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A WORD FROM FRANCQO, OUR PRESIDENT & GCEO

SALOMON

“2022 is a special year for Salomon: we celebrated our 75th
anniversary, redefined our brand, our mission and set a powerful new
ground as Salomon One Global Brand. We elevated our sustainability
ambitions with our new program “Change our Tomorrow”.

In the past, Salomon has not been very vocal about its commitments,
but this has never prevented us from being a responsible company.
Being 100% connected to mountain sports since the first day of our
existence in 1947/, in Annecy, the French Alps has made us very
respectful of our playground — nature - and our communities.

We are leading the industry with our “Change our Tomorrow” program.
Through it, we are forging our own path to improve people’s lives by
acting for a better planet and for the common good, together with our
communities.

Salomon’s purpose is to help people unleash the best version of
themselves through fulfilling outdoor sports experiences. We aim to
transform people into agents of positive change. We can only drive
this change together, united: our employees, our athletes, our
customers, our consumers, our business operations and partners, our
sporting events and all the communities that love our sports and
support us.

Today | am thrilled to share with you our first Salomon Impact Report,
showing our steps towards a better future. This is just the start of our
journey. Please join us.”

- Franco FOGLIATO, Salomon President & CEO
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“lam fascinated by
what | will do tomorrow”

- Georges E‘Salomon




WHO WE ARE

Born in Annecy, French Alps in 194/, Salomon
creates premium footwear, apparel, gear

and winter sports equipment that is superior
in function, radical in design and obsessive

in style.

At the Annecy Design Center, engineers,
designers and athletes collaborate to write
the future of sports by creating products
that transform outdoor sports experiences
and enable a deeper connection with nature,
allowing people to unleash the best version
of themselves so that they might positively
impact the world.

IMAGINATION | FAMILY SPIRIT | COMMITMENT | SIMPLICITY | DIVERSITY
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1. WHERE WE COME FROM

OUR MISSION STATEMEN'T

OUR BRAND PURPOSE: TOMORROW IS YOURS

Based on the belief that a deeper connection with nature and people makes us all
better, Salomon’s mission is to Enable people to unleash
the best version of themselves through fulfilling outdoor sports experiences.

OUR SUSTAINABILITY VISION: CHANGE OUR TOMORROW

We know that the best way to create a better tomorrow is to be enthusiastic
about what is coming next and prepared for what has
yet to be done.

We want to drive change with our communities by creating more inclusive
outdoor experiences. We are also committed to driving

change through innovation as a collective, by designing the most responsible high-
performance products and businesses.

This is how we will collectively become agents of positive change.

SALOMON




WHA'T WE DO

Salomon creates premium footwear, apparel, gear
and winter sports equipment that is superior in
function, radical in design and obsessive in style.

SALOMON’S ID CARD -0~

=  (Qur headqguarters: Salomon Annecy Design
Center, Annecy, the French Alps.

= Qur Salomon family: 1,650 employees.
= Our main channels:
Wholesale = /8%.
D2C = 22% inc. 1196 on own e-commerce.

More than 180 stores worldwide.

= Salomon brand is distributed in more than
100 countries globally.

= Our key markets: Europe, North America,
China.

SALOMON




WHA'T WE DO

SUPERIOR IN FUNCTION.
RADICAL IN DESIGN.
OBSESSIVE IN STYLE.

Image credits: Dover Street Market Image credits: Palace
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https://hypebeast.com/2022/10/comme-des-garcons-salomon-pulsar-black-white-release-date
https://www.palaceskateboards.com/palace-salomon-xt-6/

OUR JOURNLEY SO FAR

Our journey started back in 194/ with the values of the Salomon family. It has developed over the years through the Salomon Foundation,

created in 1999, and our first sustainability program in 2016, paving the way to Salomon’s today’s responsible vision “Change our Tomorrow”.
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2022 HIGHLIGH'TS

75 ANS DE
SALOMON

Fétons l'outdoor responsable ensemble

Le 29 juinde 14h a 19h - Le Paquier a Annecy

SALOMON ANNECY,

Salomon’s /5% anniversary: let’s celebrate

responsible outdoors together!

SALOMON

MTN

NOTHING BUT SKI TRACKS
LEFT BEHIND.

Made to last with up to 40% bio-sourced
or recycled materials, MTN products are
part of Salomon’s untiring sustainability
efforts aimed at minimizing our prod-
uct’s impact on the environment.

SALOMON

Salomon totally renewed it MI'TN touring range
into a fully eco-designed collection, made with
up to 409 more responsible materials.

Salomon commits to a 50%
absolute reduction of GHG
emissions for scopes 1 and 2,
and a 30% absolute
reduction for scope 3 by
2030 from a 2019 baseline,
and to becoming Net-Zero by
2050.

SCIENCE
BASED
TARGETS

DRIVING AMBITIOUS CORPORATE CLIMATE ACTION

Salomon Science-Based Target was officially
approved by the SBTi in August 2022.




OURPATH TO A
RESPONSIBLE TOMORROW

SALOMON



“Part of our mission as concerned outdoor

people is to get the brands and partners

we work with to step up and work on

cleaning up their own operations as well as

advocating for a cleaner and more 2o
sSustainable planet.”

- Mike DOUGLAS, Godfather

of Freesking,

POW Canada Chairman,

and Salomon Sustainability Ambassador
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2. OUR PATH TO A RESPONSIBLE TOMORROW

WHA'T MATTERS MOST

INn 2021 we ran OUR MATERIALITY ASSESSMENT to
understand our priorities from our company’s as well as our
communities’ stand points.

This assessment gathers combined outcomes from 2 focus
groups supported by third-party experts in sustainability (Air
Coop]) and brand strategy (DDB):

= A brand positioning working group in charge of
defining Salomon’s new purpose: Salomon
Executive Committee and key brand leaders

=  The Sustainability Leadership Team representing
Salomon’s sustainability expertise

We have reconfirmed these priorities in 2022 through an
extensive survey on our sustainability priorities and ambitions
sent out to our consumers worldwide and all our employees
and international athletes. These learnings will be integrated
into our new sustainability strategy to be released in 202 3.

SALOMON

OUR PRIORITY ACTIONS
WITH COMMUNITIES

= Champion elevation through sports
= Salomon Foundation

= Diversity and Inclusion commitment
(internal & external]

» Sustainable Sports Marketing

= Best Place to Work

= Changemakers: Team development
& sustainability expertise

» Fair Trade & Ethics

POD-=Point of

Differentiation

F - Fundamentals

Where we need to be to make a
dif ference

What we needto do tobe
legitimate

OUR PRIORITY ACTIONS
WITH INNOVATION

100% of new products to be circular
Maximal durability & regenerative
designs

Local sourcing

Carbon reduction & neutrality
Environmental & chemical compliance
Commitment to biodiversity, clean
water

Alternative business models
Transparency & labelling

15



2. OUR PATH TO A RESPONSIBLE TOMORROW

CHANGE OUR TOMUORROW:
OUR SUSTAINABLE TRANSFORMATION

Our sustainability strategy is embedded as a OUR TRANSFORMING PEOPLE INTO

strategic enabler of the Salomon brand VISION
strateqgy to drive sustainable transition. AGENTS OF POSITIVE CHANGE

Defining what matters most has helped us
shape our new sustainability framework.

