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CIKIS STUDIO

We are specialised in sustainability consulting in luxury and lifestyle,
with a focus on results and tailor-made solutions

“Precise and thorough in their consulting work.

Attentive to the specific needs of our company.” C- X ACUS
Atlantis

“Concrete expertise that did not exist in the

company at the beginning of the project.” ATTESA BOGGI TIMEXGROUP
ONGETTA
“Cikis is dynamic and has proven beyond SIPEC
expectations in terms of quality of the work,
support and thinking outside the box approach” .
P 9 pp &Hd REPLAY A
“Highly knowledgeable team in the specific An filpucci
sector, a young and dynamic company that gives 76 ROSSOS35 s
you the sense they can dedicate a lot of
attention to your project, unlike big @ LI MONTA we UEFA
corporations.” SIS
Discover our work! and world-leading luxury brands
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https://youtube.com/shorts/XS5zuUXnmAw?si=w3fXkkT6vm5yh_d9

What are the most prestigious watch brands in the world?
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Time for change: demanding more responsibility in the watch
and jewellery sector, especially for top brands - WWF

Latecomer,

Non-transparent Lower Midfield Upper Midfield Ambitious Frontrunner Visionary

I —— |
Pomellato (Kering)

Tiffany & Co. (LVMH)
IWC (Richemont)*
Boucheron (Kering)
Cartier (Richemont)*
Panerai (Richemont)*
Bulgari (LVMH)
A. Lange & Sohne (Richemont)*
Jaeger-LeCoultre (Richemont)*
Vacheron Constantin (Richemont)*
Pandora Jewellery
TAG Heuer (LVMH)
Omega (Swatch Group)
Tissot (Swatch Group)
Breitling
Swatch (Swatch Group)
Longines (Swatch Group)

Chopard
Audemars Piguet
Rolex
Patek Philippe*

Figure 1: Results of the sustainability rating

Among the 21 assessed brands, 14 took the opportunity to comment on and complete WWF's pre-assessment while the remaining seven did not complete the initial assessment and therefore needed to be evaluated based
only on publicly available data. Brands that did not completed the pre-assessment and were only rated on publicly available data are marked with a * in the chart. If individual brands are part of a group, the group name is indicated

Sustainability Rating and Industry Report 2023
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Good hews

From g to 21
General move to “ambitious” for Kering, LVMH and Richemont groups brands
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wc Pomellato (Kering)
Cartler Tiffany & Co. (LVMH)
IWC (Richemont)*
Piaget Boucheron (Kering)
Cartier (Richemont)*
Vacheron Constantin Panerai (Richemont)*
Jaeger-LeCoultre Bulgari (LVMH)
A. Lange & Sohne (Richemont)*
Chopard Jaeger-LeCoultre (Richemont)*
Vacheron Constantin (Richemont)*
TAG Heuer
Pandora Jewellery
s Omega TAG Heuer (LVMH)
Omega (Swatch Group)
é Audemars Piguet Tissot (Swatch Group)
Breitli
Q Breguet reitling
Swatch (Swatch Group)
@ Longines Longines (Swatch Group)
Chopard
Q Fatek Philippe Audemars Piguet
Q Rolex Rolex
Patek Philippe*
Q Swatch
g Tissot Figure 1: Results of the sustainability rating
Among the 21 assessed brands, 14 took the opportunity to comment on and complete WWF's pre-assessment while the remaining seven did not complete the initial assessment and therefore needed to be evaluated based

only on publicly available data. Brands that did not completed the pre-assessment and were only rated on publicly available data are marked with a * in the chart. If individual brands are part of a group, the group name is indicated

in brackets after the brand name.

Figure 1: Resuits of environmental rating

Sustainability Rating and Industry Report 2018 Sustainability Rating and Industry Report 2023
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Time to do it right:
Some pills of our sustainability strategy
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In 2023 we defined our sustainability roadmap

Internal Mapping Benchmark Preliminary goalls External support
Analysis definition
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Vision 2023
The founding principles of our strategy

Governance Key Drivers Pragmatic
approach
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Long term

goalls
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Combining action with measurement

Actions
@® Supplier Packaging program
® Circular Watch program
® Preferred watch components
® Vendors Score Cards

The value of taking action

® - 1.5M of water use

® - 55T of waste material

® - 2M kWh of electricity reduction

® > /5% watches with preferred
components

TIMEXGROUP

Measurement

GHG Emission Calculation Scope
1,2 and 3

Decarbonisation strategy

Water Footprint

LCAs

Materiality Analysis and Reporting

The value of measurement

Copyright Cikis Studio and Timex Group | Confidential

Mapping and understanding the
entire organization

Making informed decisions
Opportunity to become more
efficient - Sustainability and
Profitability

CIKIS STUDIO
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Action 2024:
An example
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YOUVE SPENT



http://drive.google.com/file/d/19kngWDPH6GbVo5qAd141Te-yJFQUvvLV/view

WATCHES
FROM LANDFILLS

Material Upcycling under
exploration

TIMEXGROUP CIKIS STUDIO 13






Financial reporting VS Sustainability reporting

%Y i
Group ES 5bn Adjusted gross
revenue - margin?
Retail sales, delivery receipts 3 £3,549.5m  Adjusted gross profit as
and other revenues from 2022 I:I £3.936.5m 0 percentage of adjusted
continuing operations ’ revenue

Adjusted EBIT? Adjusted EBIT

-£29.0m

H
Adjusted earnings before margin
interest and tax 2023 -£29.0m Adjusted earnings before
2022 £441m interest and tax asa
) percentage of revenue

Focus on Revenue and EBITA: the
number of Countries where an e-
commerce platform is active is
irrelevant if there are no sales

TIMEXGROUP

No Decarbonization without E-Mobility

From today's perspective, around 90% of the decarbonization
targeted by the Volkswagen Group can be realized through
electrification of the fleet and switching to renewably gen-
erated energy. Electric vehicles therefore play a key role in
this context. These do not cause any local emissions during
use = and therefore have an advantage compared to cars
with combustion engines in terms of tailpipe emissions. The
same applies to the entire life cycle: Current calculations
show that the carbon footprint of electric vehicles is already
better on average in Europe in most markets than compara-
ble gasoline or diesel vehicles.

