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Kornél NEMETH
“*'" and Laszlo FLORIAN,
-=- CEOs of Rossmann Hungary

CEO WELCOMING WORDS

Sustainability is a key issue for Ross-
mann Hungary therefore we consider
our second sustainability report a major
milestone in the life of our company.
While our first sustainability report pub-
lished in 2021 was more like a progress
report, describing the environmental,
economic and social dimensions of our
efforts, this year’s report is specifically
focused on the year 2021, in line with
the financial reporting period and annual
reporting practice.

In our reporting practice we aim to adopt
the same kind of progressivity as we do
with our sustainability efforts. This time
we have prepared our report based on
the criteria set out by the Global Report-
ing Initiative (GRI), while still learning the
methodology and approach.

The process helped us assess what
we still need to do within our company
to make our data collection practices
smoother. Our aim is to produce a fully
GRI-compliant report for the coming
year, as we believe it is important that
sustainability reporting is transparent
and internationally comparable.



B INTRODUCTION

ABOUT OUR REPORT

New GRI standards will come into
force as of 1 January 2023. In line
with the GRI recommendations our
report for 2021 is in line with this new
upcoming version.

New GRI standards will come into force
as of 1)January 2023. In line with the GRI
recommendations our report for 2021 is
in line with this new upcoming version.

We recognise that reporting according
to international standards requires a
new approach as well as advanced data
collection practices within our com-
pany. This needs to be recognised and
embedded into our corporate approach
and practices. For us, this year’s repor-
ting process has been about just that.
This year, we have familiarized oursel-
ves with the GRI reporting methodology
and approach, and collected the nee-
ded data and information.

Last but not least, in parallel, we asses-
sed the gaps and further steps nee-

ded for a complete GRI report in order
to have a clear, complete list of tasks for
next year’s documentation.

We are aware that the present sustaina-
bility report does not meet all the GRI
standard requirements. However we
have a clear understanding of the road
we are following. Our goal is to present
a fully GRI compliant report next year.

In this year’s report, we present the
material issues, programmes and initia-
tives relating to Rossmann’s operations.
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The report covers all functional areas of the company.




HISTORY OF ROSSMANN

ABOUT OUR COMPANY

Rossmann Hungary Trading Ltd. (from
now on Rossmann or Rossmann Hun-
gary) is one of the most successful retail
drugstore chains in the country. Our
headquarters and logistics center are
located in Ull&, but we have nationwide
presence due to our extensive network
of stores. Our products include our own-
brands and branded products as well.

COMPANY OWNERSHIP
STRUCTURE

The parent company of Rossmann Hun-
gary is Dirk Rossmann GmbH, one

of Europe’s largest drugstore chains,
based in Germany. The majority owner-
ship of the company is with the Ross-
mann family. The founder of the com-
pany, Dirk Rossmann opened his first
store in Hanover in 1972. The headquar-
ters have been located in Burgwedel,
near Hannover since then.

Dirk Rossmann GmbH has 56 300 emp-
loyees and 4 244 stores in Europe,
including 2 233 in Germany. Today,
Rossmann is present in eight European
countries, with subsidiaries in Poland
(1993), Hungary (1993), the Czech
Republic (1994), Albania (2009) and Tur-
key (2009).

The brand has been present in Kosovo
since 2018 and in Spain since 2020.

The A.S. Watson Group, the world’s lar-
gest international health and beauty
retailer, owns 40% of Dirk Rossmann
GmbH. The A.S. Watson Group has
16,000 stores in 27 markets, 140,000
employees and over 5.9 billion custom-
ers per year across 12 retail networks.
Their motto: “put a smile on our cus-
tomers’ faces”.

RESPONSIBLE CORPORATE
GOVERNANCE

Our management team consists of 12
people: two chief executive officers and

10 managers. There are no sub-commit-

tees within the management, questions
and issues for decision are referred to
the full board.

OUR SUPPLY CHAIN

ROSSMANN MANUFACTURING

SUPPLIER

SELECTION OF THE HIGHEST
GOVERNING BODY

At Rossmann both the CEOs and the
members of the management are
appointed for an indefinite period. The
selection process for the chief execu-
tive officers position happens on an
international level in line with market
practices. The most important aspect of
the selection process is to ensure that
the candidate has the competencies
relevant to the tasks and objectives of
the position. Members of the manage-
ment team do not hold other significant
positions in other organizations.

OUR MOTTO:
BRINGING A SMILE TO OUR
CUSTOMERS™ FACES!

ROSSMANN WAREHOUSING AND
DISTRIBUTION

LEADERSHIP STYLE

Development is important for us and as a
part of that process resetting, replanning
and rethinking practices as well. For all of
us. Every day. In every segment. Throug-
hout this process we rely on our tested
and proven principles: clear, decentralized
structures, short decision-making paths.

In this way, we ensure that we can res-
pond quickly and flexibly to new require-
ments. We do have guidelines and written
codes of conduct, but our decision making
processes are also based on our own res-
ponsible leadership values and by actively
leading by example. Building on these
foundations, we have developed our sus-
tainable management concept and made
it an integral part of Rossmann’s corporate
culture.

CONSUMER

\/O\O/O\O/O\/

LOCAL
SUPPLIER

RETAIL
NETWORK



“We don’t have one big decision that changes the
world, but rather we add something every day,
but really, every day. And that something is of
good quality and forward-looking, and if it’s not,
we're willing to question it, throw it out of the
boat if we have to, and rethink the whole thing.”

Lészld FLORIAN
CED of Rossmann Hungary




RESPONSIBLES FOR
SUSTAINABILITY

Within our management the marketing
manager is responsible for sustainabi-
lity. However, the whole management
has a significant role in sustainability
reporting. The initiative itself to start
the reporting process comes from the
highest governing body.

In addition, all relevant managers and
employees are involved in the report-
ing process in order to incorporate all
departments and to collect the relevant
information.

Management is the driving force
behind the sustainability efforts, not
only because the process is initiated

by them, but also because the valida-
tion process and report evaluation is
their responsibility. They draw conclu-
sions and set the objectives together. In
addition, the preparation and presenta-
tion of the sustainability report is also
an opportunity to further develop the
management’s knowledge, skills and
experiences on sustainability.

