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ABOUT|YOU®

FOREWORD BY OUR CO-CEO

TAREK MULLER

In 2014, we started our journey into the world
of fashion and e-commmerce, and a lot has
happened since then. While we have grown
to more than 1,000 employees and expanded
into 23 countries, we have always seen our
purpose in empowering people to find and
express themselves through fashion. Here at
ABOUT YOU, this means advocating diversity,
tolerance and acceptance. It is our ambition
to innovate fashion with joy and ease, and to
offer our customers a truly personal, inspiring
and quality fashion experience.

Our approach is to always remain eager to le-
arn and grow, which is also reflected in our
key business objectives. Harnessing modern
technologies and digitizing the traditional
shopping trip, we create a personalized and
unigue experience for desktop and mobile
users, developed with a diverse multi-chan-
nel approach including storytelling.

Since our beginning, we have always seen
our mission as empowering people to ex-
press themselves through fashion. To not be
afraid to stand up for diversity. To be confi-
dent, tolerant and open-minded. But we un-
derstand that our fashion choices also have
a profound impact on our planet and peo-
ple. By using our collective power and voi-
ce, we also want to solve problems outside
our business model. This means taking re-
sponsibility and promoting a culture of cir-
cular fashion. Circularity is at the core of our
efforts — and this is where we can make the
biggest difference in addressing the environ-
mental challenges the world is facing. But as
a responsible company, we are also focusing
on pressing environmental issues like packa-
ging waste and greenhouse gas emissions.
We want to communicate conscious fashion
choices and acknowledge our responsibili-
ty as a global fashion player to our planet and
society by establishing new ways of making
and distributing fashion.



We want to take responsibility for the planet we share and the
people we connect with. Therefore, we need to rethink our busi-
ness to drive meaningful change now. Driven by this purpose of
meaningful engagement, customer demand for sustainability and
the increasing importance of NGOs and regulators, we are working
to make this awareness the basis of our business decisions.

We have launched the following core initiatives to move closer

to the future of fashion:

PLANET:

Leave a positive impact on the
planet's environment by designing
an eco-friendly and circular
business model.

PEOPLE:
Create an inclusive environment
for top-talent to thrive.

SOCIETY:
Ensure agency, accountability, and
stewardship within both ABOUT YOU
and the wider community.

ABOUT|YOU®

As a founder of ABOUT YOU, | am committed to my leadership re-
sponsibilities. Our responsibility strategy “Planet, People & Socie-
ty" continues to be a top strategic priority. This is operationalized
by clear responsibilities at a project level, a direct reporting line to
me for day-to-day decision making on responsibility matters, and
a monthly responsibility meeting with all Co-CEQOs. As a business,
ABOUT YOU ensures its organizational impact through rigorous
tracking of KPIs for all pillars of our responsibility strategy, inclu-
ding a climate model for emissions, employee surveys for health

& wellbeing and live data analysis for the share of sustainable pro-
ducts. To put our words into action and hold ourselves accountable
to the high standards we are setting, we have established an effec-
tive corporate governance system to proactively monitor, steer and
assume responsibility as a positive corporate citizen of society.

This report will help you understand why Planet, People & Society
are at the core of what moves ABOUT YOU. It provides insights into
our specific efforts, why ABOUT YOU was founded, and the vision,
mission and values that keep us going. So let's dive in!

Tk Milr






ABOUT THE REPORT

The information presented in this report relates to the ABOUT
YOU GmbH & Co. KG. As of March 2021, ABOUT YOU GmbH & Co.
KG operates 12 locations. These include:

-» The headquarters incl. photo studio in Hamburg, Germany

-» The ABOUT YOU Private Label and EDITED office in Berlin,
Germany

-» Logistic inbound operations located in Altenkunstadt, Germany

~» 6 EDITED Stores located in Germany

-> 1 EDITED Store located in Austria

-* The Adference GmbH office in LUneburg, Germany

Due to the different sources of relevant key performance indicators

we aim to ensure that all information is up-to-date and compara-
ble. In particular, the disclosures are dated as follows:

- Fiscal year 2020/21 for all ecological footprint topics

-*» Snapshot of fourth quarter fiscal year 2020/21 for all
people topics

~» Snapshot of fourth quarter fiscal year 2020/21 for all
circularity topics

~» Snapshot of fourth quarter fiscal year 2020/21 for all
sustainable assortment topics

ABOUT|YOU®

MATERIALITY ASSESSMENT

We understand materiality as a dynamic concept. Topics can
change gradually or rapidly in their importance to stakeholders
and business decisions. Therefore, we established an assessment
procedure that meets two central requirements:

Involvement of a broad spectrum of internal and
external stakeholders
Ability to repeat in a timely and accurate manner

The materiality assessment on which this report is based was con-
ducted between November 2020 and February 2021 to ensure
timeliness. We conducted the assessment as follows:

1. Gathering a long list of 100+ topics from NGO ESG reporting
frameworks, cross-industry and e-commerce fashion best
practices and our own desk research

2. Hosting an initial leadership workshop with our
three Co-CEOs to review and refine the long list

3. Regular employee surveys to review workshop results
and explore additional topics

4. Stakeholder survey with 1,000 ABOUT YOU customers
and 1,000 additional online shoppers to verify workshop
results and explore further topics



Accordingly, the structure of this report reflects the results of the
materiality assessment process as shown in the chart below.

Impact/relevance for stakeholders

Climate Change

Talent & development

\ Human rights @& & Data privacy & security
L4
Water
Governance & responsibility
Working & employment conditions q /
® L
Employee health & well-being
e~ &
[ ® Sustainable sourcing
Waste ——___ o &
7 Social & economic contribution
——@®
Environmental awareness Social & economic inclusion
@

\

Voluntary work

ABOUT|YOU®
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OUR PLANET

Since our founding, we have always encouraged people
to express their personalities through fashion, as we be-
lieve it promotes essential values for our society such as
individuality, self-awareness and tolerance. But fashion is
also much more than that, because as much as it lives off
the people, it also lives off our planet’s resources.