Building on our past Play-Minded Program, we
have structured our path to a responsible

tomorrow into a twofold ambition, bringing OUR
. . . AMBITIONS
our sustainable vision to life that people are
central to changing our tomorrow.
We believe that this cannot happen without 3
enablers around changing our processes and
ways of working, equipping ourselves with
science-based tools, and ultimately
transforming our culture.
OUR 'OURPROCESSES P“““FORDATA-D
COMPANY's % i SUSTAINABLE

TRANSFORMATION | ACRREUS R L PERFORMANCE

SALOMON 16



2. OUR PATH TO A RESPONSIBLE TOMORROW

OUR 2025 COMMITMENTS

01 ACT FOR MORE

INCLUSIVE PARTICIPATION

O2 ACT FOR THE FUTURE OF

SPORTS

O3 ACT FOR A POSITIVE
WORKPLACE

04 ACT FOR FAIR

CHANGE OUR TOMORROW

Transforming people into agents of positive change

CHANGE WITH

A\ ‘ COMMUNITIES
& A

Invest 196 of our turnover to inform our communities

Achieve the goals set in our Salomon Sports Pledge for
responsible events and athletes

Be ranked among the top 25% of companies for
employee engagement

Dedicate 2.5% of payroll spent on learning &
development

10096 social compliance from our suppliers

O6 DRIVE RESPONSIBLE
PERFORMANCE
& INNOVATION

O7 DRIVE BUSINESSES
WITH A POSITIVE IMPACT

O8 DRIVE A CLIMATE-
COMPLIANT PATH

CHANGE WITH
INNOVATION

10096 of new products designed according to one or
more circular economy principles

Science-Based Target: 509 absolute reduction of our
scope 1 & 2 carbon emissions and 309 absolute
reduction of our scope 3 carbon emissions by 2030
from a 2019 baseline, net zero by 2050

10096 chemical and environmental compliance of our
suppliers

PRACTICES « Fair Labor Association accreditation by 2024 S??V[:;I‘:‘IIEES:DEL’JV(‘JESI_\I 100% PFC-free products
1009 PVC-free products
_ _ _ /0% of waste recycled or re-used in our operations
1009 of our teams are trained in sustainable
05 TRANSFORMOUR ?Ce)éecfp?ent 'Ssutes a%ﬁ.shallenge.ts s and
CULTURE o OF OUF sUSEaInabIiLy commitments an 10 DRIVE TRANSPARENCY 1009% of our products display their environmental
advancements are visible on Salomon's own channels performance to our consumers
(website, shops, social networks]
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2. OUR PATH TO A RESPONSIBLE TOMORROW

WHERE WE STAND

Only a massive collective effort will enable us
to face the major challenges of our time.

In this context, we need a clear focus and
mutually agreed principles through the 1/
Sustainable Development Goals (SDGs).

As a responsible brand, we know that we can have a
positive impact on some of the objectives set by the
United Nations. Here are the objectives that we are
tackling with our sustainability strategy, and the
progress we have made so far.

) Svaoaer GLIALS

wam [ ooy
s & Do B i

. On track

amm Started or need progress

SALOMON

2025 objectives __SDG__ 2021 progress

01 ACT FOR MORE INCLUSIVE Invest 196 of our turnover to inform our 3 1
PARTICIPATION communities ! AR
ozacTrORHEFUTURE AR o S s
OF SPORTS b g b 13,15,17 AR
athletes
T 0 Be ranked among the top 25% of 35
W : ,
Ié = 03 ACT FOR A POSITIVE companies for employee engagement AR
]
L § WORKPLACE Dedicate 2.5% of payroll spent on 8. 10
%7 S learning & development / y N
< =
T 0 100% social compliance from our
O Q suppliers 8,1 .
04 ACT FORFAIR PRACTICES
Fair Labor Association accreditation by
2024 8,1 .
‘ 100% of our teams are trainedin
sustainable development issues and 4
challenges .
05 TRANSFORM OUR CULTURE 100% of our sustainability commitments
and advancements are visible on 9
Salomon's own channels (website, shops, .
social networks)
J— 2025 objectives _ SDG__
sy
S

06 DRIVE RESPONSIBLE
PERFORMANCE & INNOVATION

s //4

/%

>
07 DRIVE BUSINESSES

WITH A POSITIVE IMPACT

O8 DRIVE A CLIMATE-
COMPLIANT PATH

CHANGE WITH
INNOVATION

O9 DRIVE CHEMICAL & WASTE
REDUCTION

10 DRIVE TRANSPARENCY

100% of new products designed
according to one or more circular 12
economy principles

Science-Based Target: 50% absolute

reduction of our scope 1& 2 carbon

emissions and 309 absolute reduction of 13
our scope 3 carbon emissions by 2030

from a 2019 baseline, net zero by 2050

1009 chemical and environmental
compliance of our suppliers

100% PFC-free products 1e
1009 PVC-free products
/0% of waste recycled or re-used in our

. 12,13
operations
1009 of our products display their
environmental performance to our 12

consumers

Salomon Foundation - 390 families helped, 1.4 M € distributed since its
creation in 1999.

5 successful WMN campaigns.

POW North America partnership signed.

Operational team launched, event’s environmental impact methodology
developed with Air Coop and rolled out on the Marathon du Mont-Blanc 2021
edition.

New commitment plan currently under development.

2.20% of payroll spent on learning & development in 2021

80% of our tier 1 suppliers have achieved gold level in our social audit system.
ASF4.0 local shoe factory in France opened in September 2021.

Salomon is a participating company of the Fair Labor Association throughits
parent company.

On track for accreditation by 2024.

~42% since 2018

Internal communication plan developed, sustainability training plan under roll-out
in 2022 and second Sustainability Week run at the ADC in September 2021.

Index.01: 1.47B est. reach. ASF : 53.3B est. reach
247 posts on sustainability topics (4.88M content impressions)

2021 progress

Responsible product framework established.

FW_e22 apparel collection features 44 % of its products with recycled
materials, 89% of OEKO-TEX® or Bluesign® fabrics.

Index.01 shoe and S/MAX eSkin Nordic skilaunched in 2021. Fully recyclable
products by Salomon (e.g. Index.0O1) roadmap defined.

Existing pilots & local models of repair, second-hand and upcycling.

Science-Based Target officially approved in 2022.

18t full carbon assessment scopes 1to 3 carried out: 240,570 tCO2e in
2019.

Headquarters: decarbonisation plan officialized & and its 1,625 tC02e 2021
emissions offset through REDD+ projects.

Restricted Substance List deployment on track for apparel, footwear
(100% suppliers covered) & accessories divisions. Action plan defined for
winter sports.

On track to reach our 100% PFC-free target by 2025.

Headquarters: 86% recycled or re-used. Under construction in our other
operations.

0% visible to consumers. 10 reference Life Cycle Assessments performed
covering ~50% product range. Ongoing integration of the Higg tool within the
footwear division.

18
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2. OUR PATH TO A RESPONSIBLE TOMORROW

HOW WE RUN OUR EFFORTS

This report will show through multiple examples that Salomon relies on a dynamic,
passionate and creative community made up of athletes, customers and employees.
They are our boldest ambassadors to inspire people and foster new habits within the
Sports community.