DIRECT AND INDIRECT

ECONOMIC IMPACTS

As one of the largest employers in Hun-
gary, Rossmann provides stable and
predictable jobs for more than 2000
employees nationwide. Our impact is
felt not only in the capital city of Buda-
pest, but also in the larger, more devel-
oped cities as well as in less developed
rural regions.

For Rossmann Hungary, 2021 was the
most successful year ever in terms of
turnover and revenues due to the fact
that we increased our sales by 9%. The
growth is apparent both online and
offline. We believe that our economic
success is due to the fact that we have
been able to prove to our employees,
partners and consumers that we are a
stable, reliable and value-creating com-
pany, even in the last - more difficult -
years.

We work every day to achieve dyna-
mic growth. We are improving proces-
ses, expanding and changing our pro-
duct range, innovating both internally
and externally.

DIRECT ECONOMIC VALUE GENERATED

REVENUE

ECONOMIC VALUE DISTRIBUTED
OPERATING COSTS

EMPLOYEE WAGES

PAYMENTS TO CAPITAL PROVIDERS
CORPORATE TAX
ECONOMIC VALUE RETAINED

We are also aware of the challenges
posed by changing market conditi-
ons, and we pay particular attention to
mitigating risks. Keeping our costs low

is essential for sustainable managment.

From an economic point of view, one of
our main objectives is to support our
business processes as best we can in
an ever-changing market environment.

DECENT WORK AND
ECONOMIC GROWTH

o

108.308.979.000 HUF
108.308.979.000 HUF

106.067.072.000 HUF
94.868.126.000 HUF

10.636.969.000 HUF
73.780.000 HUF
554.607.000 HUF
7.387.910.000 HUF

We do this by fully complying with national
financial and accounting legislation, which
is the responsibility of our Chief Financial
Officer.



l Sta ke h o ld e rs Our business would be meaningless without our stakeholders.
Rossmann has identified the following stakeholder groups:

Our report focuses on the stakeholders ‘
who are most affected by our activities.
% | - .

First and foremost we focus on our con-
sumers, our most important stakehol-
ders, whose needs and desires we strive

to fulfill. On the other end, there are the industry stakeholders
expectations of our shareholders. Bet- organizations related to ownership
ween these two touchpoints, the engine

of our daily activity is our employees,
our suppliers and our partners in the ‘

retail network. ‘

It is therefore of the utmost importance local
that we are in regular contact with each communities J
of these stakeholder groups.

suppliers

MEMBERSHIPS
»> Hungarian Trade Association
»» Business Council for Sustainable Development
in Hungary logistics
»» German Chamber of Commerce partners
»» Dutch Chamber of Commerce
»» Hungarian Marketing Association
»> Hungarian Advertising Self-Regulatory Board

public authorities
and decision-makers

* ROSSMANN SUSTAINABILITY REPORT - 2021 10



SUSTAINABILITY

OUR THINKING ON SUSTAINABILITY

Our thinking on sustainable develop-
ment is naturally based and connec-
ted to the policies and directions of our
parent company. This is particularly true
regarding our products, as the Ross-
mann own brand products are devel-
oped and manufactured in Germany.

We are in agreement with our parent
company that our primary goal in terms
of sustainability is our economic susta-
inability. We are convinced that we can
only achieve all elements of sustainabi-
lity if our company performs well and is
able to provide the financial resources
necessary to achieve environmental and
social sustainability.

Our continuous positive business devel-

opment, operational efficiency and,
among other things, the cost-effective
way in which we run our business pro-
cesses are the means to operate in an
environmentally sustainable way and
to place a strong emphasis on social
issues.

This kind of sustainable approach has

been an integral part of Rossmann’s cor-

porate culture since the company was
founded. We do not consider sustai-
nable development as a one-off action,
but as a process of constant learning
and improvement.

Sustainability for
us is a process - we must
not stop working
towards sustainability and becoming
better! We don’t do this for our own
conscience but for ourselves, for our
planet and for the future generations,
for whom we leave the
result of our work.

Dirk Rossmann
about sustainability

1



OUR IMPACTS

As an industry leading company, we
have a major role and responsibility in
setting an example for our stakehol-
ders and other market players, compe-
titors. We believe that this is part of res-
ponsible corporate governance.

An important element of our sustai-
nable development and responsible
business conduct is to see clearly

the negative and positive impacts of
our operations and activities from an
environmental, economic and social
perspective. Every company has an
impact on the environment, society and
the economy. Due to the company ope-
rations of course it is not only in a posi-
tive sense. The key question is what we
do about the - negative - impacts that
result from our company’s activities.

Rossmann’s management thinks res-
ponsibly about what our products con-
tain and how much resource we use to
produce and package them.

However, the impact of Rossmann Hun-
gary is partly different from the parent
company, as we do not have product
manufacturing processes. Our negative
impacts are therefore mostly related

to logistics processes and the mainte-
nance of the national chain of our sto-
res, namely from our energy consum-
tion and emissions. Our impacts are not
only negative. In fact, we are very proud
of the many positive impacts we have,
directly or indirectly, on our employees,
consumers and partners, just to high-
light the most important stakeholders.

At Rossmann, we place great empha-
sis on long-term job security, stable and
long-term cooperation, raising aware-
ness and promoting environmentally fri-
endly products, among other things.

The economic impact of Rossmann’s
operations is also felt by our domestic
supplier network, for whom we ensure
stable demand. Through our suppliers,
we also contribute to employment, the
willingness to invest, and to increasing
the revenues of the Hungarian state
budget through the payment of taxes
and contributions.

At Rossmann, we believe it is important to be aware of our impacts and to be increa-
singly conscious of reducing them as much as possible. This approach is fully in line with
the thinking of our parent company. In Germany, this approach is the starting point for
intensive and innovative product development.







ENERGY

Our energy use is noticeable due to our
logistics center and our extensive net-
work of stores.

The energy consumption of our acti-
vities is continuously monitored and
we make every effort to increase our
energy efficiency. The energy manage-
ment system 1SO 50001:2012, supports
the management and improvement of
our energy performance in all activities
of the organization. It also provides a
framework for our investments, decisi-
ons and employee education on energy
savings.

Since the use of ISO 50001, we have
met the annual m? of consumption
reductions committed.

total energy consumption

27 365 150 kWh/year

VOLVQUUQQY  wa

27556 347 Kwh/year

VAVATAVATAY, -

carbon dioxide emissions

purchased electricity consumption

8168 MWh/year

2020

6764 MWh/year

!

