commitments stipulate
applying the precautionary principle;

CEQ's statement (see page 3)

Risk management (see page 57)

Risk management (see page 57)

N/A

N/A
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Whether the commitments stipulate
respecting human rights;

Describe its specific policy commitment

to respect human rights, including:

The internationally recognised human
rights that the commitment covers;

i The categories of stakeholders,

including at-risk or vulnerable groups,
that the organisation gives particular
attention to in the commitment;
Provide links to the policy commitments
if publicly available, or, if the policy
commitments are not publicly available,
explain the reason for this;

Report the level at which each of

the policy commitments was approved
within the organisation, including
whether this is the most senior level;
Report the extent to which the

policy commitments apply to the
organisation’s activities and to its
business relationships;

Describe how the policy commitments
are communicated to workers, business
partners, and other relevant parties.

Other information

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

Workers in the value chain (see page 49)
Own workforce (see page 41)

Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)

Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)

Our customers (see page 53)

https://
www.beterbedholding.com/csr/code-
of-conduct

Board level

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

102-24

102-25

Embedding policy commitments

How it embeds each of its policy
commitments for responsible business
conduct throughout its activities and
business relationships, including:

Processes to remediate negative impacts

Its commitments to provide for

or cooperate in the remediation

of negative impacts that the
organisation identifies it has caused or
contributed to;

Its approach to identify and address
grievances, including the grievance
mechanisms that the organisation has
established or participates in;

Other processes by which the
organisation provides for or cooperates
in the remediation of negative impacts
that it identifies it has caused or
contributed to;

How the stakeholders who are the
intended users of the grievance
mechanisms are involved in the design,
review, operation, and improvement of
these mechanisms;

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)
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102-26

102-27

How the organisation tracks the
effectiveness of the grievance
mechanisms and other remediation
processes, and report examples

of their effectiveness, including
stakeholder feedback.

Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)

Mechanisms for seeking advice and raising concerns

The mechanisms for individuals to:
Seek advice on implementing the
organisation’s policies and practices for
responsible business conduct;

Raise concerns about the organisation’s
business conduct.

Compliance with laws and regulations
The total number of significant instances
of non-compliance with laws and
regulations during the reporting period,
and a breakdown of this total by:
Instances for which fines were incurred;
Instances for which non-monetary
sanctions were incurred;

The total number and the monetary
value of fines for instances of
noncompliance with laws and
regulations that were paid during the
reporting period, and a breakdown of
this total by:

Fines for instances of non-compliance
with laws and regulations that occurred
in the current reporting period;

102-28
Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)
Workers in the value chain (see page 49)
Own workforce (see page 41)
Our customers (see page 53)
None 102-29
None
None
None
102-30
None

Fines for instances of non-compliance
with laws and regulations that occurred
in previous reporting periods;

Describe the significant instances

of non-compliance;

Describe how it has determined
significant instances of non-compliance.
Membership associations

Industry associations, other
membership associations, and national
or international advocacy organisations
in which it participatesin a

significant role.

Approach to stakeholder engagement
Describe its approach to engaging with
stakeholders, including:

The categories of stakeholders it
engages with, and how they

are identified;

The purpose of the

stakeholder engagement;

How the organisation seeks to
ensure meaningful engagement
with stakeholders.

Collective bargaining agreements
Report the percentage of total
employees covered by collective
bargaining agreements;

None

Risk management (see page 57)

Risk management (see page 57)

KPI scorecard highlights (see page 31)

Stakeholder engagement (see page 18)
Stakeholder engagement (see page 18)
Description of the process to identify
and assess material impacts, risks and
opportunities (see page 26)
Stakeholder engagement (see page 18)

Stakeholder engagement (see page 18)

Own workforce (see page 41)
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103-1

103-2

For employees not covered by
collective bargaining agreements,
report whether the organization
determines their working conditions
and terms on deployment based on
collective bargaining agreements from
other organisations.