We are happy to promote a shared culture of responsibility and transparency. Our
aim is to constantly move forward and improve our ways. That’s why we think that
adequate and regular training for our employees is an essential part of what we do.
429 of our teams in the Annecy Design Center as well as our retailers have been
trained in sustainable development issues and challenges.

Our internal communication plan includes highlights such as Sustainability Week,
Climate Week, and regular program updates through live events. The progress of our
sustainability program is also monitored via our internal social network.

Sustainability has now become a central element of our organization and our way of
thinking. Our governance matches this transformation: our Global Sustainability Team
works hand in hand with the Sustainability Leadership team, composed of 18 people
(Human Resources, Legal, BUs, Health & Safety, Brand & Marketing strategy,
Communications, Packaging, Salomon Foundation...]) across our organization in order to
transversally oversee the sustainable transition of Salomon.

Sustainability steering committees are held once a month, a progress report is
presented to the Salomon Executive Board (S/EB) every month, and a Sustainability
strategic committee at Executive Board level is held on a quarterly basis. An Advisory
Board will be created in 2023.

The program is led by our Global Sustainability & Impact Director and sponsored by our
Salomon Executive Board.

SALOMON

COMPANY
LEADERSHIP

STRATEGIC
DECISIONS

OPERATIONAL
DECISIONS

AWARENESS &
ENGAGEMENT

Salomon Executive Board

Sustainability Strategic
Committee

Sustainability Steering

Committee / Leadership Team

Working groups & Business

Units/Function teams

The rest of Salomon’s teams

MEMBERS

Salomon
Executive
Leadership

Sub-set of the
Salomon
Executive Board

Sustainability

[ eadership Team
[cross-functional
across the board)

Contributors within
business units/
functions/global
Sustainability team

Ultimately...
everyone

FREQUENCY

At least
monthly

4 per year

1 per month

Depending
on area

At least on a
quarterly
basis

“Our Sustainability Leadership Team represents our critical points of

contact within Salomon to bring momentum across the board and address
our sustainability challenges as a collective of changemakers.”

- Marie-Laure PIEDNOIR, Global Sustainability
& Impact Director

19



2. OUR PATH TO A RESPONSIBLE TOMORROW

WHO WE RUN WITH

In 2021 we mapped our stakeholders to identify their
expectations, how we can address them and work
together for a better tomorrow.

LS

“There are a lot of people who have been doing
things differently for a long time to save resources
and energy. Thanks to them, politics, industry and
agriculture are changing. We are at the heart of a
powerful movement that is already bearing fruit.
We just need to hop on board.”

- Victor GALUCHOT, freeskier

SALOMON

IDENTIFIED EXPECTATIONS PER STAKEHOLDER

ATHLETES

Meaningful support of our athletes’ career paths and aspirations, both in
terms of sports expertise, high-performance equipment and support of
their values and commitments

EMPLOYEES AND EMPLOYEE
REPRESENTATIVE BODIES

Respect for fundamental rights, diversity, equity and inclusion, work/life
balance, and social dialogue

Empowering work organization through attractive brand values,
development plans and career paths

Attractive remuneration and benefits

CONSUMERS, CUSTOMERS
AND DISTRIBUTORS

Authentic and customized consumer experience offering privileged
dialogue with Salomon outdoor communities

Best-in-class consumer journey in line with outdoor industry standards,
including consumer data privacy and information reliability
Transparency about practices & products

SHAREHOLDERS AND
FINANCIAL COMMUNITY

Relevance and consistency of strategy

Financial performance, value creation and return on investment
Equal access to information, accurate, precise and fair financial
disclosure

COMPETITORS, PEERS
AND PROFESSIONAL
ASSOCIATIONS

Constructive dialogue and collaboration on matters of general interest
Raise awareness on sustainability challenges to private sector actors
Contribution to moving the outdoor industry towards better practices

SUPPLIERS
AND BUSINESS PARTNERS

Value-based business relationship
Support and guidance
Respect for payment deadlines and fair-trade conditions

COLLABORATING PARTNERS
(INCLUDING SCHOOLS
AND UNIVERSITIES,
INNOVATION ACTORS)

Professional integration, mentoring, coaching, feedback
Support the development of outdoor-related expertise
Transparent participation in public debate

Support research, innovation and start-up ecosystems

CIVIL SOCIETY, LOCAL
COMMUNITIES AND NGOS

Participation to local economic & public life through local anchorage and
proximity

Positive impact on individuals and society

Reduction of Salomon’s environmental footprint

Transparency and reliability of information

PUBLIC AUTHORITIES
AND REGULATORS

Compliance and respect of regulations
Transparent participation in public debate

20



2. OUR PATH TO A RESPONSIBLE TOMORROW

ACUTING WITH OUR INDUSTRY

Salomon is one of the founding members and a board member of Qutdoor Sports e %;\1 osv
Valley (OSV) - the French Outdoor Industry organization that was created in 2009 A Olidoot Siiorts

- actively cooperating together with other outdoor brands for several Yo

environmental initiatives such as setting up a common repair center for apparel and
seeking alternatives to PFC for DWR treatments.

In 2020, Salomon contributed to the Outdoor Sports Valley Vision Working Group
to the OSV Sustainable Development Strategy 2030, and in 2021 to the
French outdoor sector carbon footprint and quide deliver developed by OSV with
Utopies and sponsored by ADEME.

Salomon sits at the board of the European Outdoor Group.

Salomon actively participates in the conversations and development of

the European outdoor industry. In particular, the company contributes \‘ﬂ E%HTGDPSQE
to the group’s Sustainability working group as well as its Sustainability Advisory =AM crouv
Council and sits at the EOG Board.

Salomon USA is located in Ogden, Utah, and is a member of the Outdoor Industry
Association (OlA), a trade association for companies in the outdoor recreation

business that provides services for manufacturers, distributors, suppliers, sales OUTDOOR
representatives and retailers in the outdoor industry. In addition, Salomon, INDUSTRY
together with Arc’teryx, is a voting member REsociATION

of the OIA’s sustainability working group and continues to sit on the steering
committee of its chemicals management working group.

Salomon is also an active member of the Federation of the European Sporting
Goods Industry (FESI), the Sustainable Apparel Coalition (SAC] and the French
Union Sport & Cycle (USC).

OQ Sustainable

Apparel Coalition

44 UNION SPORT & CYCLE

SALOMON

“If You Want To Go Fast, Go
Alone. If You Want To Go
Far, Go Together.”

Using the famous quote as a guideline, Salomon actively
contributes to the development of the outdoor industry as
a whole. The company is involved in all several major
international and local outdoor organizations.

21


https://www.outdoorsportsvalley.org/
https://librairie.ademe.fr/changement-climatique-et-energie/5418-realisation-de-bilans-de-gaz-a-effet-de-serre-et-strategie-climatique-associee.html#/44-type_de_produit-format_electronique
http://www.europeanoutdoorgroup.com/
https://outdoorindustry.org/
https://fesi-sport.org/
https://apparelcoalition.org/
https://www.unionsportcycle.com/

CHANGE WITH
COMMUNITIES

SALOMON



We want to empower our communities to
reshape what outdoor sports experiences
will become for the greater good, taking a
leap ahead in terms of inclusivity and
sustainable practices.