2021

purchased natural gas consumption

374 996 m*/year

2020

508 000 m*/year

2021

ENERGY USE

REDUCTION

We are taking continuous steps to
reduce specific energy consumption.
We promote the purchase of energy
efficient products and services. Rep-
lacement of air conditioners in stores
with more efficient units is ongoing. The
replacement of basic lighting with LED
systems has been fully implemented,
also the majority of the accent lighting
in the shops is now LED. Thermometers
have been installed to monitor the
internal temperature of our headquar-
ters. Our future goals include further
reducing our environmental impact,

so we are exploring more options for
energy efficient operations.

We attach great importance to the
continuous sensitisation of our staff
therefore we regularly organize trai-
ning sessions for them. The trainings
are e-learning based with knowledge
checks. We encourage our staff to fol-
low market trends, therefore they frequ-
ently participate in professional tra-
inings and conferences on energy
awareness.

We have further increased the share of
hybrid cars in our fleet. As a result of
earlier steps taken all our vehicles are
now Euro 6 compliant. With these mea-
sures we have been able to reduce our
emissions from vehicle use.

We pay particular attention to ensure
that the stores under renovation and the
new stores meet with the most up-to-
date technological requirements and
result in energy savings. The comfort of
our customers is significantly improved
as a result of energy retrofits. The impro-
vements to the leaseholds are well recei-
ved by landlords as well.

We communicate about our
energy related dispositions to
our stakeholders on the Ross-
mann website. All the energy
related measures taken in the
previous year are recorded in
the annual energy report.



EMISSION

At Rossmann we have decided to
engage an external expert to measure
our carbon footprint.

N

Our aim was to assess and quantify our
organization’s direct (Scope 1) and from
purchased energy consumption related
indirect (Scope 2) carbon footprint.
Accordingly, we are also addressing
where and how we can meaningfully
reduce our greenhouse gas emissions,
thereby reducing the environmental
footprint of our operations.

The survey shows that our most sig-
nificant emission comes from our
energy consumption (Scope 2).

It accounts for almost 80% of total car-
bon emissions.

Within this, our electricity consump-
tion is the most significant (two thirds of
total carbon emissions). The importance
of footprint calculation is of course to
continuously monitor its change and
reduce it.

We have started to think together

with experts on reduction and offset-
ting options, and the options are being
assessed.

13 fooi
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WASTE MANAGEMENT

Waste is generated in many areas of the value chain, but most of it comes from product
packaging waste, including bulk packaging and the individual packaging of the product
purchased by the consumer. Some of the former ones piles up in the logistics center
from the incoming own and branded products, and some accumulates in the store. The
packaging waste collected in the stores is returned to the center and treated there.

Waste is collected separately by type of material. Paper, plastic and aluminum are
baled on site and foil is compressed.

PACKAGINGMWAST Waste generated in 2021

B

paper wood plastic mixed packaging
packaging packaging packaging waste
1645583 K6 8325 K6 96703 KG 113129 KG
ANY OTHER WASTE
electronic iron mixed paper glass miscellaneous
waste waste waste waste waste
1939 K6 63 104 KG 64 470 KG 10 680 KG 920 KG




CONTRACTED PARTNERS
. The waste generated by the orga-
logistic 4 nization’s activities are taken over
processes AN by our contracted partner Fe-Group
. Invest Zrt. and the hazardous waste
by Trans Global Kft. They carry out
their activities with valid official per-
PAPER USE mits.
We took the first big step to radically

reduce paper use in 2019.

informing
consumers

invoicing

internal .'- ." administration

Compared to five years ago, at comms
Rossmann we use almost 70 per- :
cent less paper to print the special

offer magazines and leaflets. .
tablet usage in

We did not only reduce paper use in our stores

external communication towards our
customers.

Paper reduction is a company-wide result we have not only used less paper | e have introduced the use of tab-
trend that is very apparent in the every- | putalsoless energy.Inlinewiththe | jets in the entire store network to go
day administration. The communication | company-wide trend we have also digiti- | paperless,

among Rossmann employees is largely zed control processes in the' lpglstlcs

done on digital platforms, and as a area and switched to e-invoicing.
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ll Startup Plastic Surgery

.It’s fantastic that
we are able to achieve real
results through this collabora-
tion, by helping greentech
start-ups
market access in a way that also
addresses Rossmann’s
challenges.”

Alexandra VEGH

founder of Startup Plastic Surgery

1 2 RESPONSIBLE
CONSUMPTION
AND PRODUCTION

O

Rossmann aims to contribute to the pre-  tions to the environmental and health chal-

servation of environmental values not lenges caused by plastic. In addition to
only through its operations, but also the financial support, we offered a spe-
through providing solutions to sustai- cial prize at the end of the competition to
nability challenges through its product teams that best fit our profile, with a free
range. shelf space.
This is why we joined the Startup Plas- Skoonex’s - won the special prize this year
tic Surgery programme, the first star- - with its eco-friendly toothbrush (made of
tup programme in Hungary to address a recycled aluminum frame and a 100%
the issue of plastic. The programme recyclable, replaceable plastic head) will
supports startup ideas that offer solu- soon be part of the drugstore chain’s pro-
duct range.

~oustainability is a high priority for Rossmann. Qur
cooperation with Startup Plastic Surgery is just one
example of this. We believe that sometimes all it
takes is a good idea, perseverance and a suppor-

tive environment to start change. In this equation, we
want to be that supportive environment for ambitious
idea creators who are willing to make a difference..”

Ldszld FLORIAN, CEO of Rossmann Hungary
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Suppliers

WORKING TOGETHER RESPECTABLY, ALWAYS AND EVERYWHERE

OUR SUPPLIERS ARE KEY PLAYERS
As part of our business partnership, we
strive to build long-term, fair and reli-
able relationships with our suppliers.
The fact that most of our 470 suppliers
have been our partners since the begin-
ning is a testament to our success. Our
suppliers are key to our operations, wit-
hout them we would not be able to meet
our customers’ needs.

Meeting the ever-changing market
environment and customer needs is
key to high customer satisfaction and
value creation, and can only be ensured
through long-term partnerships. That

is why it is important for us to maintain
transparent, reliable and fair business
relationships in both directions.