Process to determine material topics

Own workforce (see page 41)

The process it has followed to determine Description of the process to identify

its material topics, including:

How it has identified actual and

and assess material impacts, risks and
opportunities (see page 26)
Description of the process to identify

potential, negative and positive impacts and assess material impacts, risks and

on the economy, environment, and
people, including impacts on their
human rights, across its activities and
business relationships;

How it has prioritised the impacts for
reporting based on their significance;

Specify the stakeholders and experts

opportunities (see page 26)

Description of the process to identify
and assess material impacts, risks and
opportunities (see page 26)

Description of the process to identify

whose views have informed the process and assess material impacts, risks and

of determining its material topics.
List of material topics
List material topics;

opportunities (see page 26)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

103-3

b Changes to the list of material

topics compared to the previous
reporting period.

Management of material topics
Describe the actual and potential,
negative and positive impacts on the
economy, environment, and people,
including impacts on their human rights;
Report whether the organization is
involved with the negative impacts
through its activities or as a result of

its business relationships, and describe
the activities or business relationships;
Describe its policies or commitments
regarding the material topic;

Actions to prevent or mitigate potential
negative impacts;

Actions to address actual negative
impacts, including actions to provide for
or cooperate in their remediation;
Actions to manage actual and potential
positive impacts;

Report the following information about
tracking the effectiveness of the
actions taken:

Processes used to track the effectiveness
of the actions;

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

KPI scorecard highlights (see page 31)
KPI scorecard highlights (see page 31)

KPI scorecard highlights (see page 31)

KPI scorecard highlights (see page 31)

KPI scorecard highlights (see page 31)

KPI scorecard highlights (see page 31)
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305-1

305-2

305-5

Goals, targets, and indicators used to
evaluate progress;

The effectiveness of the actions,
including progress toward the goals
and targets;

Lessons learned and how these

have been incorporated into the
organization’s operational policies
and procedures;

Describe how engagement with
stakeholders has informed the actions
taken (103-3-d) and how it has
informed whether the actions have been
effective (103-3-e).

Direct (scope 1) GHG emissions

Energy indirect (scope 2) GHG emissions

Reduction of Greenhouse Gas emissions

Targets related to climate change (see
page 35)

Targets related to our own workforce
(see page 41)

Targets related to our customers (see
page 53)

Our progress in 2023 (see page 35)
Our progress in 2023 (see page 35)
Our progress in 2023 (see page 35)
Interests of stakeholders (see page 18)

Interests of stakeholders (see page 18)

Climate change (see page 35)
KPI scorecard highlights (see page 31)
Climate change (see page 35)
KPI scorecard highlights (see page 31)
Climate change (see page 35)
KPI scorecard highlights (see page 31)

302-1

302-4

306-1

306-3

401-2
401-3
404-2

405-1

418-1

103-2

Energy consumption within
the organisation
Reduction of energy consumption

Waste generation and significant waste-
related impacts

Waste generated

Labour/management relations
Health and safety at work
Programmes for improvement of
employee skills

Diversity of management

and employees

Data security, privacy and cyber security

Management approach: How is this
material topic managed?

Climate change (see page 35)
KPI scorecard highlights (see page 31)
Climate change (see page 35)
KPI scorecard highlights (see page 31)

KPI scorecard highlights (see page 31)
Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

KPI scorecard highlights (see page 31)

Own workforce (see page 41)
Own workforce (see page 41)
Own workforce (see page 41)

Own workforce (see page 41)
KPI scorecard (see page 34)

Risk management (see page 57)
Our customers (see page 53)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)
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103-3

Own indicator

103-2

103-3

Own indicator

103-2

103-3

Own indicator

Management approach: How is this
material topic evaluated?

# of more sustainable products (circular,
modular, naturally)

Management approach: How is this
material topic managed?

Management approach: How is this
material topic evaluated?

% of mattresses purchased after using
Beter Slapen ID

Management approach: How is this
material topic managed?

Management approach: How is this
material topic evaluated?

Accidents

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

KPI Scorecard (see page 34)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

KPI Scorecard (see page 34)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

Material impacts, risks and
opportunities and their interaction
with strategy and business model (see
page 21)

KPI Scorecard (see page 34)
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