As a fast-growing online fashion platform, we want to
take responsibility for our actions and our environment
at ABOUT YOU. We are working to make this awareness
the basis of all our business decisions, while enabling our
customers to make sustainable buying choices that are
respectful of our Earth and its resources. We believe that
promoting circular fashion choices while simultaneously
reducing packaging waste and greenhouse gas emissi-
ons tackles the core challenges of our business model.

This is a complex process where we are learning somet-
hing new every day and we aim to always be transparent
about our sustainability actions. We are far from perfect,
but we believe every step we take in the right direction
can make a positive impact. We have grouped our efforts
along three dimensions:

ABOUT|YOU®

Ecological footprint:
We consider, reduce, and compensate for
our ecological footprint.

Circularity:
We strive to close the loop in the fashion industry
by fostering circular models such as
second hand and upcycling.

Sustainable products:
We maximize the share of sustainable
products in our assortment.
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ABOUT OUR 'ECOL"OfG_IGAL FoQﬁ:k]NT

We manage both the direct and indirect ecological footprint of our
business, taking responsibility for the ecological footprint that our
e-commerce business model leaves on the planet.

We also share responsibility with our partner brands for the emis-
sions caused by the manufacturing of our preducts. Our goal is

to make every step of our @pply chain as eco-friendly as possib-
le. Furthermore, we want t@'encourage environmentally-conscious
behaviour among our employees and stakeholders.

.

OUR APPROACH TO CREATING A POSITIVE IMPACT CONSISTS OF THREE STEPé:

1. v 3,
We continuously measure ' We reduce our footprint and We compensate for all CO;
our footprint and gradually "Cq,g;dinate improvements emissions that cannot be
improve our analysis ~with our partners. reduced directly



ABOUT|YOU®
REDUCING OUR Here is what we have been working on:

GREENHOUSE GAS EMISSIONS - In Q3/2020 we achieved full transparency on our corporate carbon

footprint including all GHG emissions of our e-commerce operati-
ons. Our 2019 GHG emissions are the baseline of all further reduc-

Climate change presents a major challenge for our planet. In deve- tions.
loping a carbon strategy we distinguish between a) ABOUT YOU's
direct corporate carbon footprint and b) our indirect footprint cau- -» Since Q4/2020, we have been carbon neutral by offsetting all our
sed throughout our partners’ value chain. corporate GHG emissions?! through tangible, certified climate pro-
tection programs?, that provide additional value to the UN Sustai-
a) As an e-commerce retailer, firstly, we want to nable Development Goals. Since then, we have offset 28.048 kg
take care of the emissions we can directly control. co2 .
b) And secondly, we want to encourage our e-commerce - In Q4/2020 we gained transparency on the carbon footprint of the
business partners, in particular the fashion brands we products we sold in 2019. This kicked off the next phase of our car-
work with, to do the same. In our asset-light business bon footprint strategy, which includes fashion partners we work
model the latter has a major leverage effect. with. This includes third-party and drop-shipped products that we
sold on our platform as well as private label products we sourced
With that in mind, it has never been more important to continu- in 2019. We have reviewed all products based on material compo-
ously examine the status of our GHG emissions and to understand sition, weight, and country of origin. Total GHG emissions of the-
in detail how various reduction scenarios might play out. se products amount to 210.841t CO-, e. This is about ten times our

own corporate carbon footprint.

- In Q1/2021 we set science-based targets approved by the Science-
Based Target Initiative to align our emissions reduction with the
Paris Climate Agreement 1.5° Celsius target.

In all these steps we worked closely with ClimatePartner3,
a recoghnized consultancy for carbon footprint strategy.

1 Corporate carbon footprint, scope 1, 2 & 3 excluding products
2 https://fpm.climatepartner.com/tracking/14439-2009-1001/en
3 https://www.climatepartner.com/ 9



ABOUT YOU®
OUR 2019 GHG EMISSION BASELINE

Scope of GHG emissions in CO2e

E-commerce business

model (outbound deli- Fashion upstream and

veries, returns, ds-part- downstream value chain
Scope 1& 2 direct Own business activi- ner deliveries & returns, (production, transport and
emissions ties (Business travel, warehousing, packaging, disposal of products)
ABOUT YOU commuting, paper- private label inbound
(offices) based marketing deliveries)
materials)

® €
371t 1,687 t

~N
25,475t

: Screening approach (externally validated
V= Inventory approach (detailed l:j =i :
//////, calculation of all GHG emissions) GHG emission model based on weight,

materials and country of origin of products)
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OUR GHG FOOTPRINT

Due to our business growth this year, our total GHG emissions
increased by 57,4 % to 40,077 metric tons of carbon dioxide equiva-
lent (t CO%e) in 2020, from a 2019 baseline. The analysis is rendered
by the operational control approach of the GHG Protocol Corporate
Standard.

ANALYSIS BY SCOPE

ABOUT|YOU®

Relative metrics such as emissions per order help us track and
improve operational efficiency regardless of current high growth,

and allow comparison with competitors in the same field.