PRODUCT SAFETY

We attach importance to building qua-
lity relationships with our supplier part-
ners and to maintain and continuously
improve the quality of our product
range. Although Rossmann Hungary is
not directly involved in raw materials
and manufacturing, product safety is a
key focus for us. Product quality is ther-
efore of paramount importance when
selecting suppliers.

Advantage_

FIRST PLACE

Rossmann has been ranked number

one in the Advantage Report ® sur-
vey by supplier partners for many

years. The supplier partnerships are

characterized by fairness, transpa-
rency, availability, reliability, fair

business relationships and consis-

tency even in an ever-changing mar-

ket environment.

Advantage Group is a BZB market research com-

pany that developed the concept of business

relationship evaluation. A key feature of the com-

pany is the Advantage Report®, which measures
collaboration between supply partners and retail
chains.

SUPPORTING LOCAL SMES

We consciously pay special attention to
helping small and medium-sized enter-
prises enter the market. This is closely
linked to our objective of replacing pro-
ducts that are too expensive, take too
long to transport and take too long to
deliver.

We wanted to bridge these two ambi-
tions when we launched our supplier
partner sub-page to receive product
offers. We believe that this has made
it easier for Hungarian products to be
included in our selection and we can
better promote Hungarian manufactu-
red products as well as.

The platform also provides transparency
to the supplier side as the status of the
received offers can be easily tracked.
Typically, we establish agreements to
minimize service and condition depen-
dencies.




Our products

In our purchasing department, chan-
ging consumer needs and responsive
manufacturer solutions can be traced
very well. We see the demand for sus-
tainable products growing steadily, so
their share on the shelves is increasing.
We are consciously seeking to expand
supplier market development for sustai-
nable products, particularly in the areas
of packaging, recyclability and products
from sustainable manufacturing.

The product selection is based on the
following primary criteria: market dem-
and, niche, high potential. Once selec-
ted, the terms and conditions of listing
a product is important. Lately, when two
products are identical, we consciously
favour those that have an additional
message: sustainable packaging or pro-
duction, vegan products, reusable pro-
ducts, and product content that is free
of substances that are harmful to the
environment or the human body.

EEN OUR STRATEGY AND THE SDGS:
:arget 17.17 on effective partnerships
product selection also contributes to
creativity and encourages the growth
us contributing to the achievement of

target 8.3.

1

PARTNERSHIPS
FOR THE GOALS

&




Customer health and safety

DETAILED PRODUCT INFORMATION
At Rossmann we handle more than
18,000 products. The assortment is not
permanent, as it is constantly updated
with changes in consumer needs and as
new products are launched by brands.
Out of all the products on the shelves,
2,100 are own-brand products.

We are also aware of, monitor and react
to market trends and changing consu-
mer expectations in relation to sustai-
nability.

25%

25 percent of our product range
is already sustainability-related.

Whether in terms of packaging, pre-
sentation, refillability or raw materials,
Rossmann offers its customers 40 to 50
different labeled products - within own-
brands labels alone. We have differen-
tiated 22 sustainability sub-categories,
with more than 110 brands clearly linked
(10% of all active brands) to them.

The above explained approach led to
a steady increase in the proportion of
eco-friendly products in our range. Wit-

40-50 different
labeled
products

B

9

22 differentiated
sustainability
sub-categoris

more than 110
brands clearly linked
to sustainability

hin our own-brand label products, we
are continuously expanding our assort-
ment of microplastics-free and clima-
te-neutral products. Within our recyc-
led packaging products the so called
mono-material is increasingly present,
which, being made from a single mate-
rial, further promotes recycling.

We also feel that the pressure is not
only on us, but also on the major manu-
facturers to meet consumer and market
expectations and therefore to focus on,
for example, recycled products and pro-
ducts with lower CO2 emissions. In our
view small- and medium sized manufac-
turers are responding most innovatively,
namely by the use of paper, bamboo,
recycled plastics and other alternative
materials.

We are also seeing a growing share of
refillable products, especially in soaps,
shampoos and shower gels. Solid pro-
ducts such as solid shampoo are

also becoming more common. Simi-
larly, innovations in the reusable pro-
duct area, such as facial wipes and face
wash discs are becoming more com-
mon.

PRODUCT SAFETY

Our customers can be confident that the
quality of our products is of a consis-
tently high standard, because we work
with fully developed and reliable tech-
nologies.

In Germany, where our own-branded
label products are manufactured, a
so-called ,,Rossmann risk matrix” was

introduced in 2011 to ensure product
safety. The aim of the system is to guaran-
tee the safety of Rossmann own-branded
products and compliance with legal reg-
ulations, involving independent, accredi-
ted institutes and laboratories. In addition
to the legal parameters and those set by
Rossmann, environmental aspects are also
taken into account.

Rossmann is committed to
producing safe and high quality
products for its customers,

taking into account environmental
aspects.

Our basic requirement for both our own-
brand and branded products is that, in
addition to mandatory legal compliance
and labeling, the packaging and content
of products should be increasingly adap-
ted to social and customer expectations
related to sustainability, thereby reducing
their negative impact on the environment.



In line with our sustainability ambi-
tions, we aim to reduce our negative
impact on the environment in our pro-

duct development practices and packa-

ging design.

To ensure product safety, we have also
incorporated a number of measures

in our processes and in our supplier
cooperations. Detailed listing and more
product attributes at the time of list-
ing also helps suppliers be more aware
of the environmental impact of the pro-
ducts they distribute.

@

rease compared
to previous year

this is a 2% inc- 2 0/0
7))

B8 @ﬁ i

14% of our total product
assortment is domestic products

LOCAL SUPPLIERS,

HUNGARIAN PRODUCTS

We monitor the turnover of Hungarian
products. We consider local products
to be those that are produced in Hun-
gary even if they are partly made from
foreign raw materials. Today, 14% of our
total assortment consists of domestic
products, which is a 2% increase com-
pared to our previous report. Our aim is
to maintain this trend and reach aninc-
rease of up to 1-2% per year.

our aim is to maintain
this trend

AWARD WINNING PRODUCTS:

\|

We support products from smaller,
mainly local suppliers and give them

the opportunity to enter our network.

Depending on the size and capacity of
the manufacturer, they can enter the
webshop with as little as 1-2 products
or at a limited number of shops to help
them gain market access.