23



Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

SALOMON

Through education, we provide people with knowledge, inspiration
and solutions for more responsible ways of playing outside.

OUR 2025 OBJECTIVES

e jnvest 196 of our turnover to inform our communities

OUR PROGRESS SO FAR

e Salomon Foundation - 390 families helped, 1.4 M € distributed
since its creation in 1999

e 5 successful WNMIN campaigns

e POW North America partnership signed

24



Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

OUR FRAMEWORK
FOR MAKING AN IMPACT

We believe that a deeper connection with
nature and people makes us all better, and

that outdoor sports experiences have the , SALOMON FOUNDATION
power of transforming people into agents of ~ MOUNTAIN ACADEMY

positive change.

MOUNTAIN SAFETY

This is why we want to drive change
together with our communities for more & SOLIDARITY
inclusivity in outdoor sports experiences. The
more people become empowered,

the more we can change our tomorrow.

Focusing on education, we have developed an
impact framework around 2 key action
levers.

KNOWLEDGE
& EDUCATION

SALOMON



3. CHANGE WITH COMMUNITES

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

A SPIRIT OF SOLIDARITY

Since the beginning, the Salomon brand has shared its values with those who have
dedicated their lives to playing in the mountains. Often synonymous with fun moments
and achievements in the sun and snow, the mountains can also be dangerous and
unpredictable, surprising even the best mountain professionals.

FONDATION
SALOMON

Sous I'égide de la Fondation de France

Each year, a number of professionals are victims of serious accidents that prevent
them from dedicating their lives to the mountains. In other cases, they suffer such
injuries that they are unable to continue their profession.

The Salomon Foundation was created in March of 1999 in a spirit of reciprocity and
solidarity, under the guidance of the Foundation de France, the Salomon family and the

Salomon Society. The goal is to help mountain professionals and competitors in need. 3 9 0

Its mission is to facilitate the daily life and help the social and professional reintegration peop|e he|ped Since
of riders and mountain professionals who are physically disabled as a result of an

accident or a disease. The Salomon Foundation also provides support to the families of 1999

those who have passed away.

1.4 ME

Distributed to

“For Salomon, supporting the Salomon Foundation is a way families and
of affirming its solidarity with the environment and the . .
mountain community by providing financial assistance and adSS0CIa t' ons

moral support to the victims.”

WHERE DOES THE MONEY COME FROM?
_ I\/\arie ACCAMBF\)AY _ Salomon Foundation DireCtOr The Salomon Foundation is mainly financed thanks to
donations of the Salomon society, ski schools and
guide companies, but also donations made by private
individuals.

SALOMON


https://www.fondation-salomon.org/fr
http://google.fr/

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

CARING ABOUT MOUNTAIN SAFETY

The health and safety of everyone who ventures outdoors is
something we care strongly about, which is demonstrated by the
Salomon Mountain Academy programs or by some of the events
we support, such as the Safety Shred Days.

Backcountry skiing is one of the last bastions of true freedom,
where the decisions made and the risks accepted are mostly up
to the individual group. With that, however, comes a large
responsibility. The consequences of those risks—whether it is a
life-changing untouched powder run, or a potentially deadly
avalanche—are also born exclusively by you. Avoiding dangerous

situations, or surviving them should the worst happen, requires
knowledge and experience.

This is the thinking behind Salomon’s snow safety course,
Mountain Academy On Snow, a unique program that helps you

obtain the safety skills you need for autonomous backcountry-
skiing in the mountains.

SALOMON

“The Safety Shred Days is an event adapted to young people to train them in

MOUNTAIN
ACADEMY

avalanche rescue technigues and have a good time.”
- Victor DAVIET, Pro snowboarder, filmmaker and event organizer
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https://maos.salomon.com/
https://www.facebook.com/safetyshredays/

3. CHANGE WITH COMMUNITES

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

HELPING IN TIMES OF EMERGENCY

In a fast-moving environmental and social context of recurring crises, we have a
responsibility to support our communities facing emergency situations.

IN 2020

We helped individuals affected by the pandemic by donating 50% of the profits from
our new limited-edition summer 2020 Golden Trail Series running footwear, apparel
and gear to a COVID-19 emergency appeal operated by the International Committee of
the Red Cross.

Salomon, through its parent company, also endorsed the ILO (International Labour
Organisation) Call To Action. The objective was to protect garment workers’ income,
health and employment and to support manufacturers to survive the economic
disruption caused by the COVID-19 pandemic.

Lastly, Salomon designed 90,000 masks at the request of its distribution partner,
Chamatex. The masks were mainly used by local municipalities and industries with high-
risk work environments.

IN 2021
We supported 2 non-profit organizations that help empower Afghan women through
sports: Free to Run and Ascend.

IN 2022 SIEDN “We are very thankful to have the support of Salomon in these difficult

We organized a sports gear and clothing donation from Salomon employees to the times to help counter the effects of COVID-13 in the most vulnerable
Ukrainian border thanks to Baud Industries, and we made a financial donation to the e communities affected by war and violence.”

French non-profit Corridor Citoyen helping people fleeing Ukraine. |CRC
We also supported Snowboarders of Solidarity, an association created by Victor

Daviet to help refugee | displaced | persecuted snowboarders keep their dream alive,

starting with the Afghan Snowboard Team.

GOMIQ\
7VN0\

- Adib NAHAS, Head of Resource Mobilization Division at the ICRC
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https://freetorun.org/
https://www.ascendathletics.org/
https://corridorcitoyen.org/
https://snowboarders-of-solidarity.com/
https://www.icrc.org/

3. CHANGE WITH COMMUNITES

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

NURTURING LOCAL AND
GLOBAL ORGANIZATIONS
FOR OUR PLANET

Since 1947/, Salomon’s headquarters have been
located in the area of Annecy, a picturesque
lakeside town in the French Alps, where many of
the company’s employees come from.

As one of the world’s great outdoor meccas, the
company has always believed in supporting the
local eco-system, including local associations and
events run by schools and universities.

With its global footprint and communities across
the world, Salomon is also committed to
supporting global and local associations that are
aligned with Salomon’s values. Every year,
Salomon helps more than 50 non-profit

organizations by donating products and financial
support.

SALOMON

The Conservation A

¢
Alliance
3 Outdoor Business Giving Bac

Back to the Outdoers

Salomon is a member of the It’s Great
Out There Coalition, whose mission is to
get Europe active in the outdoors and
g /6 work with people and organizations
at the grass roots of society to achieve
that, together delivering positive
experiences that transform lives.

The Conservation Alliance, located in
the USA, is an organization dedicated to
Supporting grassroots citizen-action
groups and their efforts to protect
outdoor areas. Salomon continues to
donate to the alliance every year.

PROTECT OUR WINTERS

POW

Salomon is a member of Protect Our

GLOBAL

european outdoor
conservation association

Winters USA & Canada. Protect Our . .
. . . Like many outdoor companies, Salomon
Winters is a passionate community of

) , is a member of the European Outdoor
enthusiasts, professional athletes and . .
) " Conservation Association [EOCA) and
industry brands uniting the outdoor .
. . donates to the organization every year.
community to advocate for policy : . :
. . EOCA is a group of businesses in the
Solutions to climate change. Many of .
European outdoor industry that have
Salomon athletes are advocates of

come together to invest directly into
POW, such as Mike Douglas [chair of g rtoinv irectly i

ti iect dth Id
POW Canada) or Jessie Diggins [board c%n:srev?folsg tpo rg?/(; gaacr/f Ltjg . hleV;Zrt
member of POW USA).

outdoors.