Corporate Greenhouse Gas Emissions ABOUT YOU - 2019 ployle}
by scope

Share

plople] [t CO.€e] [t COze]
Scope 1 - direct emissions (gas / heating, refrigerants) 0.1% 45 ol
Scope 2 - indirect emissions (power, district heat) 1.3 % 327 310
Scope 3 - indirect emissions outside of organization 98.6 % 25104 39,706
Total (Scope 1, 2, 3) 25,475 40,077
Compensated emissions by carbon offset projects 10,892
Net carbon emissions 25,475 29,185
Carbon intensity [kg CO,e per order] 156 1,63

n



ANALYSIS BY SOURCE

ABOUT|YOU®

Corporate Greenhouse Gas Emissions ABOUT YOU - 2019 ployle}
by source

Share

2020 [t CO2€] [t COz€]
Transport (outbound deliveries, returns,
ds-partner deliveries & returns) 492 % 10,573 19,714
Warehousing (1 warehouse, 2 returns warehouses) ARSI 6,070 8,725
Packaging (cardboard, poly mailers, poly bags,
parcel supplements, delivery docs, ...) 19.6 % 4,899 7,840
Inbound deliveries private labels 31% 784 1,249
Paper-based marketing materials 3.0 % 505 1,21
Buildings (heating, power, water, waste) 1.3 % 513 529
Call center 12 % 950 468
Business travel 0.6 % 921 247
Employee commmuting 02% 261 95
Total (Scope 1, 2, 3) 25,475 40,077
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We are also in contact with all relevant business partners about
reducing their carbon footprint.

We are pleased with the progress we have made and intend to
intensify our efforts moving forward. Here are a few insights:

Since 2021 our warehouses have been powered by electricity from
renewable sources. Some of our business partners operate solar
power systems.

Furthermore, decentralized combined heat and power stations are
also in use.

Transportation and all routes are optimized for fuel efficiency.

Our carriers are on track to increase the share of last mile deliver-
ies by EV's and alternate means of transport, especially in large ci-
ties. We are also looking at ways to change customer behaviour to
avoid GHG emissions from unnecessary deliveries, e.g. with the si-
ze finder, a shop feature that suggests fitting products to our cus-
tomers based on data they provide, with the goal of reducing
try-on deliveries and returns.

Please refer to “Using as much recycled packaging as
possible” to read more about our packaging footprint
and our reduction efforts.

4 corporate carbon footprint, scope 1, 2 & 3 excluding products
5 https://fpm.climatepartner.com/tracking/14439-2009-1001/en

ABOUT|YOU®

Since Q4/2020, we have been offsetting our entire corporate GHG
emissions* through tangible, certified climate protection pro-
grams® which also contribute to the UN Sustainable Development
Goals: making us a carbon-neutral company.

By also addressing GHG emissions of partners in the value chain
we have a significant lever to maximize overall positive impact.

From Q2/2021, we will increase the scope of our emissions reducti-
on efforts. Following our efforts to tackle the emissions stemming
from e-commerce operations and office locations, we aim to re-
duce GHG emissions caused by the production of the products we
sell.

13
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Amounts of own packaging plo) i) 2020
share [%] [t] share [%)] [t]
Classic cardboard box 92 2,074 0
Cardboard box - 8 180 100 3,882
high recycling content
Total 2,254 3,882
No. of boxes [K] 4181 7,333
Material per box [g] 539 529
Classic poly mailer 81 166 0
Poly mailer -
high recycling content 19 39 100 269
Total 205 269
No. of poly mailers [K] 8,163 1,132
Material per poly mailer [g] 25 24

18
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ABOUT YOU®

ENERGY CONSUMPTION OVERVIEW

T

Energy consumption 2019 [kWh] 2020 [kWh]
Electricity (total) 504,051 622,617
Electricity (from renewable resources) 141134 267,407
Heating 963,998 839,904
Car fleet 0 28,398

Total [RASSEOZAS 1,490,919

20



We want to establish a circular life cycle for garments and maximize the
use of recycled resources by offering return systems and utilizing used
garments in the long run. In addition to promoting an assortment
designed for Iorpew\/e'haye gstablish'e?.!@eﬁfic circular fashion

model - -
™~ 2 . . .

»a pr——
. » i .. 'u « ‘.
/¥ L\
- " - o n
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ovide oresaf t

- -
\ m"‘g‘fﬁys"" Second Love; he largest fashion
offering quality-checked secon®and items

yﬂ'ﬁtage WardroBe: We offer festival visitors the opportunity
- e express themselves through unique;fand-picked styles

available forrental from our Vintage Wardrobe team
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FOSTERING CIRCULARITY -
ABOUT YOU SECOND LOVE

We believe that buying second hand is one of the most sustaina-
ble ways to dress. For every item bought second hand instead of
new, valuable resources used in the production process of a gar-
ment, such as water, are saved and CO, emissions reduced.

However, even though second hand is on its way to becoming a
growing part of the fashion industry, it is still difficult for customers
to access the variety offered by existing assortments, and to in-
tegrate it within their regular fashion consumption: many second
hand purchases are still made in small stationary stores that only
offer limited assortment or via online shops that only offer second
hand products. Customer service is usually not comparable to re-
gular online fashion shops and the assortment is still distributed
across different retailers. Shipping fees and the lack of return
options further impede the customer experience.

ABOUT|YOU®

ABOUT YOU offers its customers solutions to the current issues of
online second hand-shopping in three ways:

1. We are aggregating the fragmented assortment of vari-
ous online second hand retailers in our ABOUT YOU shop. We
are consolidating the assortment of different price points and
styles on one platform and increasing its visibility and access
for our millions of customers.

2. We are embedding the second hand assortment under the
category “Second Love” in our existing shop, enabling custo-
mers to shop regular and second hand items in one order and
payment process. This way, customers can combine regular
and Second Love fashion according to their respective needs.
This helps customers make a more conscious choice every
time they order from ABOUT YOU.

3. We are removing existing obstacles to buying second hand
online: all second hand items in our shop undergo quality
control, checking the condition and authenticity of items
through professional second hand partners. This means we
can eliminate all doubts concerning the origin and quality of
the items on offer. ABOUT YOU is also pioneering the second
hand market by offering second hand assortment with com-
pelling USPs, such as free delivery and free returns.