PRODUCTS WINNING HUNGARIAN GREENBRANDS AWARD
/

GERMAN OKOTEST ,,SEHR GUT”
CERTIFIED PRODUCTS:

OKOSTEST

»»> Facelle normal tampon,

»> Facelle menstrual cup,

»> Alterra hyaluron textile mask,

»> Alterra hand cream with sea buckthorn,
»> Alterra orange oil soap,

»>> ISANA 3in1 micellar cleansing water.










l Employment

At Rossmann women are in the focus and this is
also true of our employees, with 94.7% of the
workforce being women.

women in
-/ mid-management:

women
in management

MANAGEMENT BREAKDOWN
BY AGE:

below 30

above 50 @
between 30 and 50 @

MID-MANAGEMENT BREAKDOWN BY AGE

MANAGEMENT BREAKDOWN
BY GENDER:

@ AMONG WOMEN:

7%
830/0

10%

A STABLE EMPLOYER

We want to be a versatile, appealing and 100%
stable workplace for our employees - as we
have stated earlier, they are our most important
asset. We have a special responsibility towards
them. In our fast-changing and increasingly
unpredictable world, our top priority is to be a
reliable employer they can count on. Therefore
we constantly monitor their needs and respond
to them as far as we can.

between 30 and 50

under 30

,.0ur employees appreciate
the stable support they
receive from the company,
even during the epidemic.

We annually assess the

satisfaction rate of our

ahove 50 employees, and the results of the last

two years have been outstanding. The
company'’s performance was above
the industry average again this year,
according to our colleagues’ opinions.”

Lészld FLORIAN, CED of Rossmann Hungary
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Rossmann ranked 44th in
World’s Best Employers’ list

Rossmann is one of the world’s best
employers according to US Forbes. The
business magazine, in collaboration
with market research firm Statista, has
compiled its annual list of the world’s
best employers, which includes 750
companies.

Rossmann came 44th on the list, ahead
of companies such as Facebook, Netflix
and Douglas. While the drugstore chain
was ranked seventh in the ,small and
wholesale’ category internationally, it
was the best-ranked German retailer.

Forbes

The pandemic has once again highligh-
ted the social importance within the
retail industry worldwide. Rossmann’s
parent company has awarded its emp-
loyees for their commitment to the com-
pany’s success in challenging and diffi-
cult times with a €34 million bonus in
2021.

We have done the same in Hungary.

To determine the World's best employer” list, 150,000 full- and part-time employees
from 58 countries were inquired. Respondents to the anonymous survey were asked
to share their views on whether they would recommend their employer to family and
friends. In addition, respondents rated other companies on criteria such as image,
economic footprint, talent management, gender equality and social responsibility.
The 750 companies with the highest scores were shortlisted.

.Rossmann Hungary emp-
loys nearly 2,000 people and has
delivered wage increases above inflation
rate in the first and second years of the pand-
emic. In 2021, we rewarded our employees with a
Christmas bonus of HUF 80 million in recognition of
their work and dedication throughout the year. We
are proud that anonymously measured employee
engagement is above the industry average and
we are working to ensure that we can con-
tinue to provide a stable background
for our employees in the
future.”

Kormél NEMETH,
CEO of Rossmann Hungary
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WE TAKE RESPONSIBILITY
FOR OUR EMPLOYEES

We feel it is our duty to support our
employees in special or difficult life
situations, according to their needs and
requirements. Rossmann supports them
in many ways, whether it is childbirth

or temporary financial difficulties. Our
employees can apply for a baby birth
grant, a salary advance and a funeral
grant.

We also provide our colleagues in diffi-
cult circumstances with a free monthly

package of products from our drugstore.

During the COVID epidemic, we provi-
ded our employees with medical masks
and fully covered the cost of testing.

RESULTS OF COVID INITIATIVES
The pandemic has had a major impact
not only on the personal lives of our
employees, but also on our business
processes and economic operations. In
adapting to the new situation, we have
also built a number of good practices
that have stayed with us even after the
pandemic wasn’t so much in the fore-
front any more. For instance during the
pandemic, we took a number of measu-

res that benefited the health of our emp-

loyees. In addition to basic health reg-

ulations implemented (e.g. continuous
testing, provision of protective equip-
ment, limiting the number of staff in an
office, etc.), we have continued to pro-
vide our employees with the opportu-
nity to work from home. We have further
increased the number of home office
days, which are now available three
times a week for employees in jobs
where this is possible.

EMPLOYEE TURNOVER

We aim to retain our employees for the
long term and keep turnover as low

as possible through people-centered
management, employee engagement,
understanding individual needs, finding
common solutions, continuous improve-
ment of wages and supporting work-life
balance.

EMPLOYEE ENGAGEMENT AND
PERFORMANCE REVIEW

Feedback from our employees is im-
portant to us, and we encourage them
to share their ideas and opinions with
us through various platforms (satisfa-
ction surveys, idea boxes, employee
forums). They receive regular feedback
on their performance and opportunities
forimprovement in the form of informal
conversations.

We use a performance review system

to ensure that pay is not subjective and
is predictable for all parties. Annual re-
views by managers are recorded in the
company system and, depending on the
results, colleagues are offered training.

employee satisfaction

EMPLOYEE SATISFACTION

Dolgozdink elégedettsége kiemelt
prioEmployee satisfaction is a top pri-
ority for us. But to learn what our emp-
loyees want, we need to know how they
feel about our company. That’s why we
have been measuring employee satisfa-
ction since 2013 with the help of an ext-
ernal partner company.

Based on the key messages of our emp-

loyees and the areas for improvement,
we outline what Rossmann will do to
increase employee satisfaction.

DECENT WORK AND
ECONOMIC GROWTH

o

We are pleased to see that the satisfaction
indicator has improved again, from 67%
last year to 72% this year.

HEALTH AND SAFETY
AT WORK

We pay special attention to keeping
our employees healthy and safe at
work. At Rossman, we believe that
only a physically healthy and mentally
balanced employee can perform well,
work efficiently and in a happy manner.
Taking care of our employees will

pay off and, in addition to them being
more healthy will also result in more
commitment towards our company.



SAFE WORKPLACE

Given the current labour market situa-
tion, it is important to us that our emp-
loyees work in a safe and secure
environment and feel that as an emp-
loyer we are taking care of their safety
and health.

In our 28,500 m2 logistics warehouse at
the Ull, we operate forklift trucks and
also store products classified as risky ,
therefore it is considered a hazardous
site.