%Y1 FONDATION

UNIVERSITE SAVOIE
MONT BLANC

Salomon is an historical partner of the
Fondation Universite Savoie-Mont-
Blanc, where we support several
educational programs, involving Salomon
leadership as sponsors. In 2021
Salomon became a founding member of
the CLEE academic program to develop
environmental economics.

Salomon has been supporting the
Outdoor Sports Valley philanthropy
program We ACT since 2018.

S0

Salomon is a founding member
of IDEE, a local nonprofit based
in the Auvergne-Rhéne-Alpes
region which joins forces with
several other local businesses
aiming to promote innovation
and action towards
environmental economics.
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https://weact-osv.globedreamers.com/
https://www.fondation-usmb.fr/
https://www.fondation-usmb.fr/chaire-economie-de-lenvironnement/
https://idee-asso.fr/
https://protectourwinters.org/
https://itsgreatoutthere.com/
http://www.conservationalliance.com/
https://www.eocaconservation.org/

3. CHANGE WITH COMMUNITES

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

OUTDOORS FOR ALL

As a leader in our sports, we want to drive change with our communities for more
inclusivity in outdoor sports experiences.

Our teams in the USA are very involved in inclusion matters. For instance, we co-hosted
a webinar on diversity, equality and inclusion with the Running Industry Diversity
coalition. \We also support a number of non-profits that help causes for women and
minorities to have more access to our sports, such as Hike Clerb, &Mother, Share
Winter, Trail Sisters, Colour the Trails, and Shejumps.

In Europe, our Spanish teams supported Skyrunners Kenya with a donation of 1,000
pairs of shoes and sponsored mental and physical condition causes through a donation
to ELA - Espana - Asociacion Europea contra la Leucodistrofia, and a Strava
contest for Institut Guttmann. Our German teams contributed to Run For Hope, a
running event for mentally challenged people.

- ot SR 4:.*\.-\)» L %4
Image credits: Hike Clerb

WMN CAMPAIGNS

OUTDOOR CEO DIVERSITY PLEDGE

T H E Vaid, Salomon is a signatory of the Outdoor

CEQO Diversity Pledge, which connects
leading outdoor brands with inclusion
advocates to advance representation for

With our 5 Salomon WMN campaigns run from
2019 to 2021, we aimed to promote women's
freedom and challenge stereotypes of women in
the outdoors. With over 3.4 million views, the
WMN Campaign is, to date, the most watched
campaign we have produced. We will continue to

PLEDGE.

people of color across the industry. et stand against gender biases.

Her Way film
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https://www.runningdiversity.com/
https://www.hikeclerb.com/
https://andmother.org/
https://www.sharewinterfoundation.org/
https://trailsisters.net/
https://colourthetrails.com/
https://www.shejumps.org/
https://www.elaespana.com/
https://www.guttmann.com/en
https://www.insolidarityproject.com/the-pledge
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwi-hKvq4uT6AhUHNRoKHdq2CGwQwqsBegQICBAB&url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DLRUFbwvhfag&usg=AOvVaw0IF_KtwmknFJbe5c8VKFpR
https://www.hikeclerb.com/about

3. CHANGE WITH COMMUNITES

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

OUTDOORS FOR ALL

Our sport accessibility project with the French start-up
Hopper aims at making running accessible to as many
lower limb amputees as possible. The project is the
brainchild of Jéréme Bernard, a disabled athlete, and
engineering students from the IMT School of Mines in
Albi, who have manufactured blades using aircraft
carbon offcuts from Airbus A350s.

Teams from Salomon's footwear division put their
expertise to good use for this project by developing
innovative soles to equip these prosthetic running
blades, the price of which should not cost more than
2,000 euros (as opposed to more than 5,000 today).

‘On My Own Two Feet'’ is the story of Sarah, Luca,
Christophe, Boris, Jérome and Michel, & amputees aged
from 19 to 64 that ascended a 3,000-meter peak in
the Alps using Hopper prostethic blades.

SALOMON

“The reason | run is to advance a cause. It’s a personal challenge, of
course, but it’s also something bigger than me. This idea it to open up our
horizons and make possible what seems impossible”

- Boris GHIRARDI - ‘Pied de Robot’ (Robot Foot) and Salomon athlete

31


https://hopper-accessibility.com/
https://www.youtube.com/watch?v=tsnqkwOvZSw
https://hopper-accessibility.com/

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

OUTDOORS FOR ALL

Salomon supports 2 Annecy-based nonprofit
organizations:

Riders for refugees created by international

3 7, 31"\1 1.3t ‘gn I,'.?'En

Snowboard athletes to gather resources from = e ocwr...,,_._"w,r
: , : Sl ANl &

the outdoor industry and its community to | ,5"1'”-‘%,;;‘ 7&%;‘1:5::;?;..

help refugees by collecting and donating warm e :1“?";'3;“”"

. : L= e .. B

clothes, and Yambi which helps refugees w °-°v=J;;%§

integrate through mountaineering sports. \'yﬂ"’fﬂs 1ER 12:':53'
. REFUGEES | we

. UCTUBRE5 .

':ttﬁ DEFOSEZ VOS V TEr TSCHAUD: . OLTGBER
—s N 550 BESO e

RIDERS
FOR
REFUGEES

Z,

SAL OM ON Image credits: Riders for refugees Image credits: Yambi
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http://ridersforrefugees.com/
https://www.yambi-asso.org/
http://ridersforrefugees.com/
https://www.yambi-asso.org/

Ol - ACT FOR MORE INCLUSIVE PARTICIPATION

INSPIRE

We are lucky to sponsor some of the most
committed athletes, who can use their voice to
iNSpire more responsible ways of practicing
outdoor sports and influence the broader
community on environmental and social issues.
We support them in their creative projects, like
with Salomon TV, as well as personal aspirations.

THE KIDS ARE GONNA BE ALRIGHT

POWE satomon § T

tv.solomon.com

“My goal to summit 100 mountains over three
years without the use of fossil fuels, instead
powered only by electricity, my legs and my
lungs, will hopefully show people that different
approaches are possible.”

& N °
- Greg HILL (backcountry legend) C O N s C I EAC E

S'Intéressor au probléme est déja une partie de la solution

EMon.mt,ain

HESTRRA sawomontv Gazette ===

e s W O Jale Teahnet [ ben Lty Lmbunt it vy Ve ma ey unaia vy g™ -
O sttt IR o Lo Jwer add py G lacca Pyt pSiee e M M e

Vapa® sogrve v by oot ol Miwwn U@ g Nrove e Vo bt v 1y o ] >-

g F RETerY )

M wuoe ews i) everide B-. oPEL L rereeses e %. tictactrip .