22
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ENABLING SUSTAINABLE CHOICES -
OUR THREE SUSTAINABILITY LABELS

Fashion requires both people’s creativity and our planet’s resources.

This awareness guides our business decisions, and we look to provide our customers
with sustainable purchase options to express themselves while respecting the planet’s
resources.

Sustainability in fashion covers many aspects: the conscious use of the most environ-
mentally and animal-friendly materials, resource-saving manufacturing processes and
fair working conditions.

Currently, every product on our platform labelled as “sustainable” meets at least one of
these dimensions. It is a priority for us that our customers can quickly and easily unders-
tand why a product is labelled as “sustainable” on our platform. Thus, each sustainable
article's detail page in our shop carries additional information on its level of sustainability.
We have summarized our sustainability criteria under three labels:

26
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GOTS - ORGANIC 4P

The Global Organic Textile Standard (COTS)° is an
internationally recognized standard for the pro-
cessing of fabric made from organic textiles. To
gain certification, the entire production chain is
examined against environmental and social re-
quirements. In this case, the product is labelled
“organic”, meaning it contains at least 95 % certi-
fied natural fibers.

MADE IN GREEN
BY OEKO- TEX®

MADE IN GREEN by OEKO-TEX®11! |abels all pro-
ducts made from pollutant-inspected materials
which have been produced in eco-friendly plants
under safe and socially acceptable working condi-
tions. MADE IN GREEN by OEKO-TEX® certificati-
on provides a high level of transparency: the pro-
cessing of each product can be traced back with
a unique product ID.

10 www.global-standard.org

11 https://www.oeko-tex.com/de/unsere-standards/ma-
de-in-green-by-oeko-tex

12 https://www.controlunion-germany.com/en/ocs-textil
13 https://www.bluesign.com/en

FAIRTRADE
CERTIFIED COTTON

To gain accreditation, the entire cotton used is
certified as FAIRTRADE and grown by fairtrade
producers. The fair trading conditions help small
farmers and workers in producing countries to in-
vest in a sustainable future. Becoming fairtrade
certified underlies strict guidelines, which pro-
tects the sustainable development of producer
organizations in developing countries and sup-
ports eco-friendly cotton production.

ORGANIC CONTENT 6)
STANDARD 100

g .,l:.t‘t"\
The Organic Content Standard (OCS)*2100 labels
textile end products containing at least 95 % cer-
tified organic materials. By examining the tracea-
bility along the entire value chain, the amount of

bio fibers is transparent and can be verified and
independently evaluated.

ABOUT|YOU®

ORGANIC CONTENT
STANDARD BLENDED

The “Organic Content Standard (OCS) blended”
labels textile end products containing at least 5 %
certified organic materials. By examining the tra-
ceability along the entire value chain, the amount
of bio fibers becomes transparent and can be ver-
ified and independently evaluated. We only label
products OCS blended when they are made from
at least 50 % biomaterial.

BLUESIGN® PRODUCT

The BLUESIGN® PRODUCT?3 seal stands for a tex-
tile production with the smallest possible impact
on people and the environment by, for instance,
having specific limit values for chemicals. It com-
bines the maximum practical level of safety for
the consumer, demands the highest level of em-
ployment security and requires a conscious use
of resources. This seal may only be used on pro-
ducts that were produced in certified plants by at
least 90 %.

30



MANUFACTURER IS MEMBER
OF THE FAIR WEAR
FOUNDATION

(LEADER BRAND)

The manufacturer of this product is a member of
“Leader” at Fair Wearl4. Fair Wear does not certify
products or brands, but is an independent, non-
profit organization that collaborates with brands,
suppliers and other stakeholders to secure soci-
al standards in garment factories. The efficiency
of members is investigated and published every
year. Members of “Leader” perform exceptionally
well and achieve exemplary results.

RECYCLING MATERIALS

We mark products that contain recycled mate-
rials, including recycled cotton (at least 30 % of it
used in the product) and recycled polyester or ny-
lon (at least 50 % of it used in the product). The
use of recycled instead of new cotton eliminates
the need for fertilizers and pesticides and redu-
ces water usage significantly. Recycled polyester
and nylon give a non-biodegradable material a

second chance at life plus the production of crude
oil and natural gas is reduced.

LENZING™ ECOVERO™

Viscose fibres of the brand LENZING™ ECOVE-
RO™15 are made out of wood from certified sus-
tainable sources. Compared to regular viscose,
these fibres cause significantly less emissions and
water pollution. LENZING™ ECOVERO™ fibres
have also been honored with the EU ecolabel for
maintaining the high eco standards during the
entire product life cycle. We only label products
made from at least 50 % of these fibres.

TENCEL™

TENCEL™?16 |yocell fibres are derived from wood, a
regrowing resource. The certified bio-based fibres
are produced in an eco-friendly process. Becau-
se they are made from natural materials, TEN-
CEL™ fibres are biodegradable and compostable,
hence can be given back to nature. We only label
products that are made from at least 50 % of the-
se fibres.

ABOUT|YOU®

ORGANIC COTTON

The cultivation of organic cotton is more sustai-
nable than conventional cotton. Organic agricul-
ture prevents use of toxic chemical pesticides, fer-
tilizers and gen-manipulated products. The goal
is to obtain an ecological diversity of agricultural
systems, improving the fertility and biodiversity of
the soil and therefore supporting a healthy envi-
ronment. We exclusively mark products that are
made from at least 50 % of organic cotton.