In order to ensure the health and safety
of our employees, it is essential that we
comply with all legal obligations relating
to occupational health and safety and
that we observe the regulations on the
handling of hazardous materials.

We review and, if necessary, amend our
Severe Damage Recovery Plan annually.
We also conduct regular fire drills with
the local fire brigade. Our aim is to pre-
vent and minimize work-related injuries
and accidents.

At Rossman, the most common occupa-
tional accidents are mostly various hand
and leg injuries (strains, sprains).

A workplace risk assessment is prepa-
red for potential occupational hazards
that may result in serious injury. This
assesses both qualitatively and quanti-
tatively the potential hazards and risks.

We raise awareness of the need for
careful and safe working practices
through training and constantly monitor
the correct use of personal protective
equipment.

As a result, there were no serious
accidents or occupational illnes-

ses during the period under z
review.

no serious
accidents or

occupational

illnesses during .M
the period under

review
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To ensure and maintain continued
health and safety, our related processes
are continuously improved. Our emp-
loyees receive regular and mandatory
health and safety training every year
for different job roles. The importance
of training is increasingly emphasized,
both in terms of quality and frequency.
We ask our staff for feedback on our
existing occupational health and safety
practices and incorporate them into our
processes where possible. In our expe-
rience, continuous and personal com-
munication has a return and the results
speak for themselves.

We carry out our occupational health
and safety tasks in accordance with the
requirements of current related legisla-
tion. Thus, in accordance with the legal
requirements, we carry out a workplace
risk assessment, which both qualita-
tively and quantitatively assesses the
risks to the health and safety of workers.
Employees also elect safety representa-
tives, who receive professional training
and are provided with annual refresher
training as well.

ENSURING THE HEALTH OF

OUR STAFF

In addition to physical safety, we also
look after the general health and men-
tal wellbeing of our employees. Once a
year, we provide free preventive health
check-ups for everyone at our center

in Ull&, which we particularly emphasi-
zed during the epidemic season, when
many people were unable to get routine
check-ups at the doctors’ clinics and at
hospitals.

We provided cervical and breast can-
cer screening for our female staff and
prostate screening for men. In addition
to the health check-ups, our employees
can also attend various health-related
lectures and our mid- and senior mana-
gers can attend a manager health scre-
ening.
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Once a year, we provide free preventive
health check-ups for everyone at our center
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cervical and breast cancer screening
for our female staff and prostate
screening for men

g

continously raising awarness on
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healty lifestyle

health screening for senior and
middle managers




TRAINING AND EDUCATION

At Rossmann, we don’t deny that our
successful and long-term sustainable
business depends on our ability to
retain, motivate and equip our emp-
loyees with the skills and abilities to
perform confidently in a dynamic FMCG
environment.

Our aim is to create a working
environment where they have the
opportunity to continuously develop
and expand their competences. From
language development to retraining
and executive coaching, we have a
wide range of training courses that
all our employees can participate in,
depending on their area of expertise
and role.

BREAKDOWN OF TRAININGS:

staff
@Q’\
$

average of 3
days training
per year

team leaders/
managers: 3

days per year
on average

SKILLS DEVELOPMENT

We offer a range of practical training

to support skills development within
our organization - our colleagues can
enhance their IT skills, language skills
and have the opportunity to strengthen
their collaboration skills through indivi-
dual and group coaching sessions. Pro-
fessional and competency development
training is also available for our store
staff, with store managers and deputies
having the opportunity to participate in
leadership development once a year.

Store managers
and deputies: 2

days per year
on average

integration
training
2 days

SUPPORTING CHANGE

We know that change has become a cons-
tantin our lives, both at organizational and
individual levels. We help our colleagues
deal with these experiences and adapt to
new situations. We offer retraining for emp-
loyees in closed shops and home office
support for our customer service staff. We
do not let go of retired staff permanently,
we offer the possibility of continued emp-
loyment in the same job when requested.
We also support the reintegration of a par-
ticularly important group of employees,
namely, mothers.

29



LEADERSHIP DEVELOPMENT

To develop their leadership skills, we
provide our mid- and senior mana-

gers with the opportunity to participate
in individual and group coaching, trai-
ning and workshops using self-mapping
methodology. In 2021, 11 people parti-
cipated in such programmes.

& & & 1 1
gﬁ g gb Qﬁ people
g g participated in

leadership development

ROSSMANN ACADEMY

The Rossmann Academy plays a central
role in building and developing know-
ledge in the sales area and has been
hosting our sales management training
for many years. The programme is run
on the recommendation of our mana-
gers and is open to new recruits to store
manager positions and talented candi-
dates who may be considered for such
positions in the future. For open posi-
tions, we select our managers primarily
from among our graduates. 2021 was a
special year in the life of the Academy,
as we launched online groups after

several years of in-person academies.
A total of 63 people participated and
completed the 2020/2021 academic
year.

sales managers graduated from
the Rossmann Academy

824 63

DIVERSITY AND EQUAL
OPPORTUNITIES

Our membership of the Diversity
Charter demonstrates our fundamen-
tal commitment to the economic and
social benefits of diversity, tolerance,
fairness and respect in the world of
work and society. The initiative also
promotes the exchange of knowledge
and experience between signatories

and supports us in the implementa-
tion of diversity management.
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DIVERSITY

Our commitment to diversity supports
equal opportunities. Our focus is on
groups who, for one reason or another,
find it harder to enter the labour market.

As a socially responsible company, we
pay special attention to the employment
of people with disabilities. We employ
33 people with a disability per year in
the logistics area.

33

number people living with
a disability employed in the
logistics area

We have made a conscious decision
not to automate the work proces-
ses that are currently carried out by
people with a disability in the logis-
tics area, thus ensuring that they
have the opportunity of stable emp-
loyment.

30



DISCRIMINATION

Rossmann takes the principle of equal
treatment into account in all its decisi-
ons. We are committed to creating and
supporting an inclusive workforce. We
do not tolerate discrimination and do
not permit exclusion on the basis of reli-
gion, belief, disability, age, sexual orien-
tation, race or ethnic origin. To date, no
incidents of discrimination have been
reported by our employees. we employ
nearly 300 mothers

90 % of our employees are women

MATERNITY

Due to our drugstore nature, one of our
most endearing features is that more
than 9o percent of our employees are
women. As a result we employ nearly
300 mothers.