“Sam & Me” with Mike Douglas and teenager “Gijima” tells the story of In “Ups and downs” freeskier
Sam Tierney, explores how to overcome climate Sinovuyo Ngcobo, a South Drew Petersen opens up on
change anxiety and find hope through skiing, African athlete who found a way how mental health issues have
while the Conscience film and series by French to pursue his passion thanks to challenged his skiing practice
freeskier Gaétan Gaudissard raises awareness LIVZ2Run, an NGO that empowers and how skiing has helped him
about the climate crisis and proposes solutions people as athletes through overcome tough times.

as an athlete and a citizen. running.
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https://www.youtube.com/watch?v=Cq4E4fDISzI
https://www.liv-village.com/liv2run/
https://www.youtube.com/watch?v=itPEPpiMojc&list=PLpskfzTlpo4i8z_UuEIe_zv7_nO6__Rwo&index=14
https://www.youtube.com/watch?v=zmMkfi8fGcA
https://www.youtube.com/watch?v=d5ssGdiWXac&list=PLpskfzTlpo4i8z_UuEIe_zv7_nO6__Rwo&index=10

02 - ACT FOR THE FUTURE OF SPORTS

We are committed to supporting our athletes and events in
their efforts to adopt more responsible sports practices.

OUR 2025 OBJECTIVES OUR PROGRESS SO FAR

e Achieve our Salomon Sports Pledge goals e (perational team launched, event’s environmental impact methodology
developed with Air Coop and rolled out on the Marathon du Mont-Blanc 2021
edition.
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02 - ACT FOR THE FUTURE OF SPORTS

OUR SALOMON SPORTS PLEDGE

EVENTS

One of Salomon’s strengths is its genuine
connection to a loyal base of outdoor
enthusiasts who practice our sports

and share our love for nature.

But this also means that we leave a footprint
through the practices we promote.
Acknowledging this, we have committed

to our Salomon Sports Pledge,

our 2025 goals aiming to promote
sustainable sport development through
protecting the planet, supporting

our athletes & communities of practitioners
to adopt more responsible practices and
ifestyles, while supporting the communities
that welcome our events

and practices.

‘ v

satomon N =

To develop the pledge, we were supported

by a team of athlete ambassadors led

by MIKE DOUGLAS and an operational team
of Salomon employee ambassadors.

SUPPORTING THE KILIAN JORNET KILIAN what we commit to as Community what we SUppor t for our athletes,
T ERENDLY PLEDGE !...; JORNET event organizers & what we support and recommend for our communities of
as event coordinators & sponsors practitioners
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https://www.salomon.com/sites/default/files/sustainability/2022-09/Salomon_Sports_Pledge_Sept_2022_0.pdf

02 - ACT FOR THE FUTURE OF SPORTS

SALOMON SPORTS PLEDGE: OURWAY FORWARD

“Salomon athletes have always pushed their sports in new
directions and, when it comes to sustainability, many of them have
been instrumental to the overall commitments the brand has made

in recent years. They have reduced their personal carbon
footprints by altering their means of transportation and even
dedicated their time to educating the next generation on climate
issues. |t makes perfect sense for us to partner with them so that
we are all being more mindful of the environment in the work we do
together.”
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- Julia REZZI, Salomon Key Accounts Manager
- Member of the ‘Change our Sports’ Salomon
operational team and trail runner
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3. CHANGE WITH COMMUNITES

O2 - ACT FOR THE FUTURE OF SPORTS

OUR PROGRESS SOFAR
2021
2022
e . . . . . >
July: August: March: Fall:
Salomon Operational Workshop s Ultra Spirit & Grand Trail
Sports team is born! W with IBU on potr Un tral de Serre-Poncon impact
Pledge launch o S5 responsible events 2s/08/2022 measurement
CINEMA LE VOX
!J
IBU
CALOMON October:
Fall: events’ environmental AUaUSE: Mike Douglas becomes
impact methodology Tai . .UT/\/IB . our Pledge ambassador
developed with Air Coop and Francois D'Haene
rolled out on the Marathon du
Mont-Blanc 2021 edition
SALOMON
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https://youtu.be/SqbjMG39GY8

03 - ACT FOR POSITIVE WORKPLACE

We are committed to promoting the well-being
and empowerment of our teams.

OUR 2025 OBJECTIVES OUR PROGRESS SO FAR

NN =N g=lglgClo Rz 1alolgloRugl-Rue]oN=sal Nolliololspe L= 1gl s R aN=lap]olle)Y=1=R=1alo 1o =1agl=Ia|u » \lc\w commitment plan currently under development
e Dedicate 2.5% of payroll spent on learning & development o 2209 of payroll spent on learning & development in 2021
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3. CHANGE WITH COMMUNITES

O3 - ACT FOR POSITIVE WORKPLACE

OUR SALOMON FAMILY

We are a team of 1650 outdoor sports lovers around the world, half of them based at

the Salomon Annecy Design Center, our basecamp in the French Alps.
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Salomon is committed to providing opportunities for continuous development and
training opportunities for all its employees around the world. At the Annecy Design
Center, for example, 10,000 hours of training have been provided to /700 employees,

and approximately 1,000 training programs have been completed.

Salomon is an equal opportunity employer, scoring 87/100 on the French Gender

equality index score in 2021.

In North America, Salomon is partnering with Broadbean, expanding and ensuring a
diverse pool of candidates in every step of the hiring process. In 2021, our Australian
management team attended a workshop hosted by the Koorie Heritage Trust, a First

Nations nonprofit that provides further understanding of the country’s history,

culture and systemic racism.

SALOMON

Promotion gap

Pay gap

% of increased women
returning from maternity
leave

Gender under-
represented in the 10
highest eamners

Individual increase gap

Gender equality index

“As an outdoor-loving family, our crew is passionate about
sustainability. Sustainability has been identified as a strategic pillar
of our renewed triennial training plan, and a dedicated sustainability

training plan has been created to both align with the company’s
strategy and respond to employees’ demands.”

- Anna GARCIA, Employee Experience Project Manager

& HR Sustainability Lead
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https://koorieheritagetrust.com.au/

3. CHANGE WITH COMMUNITES

O3 - ACT FOR POSITIVE WORKPLACE

HEALTH & WELL-BEING A permanent nurse’s office is available
on-site, and regular events around well-being are offered to
employees (sophrology, mental health advice, etc.).

WORK COUNCIL The ADC regroups 37/ sports and cultural clubs
with around 900 members.

FITNESS ROOM & SPORTS CLASSES The ADC has a 1M0O-square
meter fitness area where 1/3 of the employees exercise on a regular
basis (before work, during lunch, or at the end of the day). Thereis
also a studio where employees can attend yoga, pilates or gigong
classes led by an instructor 4 days a week.

TRANSPORTATION A secured bike parking area with 136 spaces
and 10 electric vehicles charging stations are available for
employees.

RESPONSIBLE CATERING Every day, more than 600 meals are
served in the employee restaurant with vegetarian options and 25%
of the food is organic..

LOCAL OUTDOOR EVENTS Salomon employees frequently take
part in local sports events in Salomon’s hometown of Annecy,
France. In 2019, the Salomon Foundation’s sponsored team of 140
employees ran the Salomon GORE-TEX® Maxi Race. In 2021 a
canoe-rafting session around water pollution in the local Fier river
was run with Surfrider Foundation, and in 2022, the teams
participated in the Martin Fourcade Nordic Festival and the
Company Cup.