14 https://www.fairwear.org/
15 https://www.ecovero.com/
16 https://www.lenzing.com/products/tenceltm
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SUPPORTS THE “COTTON 4

MADE IN AFRICA
INITIATIVE”

Cotton made in Africa (CmiA)17 is an internatio-
nally accepted standard for organic cotton from
Africa. Within an independent verification, the
cultivation and ginning of the cotton are exami-
ned against ecological, social and economic cri-
teria. Buying a CmiA labeled textile helps protect
the environment and improve the living conditi-
ons of African cotton farmers.

SUPPORTS THE
“BETTER COTTON
INITIATIVE”

By being a member of the Better Cotton Initia-
tiveld, the cotton products of this brand support
a more sustainable way of growing cotton. This
means the brand commits to receiving a certain
amount from “BC" and is investing in the BCI
farmers. Products with this label contain at least
50 % cotton.

LINEN

Linen is a natural textile raw material from the flax
plant. The cultivation of flax requires only a fourth
of the amount of water and considerably less fer-
tilizer and pesticides than conventional cotton.
Flax can be cultivated in areas of higher precipita-
tion, requiring less artificial irrigation, hence pro-
tecting the groundwater. We only label products
that contain at least 50 % of linen.

LEATHER WORKING
GROUP

The Leather Working Group (LWG)1? is a multi sta-
keholder initiative consisting of different stakehol-
ders within the leather industry. The group deve-
loped an audit programme which certifies leather
manufacturers regarding their compliance with
environmental requirements and performance.
Products are labelled denoting whether they con-
sist of material from a LWG certified tannery.

ABOUT YOU®
o\
&,

The RDS2° is a highly demanding standard
and ensures the traceability of down from
the end product to the chick at a global level. The
RDS also defines strict guidelines to ensure the
animal welfare, for instance for food and water
quality, housing, population density and free-ran-
ge husbandry, health and hygiene. The RDS also
bans gavage and live feather plucking.

RESPONSIBLE
DOWN STANDARD

RESPONSIBLE

w

WOOL STANDARD
The Responsible Wool Standard??! is one of the
leading animal protection standards for wool pro-
ducts, guaranteeing responsible sheep farming.
This label focuses on animal protection (like inhi-
biting mulesing), sustainable farming and protec-
ting of soils, transparency in the supply chain, and
on an integrated system for re-tracing.

17 https://cottonmadeinafrica.org/

18 www.bettercotton.org.

19 https://www.leatherworkinggroup.com/

20 https://www.controlunion-germany.com/en/rds-responsible-down-standard
21 https://www.controlunion-germany.com/en/responsible-wool-standard/rws
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LEADING BY EXAMPLE - SUSTAINABLE
ABOUT YOU OWN LABEL PRODUCTS

The complexities of supply chains today require strict monitoring
of all steps to ensure compliance with sustainability standards. We
are truly grateful for the efforts our partner brands are making to
supply us with sustainable products. The targets we set for our
core assortment would not be attainable without their support.

Consequently, we use our role as the virtual manufacturer of our
own brands ABOUT YOU, EDITED and LeGer by Lena Gercke, to
contribute to our sustainable assortment targets. We plan to in-
crease our share of first-party products and therefore impact on
sustainability targets, and see it as our opportunity to lead by
example. As of Q1 2021, >10 % of our own brand products will
receive at least one sustainability label.

We aim to continue to lead by example and keep the sustainable
share of our own brands above the share of our total core assort-
ment.

22 https://apparelcoalition.org/
23 https://higg.com/about/

ABOUT|YOU®
SUSTAINABLE APPAREL

COALITION (SAC) MEMBERSHIP

Our plan to increase the share of sustainable products on our plat-
form is an ambitious endeavour. It requires close collaboration with

our partner brands as well as rigorous analysis of our private label
production processes. To support both of these requirements, we
joined the Sustainable Apparel Coalition (SAC)22 in Q1 2021.

The SAC is the world's leading sustainability alliance in apparel,
footwear and textiles with over 250 members. We share the visi-
on of an industry that does not cause unnecessary environmental
harm and has a positive impact on people and the communities
connected to it. The strong congruence between SAC's vision and
our sustainability strategy motivates us in our membership which
in turn can enable our role as an important link between our cus-
tomers' desire for sustainability transparency and the brands and
their manufacturers.

In partnership with Higg Co23, SAC provides a range of tools for
memlber organizations to measure and improve their sustainabi-
lity performance at factory, product and brand level. Each assess-
ment is split into environmental, social and labor factors. As an
apparel and footwear retailer, we use the Higg Brand and Retail
Module (BRM). At the beginning of our SAC membership, we have
defined two central efforts for 2021:
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OUR PEOPLE

Our people are what makes ABOUT YOU thrive.

We take responsibility for creating an exceptional,
inclusive environment to attract and develop talent from
all over the world. Gender, nationality or ethnicity should
never be barriers - neither in society nor at ABOUT YOU.

We believe that a diverse workforce contributes signifi-
cantly to the ABOUT YOU culture. In order to retain talent
and diversity, we emphasize and promote care for emp-
loyees’ physical and mental health and well-being. Thus,
we focus efforts for our people along three dimensions:

ABOUT|YOU®

Employee health and well-being:

We nurture the well-being and health of our

employees, focusing on both physical and
mental health aspects

Diversity:
We create an inclusive environment
where all employees can bring their
true selves to work

Talent acquisition and development:
We aim to attract and develop the best
talent from all over the world
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ABOUT HEALTH
AND WELL-BEING

We are committed to providing an attractive and healthy working
environment for all our employees. To fulfil our commitment, we
continuously improve existing and introduce new initiatives focu-
sed on employee needs as required. We continuously monitor pro-
gress along these two dimensions via monthly employee enga-
gement surveys as well as analysis in cooperation with our health
insurance partners.