\

we offer them opportunity to

work part-time

We know that it can often be a chal-

lenge to return to work after 1-2 years we also offer the opportunity
away with young children. It is our res- t
o work from home
ponsibility to support their return to Ll Lo
o : 4% ) work, so we offer them the opportu-
MINOSEGI & % £ 7 4 . .
OKTATAS CH: S Sty < nity to work part-time for 4 or 6 hours O
' : or to work from home. If they return to -

us after years at home and start a new we help them reintegrate by
position, we help them reintegrate by v retraining them

retraining them for the new job.

THE LINK BETWEEN OUR STRATEGY AND THE SDGS:
At Rossman, we believe in providing inclusive, equitable and quality education and promoting lifelong

$

learning opportunities for all. We also provide an increasing number of learning opportunities - in line
with target 4.7 - that support the acquisition of the knowledge and skills needed to promote sustai-
nable development.



SUPPORTING COMMUNITIES

Our aim is to pass over values, know-
ledge and information that will have a
long-term impact on society or a section
of society through our corporate social
responsibility activities.

We are not an isolated entity in the life
of local communities. We are aware
that the environmental, economic and
social impact of our activities can be
felt by those around us, and we have a
responsibility and an obligation to give
back to them from the value we pro-

s

IN PARTNERSHIP WITH (LLO

We regularly provide educational and
product support to nurseries, kinder-
gartens and children’s homes in UlL6

and the surrounding municipalities,
where our headquarter is located.

i

duce. Our longstanding commitment

to society, projects and initiatives that
benefit our communities are at the heart
of our support activities.

We provide focused help: we believe
that our support should primarily be
delivered over the long term to a spe-
cific target group or specific problem
area. Our priority is to support children
and families.

We also like to think in terms of long-
term partnerships in this area, and in

We support sports clubs in UU8, paying the one-
year club membership fee for each student ath-
lete - thus supporting around 250 local families.

To help
the needy -
that is the
word of the
times

this spirit we have been supporting the
AGOTA Foundation - a foundation for the
support of young people in state care
and at risk - with own-brand products
every Christmas for almost 10 years.

At the same time, we can say from
experience that we are typically dyna-
mic in our response to the needs of our
environment. Therefore, we can also
donate money and other goods even in
the event of a disaster.

Dirk Rossmann

‘EIEIEI
OO0

As we are present in around 140 cities across the country we are
dedicated to develop in the future a consciously built strategy for
our wider local communities.

U
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WE LOVE TO HELP

We also follow the principles of our CSR
strategy when it comes to sponsorship
requests.

The focus in this area is also on mot-
hers, mothers with young children, heal-
thy lifestyles and equal opportunities.

In most cases, our company provi-

des sponsorship support through own-
brand products.

Sponsorship applications are assessed
on an individual basis, but within a reg-
ulated framework.

We believe in partnerships, together we
can achieve much more. Many of our
CSR programmes are organized with
partner companies to achieve greater
social impact.
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we work for our consumers




WE KNOW WHAT OUR
CUSTOMERS WANT

Our mission is to make our customers

feel better, healthier and more beautiful,

and to make their homes cleaner. It is
important to us to offer the best choice
to meet our customers’ needs, com-
petitive prices, high quality and cour-
teous service. In all areas of Rossmann,
we work to provide our customers with
the most comprehensive and authentic
information. We use our YouTube chan-
nel and blog to give shoppers more

information - on issues related to sustai-

nability, mother and child questions and
healthy eating - with the help of experts
in our priority product categories. Labe-
ling and trademarks on

our products help give
extra help in this.

THE CONSUMER

WE KNOW THE DIFFICULTIES
OF SUSTAINABLE LIVING

We know that more and more of our
customers want to live more sustai-
nably, and that this not only brings plea-
sure and satisfaction, but also requires
a strong commitment. Conscious living,
and with it, shopping, is time-consu-
ming, as you need to learn about alter-
native products, new ingredients and
discover where to find them. Customers
may experience that eco-friendly pro-
ducts are often more expensive than
their conventional counterparts.

Conscious or responsible shoppers

are known to incorporate ethical and
environmental awareness into their pur-
chasing habits.

They care about what they buy, how
much and at what price

They prefer products that meet their
criteria either through their ingredi-
ents or, for example, waste reduction
through their packaging or animal wel-
fare issues.

They are also the ones who like to
inform themselves about products and
only decide to buy a product when they
have the right information.

3



OUR RESPONSIBILITY TO
THE CONSUMER

We see that consumers experience a lot

of frustration in their everyday shopping.

They have to choose from a wealth of
information and products that best sup-
port their health, do no harm to the
planet and don’t put too much strain on
their wallets.

At Rossmann, we wantto help them not
to add to this frustration, but to provide
them with effective, usable information
to help them make their purchases. We
use humour, but with science-based
educational content to help them under-
stand sustainability issues and find the
products that support them.

SUSTAINABILITY

IN COMMUNICATION

As a responsible corporate, we do our
utmost to encourage our customers

to make informed choices. We place
strong emphasis on education, so our
communication platforms offer a range
of content and information to help our
customers navigate the mass of infor-
mation they are presented with.

We also use our influencers on social
media to help us in this endevour. Tog-
ether with them we can show you small
steps that we can take individually to
help our environment. We do so without
adding to climate change fears and
without raising new unrealistic expecta-
tions. Meanwhile we are providing you
with opportunities to buy sustainably.

5
5
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CONSUMER EDUCATION

With innovative own-brand
products, we offer a range of
environmentally friendly alter-
natives for conscious consu-
mers. We are constantly wor-
king to increase our eco-friendly
offer, to make consumers aware
of sustainable products and

to offer them the opportunity to
buy sustainably at affordable
prices.

GREEN BOOK

We have a responsibility not only to our
customers, but also to our employees
when it comes to raising awareness. In
2021, we produced an interactive han-
dout that we called, the Green Book that
explains the basics of sustainability in

a clear way and illustrates how our pro-
ducts support sustainability of everyday
activities. Within the booklet we have
provided our colleagues with useful tips
and practical knowledge that they can
use to easily calculate their ecological
footprint and learn about our brands.
We believe that by empowering our
employees with knowledge, they will be
more confident in answering consumer
questions on this topic.