SALOMON

3 A

SR, e

Life at the Annecy Design Center
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https://surfrider.eu/

03 - ACT FOR POSITIVE WORKPLACE

TEAMITALIA

TEAM PARAGLIDING TEAM INCLUSION

TEAM MALAYSIA MOUNTAIN BIKE

TEAM USA

SALOMON’S DAY OUT
In June 2022, all Salomon teams worldwide were given a day out to
spend together exploring the new brand purpose ‘Tomorrow IS Yours’
through empowering outdoor sports experiences around performance,
sustainability, inclusivity or inventiveness. Salomon teams from all
over the world climbed, hiked, paraglided, spent a day with an
association for refugees, disabled or socially-disadvantaged people,
re-invented winter sports in summertime, and the list goes on and on.
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04 - ACT FOR FAIR PRACTICES

We are committed to making a positive impact
on our local communities and partners.

Image credits: arc’teryx

OUR PROGRESS SO FAR

80% of our tier 1suppliers have achieved gold level in our social audit

social compliance standard system
e Become Fair Labor Association accredited by 2024 e Salomon is a participating company of the Fair Labor Association
through its parent company. On track for accreditation by 2024

o ASF4.0 Ilocal shoe factory in France opened in September 2021

SALOMON 42


https://arcteryx.com/fr/fr/explore/supply-chain-partners

04 - ACT FOR FAIR PRACTICES

OUR SOCIAL COMPLIANCE MONITORING PROGRAM

We are conscious that factories belonging to our supply chain must constantly
improve in terms of social rights and environmental impact. Therefore, we have
a responsibility to support our partners and focus on protecting human rights,
improving labor conditions and transparency in our supply chain. This is why we
have set up an extensive social compliance monitoring and improvement plan to
meet the highest environmental and social standards.

To support and ensure that our business partners and manufacturing facilities
are in compliance with our standards, a Social Compliance Monitoring Program
has been implemented, under which new and

existing Salomon suppliers (as well as our own manufacturing facilities)

are audited through a third-party audit program. This is steered by our sourcing
office in Hong Kong, whose team has been trained on a social

and environmental management system program (SAS8000).

The company reviews and analyzes the audit findings to identify capacity-
building training opportunities. Suppliers that receive “full compliance” status
are presented with a trophy.

Through its parent company, Salomon also cooperates with various NGOs such
as Better Work for the Better Factories Cambodia program and regularly
attends the ILO’s Better Work workshops.

In case of an Ethical Policy violation, our employees at Salomon and partners in
our supply chain can raise concerns and issues through our confidential,
anonymous and third-party operated reporting channel, WhistleB.

SALOMON

|
S ——

Image credits: arc’teryx

OUR STANDARDS

Our standards have been developed to
guide our ethical business through a set
of group-wide reference documents:
Code of Conduct, Ethical Policy,
Social and Environmental Compliance
Benchmarks, Slavery and Human
Trafficking Statement, and Material
Compliance Policy.

FAIRLABOR ASSOCIATION

Through our parent company, we have
been a member of the internationally
recognized Fair Labor Association
(FLA) as a Participating Company since
June 2020 and plan to be accredited
by 2024.

Fair
Labor
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https://report.whistleb.com/en/Amersports
https://amersports.com/sustainability/ethics-and-compliance/code-of-conduct/
https://amersports.com/sustainability/ethics-and-compliance/sustainable-procurement#ethicalpolicy
https://amersports.com/sustainability/ethics-and-compliance/sustainable-procurement#benchmarks
https://amersports.com/sustainability/ethics-and-compliance/sustainable-procurement#statement
https://amersports.com/sustainability/ethics-and-compliance/products-and-materials#materialcompliance
https://www.fairlabor.org/
https://arcteryx.com/fr/fr/explore/supply-chain-partners

04 - ACT FOR FAIR PRACTICES

KNOWING OUR SUPPLY CHAIN

Our global supply chain is a complex network with proprietary
operations, supplier partners and employees in different
countries who all work diligently on the company’s products.

TRANSPARENCY

To ensure robust knowledge and traceability of our supply
chain, we developed our transparency map based on
Sourcemap’s solution. Our map of owned sites and Tier 1
suppliers will be released early 2023.

Our suppliers’ list is available through our parent company
here: Finished Goods Suppliers List
and on Open Apparel Reqgistry.

SALOMON

SALOMON PRODUCTS ARE MANUFACTURED
ACCORDING TO THE FOLLOWING SCHEME:

OUTSOURCED
by EXTERNAL SUPPLIERS,
mainly Asia:

80%

of the Salomon brand’s global revenues
generated from
footwear, apparel, gear, snowboard,
etc. product lines

In European facilities
OWNED OR OPERATED BY

AFFILIATED AMER SPORTS group
companies:

20%

of the Salomon brand’s global revenues
generated from
ski, alpine boot,
pole, etc. product lines

NCINw 1VS
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https://www.salomon.com/sites/default/files/sustainability/2022-09/AS-finished-goods-suppliers-2022_0.pdf
https://openapparel.org/

04 - ACT FOR FAIR PRACTICES

MONITORING OUR SUPPLIERS’ SOCIAL AND
ENVIRONMENTAL PERFORMANCE THROUGH HIGG

The Sustainable Apparel Coalition (SAC) is the apparel, footwear and home textile
industry’s foremost alliance for sustainable production. In 2015, Salomon made a
commitment to join the SAC and to use the Higg Index to measure progress on
environmental and social impacts within the brands and its supply chains. The goal is to
fully integrate these world-recognized tools into our everyday business practices.

Manufacturers use the Higg Facility Modules to measure the social and environmental
performance of their individual facilities at least once each year, with the option of a
verification by SAC-approved on-site assessors. Facility managers can compare their
performance against their peers. The module’s aspirational-level questions give
manufacturers clear guidance on hotspots for improvement and outline current best
practices. The Facility Environmental Module measures environmental management
systems, energy use and greenhouse gas emissions, water use, wastewater/effluent,
air emissions (if applicable), waste management and chemical use and management.

SALOMON

Softgoods:
99%

of our 'I'l apparel, gear and footwear
factories are using the Higqg index
facility module

Hi
Incig)g( é
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3. CHANGE WITH COMMUNITES

04 - ACT FOR FAIR PRACTICES

SOCIAL & ENVIRONMENTAL COMPLIANCE MONITORING KPIs

SOCIAL COMPLIANCE AUDIT RESULTS

All partner factories annually audited since 2007/

80% of our factories score above /5% in our audit framework

SALOMON’S BREAKDOWN OF AUDIT FINDINGS

2021 STATUS IN % (AS OF DEC. 31ST)
Monitoring &
documentation
1%

Environmental &
chemical safety
139%

SALOMON

Working hours
23%

HIGG FEM/FSLM ADOPTION STATUS IN 2021

APPAREL, GEAR & FOOTWEAR - TIER 1

Salomon T1FEM 11 vFEM T1FSLM T1VvFESLM
Apparel & Gear 99% /3% 61% 35%

Footwear 10096 65% 2096 2096

Sub-total 99.8% 6/% 28% 2 3%

APPAREL, GEAR & FOOTWEAR - TIER 2

Salomon T2 FEM T2 vFEM T2 FSLM T2 vFSLM
Apparel & Gear 849% /6% 69% 63%

Footwear 83% /3% 539% 519

Sub-total 849 /4% 56% 549

Compo & Longway EON T1 suppliers completed

WINTER SPORTS - TIER 1

the HIGG FEM self-assessment as a pilot.
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04 - ACT FOR FAIR PRACTICES

LOCALIZING OUR PRODUCTION:
THE ASF4.0 NEW PARADIGM

Salomon teamed up with Chamatex, a long-time local textile production partner,

to develop ASF 4.0, a smart factory dedicated
to the automated production of sports shoes in Ardoix, France.