FEEDBACK WELCOME -
EMPLOYEE ENGAGEMENT

We aim to be an attractive employer for all our employees. When
it comes to measuring whether we are living up to this ambition,
we believe our employees are the best data source. To empower
our people to share their feedback on a regular basis, we launched
Peakon24in January 2020 as a platform to measure employee en-
gagement and experience.

One of the key metrics for monitoring employee engagement is
Peakon's Net Promoter Score (eNPS): Employees rate a series of
guestions on a scale of 1 (lowest satisfaction) to 10 (highest satisfac-
tion) on overall satisfaction, mental health and well-being and cur-
rently also on satisfaction with the employer’s reaction and mea-

ABOUT|YOU®

sures to COVID-19. The total share of detractors (responses below 7)
is deducted from the total share of promoters (responses scoring
9 and 10) to produce the eNPS score. This quantitative approach is
accompanied by open-comment feedback. This survey is conduc-
ted monthly and can be adjusted for current focus topics (e.g. sa-
tisfaction with employer's COVID-19 response).

Examining a twelve-month overview of 2020, ABOUT YOU has a
high level of employee satisfaction, slightly above industry ave-
rage, scoring 8.0 across all questions (average score for Technology
branch 7.9) and an eNPS significantly above average with 36 (ave-
rage for Technology branch 27).

24 https://peakon.com/
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ABOUT|YOU®

CASES OF WORK INCAPACITY PER INSURED YEAR 2020 has been an especially challenging year when it co-
mes to employee health, particularly with regards to men-
COMPARED TO E-COMMERCE-INDUSTRY tal health when juggling work and personal life during
lockdown. To monitor and address these effects, we ha-
ve incorporated a dedicated mental health and well-being
2 T module into our monthly employee engagement survey to
measure employee well-being and collect feedback for our
measures in response to COVID-19.
110 Initial actions have already been taken to support our em-
ployees, such as the extension of anonymous counselling
service in collaboration with a psychological practice, which
0,55 is offered both virtually and in person. Further measures are
planned for the beginning of 2021, such as beginning our
partnership with counselling hotline Insite2s and evaluating
additional offers through digital mental health platforms.

— !

AY 2017 AY 2018 AY 2019 Industry
2019

25 https://www.insite.de/de/
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ABOUT DIVERSITY

We believe that each and every one of our employees is unique.
ABOUT YOU is committed to creating a place to work where every
individual is valued, can develop their personal potential and fully
engage in their work.

We believe that working together in diverse teams, bringing toge-
ther different backgrounds and perspectives, leads to better entre-
preneurial decisions and fulfillment of customer needs. In order to
live up to these ambitions, we are building an inclusive company
and commit to the pledge of “Die Charta der Vielfalt"26. This corpo-
rate initiative promotes diversity and inclusion in Germany's busi-
ness culture. Over 3,800 employers with more than 14 million emp-
loyees share our commmitment.

In order to monitor the progress of our journey to a fully inclusi-

ve workplace we conducted our first anti-discrimination survey in
2020. While we already operate a dedicated reporting system for
incidents of discrimination, the company-wide anti-discrimination
survey also regurlary offers us a holistic perspective. The survey was
one of the first measures introduced by our newly formed HR pro-
ject circle called “Diversity & Inclusion®. Moving forward, we will in-
tegrate diversity and inclusion topics into our monthly Peakon em-
ployee survey from Q2/2021.

But diversity and inclusiveness go beyond our own workforce. It
must be part of how we think about our products, our suppliers

ABOUT|YOU®

and our customers. That's why we will continue our efforts to pro-
mote the integration of diversity with the brands and partners we
work with.

DIVERSITY, INCLUSION AND EQUALITY

As of 31 December 2020, ABOUT YOU has grown to 1,127 employees
with an average age of 28. Across all our departments we have a
female share of 62 %.

1,127 employees Average age of 28 years

& o

>65 nationalities 62 % female share

We are proud to have >65 nationalities already working with us to-
day. To further facilitate attracting talent from around the world
we offer targeted support for international employees: from free
German and English classes to relocation support for employees
and their families, covering employee flats and support with visa
processes and German tax regulations. The offer is continuously re-
viewed and adjusted as needed, especially in 2020, facing challen-
ges of relocators not being able to leave their home country due to
COVID-19.

26 https://www.charta-der-vielfalt.de/en/diversity-charter-association/about-the-
diversity-charter/
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PORTRAIT CHECKOUT TEAM

Our belief in the tangible added value of diverse teams is most
evident when taking a closer look at our teams, e. g., the Checkout
& Payment team.

The team serves as a demonstrative example of how we live
diversity at ABOUT YOU and how we combine it with building
high-performing teams.

Our Checkout & Payment Team operates at the core of what we do
and is responsible for the entire order cycle — from the initial addi-
tion of products to the shopping cart to handling the potential re-
fund of a returned item weeks later. Between these two touchpo-
ints with our B2C customers, the team also interacts with a variety
of internal and external stakeholders. These range from our CRM
Team to B2B order brokers to multiple international payment pro-
viders in a variety of countries.

Any bug or potential downtime of checkout and payment applica-
tions is highly critical and has a direct effect on transactions on the
ABOUT YOU platform. These circumstances require an extremely
efficient team, under heavy pressure.

The 43 colleagues in our Checkout & Payment Team master these
challenges as one of the most diverse teams at ABOUT YOU along
various dimensions.

ABOUT|YOU®

OUR CHECKOUT TEAM AT A GLANCE

Age range from 24 - 53

23 % female share with
40 % of these women
in lead positions in a
pure tech team

6

24 nationalities

4
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SUPPORTING AND DEVELOPING YOUNG LEADERS

We have a comparatively young average age of 28 across all our
employees, which is also reflected in the share of young leaders:
~75 % of our leaders are younger than 35 years old.

We continuously work to develop and support our people on
their leadership journey, from taking on their first leadership
role as a team lead to transitioning to a director role.