WE GIVE USEFUL TIP AND
PRACTICAL INFORMATION TO OUR
COLLEAGUES

LIVE GREEN YOUTUBE CHANNEL
This year we continued our series on
our YouTube channel, Live Green, where
Judit Stahl gives useful tips on sus-
tainability. The well-known presenter
talks to special and interesting guests
and explores topics that can be used

in everyday life, such as knowing about
environmental labels on products, sus-
tainability in beauty care and food.

THE NINTH ARM OF THE OCTOPUS

In 2021, our founder and owner Dirk
Rossmann’s first book, an eco-thril-

ler entitled The Ninth Arm of the Octo-
pus was published that explores the
environmental problems of our time..
The book depicts a near future in which
China, Russia and America join forces to
avoid the extinction of mankind through
joint action.

At the Hungarian premiere of
Dirk Rossmann’s bestseller,
which is based on climate pro-
tection, Gabriella Jakupcsek,
Lilu, Panni Epres and Kristof
Steiner, among others, talked
about what they are doing to
protect the future of the planet.




ROSSMANN+ PROGRAM

The Rossmann+ programme is our VIP
programme, launched in 2019 to reward
our loyal customers and help them

with their everyday shopping. We send
our dedicated customers who join the
programme personalized newsletters
when a new product or new content is
launched.

R&SSMANN +

The Rossmann+
programme has 1,300,000
members in 2021.

WEBSHOP

The 249% increase in webshop turno-
ver from 2019 to 2020 was largely due
to the fact that many people preferred
to shop online when COVID-19 pand-
emic hit

The use of the webshop continued to
grow in 2021 - by 7,3 percent - which to
us shows that this shopping option that
was tried and tested during the pand-
emic is one that our consumers love and
continue to use. Currently 4-5% of total
Rossmann sales are realized online.

The webshop In 2021 total
grew by 4_ 5
%
pJ Yo | of total Rossmman
sales realized online
2021-ben.

In response to increased demand, we
have completely rebuilt our webshop
and logistics ecosystem to increase
efficiency and reduce costs. Changes
include the introduction of a customer
service chatbot, increased opening
hours of our customer service and the
introduction of courier delivery win-
dows.

1095 0| -

products available in our webshop that
can be described as environmentally
friendly and sustainable

Nearly 16 000 products are available
in our Online Drugstore.

In April 2021, we launched a new flag-
ship category on the webshop, cal-

led Shop Consciously. Here, visitors to
the website can choose from a total of
1,095 products that can be described
as environmentally friendly and sustai-
nable. The category was created prima-
rily for educational purposes, to show
our customers that they can also search
for these types of products.

COURIER SERVICE

From our own research, we have seen
that there is a real need for time-criti-
cal home delivery services in the drug-
store segment, which, when you think
about it, is understandable: many of us
still work from home, but we don’t have
the time to wait all day for a courier.

To make life easier for our customers,

we have launched our time-slot based
courier service in Budapest and in its
suburbs. With this new service, we can
deliver orders placed on the same day,
safely and contactlessly. We are cons-
tantly working to develop this service
to the highest possible level, and we
will do our utmost to support our colle-
agues.

The introduction of the Rossmann cou-
rier service has also had an impact on
our environmental footprint - as a result
we no longer use space-fillers for 30%
of our orders.

we no longer use space-fillers for

30% ==~

of our products

In addition, we have introduced paper
bag recycling, meaning in practice we
encourage our customers to return on
their next delivery the used bags for
recycling.



CLIENT DATA PRIVACY AND
PROTECTION

In the Rossmann+ program and in all
other cases involving customer data, we
exercise the utmost care in all data pro-
tection issues affecting customers. We
believe it is key that our customers are
given appropriate and easy to under-
stand information about the need for
data. For example, if we ask for their
date of birth, they know when and for
what purpose it will be used. Our expe-
rience is that more information than is
required by law should be provided to
the consumer to ensure that all relevant
circumstances are understood before
giving consent to the processing of their
data and/or its use for advertising pur-
poses. In our wording, we therefore
always aim to ensure that both the infor-
mation and the questions are compre-
hensible to everyone.

Fortunately, we have not had any data
leaks to unauthorized third parties.
However, the additional security pro-
tocol introduced as a result of the data
leakage in the mobile application of the
Czech subsidiary has been integrated
into the Hungarian mobile application
as a preventive measure.

To prevent similar incidents and other
negative impacts, training of data hand-
ling colleagues is ongoing. We consider
it important to act promptly and trans-
parently in case of any possible inci-
dent, even if it is only an unsuccess-

ful attack. All data protection issues are
audited annually by our consultant part-
ner, our data protection officer, who is
also an employee of our company.

We have also expanded our customer
service to ensure that consumers rece-
ive relevant answers to all their ques-
tions in a timely manner. We have ext-
ended the ,,opening hours” of the
customer service to 7 days a week and
12 hours a day, and improved our attai-
nability with new channels such as chat-
bot messenger and live agent.

During the period under review, we
received one complaint from a regula-
tory body regarding data protection and
data loss.




ll SUSTAINABLE DEVELOPMENT GOALS

In September 2015, the United Nations adopted the Sustainable Development ~ Our report closely supports the realiza- ~ » Through our sustainability objectives

Goals (SDGs), a set of 17 goals, which serve as an international compass for ~ tion of target 12.6, which encourages and social responsibility, we contri-
sustainability, companies, especially large and trans- bute to quality education and gender
national corporations, to adopt sustai- equality
nable practices and include sustainabi- (Goals 4 and ).

lity information in their reporting.

ZERO GOOD HEALTH
HUNGER |
: AR In addition to the issues identified in
“‘ v the text, our activities also have a direct
and indirect impact on the achievement We aim to play an increasingly
of the goals and targets of the interna- important role in achieving
tional framework. the SDGs and to contribute to

DECENT WORK AND

as many of them as possible.
INDUSTRY, INNOVATION 12 RESPONSIBLE
ECONOMIC GROWTH

AND INFRASTRUCTURE CONSUMPTION Building partnerships with our

AND PRODUCTION following objectives: : :
w »» Our products support better nutrition tsl:lgsell:;fsoﬂgys akey rolein
and health and well-being ’

Directly, we contribute to the

o

(Goals 2 and 3),

»> We support decent work and eco-
QUALITY — nomic growth through our activities,
EDUCATION EQUALITY industrial innovation and infrastruc-

1 ture, and responsible consumption
|!!| l and production

(Goals 8, 9 and 12),
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