The consistent electrification of our vehicle fleet opens up
the path to net carbon-neutral mobility for our customers.
The new electric vehicles are manufactured at 18 sites in
Europe. China and the US. The modular electric drive matrix
(MEB} serves as the technical backbone of the e-offensive
and is used in many more of our electric madels. Inthe

second half of the decade, the e-offensive will be supple-
mented by the Scalable Systems Platform (SSP).

2023 saw the market launch of additional e-madels from
various brands, including the Volkswagen 1D.7 and the
1D, Buzz LWB (long i some models h:

been upgraded in terms of their sustainability and efficiency.
These include the Volkswagen |D.3, D.4 and ID.5, the Tiguan
eHybrid and the $koda Kodiag. Moreover, the all-electric
compact car 10.3, for example, is delivered in a net carbon-
neutral way. In addition, the vehicle interior of the 1D.3 will
now no longer include materials of animal origin. The ID.4
and ID.5 have a more power ful and efficient electric drive-
train that has up ta 60 KW more power, whereas the third-
generation of the Tiguan eHybrid now has an all-electric
range of up to around 100 km thanks to a larger battery and
higher charging capacity. And for the second generation of
the Skoda Kodiag, we are also offering a plug-in hybrid drive
far the first time.

Decarbonization along the Life Cycle

MAIN LEVERS.

END-OF-LIFE PHASE AND OTHER

T
) > ) ) mm ) g
ook d = (EE

[

40-pages document, >20k words
qualitatively describing dozens of
projects, 10-20 indicators
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Financial indicators VS Sustainability indicators

S1+2+3 emissions, lives saved,
freshwater quality and quantity and
other biodiversity indicators:
only 24% of companies monitoring
them in Italy
51% among UNFCCC signatories, but
only 14% when considering Verified
Scope 1&2 with base year 2019 or later

Revenue and EBITA: 100% of
companies obsessively monitoring
them

Report Moda e Sostenibilita 2023, Cikis Studio
https://unfccc.int/sites/default/files/resource/230329%20BLS23055%20UCC%20Climate%20Action%202023%20v06.pdf

T I M E X G R O U P Copyright Cikis Studio and Timex Group | Confidential CIKIS STUDIO

16



NS
N

N
s

J :'ggpyright Cikis Stugio and Timex Group | Confidential
Tl




Some examples of focus-shift: certifications

Classic sustainability approach

Quote of a
client

“I am satisfied
because,
compared to our
competitors, we
have more
certified
proaducts.”

TIMEXGROUP

Issue

If we analyze the
materials used, these
products actually offer
fewer guarantees of
reducing environmental
impact and social risks.

So, what truly matters?

Result-driven approach used by Cikis
Studio and Timex Group

Result-driven
approach

1. You determine how
much to change your

materials to reach Net
Zero, etc

2. You verify if your
changes are sufficient

This approach also helps
you identify when

average data is adequate.

Copyright Cikis Studio and Timex Group | Confidential

What we are
doing with Timex
Group

Actions: > 75%
watches with
preferred
components.

Measurement:
Conduct LCA on
multiple models to
support product
design.

CIKIS STUDIO
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Some examples of focus-shift: supply chain monitoring

Classic sustainability approach

Quote of a
client

“We monitor our
suppliers: all of
them sign our
Code of Ethics.”

TIMEXGROUP

Issue

We need monitoring
based on actual risks,
aimed at identifying and
resolving real issues, not
just declaring that a
procedure is in place.

Result-driven approach used by Cikis
Studio and Timex Group

Result-driven
approach

1. You get to know your
risks

2. You set the minimum
standard

3. You monitor your supply
chain against the standard

Thanks to this approach it
will also became natural to
monitor also your
subcontractors.

Copyright Cikis Studio and Timex Group | Confidential

What we are
doing with Timex
Group

Actions: audits +
vendor scorecard.

Measurement:
rating system
under

development.

CIKIS STUDIO
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Some examples of focus-shift: carbon footprint

Classic sustainability approach Result-driven approach used by Cikis
Studio and Timex Group

Quote of a Issue Result-driven What we are
client approach doing with Timex
Group
"We run an Only 8.1% of surveyed You do your CF Actions: - 1.5M of
organisational Italian companies have for a reason: water use, - 55 T
g;rfgf/;‘:fjf;/ﬁ/z‘e set reduction targets. Sﬁgiébomsatlon of waste material, -
perform carbon You are spending some b 2M kWh of
footprint on X thousands of euros to electricity
products” achieve nothing. reduction.
Measurement:

decarbonisation
strategy to reach
Net Zero.

Report Moda e Sostenibilita 2023, Cikis Studiof
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Power is the ability to achieve goals. Power

is the ability to make changes.
(Martin Luther King)
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