For this, we offer a dedicated curriculum covering leadership
training delivered by our Co-CEOs and external coaches.

In addition to formal training, our young leaders are

supported by an internal mentoring programme. This brings
together around 40 experienced mentors across the company
to support young leaders with specific development issues and
challenges while already leading a team or with general
guidance as they move into their first leadership role.

- 75 % of Leads < 35 years old

ABOUT|YOU®
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As of 2021, for our more experienced leaders, we have a dedicated
budget to support them in pursuing their individual development
goals through training, coaching etc.

Besides offering the “classical” leadership career path that comes
with leading a team, we are continuously expanding our specialist
career paths, with a particular focus on our marketing and tech de-
partments. For developing tech talent, we have successfully esta-
blished our internal MOVE programme. The programme supports
our employees to switch between tech teams, build broader exper-
tise and work in an interim lead position, to better support their de-
cision whether to pursue a “classical” leadership or a specialist
career path.

ABOUT|YOU®

PORTRAIT GINA NUGUID
YOUNG LEADERS / WOMEN IN TECH

Our strategy of supporting young leaders and empowering fema-
le leadership creates unique career paths. We are pleased to intro-
duce you to Gina Nuguid. Starting as a working student in the early
days of ABOUT YOU, Gina progressed to a position as a tech direc-
tor in less than six years. Let's hear from Gina how she experienced
her own development at ABOUT YOU.

ABOUT YOU: Gina, please tell us about your position and responsi-
bilities at ABOUT YOU.

Gina: As Director Product IT Backbone Retail, | am responsible for
all backend processes and systems of ABOUT YOU's retail business.
This includes the setup of efficient, consistent and stable processes
as well as data flows between all systems that are required for the
operation of an e-commerce shop.

ABOUT YOU: Prior to joining ABOUT YOU you did not necessarily
focus on tech topics. Could you explain how you got into a tech
role?
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WE KEEP GROWING - NEW HIRES IN 2020

2020 was a year of significant growth. We reached our 1,000 em-
ployee mark in September, grew to 1,127 employees as of 3lst De-
cember, and had a total of +400 new colleagues join us. Due to
COVID-19, 2020 was also a very special year for us from a recruiting
perspective. It provided us a tailwind in filling our vacancies due to
favourable candidate availability, which led to >50,000 applications
for our open positions (on average ~140 - 150 vacancies in 2020).

Nevertheless, recruiting was also challenging for us in 2020, forcing
us to fully digitize our recruiting activities while maintaining an ex-
cellent candidate experience. We also switched to virtual onbo-
arding for our new employees fromm March onwards, which made
March a record month in 2020 in terms of the number of colleagu-
es onboarded.

In addition to the record growth in new hires, 2020 was also a
year with significantly lower fluctuation at ABOUT YOU. Our attriti-
on fluctuated around 10%27 in 2020 (vs ~12% in 2019).

OPEN DOORS -
OUR OPPORTUNITIES FOR GRADUATES

We offer a variety of opportunities to start a career at ABOUT YOU.
To attract young talent for entry-level positions, we offer special

ABOUT|YOU®

development programmes for both school and university gradua-
tes. School graduates have the opportunity to start their career at
ABOUT YOU as an apprentice. At ABOUT YOU we offer training in
two professions: e-commerce (“Kaufmann / Kauffrau e-commer-
ce") and wholesale and export trade (“Kaufmann / Kauffrau fur
Grof3- und AufBenhandel”). In August 2020, five new apprentices
joined ABOUT YOU, starting their apprenticeship in our buying de-
partment and rotating departments every two to four months the-
reafter, across all commmon business departments (e. g. Finance,
Procurement, BizDev etc.) and e-commerce departments (e. g. In-
fluencer Marketing, Events, Corporate Communications). Appren-
tices receive continuous mentoring and development feedback
from HR. We are planning the same training structure for 2021.

University graduates can join ABOUT YOU either via our entry-level
positions as department junior or can join one of our 18-24 months
trainee programmes for top graduates. The trainee programmes
are offered for all three of our departments: marketing, e-commer-
ce and tech. Our trainee programmes offer top university gradua-
tes the opportunity to develop a holistic understanding of their tar-
get department by spending four to six months in the core teams
of each. In 2020/21, we had around ten trainees working with AB-
OUT YOU, with plans to scale the programme further.

27 Employment type “permanent” - excluding interns, working students and
temporary workers
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OUR SOCIETY

We are aware that the society of which we are part of
should never be taken for granted. We recognize our
responsibility to advance our operating model to
contribute to our society.

This responsibility begins with small operational and
technical adjustments to ensure a regulated and secure
data environment and extends to our overarching direct
and indirect contributions to society. Therefore, we have
structured our efforts to contribute positively to society
along three dimensions:

ABOUT|YOU®

Governance & responsibility:
We operate with a state-of-the-art corporate
governance and make compliant business
conduct a priority

Data privacy & security:
We adhere to the highest standards of data
privacy and security for all aspects of our business
(customers, partners, employees)

Community engagement:
We seek opportunities to give back and
contribute to the community
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ABOUT GOVERNANCE
& RESPONSIBILITY

Dignity and fairness are core values for a globalized world to func-
tion. These two values are deeply rooted in our culture. They are at
the core of our internal operations, but we also make them an in-
tegral part of every manufacturing contract we sign. ABOUT YOU
strives to lead by example and therefore facilitates transparency
and control for key stakeholders:

We establish transparency in the supply chains of
our labels ABOUT YOU and EDITED

We educate every new employee about our values
and how to live by them

We monitor responsible, compliant business conduct
and anticipatory risk management through our
corporate governance bodies

28 https://www.amfori.org/content/amfori-bsci

ABOUT|YOU®

TRANSPARENCY IN OUR
OWN LABEL SUPPLY CHAIN

The ABOUT YOU platform has grown rapidly over the past years
and currently offers an assortment of over 2,000 brands. As one of
the pillars of our strategy, we established our own brand EDITED
and consistently expand our portfolio of own brands under the la-
bel ABOUT YOU as well as exclusive influencer collaborations or
personal brands such as LeCer.