“Being as close as possible to our consumers and having
the capacity to respond to their demands more quickly
aligns with Salomon’s vision of responsible innovation.

This is the perfect opportunity to bring some of our
production closer to home and transfer shoemaking skills
to France, while lessening our carbon footprint during the

development and transportation processes.”

- Guillaume MEY ZENQ, Senior Vice-President SALOMON
Running, Outdoor & Sportstyle

SALOMON

ANNECY
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05 - TRANSFORM OUR CULTURE

We are committed to building a culture of responsibility
and sharing around our sustainability challenges and actions.

OUR 2025 OBJECTIVES OUR PROGRESS SO FAR

100% of our teams are trained in sustainable development issues and « 42°29% employees trained since 2018. Internal communication plan developed,
challenges sustainability training plan under roll-out in 2022 and second Sustainability

100% of our sustainability commitments and advancements are visible on Week run at the ADC in September 2021.

Salomon’s own channels (website, shops, social networks)  Index.0O1:1.4/B est. reach. ASF : 53.3B est. reach
« 247 posts on sustainability topics (4.88M content impressions)

SALOMON 48



05 - TRANSFORM OUR CULTURE

We believe proper communication can go a long way in establishing authentic and
credible dialogue with our communities. Our communication approach around
sustainability started with the intention of communicating the small steps we
take to achieve bigger things and has now evolved into a more structured way of
sharing our progress.

Sharing with Sharing with
media, press relations and social media the Salomon family

-
Salomon ANNOunces S|n.ce 2020, we .havglset up
Index.o1, Fully Recyclable an internal sustainability
gﬁrformance Running communication plan with
oe

regular live events such as
Climate Week, Sustainability
Week, Earth Week or Waste

E”"\ Tim Newcomb Contributor G
=0

We have developed 8 episodes of our Sustainable Stories, a YouTube

series hosted by Tim Sweeney, Head of Global Communications and

Brand Narrative, showing our sustainability progress with the help of our 2 Week, combined with a CLIMATE
employees, athletes and partners. Tim shared his experience of crafting dedicated community on our WEEK
genuine dialogue around sustainability during the SIA Climate United internal Yammer network. NYc
Week in 2021 and the Mountain Travel Symposium e
in 2022. ,A ) R
As part of our influence and social media strategies, we have set up 1 HOR . Sharing with our professionnal
targets for the amount of sustainability-related posts per year and have i 33 communities

defined sustainability-related criteria to select influencers we want
to work with.

As part of our various industry memberships, we
are maintaining continuous dialogue with our
professional communities to share and develop a
collective culture around sustainability in the
outdoors.

SALOMON


https://www.youtube.com/playlist?list=PLpskfzTlpo4jB6OGRuISUzf0psTfjMXUs

CHANGE WITH
INNOVATION

SALOMON



We want to act as a catalyst by
combining the innovative forces
found throughout Salomon’'s
community of partners, innovators,
designers and athletes to co-create
the most responsible high-
performance products and
businesses.
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06 - DRIVE RESPONSIBLE PERFORMANCE & INNOVATION

We are committed to reducing the environmental impact of all our
products by reconciling responsible innovation and performance.

OUR 2025 OBJECTIVES OUR PROGRESS SO FAR

IO OF el ilal=1ASY:]slslo]aN elgolo (Vo1 d=R"| N ol=Xo =1 [e]gl=]s K=]olols]go! [gloRusNolal-Ro]dualslg=Xel/il © Rcsponsible product framework established
our circular economy principles « FWZ22 apparel collection features 449 of its products with recycled
materials, 89% OEKO-TEX® or Bluesign® fabrics

* Index.01shoe and S/MAX eSkin Nordic skilaunched in 2021

* Fully recyclable products by Salomon [e.qg. Index.O1) roadmap defined
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4. CHANGE WITH INNOVATION

O6 - DRIVE RESPONSIBLE PERFORMANCE & INNOVATION

OUR VISION

In order to drive our circular ambitions, since 2020, we have developed a
comprehensive 3-level responsible product framework, based on the Ellen Mac Arthur
Foundation principles for circular fashion. In this vision, products are:

made from safe & recycled or renewable inputs,
used more, and made to be made again.

A SCIENCE-BASED ECO-DESIGN APPROACH

Toinform our design decisions, we rely on 2 principles:

1. Know where to act, by evaluating our environmental impact through a science-
based approach of lifecycle assessment, as described in section 10 - Drive
transparency’.

2. Apply circular design solutions through:

Product eco-design: see Progress & Champions examples in section

Preferred material strateqgy: see pages ‘Shift to low-impact materials’ in section ‘06

- Drive responsible performance & innovation’ and see section ‘09 - Drive chemical &

waste reduction’

c. Recyclability solutions: see section ‘O6 - Drive responsible performance &
innovation’

d. Collaborative innovation: see pages ‘Collaborating together’ in section ‘O6 - Drive
responsible performance & innovation’

e. Circular business models: see section ‘O/ - Drive businesses with
a positive impact’

o o

SALOMON

PROGRESS
Products showing
distinctive progress in
eco-design

e.g. MTN touring range
FWZ22

CHAMPIONS OF RESPONSIBLE
INNOVATION AND PERFORMANCE
Salomon’s north star products,
expressing our highest ambitions in

: recycling, clean sourcing and durability
L. e.g. Index.01 shoe

BASICS FOR ALL
Incremental improvements applicable to
all our products: more sustainable
materials, chemicals and packaging, etc.
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06 - DRIVE RESPONSIBLE PERFORMANCE & INNOVATION

ECO-DESIGNING AN ALPINE BOOT: THE MTN SUMMIT PURE

In FWZ22, Salomon totally renewed its MTN ski touring range with a
comprehensive eco-design approach.

Notably, the ski bases are made with 100% recycled materials, while the top

sheets are made with 309%.

The ski boot soles are made with 50% recycled materials and the shell and cuff

are made with 469 bio-sourced materials.

Overall, the collection is made with up to 40% more sustainable materials

(recycled or biobased).

Also, 100% of the skis are manufactured in Europe, at our Altenmarkt factory

in Austria, and 909% of the ski materials are sourced in Europe.

‘3PROGRESS
V &

SALOMON

CUFF .

46 TO 48% OF THE POLYAMID IS COMPOSED
WITH ORGANIC CASTOR OIL ON S/LAB AND PRO MODELS

100% OF INDEX O1 RUNNING SHOES RETURNED WILL BE
RECYCLED INTO THE PURE MODEL

SHELL .

46 TO 48% OF THE POLYAMID IS COMPOSED
WITH ORGANIC CASTOR OIL

“The highly technical nature of winter sports equipment leaves
little room for design variability, where space is often made to
implement sustainable elements in products. Despite this
challenge, our winter sports teams are now working to develop
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