Despite not owning the factories where our own brand products
are produced, we act as a virtual manufacturer. This role not only
comes with responsibility, but also with a strong motivation to con-
tribute to fair working conditions throughout the supply chain of
our own brands.

Therefore, an initial and repetitive audit of each manufacturing
partner is obligatory.

ABOUT YOU is a member of amfori BSCI28. The amfori BSCI plat-
form allows us to monitor complex supply chains regarding their
social performance from a single point of information. The consis-
tent approach forms the basis for screening individual manufactu-
ring partners.

This screening process, based on the information provided by am-

fori, is complemented by regular visits to our manufacturers and
their facilities in person.
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ABOUT DATA PRIVACY & SECURITY

Customer data and cybersecurity are under scrutiny across all in-
dustries. This applies even more to purely digital business models
where the customer's trust in the conscious handling of their data
sets the foundation for every buying decision.

We appreciate the trust our customers place in us. Consequent-
ly, we adhere to the highest data and security standards. All custo-
mer data is stored in an iso-certified computing centre and solely
in encrypted databases. Access to these databases is strictly limi-
ted by dedicated approval and outplacement (removal of access)
processes.

An internal information security team maintains an overview of
our IT landscape. The team monitors all development, deployment
and testing activities. The team lead reports directly to our co-
founder and Co-CEOQ / CTO Sebastian ensuring that data privacy
and security are treated as a high priority. Ongoing internal moni-
toring is complemented by an annual external IT audit.

In the monitoring position, the information security team is re-
sponsible for finding issues in our applications and infrastructure.
Every new application developed at ABOUT YOU is tested accor-
dingly. Where applicable, we add new products in a bug bounty
program, such as “HackerOne"2°, where hundreds of hackers get

29 https://www.hackerone.com/
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paid to find issues in our applications. Applications that we cannot
add to the bug bounty program are retested annually by the infor-
mation security team.

Privacy and security issues not only concern our handling of data
but also the awareness of potential threats. We conduct an annual
company-wide phishing simulation to understand how prepared
we are for a real phishing attack and to raise security awareness in
the company. The simulated attack can be more or less complex
and involves more than one step to reach the goal.

ABOUT OUR COMMUNITY IMPACT

ABOUT YOU operates in a multifaceted commmunity of local and in-
ternational stakeholders. We are grateful for the loyal customers
and talented employees stemmming from our community. In re-
turn, we aim to impact our community in the same enriching
manner it impacts us:

We take action where help is needed in form of donations
We promote diversity, self-esteem and body confidence
not only within the ABOUT YOU team but also in every

media campaign created

We contribute to a thriving next generation through school
and university events
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“MASKS FOR EVERYONE”

2020 was also the year of COVID-19. The pandemic struck the world
fast and unexpectedly. Despite all measures taken, an immediate
comprehensive response to the fast spread of SARS-CoV-2 requi-
red the mobilization of all available resources.

We asked ourselves which of the measures recognized as effecti-
ve against COVID-19 we are able to support - and came up with a
quick answer. Community masks were identified as an effective
and easy-to-apply measure. However, a shortage of surgical masks
due to professional demand limited the availability and led to a
steep increase in prices.

As a trusted partner of fashion brands and influencers, we decided
to become the first online retailer to offer affordable and accessi-
ble community masks at cost price - already in April 2020. With the
help of our partners, we were able to offer a broad variety of masks,
from plain black or white to individual designs.

As part of our “Masks for Everyone” campaign, we donated over
150,000 masks to schools and charity organizations and sold over 3
million masks at cost price.

ABOUT|YOU®

SENDING THE RIGHT MESSAGES -
OUR CAMPAIGN PRODUCTIONS

Since we started out, we have always seen our purpose as emp-
owering people to find and express themselves through fashion.
To not be afraid of taking a stand for diversity, to be confident, tole-
rant and open-minded.

We embrace the uniqueness of every individual working at AB-
OUT YOU through the dedicated efforts of our HR team. Of course,
we are eager to share the same messages externally in our cam-

paigns.

Our Idols and Influencer Marketing and Brand Advertising Solu-
tions teams drive diversity and inclusivity by booking influencers
and models from different social and ethnic backgrounds, of dif-
ferent genders, sexual orientations, and body images. Neither di-
versity nor inclusivity end in front of the camera. The entire pro-
duction set is a space for unique individuals to interact with each
other. Thus, we provide equal access to opportunities to photogra-
phers, stylists, hair and make-up artists, digital and light assistants
from diverse backgrounds.

All of our teams involved in the campaign production process are
aware of the endurance required to make a lasting commmunity im-
pact. We continuously address social issues within the team and
educate our team members in order to maintain awareness and
improve internal processes.
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ABOUT THE FUTURE e

At ABOUT YOU we are supporting people in finding and expressing their personality
through fashion.\We enable brands, retailers and influencers to build and grow their
e-commerce business. The numbers and stories told in this report provide an excerpt
of how People, Planet & Society are at the core of everything we do.

We aim to have a positive impact. We want to reduce the ecological footprint of our
operations, increase the share of sustainable products on our platform, create a fully
inclusive workplace and contribute to our community beyond the boundaries of our
core business.

We are committed to our targets and will report annually on our progress. With the
expected growth of our company, we also expect the impact of our actions to increa-
se. The next release of this report will reflect the growth accordingly in the form of
further developed and additional measures.

ABOUT YOU°
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